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Resumé 
Dette speciale vil undersøge det danske designmærke WHIITE og dets ekspansionsmuligheder i 

Kina. WHIITE er et luksusmærke der designer tøj til den travle karrierekvinde, der nemt skal kunne 

bære og sammensætte sit tøj til enhver lejlighed. Priserne ligger fra midten til den dyre ende af 

prisskalaen. Fokus er på høj kvalitet, enkelhed og god pasform. I første del af opgaven vil WHIITEs 

brandidentitet og image blive analyseret i forhold til to af deres konkurrenter, by Malene Birger og 

Isabel Marant, for at se om identitet og image er konsistent, og hvordan WHIITE differentierer sig. 

I anden del af opgaven undersøges det kinesiske forbrugermarked for at analysere de kvindelige 

forbrugeres vaner i deres køb af luksus. Eftersom meget litteratur peger på, at luksus for kinesiske 

forbrugere skal være fra et kendt mærke, iøjnefaldende og så dyrt som muligt, lader det umiddelbart 

ikke til at være et marked for WHIITE, hvis stil er underspillet, enkel og i en lavere prisklasse end 

de helt store modehuse som Louis Vuitton og Gucci.  

 

For at undersøge WHIITEs brandidentitet er der foretaget et kvalitativt interview med WHIITEs PR 

manager. Derudover er det sociale medie Instagram blevet brugt som platform for en netnografisk 

undersøgelse. For at analysere WHIITEs image er fem potentielle danske forbrugere blevet 

interviewet omkring deres mening om WHIITE og de to konkurrenter. For at undersøge det 

kinesiske forbrugermarked er der studeret sekundær data, i form af teoretisk litteratur omhandlende 

det kinesiske samfund, og forbrugeradfærd i forhold til luksusvarer. Teorien er blevet brugt som 

baggrund for at opstille seks hypoteser. De er blevet undersøgt i form af et kvantitativt spørgeskema 

udsendt til kinesiske kvinder bosiddende i storbyer med et tilstedeværende luksusmarked. 

 

Resultaterne af brandanalysen viser, at WHIITE prioriterer god kvalitet, tøj der er nemt at style og 

har en god pasform. Dog er WHIITEs gode kvalitet ikke overført til dets image. WHIITEs 

målgruppe er primært den travle karrierekvinde, som følger moden, og går op i kvalitet og tøj der 

nemt kan sammensættes til enhver lejlighed. Dette kan ses på WHIITEs valg af kendte kvinder, som 

de vælger at påklæde og vise gennem de sociale medier.  

Resultaterne fra den kvantitative undersøgelse viser, at kinesiske forbrugere bliver påvirket mere af 

modeblade og kendtes modesans, end af deres venners mening, hvilket strider imod teorien. 

Ligeledes afviger undersøgelsesresultaterne fra teorien omhandlende et kendt brand og et godt 

image som vigtige beslutningsfaktorer. Vigtigheden af et kendt brand og et godt image har vist sig 

at vægte mindre end andre faktorer som individuel mening om design, samt en god kvalitet. 



Derudover viser de kvantitative data, at iøjnefaldenhed og meget dyre priser ikke er vægtet så højt 

som litteraturen påstår. Kvalitet og individuel smag har vist sig vigtigere end mærkets synlighed og 

en høj pris. 

 

Alt i alt viser resultaterne, at WHIITE med fokus på kvalitet og middel til høje priser opfylder de 

kvindelige kinesiske forbrugeres behov. Det handler dog for WHIITE om at promovere dets brand 

på en måde, som fremhæver den udsøgte kvalitet og brug af materialer, da det i høj grad er vigtigt 

for de kinesiske forbrugere. Derudover må WHIITE udvælge de rette kendte kinesiske 

karrierekvinder til at bære og vise tøjet i det offentlige forum, da dette viser sig at påvirke 

forbrugerne. I forhold til WHIITEs priser bliver de kategoriseret som luksus, dog er det i forhold til 

teorien ikke anbefalet at sænke dem. På baggrund af resultaterne fra den kvantitative undersøgelse 

lader det til, at de kinesiske forbrugeres præferencer stemmer overens med, hvad WHIITE kan 

tilbyde, hvorfor de har en mulighed for at ekspandere til det kinesiske marked. 

 

!
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1 Introduction 
The Danish fashion brand WHIITE was founded in 2003 by the HTM Group (HTM Group ApS, 

n.d.). Creative director, Frederikke Hvid describes the style of the brand as suitable clothes for the 

career minded woman, who wants to be fashionable, but not in a dominant matter. She says that the 

power is in the details and the clothes are meant to be understated rather than eye-catching 

(Wenneberg, S. 2008). According to the co-owner of the HTM group, Signe Tholstrup, the core 

values of HTM Group are the main focus on quality in the clothes, but also quality in the human 

workforce where honesty, sustainability, responsibility and thoroughness are key words (HTM 

Group ApS, n.d.). However, the question is whether this brand can succeed on the Chinese market 

and meet the preferences of the Chinese customers. 

 

During the global economic crisis, China has continuously experienced economic growth  (BBC). 

As a society, China has changed from a traditional to a modern society with a rapidly developing 

economy, in which a different set of values has developed. It can be argued that because of the 

economic growth and an increasing middle class who has now more money to spend, more 

capitalistic values have been employed by the Chinese consumers. This goes hand in hand with a 

desire to show off the good fortune of this social group, and foreign brands have become a sign of 

wealth. This has created a large market in a growing economy, and thus an opportunity for foreign 

designer brands to use. 

 

Through the years, a mutual interest between Denmark and China has been seen in regards to 

fashion and business relations. China has shown a growing interest in the Danish Fashion Week. 

Important people from the fashion industry in China have attended the Danish Fashion Week to 

check out Danish fashion brands (Marsden, 2014: Ritzau, 2011). Moreover, Danish Fashion Week 

2014 had the Chinese market as a main focus target. The purpose was, among other things, to brand 

Danish fashion companies effectively.  

Moreover because of the rapidly growing economy China has become one of the most attractive 

markets for luxury brands in the world. Chinese consumers have taken first place among the world 

spenders on luxury goods (McKinsey&Company, 2012: 7). Additionally, the level of demand for 

luxury goods has increased in China, which has contributed to growth in the luxury market globally 

(Zhan & He, 2011: 1452). Therefore, China can be seen as an interesting market for Danish luxury 

brands, such as WHIITE, to expand into.  
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1.1 Limitation 
In this thesis, the Danish consumer market will not be analyzed, since it is irrelevant for our 

research questions. Instead, we will focus on the Chinese consumerism with regards to luxury, and 

the possibilities for WHIITE’s brand to thrive on the Chinese market, and if the brand values are 

consistent with Chinese preferences and wishes for fashion clothes. 

 

In the brand analysis of the different brands, WHIITE, by Malene Birger (BMB) and Isabel Marant, 

the analysis is based on their A/W collections 2014, since the palette, cut and design vary from 

season to season, so by comparing the collections from the same period it is assumed to give the 

most valid analysis. 

1.2 Research questions 
In the first part of the thesis, a brand analysis of WHIITE will be examined and compared with two 

of its competitors, BMB and Isabel Marant. In order to analyze WHIITE’s identity compared to its 

competitors, a qualitative interview with WHIITE’s PR Manager, Arman Motlagh, has been 

conducted. Furthermore, in order to analyze WHIITE’s image compared to its competitors, a 

qualitative interview with five Danish female consumers have been conducted.  

 

In the second part of the thesis, a quantitative survey will be conducted to identify the Chinese 

female consumers’ opinions of luxury and of the Danish fashion brand WHIITE. The purpose is to 

ascertain whether WHIITE has an opportunity to expand successfully to the Chinese market.  

1. What characterizes the brand WHIITE? 

2. What values are characteristic for the Chinese consumers when purchasing luxury? 

3. Does WHIITE’s brand match the Chinese consumers' preferences, thus creating a spot on the 

Chinese market for WHIITE? 

 

1.3 Outline of the thesis 
The thesis consists of three parts. Part one is a brand analysis (chapter 2) of WHIITE. Part two 

consists of the research into luxury consumption on the Chinese market (chapter 3-5). Part three 

consists our recommendations to WHIITE (chapter 6-7). 
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Chapter 1 contains an introduction of the chosen research field together with a short limitation. 

Afterwards, the research questions are presented, followed by the outline of the thesis, so the reader 

knows what to expect. 

 
PART ONE 

Chapter 2 consists of a brand analysis of WHIITE in which the identity and image will be 

compared in order to find out how strong the brand is. A hermeneutic approach has been used to 

collect the empirical data. Furthermore, to support the brand identity and image of WHIITE, two 

competitors close to WHIITE, BMB and Isabel Marant, have been selected to examine how 

WHIITE differentiates from these competitors. We will discover how WHIITE is positioned in 

comparison with the two competitors. 

 

PART TWO 

Chapter 3 consists of the theoretical framework of Chinese consumption in regards to luxury items. 

We have collected the research from several fields. Inglehart and Hofstede are used to examine 

societies, needs and values to research the cultural aspect of China. For the luxury consumption 

aspect, we have chosen Vigneron and Johnson’s theoretical framework, which identifies five 

different motivations behind luxury consumption. Furthermore, this section includes six hypotheses 

based on the theory. 

Chapter 4 consists of the methodology. A hypothetico-deductive approach has been used to collect 

the empirical data. Furthermore, our approach to the collection of data, using a quantitative survey, 

will be critically reviewed. Finally, the preparation of the survey will be carefully explained by 

clarifying the 16 questions and our thoughts and reasons behind them.  

Chapter 5 consists of the analysis of the collected data. Each hypothesis is analyzed separately 

based on the results from the survey. The analysis ends with a partial conclusion.   

 

PART THREE 

Chapter 6 consists of the marketing mix. The marketing mix is based on the four Ps, Product, 

Price, Place and Promotion. The four Ps support our recommendations to WHIITE, based on the 

outcome from the brand analysis and survey. 

Chapter 7 consists of the final conclusion of the thesis.  
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PART ONE 

2 Brand analysis of WHIITE 
WHIITE is a Danish fashion brand for women, founded in 2003 by the HTM group, which at that 

time consisted of the couple Signe and Jan Tholstrup and the two sisters Frederikke and Katrine 

Hviid (HTM GROUP ApS, 2014). As the creative director and design manager of WHIITE, 

Frederikke Hviid makes sure to make it an exclusive clothing brand that exudes style and elegance. 

WHIITE provides a wide range of clothes, and manufactures pants, dresses, blouses, jackets, and 

accessories for women. The style is classic, simple, modern and timeless. WHIITE’s clothes are 

defined by quality, wearability and comfort and created for fashion conscious women who juggle 

career, family and social life (Informa Exhibitions, 2013). 

 

2.1 Theoretical framework – Brand Identity vs. Brand Image 
!
In this section, the theoretical framework of David Aaker, will be explained. This theory is about 

building strong brands. In this thesis, the part of the theory concerning brand identity and the brand 

image will be used to analyze WHIITE’s brand. 

 

According to David Aaker, a brand identity is the core values and the core meanings of a brand. It 

can be related to a person’s identity and questions like, “how would I like others to think of me”, 

can be asked to ascertain what identity the person or company wants to obtain. The decision of a 

brand identity is a strategic decision made by the founders, or a strategist, working for the company. 

It is relevant that the brand identity is created internally within the company. Afterwards, it must be 

communicated externally in the hope that the outside stakeholders such as consumers, fashion 

critics, investors etc. will perceive the brand as the brand wants to be perceived (Aaker, D. 1996: 

68). 

 

It is significant to know WHIITE’s identity because by knowing the identity of the brand, it is 

possible to find out whether the values and associations connected with the brand would be 

attractive to the Chinese consumers. However, the issue with a brand’s identity is also the fact that 

it is a one-way communication action. This can lead to some traps, one of those being the brand 

image trap (ibid: 69). A brand image is decided by the consumers and external players. The image 
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is the reflection of how the brand is actually perceived. In an ideal world, the identity and the image 

ought to match. In this way, the brand is strongest and there are no gaps or misunderstandings in 

what the brand represents. Hence, it is also relevant to complete an analysis of WHIITE's image, so 

it can be compared to the brand identity. For example, WHIITE is positioned as a middle to high-

end brand, and the prices are matching this, hence the identity is a middle to high brand. If, 

hypothetically, the brand’s image was a low to middle end brand, a problem would most likely 

occur, since it would not be logical for consumers to pay a high price for a brand at the same level 

as high street chains such as H&M and Zara. The consumers would in this situation choose to buy 

from the competitors at a lower price. Therefore, it is important to listen to the consumers, and 

match the image. However, changing the identity after what customers dictate is not ideal either, 

since this would mean the company should change the strategic foundation and core competences 

(ibid: 70). 

 

2.2 Methodology – Brand identity 

2.2.1 Theory of science 
The hermeneutic approach is a theory of interpretation of text, verbal and non-verbal 

communication. We use this approach in the brand analysis. This approach is built on the chosen 

methods, which are qualitative data, two interviews and netnography (Thurén, T. 2008; 106-7). The 

point is to discover WHIITE’s identity and to explore if it is coherent with its brand image, hence 

we interpret the interviews and relate them to the secondary data to see if there is a connection. 

2.2.2 Methodology discussion 
To examine WHIITE’s brand identity, a qualitative interview with WHIITE’s PR Manager, Arman 

Motlagh, was conducted. This was done to gain a deeper insight into the thoughts and values of 

WHIITE’s vision and strategy, and how WHIITE wants to be perceived in the public eye. Since the 

theory states that the identity is created internally, we chose to interview one of the employees, 

since we assume him to be a valid source. In addition, an advantage of an interview is that the 

researcher obtains first hand experience, providing valuable and meaningful data, as the researcher 

and respondent spend a concentrated amount of time together. the data are more likely to be honest 

and valid (Bryman, 1988). Furthermore, an interview is used among other alternatives in order to 

produce an in-depth response (Proctor, 2005), so the choice of the interview creates the opportunity 

to receive the most elaborate answers as possible. As briefly touched upon earlier the respondent in 
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the interview was WHIITE’s PR Manager, Arman Motlagh. He is 29 years old, and has worked for 

HTM Group for 4 years. Due to his position in the company, he was able to answer the necessary 

questions. The in-person interview with Arman took place at WHIITE’s office in central 

Copenhagen, where the interview lasted for approximately 2 hours. A benefit of conducting the 

interview in WHIITE’s showroom was that it helped us understand the brand better. We had the 

opportunity to see the collection and feel the materials used, since the beforehand knowledge of the 

clothes only consisted of pictures on the Internet. During the interview, the questions were 

standardized as a starting point, but a conversation is a movable mechanism, and therefore it creates 

the opportunity to ask follow-up questions, which is another advantage of this method. The answers 

received from the interview with Arman Motlagh have provided us with useful information and a 

deeper understanding and knowledge of WHIITE as a brand. Furthermore, it has highly contributed 

to the analysis of the brand identity of WHIITE. These data could not be retrieved using only 

secondary data studies. 

 

Furthermore, a netnographic study was done, using the social media platform, Instagram, which is 

used through an app on smart phones. This was another way to learn how the brand represents itself 

to the public, being observed and conducted through its Instagram profile. A netnographic study is 

an alternative to the qualitative interview, and it gives the researcher a chance to discover how a 

company actually communicates its brand via e.g. social media sites. The researcher is ‘invisible’ 

and can observe these sites without costs, at any time, and from any place, which makes it possible 

to validate or invalidate the answers from the interview (Kozinets 2002: 62). 

 

The social media tool, Instagram, is a photo- and video sharing social networking service that 

enables its users to take pictures and videos, apply digital filters and share them. Additionally, the 

pictures can easily be connected to a variety of other social networking services such as Facebook 

and Twitter (Frommer, 2010). The service rapidly gained popularity, since its launch in 2010, and 

has more than 100 million active users today (Frommer, 2010). Everyone, who has a smartphone, is 

able to download the Instagram application and create a profile. The function of Instagram is to 

create a profile, with the purpose of uploading numerous pictures to have people follow the user 

account as well as following others, thus one can share one's personal life with the world. For 

companies, singers and other public figures, this is a free communication tool, creating another 

opportunity to shape the brand in the eyes of the followers. It is an international social media 
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service that makes possible to follow and have people follow back from around the world. People 

are able to like each other's pictures, which can symbolize some kind of popularity status, interest 

and acceptance. In other words, the more followers the greater popularity and the more likes. 

 

Moreover, it is possible to make the so-called “hashtag” on Instagram. A hashtag is a word or an 

unspaced phrase prefixed with the number sign “#”. Hashtags make it possible to group specific 

messages, since one can search the hashtag and get the set of messages that contains it (Instagram, 

2011). An example of the use of a hashtag could be #cphfw which stands for Copenhagen Fashion 

Week, and by adding that to the posts, fashion interested people searching this hashtag on Instagram 

can see all content posted with this hashtag. In addition, users are able to 'tag' other users. If profile 

A tags profile B, all that needs to be done is to write “@" and then the name of B's profile. Then all 

A's followers can see B's profile name, and if they like the picture posted, they might want to follow 

profile B as well. An example can be a celebrity that has a lot of followers on her Instagram profile. 

She uploads a picture wearing an outfit from WHIITE states @WHIITECOM under the picture. By 

doing that she promotes WHIITE to her Instagram network, which instantly creates attention and 

awareness of the brand. The followers look at the outfit on the picture, see that it is from 

@WHIITECOM, and can click on the name and begin to follow the brand. Therefore, many brands 

use this kind of social media for promotion, since it is possible to spread the word fast both 

nationally and internationally. WHIITE has done that, and today the company has an Instagram 

profile with more than 2.000 followers and has posted a little more than 550 pictures (Instagram, 

WHIITE). 

 

We collected the information first by following WHIITE’s Instagram profile, then looking through 

the pictures on the profile, to see how the brand promoted itself in terms of pictures, celebrities, 

models, description of pictures etc. The same has been done with Isabel Marant and BMB’s 

Instagram profiles. WHIITE’s Instagram profile provides a realistic picture of how the brand wants 

to be seen and perceived in the public eye. Hence, this service was very useful as primary data to 

support the brand identity analysis of WHIITE. 

2.2.3 Critique of method 
A disadvantage of an interview lies in the reliability. To explain further the associates of a company 

are often experienced to be of the same culture, and sometimes this can lead to blindness and 

acceptance of how things are. Therefore, it has been taken into consideration that the person 
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interviewed is an employee of WHIITE, which automatically makes him speak as an advocate for 

the company. However, the information provided will be analyzed with an unbiased frame of mind, 

since more confrontational or critical questions about the company during the interview were not 

brought into focus. However, since the purpose of the interview is to discover the company’s 

identity, subjective answers are what is needed to conduct the most accurate analysis. 

2.2.4 Secondary data 
The secondary data of the brand identity analysis are collected from theoretical material in form of 

textbooks and articles, combined with Internet searches used to discover background information. 

This is to obtain deeper knowledge about marketing such as positioning, brand identity, and 

communication related to WHIITE and the fashion market, and how these marketing terms can be 

used on the case of WHIITE. 

 

2.3 Brand identity 
According to David Aaker, a brand’s identity is the reflection of what the company wants to 

communicate to the consumers. In other words, the company decides its own identity, and it decides 

which values it prefers to be connected to the brand. An interview with PR Manager of WHIITE, 

Arman Motlagh, was made to get the data needed for the identity analysis. Since he is working 

within the company, and his job consists of promoting the brand to its target, his answers are useful 

to the brand identity analysis. 

“Brand identity is a unique set of brand associations that the brand strategist aspires to create or 

maintain. These associations represent what the brand stands for and imply a promise to the 

customers from the organization members.” (Aaker, D. 1996: 68). 

2.3.1 Positioning 
According to Kotler (1997) it is essential for a company to position itself in a given market to 

design the company’s offerings and image, so the company occupy a meaningful and distinct 

competitive position in the target customer’s minds (Hooley, 2012: 184). According to PR Manager 

of WHIITE, Arman Motlagh, WHIITE’s Danish competitors include By Malene Birger, Baum und 

Pferdgarden, DAY et Mikkelsen, Custommade, Bruuns Bazaar and Rützou (Interview). Outside 

Denmark, the competitors are, for example, Isabel Marant and Fillippa K (Appendix 1, translated). 

These fashion labels can be argued to be the competitors of WHIITE, since they all design women’s 

clothes that are simple, classic, with a modern look and a timeless design. Moreover, they are all 
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more or less within the same price category as WHIITE, which can be described as being in the 

middle to high-end category. As Arman Motlagh expresses “I would say that WHIITE has prices 

that are in the middle to high-end” (Appendix 1, translated). In spite of this, WHIITE is not as 

expensive as the international luxury labels such as Gucci, Louis Vuitton. However, compared to 

high street chains, WHIITE’s clothes are perceived as expensive. The so-called high street chains 

can be defined as companies which mass produce the clothes, and therefore have the opportunity to 

sell it at a low price and mass distribute it. Examples include H&M and Zara. 

Arman Motlagh states, “We have different items in different price categories, but our prices have 

risen during recent years due to the focus on quality. For example, in the new collection for fall 

2014, we have dresses that will cost around 2,000 DKK, but we also have a leather collection, 

where a pair of leather pants will costs around 5,000 DKK. However, we have tops that will costs 

around 1,300 DKK, so it is a mixture of prices.” (Appendix 1, translated). 

 

Through the years WHIITE has built up its brand, and today WHIITE can be found alongside 

international fashion brands in luxury boutiques throughout Europe and other selected markets 

worldwide. As stated by Arman Motlagh, “WHIITE is in stores in New York, Paris, London etc.” 

(Appendix 1, translated).  

Arman Motlagh states that the success of WHIITE partly comes from Frederikke Hviid’s design of 

the clothes but also from the high focus on quality (Interview). Frederikke Hviid is driven by the 

challenge of making women feel sensual and attractive through the clothes that they wear. She 

wants to create a sense of happiness when women wear her collections, and ultimately make them 

feel good about themselves (Informa Exhibitions, 2013). 

Furthermore, Arman Motlagh expresses, “We have minimized our collection, so the pieces are of 

the best fabrics. We do not make basic clothes that you can buy in other stores like Topshop and 

Zara. We have established our competitive areas, which are design, quality and fit” (Appendix 1, 

translated). Furthermore, he expresses that, “WHIITE differentiates itself from its competitors in 

quality and finish. The customer that purchases WHIITE places great attention to the fine details 

that makes the finish look perfect, hence, the customer wants to pay a bit more for good quality, 

where every detail and finish have been carefully thought of” (Appendix 1, translated). 

By having this personal engagement and attention to the design, and using the best materials with a 

main focus on quality and fit, WHIITE has positioned itself on the Danish fashion market among 

other relatively expensive labels.  
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2.3.2 Target consumers 
It is essential that a company segments the market it is operating in to find the company’s target of 

customers, since there are differences in customer needs or wants (Hooley, 2012: 187). According 

to Arman Motlagh, WHIITE is a brand that is worn and used by the hardworking career woman 

living in city, because of the brand’s many fine details and exclusive look combined with high 

quality materials (Appendix 1, translated). Moreover, Arman Motlagh states, 

“I don’t want to give our customers an age - I would rather say that WHIITE’s customer is a 

certain type. You can be 20 years old or 50 years old and wear WHIITE, because our pieces can be 

styled in many different ways. She’s a type that is living in the city, very urban that likes to travel 

and pack some silk dresses in her suitcase. The customer has a strong personality and is very 

focused on her career and has a busy life. She wants to have clothes that are easy to wear - both 

during her working day, and styled up for a night out at the same time.” (Appendix 1, translated). 

Therefore, WHIITE’s main target group of customers is women, who live in the city and juggle 

careers and a family with a busy social life. To support the vision of the woman that wears 

WHIITE, the brand has handpicked some Danish celebrities to wear and promote the brand. Arman 

Motlagh states, “I have chosen celebrities like Christiane Schaumburg-Müller O’Connor, Ibi 

Støving and Saseline Sørensen to wear our clothes. They are all strong Danish businesswomen with 

strong personalities. I have handpicked these women to wear our brand, because I think they 

represent what WHIITE stands for and what type of consumer we want to appeal to.” (Appendix 1, 

translated). 

When looking at the distribution channels in Denmark, WHIITE has stores in Magasin and Illum, 

next to other middle to high-end brands. Furthermore, Arman Motlagh states, “We want to move 

towards Ny Østergade, where the upper-class consumers go shopping” (Appendix 1, translated). 

WHIITE’s identity relates to an exclusive brand, pointing towards middle to high-end consumers. 

Furthermore, Arman Motlagh says, “We have started to draw back from some webshops. Our next 

focus is to be available on Net a Porter.” (Appendix 1, translated). Net a Porter is a webshop with 

high fashion labels, such as Burberry, Dolce & Gabbana and Gucci, but by Malene Birger and 

Isabel Marant, who are WHIITE’s competitors, are also to be found on the exclusive 

webshop  (netaporter.com).  

Based on the interview, the core identity of WHIITE has been established. However, what helps 

differentiate a brand is the extended identity and the value propositions. These elements can be 

essential on a competitive market, when the consumers make a choice of which brand to choose 

(Aaker, D. 1996: 87-88). 
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Core identity of WHIITE 

Quality: Keen focus on quality, great finish, exquisite fabrics. 

User ability: Easy to style, guaranteed to be fashionable. 

Extended identity 

Brand personality: Danish brand, stylish, the details are important though not conspicuous.  

Celebrity endorsers: Busy and stylish women who are well-respected for their success and life 

style; Ibi Støving, Christiane Schaumburg-Müller O’Connor and Sofie Lassen-Kahlke. 

Value propositions 

Functional benefits: Because of the materials of exquisite quality, all the WHIITE pieces are always 

comfortable for the consumer to wear. 

Emotional benefits: The WHIITE customer wants to buy a product, which is known to be 

fashionable at all times, so she does not need to worry if she looks appropriate. 

Self-expressive benefits: The WHIITE woman is focused on her career, and has enough success 

financially speaking, to be willing to pay for great quality and comfort ability. 

 

2.3.3 Instagram identity 
WHIITE uses Instagram as part of its brand strategy. The company decides which pictures to post, 

hence it is part of the identity, as it expresses how the brand wants to be perceived. The pictures on 

Instagram can be divided into three categories; 1) PR, where famous Danish women wear the 

clothes, and pictures of articles about WHIITE 2) the collections, new items, styles on models etc. 

3) a look behind the scenes where the pictures illustrate the employees and important events the 

crew is attending. 

 

The first category focuses on public relations. This includes several pictures of famous Danish 

women such as Ibi Støving (TV hostess), Christiane Schaumburg-Müller O'Connor (actress, style 

icon and beauty expert) and Saseline Sørensen (singer, blogger and style icon). The purpose of 

celebrity endorsement is to transfer the image of famous Danish women to WHIITE’s brand. In 

other words, use their popularity and respect, and show the world or the Danish people that these 

women like the clothes. This will make other women, who look up to Ibi, Saseline or Christiane, 

buy the clothes, and also create a buzz around the brand to keep it interesting (McCracken, G. 1989; 

310). In reference to WHIITE’s identity, the brand uses these three girls women, who are all 
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associated with being career women. WHIITE wishes to be associated with this type of women. 

Navigating in a small country such as Denmark, the same women are also being displayed in 

connections with competing brands, such as by Malene Birger (Instagram). This confirms the 

concept that the identity along with the positioning is in the high-end of the market. The idea of 

posting pictures of articles about WHIITE, could seem more reliable, in the sense that other media 

have chosen to do a feature on WHIITE. 

 

The second category of pictures on Instagram consists of displaying the clothes in different styles or 

displaying new items. This is a way of spreading the news and making sure that consumers, 

followers and others with an interest in WHIITE, notice when new initiatives occur. Additionally, 

the different styling is a way to inspire customers in how to style the items. This can make a huge 

difference compared to just looking at the pieces, separately, as displayed on the website (whiite, 

2014). The pictures correspond to what Arman Motlagh explained in the interview that the intention 

of the brand is to be minimalistic and Scandinavian.  

The last category is ‘behind the scenes’. Here, the brand displays pictures of the crew behind 

WHIITE, clips from their everyday life, and events they are attending in relation to the brand. This 

gives WHIITE a more familiar twist. However, these pictures include a very beautiful and stylish 

set table, with an invitation to the high-end brand, Tata Naka’s (Tata Naka Ltd., 2012) show from 

London Fashion Week at the beginning of February 2014. In another picture, the creative designer, 

Frederikke Hviid is in a conversation with Danish fashion designer, Stine Goya. The surroundings 

are what seem to be a fancy event. The point is that even though these pictures show a ‘behind the 

scene’ look of the company, the shots and the pictures all show a cool, fashionable up-beat identity 

(instagram.com/whiitecom). 

 

2.3.4 Summary: WHIITE identity analysis 
Based on the interview with PR manager, Arman Motlagh, and the analysis of Instagram, there are 

several comparisons involved. Especially, the use of celebrity endorsement corresponds with the 

interview. WHIITE targets the businesswoman, which is why the three Danish career women are 

specifically chosen to be ambassadors for WHIITE. Moreover, the ‘behind the scenes’ activities on 

Instagram express the fashionable identity, since they show classy shots and help keep the brand 

interesting. The interview helped recognize the core identity as being great quality, perfect finish 

and ‘easy to style’ items. However, this identity was not found through the Instagram analysis. On 



! 15!

the other hand, it can be argued that it is rather difficult to show judge the details of the exquisite 

quality from a picture, whereas during an interview in the actual showroom, one can see and feel 

these qualities.  

 

2.3.5 Competitors 
To support the brand identity of WHIITE, two competitors have been selected to examine how 

WHIITE differentiates itself from its competitors. The two competitors are by Malene Birger 

(BMB) and Isabel Marant. The Danish fashion brand, BMB, is seen as the main competitor to 

WHIITE in Denmark, and Isabel Marant, a French fashion brand, is seen as a competitor abroad. 

Furthermore, the latter brand is established in China. The three brands will be analyzed separately 

using the 4 Ps, however, the analysis of BMB and Isabel Marant is based on a comparison of 

WHIITE. 

by Malene Birger – Identity  

Introduction 
BMB was established in 2003, where IC Company A/S took a role as a significant investor. Three 

years later the first flagship store was opened in Copenhagen. Over the years the company has 

expanded internationally, and today the clothes are distributed in 42 different countries all over the 

world (by Malene Birger, 2013, a). 

Product 
Some key words describing the style of the clothes are; strong graphics, men’s tailoring, and subtle 

sophistication with an edge. From what is being communicated from BMB, it seems as if the focus 

is more on the design, than on the quality and the ‘easy to style’ concept, which is recognized from 

WHIITE (by Malene Birger, 2013, b). 

Price 
Similar or a little more expensive than WHIITE. 

Place 
BMB clothing is available on the luxury webshop Net a Porter (Net a Porter, 2014, a) and 

mytheresa (mytheresa.com, 2014, a), where the top brands are also to be found, such as Burberry, 

Gucci, and Dolce & Gabbana. WHIITE is not on these websites yet, but instead on the lower-end 

site, Zalando. Based on the distribution choices, BMB radiates luxury and fashionable design, 

whereas WHIITE does not do that to the same extent.  
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BMB has shop-in-shops in 42 different countries, flagship stores in Copenhagen, Stockholm, 

London and Tokyo, which indicate a focus on international expansion. 

The address on the flagship store in Copenhagen is Antonigade, and it is placed in the high-end 

shops neighborhood in Copenhagen. This is very close to where WHIITE wants to be placed, which 

indicates the same consumer target. 

Promotion 
Medina (Danish singer), Uma Thurman (American actress), Betty Autier (internationally well-

known fashion blogger), and Khloe Kardashian (reality star) are some of many celebrities wearing 

BMB’s clothes. This is communicated through BMB’s Instagram page, and they are assumingly 

people that BMB wants to be associated with, since the employees choose to post pictures of them 

(instagram.com/bymalenebirger). Compared to WHIITE, BMB has a lot more pictures of 

international celebrities and popular bloggers, which could be because of bigger success abroad. 

However, the choice to use the Danish singer, Medina, in several shots might indicate that she is an 

ambassador of the brand on the Danish market. Whereas WHIITE focuses on a ‘more business than 

glam’ identity with celebrities such as Ibi Støving and Christiane Schaumburg-Müller O’Connor. 

So it can be concluded from what is displayed on Instagram that BMB reaches out to a wider and 

more international target than WHIITE does. Shots of Medina and popular bloggers also indicate 

that BMB aims its promotion towards a younger target than WHIITE. 

 

Summary: BMB identity 
From the above analysis it seems like BMB is more internationally established than 

WHIITE.  More international celebrities are wearing the clothes, and the clothes are available in 42 

countries, and BMB has three flagship stores outside of Denmark. Also from the message on the 

website, the company states how important this international focus is. Looking at the segmentation, 

it could seem as BMB communicates to a younger target than WHIITE. This is assumed from the 

choice of celebrity endorsement on the Instagram profile. However, looking at the distribution 

channels and the price, these indicate that the brand is placed in a higher end than WHIITE. BMB’s 

prices are a little higher, and some of the online websites carrying BMB are exclusively luxury 

brands, whereas WHIITE is only on websites, which also sell high street brands. 
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Isabel Marant - Identity 

Introduction 
Isabel Marant is a French house of fashion founded by designer Isabel Marant in 1994. Today, 

Isabel Marant is a well-known fashion brand and has 10 flagship stores worldwide as well as 

retailers in more than 35 countries (Isabel Marant, 2014). Furthermore, Isabel Marant is operating 

on the Chinese market with several stores. The analysis of Isabel Marant as WHIITE’s competitor 

abroad is relevant, since it is established on the Chinese market, and therefore could be an 

inspiration for WHIITE.   

Product 
Isabel Marant views herself as her own muse, and her inspiration comes from what she feels she 

needs in her own closet. She would not create anything she would not wear herself. Keywords of 

the clothes are comfortability, and a feminine style with a masculine twist. Furthermore, the style of 

the clothes are described as being boyish, bohemian and not very minimalistic (Voguepedia, n.d.). 

 

Compared to WHIITE, one may argue that the style of Isabel Marant is inspired more by Southern 

Europe. The clothes are full of details in shape of embroideries and ruffles as the main features 

compared to WHIITE, which has a much more minimalistic Scandinavian design. Moreover, the 

two brands’ focus on design is different. WHIITE does not compromise on quality, finish and 

comfort. On the other hand, Isabel Marant does not seem to attach the same importance to quality, 

but more on design like BMB. 

Price 
Isabel Marant is more expensive than WHIITE, with prices in the high-end.  

Place 
Isabel Marant clothing is to be found on different luxury webshops such as Net a Porter (Net-a-

Porter, 2014), mytheresa (mytheresa, 2014) and Barneys New-York (Barneys, 2014) among leading 

luxury brands in the fashion industry. WHIITE is not yet seen on these websites, however, these are 

websites WHIITE strives to access (Appendix 1, translated). Moreover, Isabel Marant has 10 

flagship stores worldwide, and the clothes are to be found in more than 35 countries, which 

indicates a focus on international expansion.  In addition, Isabel Marant is an active player on the 

Chinese market with three stores located in the nice areas of Hong Kong. One of Isabel Marant’s 

flagship stores is located in one of Hong Kong’s most prestigious shopping destinations, Ice House 
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Street (Butterboom writers, 2012). Moreover, in Shanghai, Isabel Marant has a department store 

located in a new upscale mall in the popular shopping area of Jing’an si (Andreas, 2014). 

Promotion 
When looking at Isabel Marant’s Instagram profile, most of the pictures uploaded demonstrates the 

clothes alone or worn by high fashion models. Compared to WHIITE, who uses 2-3 picked out 

well-known people to promote the brand, Isabel Marant does not seem to have the main focus on 

promoting its brand by uploading pictures of different celebrities, but more on campaigns with high 

fashion models. Nonetheless, a lot of celebrities are seen wearing Isabel Marant, like Kim 

Kardashian (reality star) and Blake Lively (actress) just to mention a few (Kallon, 2012).  

Summary: Isabel Marant identity 
The overall picture shows some contradictions in the two brands. Even though they target the same 

customers, Isabel Marant seems to have gained more success. In product, Isabel Marant’s brand 

identity seems to focus more on design than on quality. Also in setting the price, Isabel Marant 

differs from WHIITE and is more expensive. In place and distribution, Isabel Marant is to be found 

on the luxury websites and is positioned in more countries internationally. Furthermore, it has 

already expanded to China with stores placed in the most expensive and wanted areas. At last, 

looking at the promotion, Isabel Marant approaches a larger and a more international target segment 

of consumers, by dressing some of the biggest celebrities in the world. 

 

2.3.6 Summary of identity analysis 
From the identity analysis, it can be concluded that WHIITE focuses on quality, fit and easy to style 

items to the businesswoman. WHIITE operates internationally and is to be found in 

different fashion webshops, however, not to the same extent as its two competitors. BMB focuses 

on design and international expansion. Additionally, BMB seems to communicate its brand to a 

younger target than WHIITE. This is shown through celebrities such as the Danish pop singer 

Medina, compared to WHIITE that focuses on celebrities such as the Danish career woman, 

Christiane Schaumburg-Müller O'Connor. Isabel Marant focuses on design and comfortability. 

Furthermore, it is the brand out of the three, which has succeeded the most internationally, and 

Isabel Marant is already established on the Chinese market. Pricewise, both Isabel Marant and 

BMB are more expensive than WHIITE. Moreover, both brands are to be found on the high fashion 

websites, such as, Net a Porter, where WHIITE is yet not to be found.   
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2.4 Image analysis 

2.4.1 Theoretical framework – Brand image 
In addition to the brand’s identity is the brand’s image. Where identity consists of the meanings and 

values decided by strategist within the company, the image represents the meanings and values, 

coming from the external market, particularly the consumers. These external players have a large 

impact on a brand’s popularity, and therefore, it is relevant to analyze whether or not the identity 

and the image match to find out if the brand is coherent (Aaker, D. 1996: 69). 

2.4.2 Methodology – Brand image 
To examine the brand image of WHIITE, we chose to interview five young women separately. This 

was done to investigate whether the respondents agreed or disagreed with the brand identity of 

WHIITE. Furthermore, we wanted to get an insight in how potential consumers on the Danish 

market really perceive the brand, and in the end, learn if the brand image is consistent with the 

brand identity.     

As an interview was considered useful for the brand identity analysis, an interview was also 

considered useful in the brand image analysis. The respondents in the interview of WHIITE’s brand 

image were five different young women. These women were chosen for their varied profiles, based 

on their ages, fashion interests and professions. What they all had in common was that they were 

building a career or studying to do so. The five women were as follows. Azra Sabic, 30 years old, 

works fulltime as a customer adviser in the insurance company, Alm. Brand A/S., Josefine Falch, 

26 years old, studies English and Intercultural Marketing, Cand.ling.merc, at Copenhagen Business 

School and works alongside her studies as a marketing assistant in the IT-company, Visma 

Consulting. Mirsada Avdic, 28 years old, works fulltime as a radiograph at Rigshospitalet. Lotte 

Christensen, 24 years old, studies Psychology at Syddansk University in Odense. Matea Teljigovic, 

25 years old, studies Service Management, Cand.Soc. at Copenhagen Business School, and works 

alongside her studies as a flight attendant in the SAS. In total, five interviews were completed; three 

of the interviews were carried out in person, and two over Skype. We interviewed the women one 

by one to make the interview personal and avoid any kind of interruption from other parties. The 

interviews were executed in our private homes with only the respondent and us attending. This was 

done based on the importance of being in a comfortable and relaxed setting to bring out the most 

valid answers.  

The point of the interviews was to converse with consumers with a general knowledge and interest 

in fashion. However, none of the respondents had any kind of specific relation to any of the three 
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brands. The point of this was that if the women already had a favorite brand, this would most likely 

influence the answers in a subjective manner.  

 

To make the interviews as informal as possible and to get the most precise answers, the interview 

was conducted in Danish. However, with the purpose of a consistent thesis, the answers are being 

translated when used here. 

The six questions of the interview go as follows; 

 

• Do you know about WHIITE, BMB and Isabel Marant? If yes, how would you describe the 

brand (the clothes)? 
 

• How do the brands differ? 
 

• What is most important to you when you go shopping for clothes, please place the options from 

most to least important (price, quality, style, easy to style, image and  popularity?) - Why? 
 

• What affects your buying decision regarding distribution channels? (Online: Zalando, Net a 

Porter. Physical store: concept store, department store?) - Why? 
 

• Which celebrities do you identify yourself with or look up to, when it comes to fashion? 

(Medina, Christiane Schaumburg-Müller O’Connor, Ibi Støving, Khloe Kardashian, Kim 

Kardashian or Blake Lively?) - Why? 
 

• If you had to buy clothes from one of the three brands, which one would you  choose? (Three 

pictures each demonstrating three outfits from the respective brands, without any brand labels to 

reveal which picture is from which brand) - What do you like; colors, cut, fabric, style, finish, 

quality etc. (picture 1: BMB, picture 2: Isabel Marant, picture 3: WHIITE). 

 

As seen above, the style of the questions was designed as open questions. We started by asking the 

respondents’ opinions about the three brands. We asked about their knowledge of the brands, how 

they perceive the brands, and how they would describe and differentiate each brand from the others. 

This was done to investigate how much the respondents knew about the brands, and if they were 

able to differentiate them from each other, since it had come to our awareness in the identity 

analysis that this aspect could be difficult, especially between WHIITE and BMB.   
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Then we wanted to figure out which factors affect them in their buying decisions to see whether 

WHIITE meets the consumers’ expectations. Furthermore, they were asked where they in general 

shopped for clothes, whether in a physical store, web-shops or both. This was done to see if 

WHIITE is distributed through the right channels.  

 

In addition, we had handpicked some female celebrities that all have represented one of the three 

brands. The interviewees were asked to describe each celebrity, and explain who they would 

identify themselves with in terms of style. The purpose of this question was to figure out if some of 

the celebrities WHIITE has used are popular among their targets.  

 

At last, we wanted to see where the brands differentiate from each other, and if the respondents 

were able to distinguish the brands. Hence, we showed the respondents three pictures where each 

picture consisted of three different styles from the autumn fashion show 2014. Each picture 

represented one brand. However, the brand’s name was removed, so the focus was exclusively on 

the clothes. In that way, we could get the honest answers from the respondents only based on the 

visual look of the clothes with no influence of what outfit belonged to what brand. 

 

The questions were standardized. However, a conversation is a movable mechanism, and therefore 

it creates the opportunity for follow-up questions and more in-depth answers (Wahyuni, 2012: 74). 

Therefore, every question was followed by “why?” to bring out more in depth answers, and make 

the respondents elaborate.  

 

Critic of method 
One of the disadvantages of qualitative research is that this method is usually based on a small, 

selective sample (Proctor, 2005: 220). Moreover, the answers of the respondents are very 

subjective, and the opinions about the three brands can affect the respondents’ mindset and attitude 

to every question and answer from the beginning. Also, it can be difficult to make the respondents 

completely aware of the three brands’ clothes, quality, style and the differences between them, since 

it can be easier to judge clothes if they are touched and seen with own eyes. However, as stated in 

the brand identity, the purpose of the interview is to discover the brand image of WHIITE where 

subjective answers from potential consumers are what is needed to conduct the most accurate 

analysis. Hence, this method was chosen. 
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Secondary data 
The secondary data of the brand image analysis consist of another social media phenomenon, which 

is blogs. By studying the blogs, we were able to obtain a deeper knowledge of WHIITE, and how 

the Danish consumer perceives the brand. The phenomenon of blogging has become one of the 

most popular social media and networking tools (Thevenot, 2007: 287). The idea of blogs stems 

from the idea of an online diary that is a personal website/journal published online. In blogs, 

personal thoughts are expressed as for example daily experiences, pictures, interests in different 

areas (Ibid). Other people can follow the owner’s blog, and at the same time comment, if necessary. 

The interaction begins with the owner of the blog publishing an article, to which readers can give 

their comments. Many of these bloggers become very popular and have a lot of readers. Therefore, 

an article about a sudden topic such as a fashion brand can have a huge effect on how the readers 

perceive the brand. Blogs can be a powerful source of ‘word of mouth’, where the word can be 

spread positively as well as negatively. Therefore, the two blogs analyzed in the brand image 

analysis have been useful to support the image of WHIITE from a consumer’s perspective. The two 

blogs chosen are Missjeanett and Mathildes Univers. Both blogger girls have over 3000 

followers/readers. 

2.4.3 Brand Image - WHIITE 
Where brand identity describes an imagined perfection from the strategists of the brand, brand 

image reflects how the receivers actually perceive the brand (Aaker, D. 1996: 68). What is 

interesting for WHIITE is to see whether the two perceptions match or not, since it helps determine 

the actual competition and the actual target. In other words, if WHIITE’s identity differs from its 

image, WHIITE’s communication and strategy must be re-positioned to actually fit the real target. 

 

To figure out how WHIITE is perceived among the target described in the identity section, five 

potential WHIITE consumers have been interviewed to figure out how they perceive the brand, and 

what they associate with it. Furthermore, several fashion blogs have been examined to see what the 

critical bloggers think of the brand. 

 

Image from fashion blogs 
”This dress was a no-brainer when I packed the suitcase, since it is made of silk which is very 

comfortable in the heat.” (Translated - Miss Jeanett, 2014) This quote was related to a summer 

vacation the blogger was about to go on. It supports the focus on quality, since it describes the 
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material of the dress, and how comfortable it is to wear. Furthermore, it supports the fact that the 

clothes are easy to pack. It can be assumed that the blogger chose this dress both because of comfort 

ability, but also because it does not get wrinkled very easily. 

“According to me, WHIITE has always been equivalent of very simple, and sometimes boring 

styles.” (Translated - Mathildes Univers, n.d.). This quote is describing the A/W collection 2014. 

This blogger’s opinion is similar to the identity of simplicity and a subtle style that WHIITE wants 

to be known by. However, the word ‘boring’ does bring some negative associations, since fashion 

should not be boring. However, the blogger also writes that she likes several pieces from the 

collection, especially the dresses, which she thought were well-cut. This corresponds with 

WHIITE’s focus on a perfect fit. 

 

Image from the interviews 
“Clean lines, Scandinavian design, simple, not too many colors, business look, nice.” (Appendix 2, 

translated: Josefine Falch). 

“Stylish, beautiful and classy brand, which targets the stylish and mature woman. The clothes are 

simple without a lot of pearls etc.” (Appendix 2, translated: Azra Sabic). 

“It is very Scandinavian, it reminds me a lot of Birger et Mikkelsen and other designers in that 

category” (Appendix 2, translated: Lotte Christensen). 

Simple, Scandinavian, stylish and not colorful are some of the keywords the interviewees use to 

describe the brand, WHIITE. 

 

When asking the respondents which brand they preferred, everyone favored the competing Danish 

brand, BMB. The two main reasons for this were the design of the clothes and the level of 

knowledge that the interviewees had of the brand. As one of the girls said, “This is close to my 

personal style, and I can use it for everyday-wear” (Appendix 2, translated: Matea Teljigovic). 

Another girl answered, “BMB, I know this brand the better. Her design fits my personal style the 

best. I like that there are a lot of things going on, such as nice colors, where the two other brands 

are more classy.” (Appendix 2, translated: Josefine Falch). 

 

However, what is interesting is that when the interviewees were presented with the pictures 

consisting of three styles from each collection, without knowing which was which, the girls had a 

hard time differentiating the brands, especially WHIITE and BMB. Two of the girls even mistook 
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WHIITE’s styles to be from BMB. This could be argued to stress the importance of image. In other 

words even though the design of the clothes are important, the difference does not seem to be that 

obvious, since WHIITE was mistaken for BMB. 

 

Other findings from the interviews were eye-opening. “Picture one and two could be from the same 

designer. It seems more expensive, the quality seems to be better, the models are wearing many 

pieces, there are more details including accessories.” (Appendix 2, translated: Mirsada Avdic). 

Here the respondent thinks that BMB and Isabel Marant are more expensive, which is correct as 

stated in the brand identity section. However, she also states that the quality, which according to 

WHIITE’s identity is the key differentiator, is missing in WHIITE’s clothes.  

 

In the identity analysis, it is described how WHIITE uses some Danish celebrities to market the 

clothes. These include Christiane Schaumburg-Müller O’Connor and Ibi Støving. Therefore, one of 

the questions asked in the interview was about which person the interviewee would like to identify 

her own style with. 

 

“Christiane has a cool style, but she is not a style icon. She is very anonymous”, “… Christiane is 

very casual…”, “Christiane is beautiful and stylish. I can definitely identify myself with her, when I 

am off to work or when I am nicely dressed for a night out.” (Appendix 2, translated) 

“I have not really noticed Ibi’s style that much, she is very anonymous and neutral”, “I can’t relate 

to Ibi, she cannot seem to get it right” (Appendix 2, translated). 

As it can be concluded from the above quotes, the thoughts and meanings are very subjective. 

However, words like casual, anonymous and neutral are being stated several times, which correlates 

with WHIITE’s simple and non-conspicuous style in its identity. Therefore, it can be concluded that 

the image matches the identity, even though it is subjective whether the consumers like or dislike 

the simple style. 

 

Summary: WHIITE image analysis 
From the blogs and the interviews, we discovered that the descriptions of WHIITE’s clothes as 

being Scandinavian, simple and stylish are compatible to WHIITE’s own description of its clothes. 

However, there are some factors, which argue the opposite. According to the interviews, the crucial 

focus on great quality does not seem to push through in the pictures. Since WHIITE focuses on 
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quality as a key value, this is an interesting discovery. The consumers, who are already familiar 

with clothes from WHIITE, are assumed to know the great quality. However, new consumers 

should have the same knowledge, so they might prefer WHIITE to another brand. 

Lastly, WHIITE’s brand is not as well-known as the other brands, and hereby not as popular. This 

is discovered in the ‘blind tests’, where the girls did not know what clothes were from which brand. 

Moreover, most if the interviewees could not differentiate BMB from WHIITE. However, because 

of BMB’s image, they all preferred BMB out of the three brands. 

 

2.4.4 Competitors 
As analyzed in the brand identity, the competitors, BMB and Isabel Marant, are relevant to be 

analyzed in the brand image based on the respondents’ points of view. This is done to examine 

whether the brands’ identity and brand image are consistent, and to see how the brands are 

perceived, compared to WHIITE. 

 

Brand image - BMB 
“I really like BMB, there are a lot of colors, it is fresh, nice design, cool details and exciting 

collections. However, the quality does not match the price.” (Appendix 2, translated: Josefine 

Falch). 

“It is very similar to WHIITE, just more colorful and more prints” (Appendix 2, translated: Lotte 

Christensen). 

“BMB is known for its stripes and colors. Very stylish and great shoes, bags and clothes. She has 

built an empire of clothes, shoes and bags, you can basically get anything. Quality does not match 

the price.” (Appendix 2, translated: Azra Sabic). 

 

These quotes describe the respondents’ perception of the brand BMB. Even though, two of the 

women answered that the quality is not what it should be, the overall perception is still positive 

because of the large range of products and the appealing design. 

Even when the question about which brand the women prefer is asked, all the women, including the 

two who have experienced the poor quality, chose BMB. Therefore, it can be concluded that the 

design and the knowledge of the brand are valued higher than good quality. Several of the women 

had a hard time distinguishing BMB from WHIITE in the blind test, so the issue does not seem to 

revolve around the design, but around the popularity of the brands. 
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From the various answers it can be concluded that the women have different shopping behaviors 

when it comes to shopping online or in a physical store. BMB does have a physical store. 

Furthermore, when it comes to the online distribution channels, the brand is available on many 

online shops, ranging from Nelly and Miinto, which sell both high-end and low-end brands to the 

more exclusive Net a Porter and mytheresa, which only carry luxury brands. The respondents say: 

 

“I think Zalando has several brands and the web page is easy to navigate plus it is one of the new 

online web shops… I also use youheshe.com.” (Appendix 2, translated: Azra Sabic). 

“At the moment, I am using Asos, nelly and mywardrobe. I also like looking at Net a Porter, but I 

cannot afford to shop there.” (Appendix 2, translated: Lotte Christensen). 

 

BMB does not use Zalando as a distribution channel, and therefore it may lose some customers who 

prefer this new and hyped webshop. The woman who preferred Zalando also shop online at 

youheshe.com, where BMB’s products are not to be found either. However, it can be argued that 

the preference of two so different webshops are subjective. Zalando, with its huge range of high 

street and cheap brands compared to youheshe, which carries the upper segment of the market. 

 

The second quote points towards the two low to middle-end shops, Nelly and Asos, and the middle 

to high-end shop, mywardrobe as preferred shopping websites. Asos is the only one out of the three, 

which is not distributing anything from BMB, so her needs are met, since she can get her brand 

where she wants on the other webshops. Another peculiar remark is that this woman likes to look at 

Net a Porter, which mainly carries the most upper class luxury brands such as Gucci, Dolce and 

Gabbana and Burberry. BMB is to be found in this webshop as well, which could indicate that 

BMB has a larger target, including both luxury consumers who wants to mix their wardrobe with 

affordable luxury, or normal consumers, who want to mix their wardrobe with a little bit of luxury. 

 

Like WHIITE, BMB does also use celebrities on the Instagram profile. Especially Medina, who is a 

popular Danish singer. Compared to Isabel Marant which uses its Instagram page to show off the 

clothes, BMB uses celebrity endorsement to associate the brand with the glam of celebs and it-girls. 

What BMB’s Instagram shows, is that the brand is known beyond Danish borders, and worn by for 

example, American reality star Khloe Kardashian. When we asked the interviewees, which 

celebrities they identified themselves with, some of the answers were as following: 
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“Khloe and Kim Kardashian, I like their style. They think about their outfit, which are never 

boring.” (Appendix 2, translated: Matea Teljigovic). 

“Medina, because of her casual and conservative style… I like that it is a little simplistic.” 

(Appendix 2, translated: Mirsada Avdic). 

“Medina has a great sense of style, and she is ambassador for BMB, which is one of my favorite 

brands.” “Khloe Kardashian, because she has curves and she dresses well.” (Appendix 2, 

translated: Josefine Falch). 

 

Again, these quotes are very different. One likes the fact that the style is not boring. Another likes 

the style because it is casual and simple.  A third loves the BMB’s brand because the celebrity she 

identifies herself with also wears the brand. This again shows that BMB has a large range of 

products, and that it is a well-known brand that many people favor. BMB must be argued to be the 

most popular brand out of the three. 

 

Summary: BMB image analysis 
By far, BMB has the most positive image from the interviewees' points of view. The reasons are 

mostly based on the facts that BMB has so many different and exciting designs, and a great brand 

image, which makes the brand popular. Another argument, which can support this fact, is that 

despite bad quality and the fact that some could not distinguish BMB from WHIITE, they still 

prefer BMB. This correspond with the identity that was concluded to be a great and interesting 

design, rather than good quality, as seen in WHIITE’s clothes. 

The celebrities that BMB has chosen to endorse their clothes are the most popular among the 

respondents. In general, their image relates to a broader and younger segment than WHIITE’s 

celebrity endorsers. 

 

Brand image – Isabel Marant 
 

The following quotes states the answers of the interviewees when they were asked how they 

perceive the brand.  

 

“Simple, stylish and bohemian chic. It speaks to the French sophisticated woman who is not trying, 

she is just beautiful when she gets up in the morning” (Appendix 2, translated: Azra Sabic). 
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“Bohemian chic, business style – a mix of those two. I could totally see a cool career mom wearing 

Isabel Marant” (Appendix 2, translated: Josefine Falch).     

“Not conservative, beautiful, stylish, casual everyday look, unique” (Appendix 2, translated: 

Mirsada Avdic). 

 

The quotes support the focus on the everyday look with elegance, chic style and design. This is 

similar to the identity of Isabel Marant, who wants to design clothes that are comfortable, and at the 

same time feminine with a masculine twist.  

 

”I do not know the brand, and I do not like the design and colors” (Appendix 2, translated: Matea 

Teljigovic). 

”I know Isabel Marant after she launched a collection in cooperation with H&M”. (Appendix 2, 

translated: Josefine Falch). 

 

These quotes describe the answers when the interviewees were asked if they know Isabel Marant. It 

seems that Isabel Marant is known by Danish consumers mostly for her cooperation with H&M. 

Furthermore, her design does not seem to apply to every one of the respondents. 

The next quotes describe what the interviewees focus on the most, while shopping. 

 

”Price, style and of course quality, but if it is very expensive, then I will not buy it even though it is 

of good quality”. (Appendix 2, translated: Matea Teljigovic). 

”Quality! I am willing to pay more for the product if it is of good quality and something I will keep 

and wear for many years. I also pay attention to design and style. It also helps that I have a full 

time job and can afford it compared to when I was a student” (Appendix 2, translated: Azra Sabic). 

”Price and quality, however, I will not go and buy something that is very expensive, as for example 

BMB” (Appendix 2, translated: Mirsada Avdic). 

These quotes reveals that the respondents are willing to pay more for good quality, however, the 

clothes should not be too expensive. They also favor a fashionable design and style. One can argue 

that the price concern can be because some of the women are still students. Whereas, having a 

fulltime job gives a freedom to spend more money on quality and design. As mentioned earlier, 

Isabel Marant puts a strong focus on style and design. However, one can argue Isabel Marant to be 
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too expensive for the respondents. Moreover, it does not seem like the favorite brand out of the 

three, since all five women chose BMB as their favorite brand.  

 

“At the moment, I am using Asos, Nelly and mywardrobe. I also like looking at Net a Porter, but I 

can not afford to shop there” (Appendix 2, translated: Lotte Christensen). 

 

This quote supports the fact that Isabel Marant is a brand in the expensive category, since the brand 

is available at Net a Porter. One can argue the brand to be too expensive for the interviewees and 

not the target consumers for Isabel Marant either. All five women mentioned the online webshops 

they use, such as Zalando, Asos and Nelly, which are webshops with a range of affordable high-

street brands compared to Net a Porter. 

When asked how the brands differ from each other, the respondents had a hard time differentiating 

WHIITE and BMB from each other, whereas Isabel Marant stood out. 

 

“Isabel Marant differentiates from the others with her colors and details” (Appendix 2, translated: 

Josefine Falch). 

“Isabel Marant is the typical stylish French woman and the brand stands out” (Appendix 2, 

translated: Azra Sabic). 

“They all remind me of each other – but mostly BMB and WHIITE” (Appendix 2, translated: Matea 

Teljigovic). 

It is recognizable that the women have difficulties in differentiating the brands from each other, 

especially BMB and WHIITE. One can argue it to be a competitive advantage for Isabel Marant to 

be different and easier to spot than the two other brands. 

Summary: Isabel Marant image analysis 
It can be concluded that Isabel Marant is a brand that the respondents like more or less . However, it 

is not a brand that is very well-known by the Danish consumers, and most of the respondents only 

know the brand for the cooperation with H&M. Moreover, they perceive it as sophisticated, 

bohemian chic, classic and wearable for an everyday look. Overall as a brand Isabel Marant is 

appealing and the respondents all associate the brand with quality and likeable design. Nevertheless, 

it is a brand that stands out. However, the aspect that pulls down the brand is the price, since it is 

too expensive for the respondents. Although this aspect does not contradict the brand identity, as it 
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is a fact that Isabel Marant is an expensive fashion brand. Therefore, one can argue Isabel Marant to 

be a brand where the brand identity and the brand image are consistent. 

 

2.4.5 Summary: Image analysis 
The interviews with the five women revealed interesting findings of the three brands’ images. Even 

though WHIITE places a lot of focus on quality, it did not seem to push through in the pictures, 

which had a crucial effect on how the respondents perceived the clothes. Moreover, WHIITE’s 

clothes had a tendency to blend in with the other brands, especially BMB, where in the end, the 

respondents chose BMB out of those two, because of the brand’s popular image. BMB was by far 

the most popular brand out of the three, however, this can also be because of respondents’ 

knowledge and the high popularity around the brand. BMB shone through in its exciting design and 

style, and despite some bad quality experience of some of the respondents, the respondents still 

preferred BMB as their favorite brand. Lastly, Isabel Marant was perceived as sophisticated, 

bohemian chic, classic and wearable brand. Overall, the respondents all associated the brand with 

quality and likeable design. However, out of the three, Isabel Marant was the brand that was known 

the least, despite being the most different brand out of the three.  

 

2.5 Brand differentiation – WHIITE and BMB 
The two brands, WHIITE and BMB, are very similar, and the respondents had a hard time 

distinguishing the two from each other when only looking at pictures of the clothes. Therefore, to 

get a more exact insight of what differentiates the two brands’ identity, the theoretical framework of 

celebrity endorsement has been used. 

 

2.5.1 Theoretical framework 
The purpose of celebrity branding is to transfer the ‘value’ of a chosen celebrity to a product or a 

brand. Then this ‘value’ will be transferred to the consumer. In other words, the user will buy a 

product to gain the value of the celebrity, which most likely the consumer idolizes and strives to be 

alike (McCracken, G. 1989: 310). This is based on a more psychological approach, and the 

consumers’ motivation for choosing a certain brand, which is endorsed by a certain celebrity, is 

based on a development of the self (ibid: 316-317). By collecting and hand picking brands 



! 31!

connected to certain meanings and values, the consumer can build the strived-for self she/he wants, 

to be part of a certain group. 

The variety of the celebrity’s involvement as an endorser ranges from explicit to co-present mode. 

The celebrity can be an ambassador, and directly encourage consumers to buy the specific products. 

Or it can be a co-present mode, where the celebrity just appears with the brand or uses it without 

mentioning the brand (McCracken, G. 1989: 310). 

For celebrity endorsement to succeed the image of this celebrity must be transferred to the brand 

and connected to the brand continuously. In this way, the consumer gains the meaning and values of 

the celebrity by buying the specific brand. 

When characterizing what a celebrity actually is, McCracken (1989) states: 

“…the celebrity endorser is defined as any individual who enjoys public recognition, and who uses 

this recognition on behalf of a consumer good by appearing with it in an advertisement.” 

(McCracken, 1989: 310)  

This theory is relevant in the thesis to conduct a thorough brand analysis of WHIITE. The theory 

will help discover how WHIITE and the near competitor BMB differentiate from each other. It fits 

in the part of the brand identity since the two brands both use the social media app Instagram to 

promote the specific celebrities endorsing the two respective brands. By analyzing the celebrities, 

the hope and the purpose are as mentioned, to further understand how the two brands are different.  

Critique of celebrity endorsement 
In this thesis, the celebrity endorsement theory is used for online and app analysis. Since, these 

technological possibilities did not exist in 1989 when the theory was formulated, the theory will be 

adapted to fit this analysis. However, because the purpose of the theory is to look at the celebrities, 

and the meanings they each provide to the respective brands, this theory can still be applied. 

 

2.5.2 WHIITE’s celebrity endorsers 
As formerly mentioned in the identity section discussing Instagram, three front figures were 

mentioned as endorsers for WHIITE. These were Christiane Schaumburg-Müller O'Connor, Ibi 

Støving, and Saseline Sørensen. As Arman Motlagh said, “They are all strong Danish business 

women with a strong personality. I have handpicked these women to wear our brand, because I 
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think they represent what WHIITE stands for and what the type of consumer we want to appeal to.” 

(Appendix 1, translated).  

To know which values the celebrities add to the brand, besides being businesswomen, they will be 

analyzed individually. 

 

Christiane’s breakthrough happened as an actress in the Danish TV show; ‘2900 Happiness’, in 

2007. Since then, she has achieved great success in Denmark both by acting, hosting TV shows and 

latest by being the author of a beauty book and co-author of a lifestyle book called ‘Dit Sunde Liv’. 

With a broad portfolio consisting of many different jobs, Christiane must be said to be a brand 

herself, and she is using that brand for constantly developing new business ideas. Magazines 

interviewing her often mention her as hard working, positive, very funny and talented in many 

different areas (christiane.nu). She has almost 160,000 followers on Instagram 

(instagram.com/christianesm) and her account has much activity in form of posts, likes and 

comments. Her personal website is outdated, in her news section there is posted nothing since 2011 

(christiane.nu), which indicates that she targets a young crowd using Instagram as a 

communications platform. However, the brand benefits from Christiane’s status and popularity, 

which is the goal of using celebrity branding. 

Like Christiane, Ibi Støving has and has been doing a lot of different jobs in her career, ranging 

from actress to TV hostess, and with the celebrity status and her open minded attitude to the media, 

she has created her own brand through time. In 2012, she worked as chief editor on the online store 

miinto.dk where she won a prize for entrepreneurship in form of best online marketing campaign 

(Crystal Kid & Baby Shark, 2014). With her many different talents and jobs in the eye of the media, 

she has also managed to create a brand for herself. Like Christiane, she has also turned her brand 

into a career. 

 

The third celebrity WHIITE intentionally dresses so she can endorse the clothes, is Saseline 

Sørensen, who started out to be one in a group of two called Soap, back in 1998 (Femina, 2012). 

Since then, she has used her celebrity status and her persona as a brand. This has paved the way for 

many jobs including blogging, starring in reality shows including her own show, where she 

displayed her true self, and now she has created her own beauty line with a product range of 

nurturing lotions and oils for the face and the body (Sasé, 2013). Saseline has more than 50,600 
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followers on Instagram (instagram.com/saselines) and besides that she still runs her lifestyle blog 

actively. 

The common denominator for the three WHIITE endorsers is that they all are actively using their 

personal brand for starting new projects. They are all three businesswomen who focus on lifestyle, 

are aware of fashion, but none of them prioritize that with e.g. a fashion line or a blog dedicated to 

fashion. In other words, they are aware of style but not as a main priority. The main priority is their 

respective business projects. When that has been established, it corresponds with WHIITE’s 

identity, which is to dress successful businesswomen, who value great quality and a subtle but 

stylish wardrobe, rather than breathing fashion and being first on every new trend. 

 

2.5.3 BMB’s celebrity endorsers 
From BMB’s Instagram posts, there are a lot of celebrities that wear the clothes of the brand. 

Especially the successful Danish pop star, Medina, who has several times been in the top of the 

charts. She has been re-posted repeatedly as a celebrity endorser. 

Other than that BMB re-posts a lot of different celebrities from different countries. Especially from 

fashion bloggers, who are wearing the clothes. As defined by McCracken (1989: 310), the term 

celebrity is someone who is publicly recognized. BMB is discussed and mentioned by many fashion 

bloggers, and there could be some doubt whether they fit the celebrity endorsement category. One 

argument could be that since this theory has been written, a huge development of the internet has 

happened, including the online fora and blogs and social media, which are public fora in the viral 

world. Everyone has access to the different fashion blogs, hence the famous bloggers must be 

argued to be publicly recognized in the parallel viral community. In addition, some of these 

bloggers, as e.g. Betty Autier, wearing and mentioning BMB, has more than 560,000 followers on 

Instagram (instagram.com/leblogdebetty/). 

Lastly the American reality star Khloe Kardashian has been reposted wearing a BMB jumpsuit. It 

could be discussed whether or not Khloe is an endorser for the brand. However, based on her 

popularity with a more than 9 million followers on Instagram, this is a huge gain for BMB 

(instagram.com/khloekardashian). 

 

All in all, it can be concluded that BMB focuses on celebrities, who are highly ranked in the fashion 

industry and has exciting and new ideas continuously. Furthermore, the focus is also on trends 

abroad, because of the several international fashion bloggers and popular stars such as Khloe 
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Kardashian’s. This is coherent with the identity of the brand, which is recognized by exciting styles 

and an international branding strategy. 

 

2.5.4 What differentiates the two brands from each other? 
When analyzing the different celebrities used to endorse the brands WHIITE and BMB, a big 

difference is discovered. The three endorsers at WHIITE, are all business women, who have 

established a personal brand, which they now use for various business projects. This demands a 

high level of commitment, a strong work ethic and drive, and that is exactly the kind of women that 

WHIITE wants to be associated with. The brand prioritizes, great quality and a stylish security, 

which makes it safe and easy, not to mention very comfortable for the WHIITE consumers to wear. 

In the choice of celebrity endorsers, WHIITE has confirmed its identity and differentiated itself 

from BMB, which according to the analysis puts more work into creating exciting styles and always 

experimenting with the latest trends. As discovered earlier BMB has a larger and a more 

international market than WHIITE, which provides it with more celebrities to choose from. 

However, Medina, fashion bloggers as for example Betty Autier and huge starlets from the U.S. 

such as Khloe Kardashian are seen repeatedly. The choice of Medina and the very famous Khloe 

Kardashian show the brand’s intention of greatness and being known across borders by many 

people. Moreover, it says that the clothes are following the trends, and that celebrities actually wear 

it, which gives it some kind of luxury association. The use of Betty Autier as a fashion blogger 

shows the focus on fashion and style. Again, this corresponds with the identity of the brand that the 

focus is on style, rather than quality and comfort ability and a subtle look. For stars to wear the 

clothes, it is not meant to be simple and boring, but to be colorful and endearing. 

Where WHIITE creates clothes for the hard working business woman who are not only in the 

fashion industry, but likes to be stylishly correct and wearing comfortable clothes, BMB is dressing 

the starlets who must be seen wearing the correct and new trends and the fashionistas who breathe 

and live and work fashion as their everyday job. 
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2.6 Summary: Brand analysis 
Table 1 

 WHIITE BMB Isabel Marant 
Identity Quality, finish, 

comfort, simple 
and easy to style 

Strong graphics, 
men’s tailoring, 
subtle 
sophistication with 
an edge 

Bohemian chic, 
comfort, feminine 
style with a 
masculine twist 

Image Conservative, 
simple 
Scandinavian style, 
boring look, not 
colorful 

Fashionable design, 
bad quality, 
colorful, details, 
strong graphics 

Bohemian chic, 
unique, French 
sophisticated style 
good quality, 
simple, business 
style 

Price Middle to high-end Middle to high-end 
(a bit more 
expensive than 
WHIITE ) 

High-end, most 
expensive of the 
three 

Target consumers Career women  Broad target, 
fashionistas, 
international 
consumers 

International 
wealthy consumers, 
celebrities 

Based on the findings from brand analysis 

 

The interview with PR manager of WHIITE, Arman Motlagh, revealed the company’s great focus 

on exquisite quality, simple to style pieces and a great fit. Through the netnographic study, 

conducted on Instagram, the results contributed to the middle to high-end brand, by posting lots of 

pictures of Danish celebrities and businesswomen such as Christiane Schaumburg Müller wearing 

the brand and attending the brand’s show during Fashion Week 2014. The interviews conducted to 

learn about the brand’s image, and how the brand is actually thought of, showed that the clothes 

were Scandinavian and simple. The image perceived by consumers not familiar with the brand did 

not think of it as being of great quality, based on pictures of the clothes. However, a fashion blogger 

who already owned some of the clothes were very positive about especially this fact, hence the 

brand lack communicating the great quality to new consumers, who are not familiar with the brand. 

 

Through the analysis of BMB, its identity seemed to be on a fashionable design, popularity and a 

great international expansion, which the image also seemed to reflect. Especially the part of 

popularity shone through in the image interview, where the respondents all chose BMB as the brand 
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they preferred. This happened even though several respondents had already said that the quality was 

poor compared to the price. Additionally, few of the respondents were actually not able to 

differentiate BMB’s clothes from WHIITE’s in the ‘blind test’. Based on this, the interesting fact is 

that BMB’s image and identity are more or less consistent which may have helped the brand in 

succeeding.  

 

Finally, Isabel Marant, the French luxury brand, was perceived as sophisticated, bohemian chic, 

classic and wearable for an everyday look from the image interviews, which is well connected to 

the identity. Furthermore, Isabel Marant is seen as a luxury brand and is available on the expensive 

webshops. Moreover, the brand has established several shops in China, and sells their clothes for a 

higher price than the two other brands. This must be concluded to be a successful brand 

internationally. 

 

From what we have learnt through the brand analysis, BMB is very successful and the most 

preferred brand from the respondents. Isabel Marant’s success can be measured by its many 

distribution channels both online and internationally. This leaves WHIITE with a good opportunity 

to achieve more success in competing with the other two brands. Maybe the identity should be 

communicated with more focus on luxury and quality than it has been so far. Or maybe the 

simplicity of the styles is not conspicuous enough for the fashion critics to push through on the 

competitive market. These are all hypothesis one can only speculate about. 
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PART TWO 

3 Theoretical framework 

3.1 The society in China 
As being the country with the largest population in the world, second largest economy, and the third 

largest country regarding the physical area, China has shown to be a rapidly growing economy, 

which is why it has huge potential as a new market for companies (Chan, Chen, DeWoskin et. 

Align. 2014). 

Even though the economy is the fastest growing in the world, and even though the country is 

developing enormously fast, social issues are still very present. These social issues include 

corruption, environmental issues, and a lack of living up to keeping the standards of Human Rights 

(BBC.com). However, the fact is that many companies have expanded into the foreign market, 

despite potential risks (Chan, Chen, DeWoskin et. Align. 2014). 

 

China has always had an impressive and different culture, and a great economy. One of the reasons 

is that the country has isolated itself from the rest of the world. However, this reason has also led to 

a late start of the industrialization. The industrialization has already helped other countries gain a 

better economy and new technologies, which have led to a better life in general. History reveals that 

China’s slow development, compared to other countries, led to a revolution, which paved the way 

for a Communist government in 1949 in the end. Since then, China has had an annual growth rate 

of approximately nine per cent, and furthermore, the country has become one of the world’s biggest 

economies. (Ibid). 

 

The transformation from being a traditional society to being a modern society goes hand in hand 

with the process of industrialization. Furthermore, industrialization has shown an increase in 

urbanization, which began in the 1950s and got more intensified in the 1980s. Two fifths of the 

population in China live in urban areas, which do not seem like a lot compared to other more 

industrialized countries. However, the growth of some cities has created new markets, including 

luxury markets. 
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3.2 Inglehart’s theory of societies 
Inglehart (1997) distinguishes between three societies; the traditional, the modern, and the post-

modern society. 

In the traditional society collectivism, personal and close relations are important factors. 

Furthermore, laws are often based on religion, since a divine will is needed to keep the poor society 

in order. It scares people so they will not disobey, even in tempted situations. In a traditional 

society, the human needs are very basic, and food and a roof over the head are not taken as a given, 

on the contrary, it is an everyday struggle. The reason for a society to change from a traditional 

society to a modern society is a desire to get rich and to obtain a better life. Since China began the 

industrialization process, the society began to change. As mentioned, the industrialization is 

combined with an economic development, hence leading to a wealthier country and society as a 

whole. This leads to a different set of basic needs. 

 

In the western countries, the modernization occurred around the same time as the Protestant 

Reformation. This opened people’s eyes to other ways of believing and created the change that 

allowed the industrialization to begin. In the same fashion, the Chinese development went hand in 

hand with the revolution and the Maoist reform around the mid 1900. This opened the country’s 

eyes and paved the way for the industrialization (Inglehart, 1997: 54). The behavior in a modern 

society moves from the traditional values of nepotism, to a more individual behavior. However, 

much literature (The Hofstede Centre, n.d.) explains that China is still a very group-oriented 

culture. 

The change from a modern society to a postmodern society occurs after a period of time as people’s 

needs change. They change from being materialistic and group oriented to being individual and 

seek self-realization (Inglehart, 1997: 28).  

 

The third society in Inglehart’s theory is postmodern society. Postmodern society is experienced in 

Western countries such as the U.S, Scandinavia and Western Europe (Inglehart 1997: 28). What 

characterizes this society is that the material needs are fulfilled. In other words, the change in 

economy is not the key reason for a change, as it is from the traditional to the modern society. This 

can also be described using Inglehart’s (1997: 62) Subjective Well-being index. This describes how 

a small economic increase can make a huge difference in traditional societies that suffer scarcity, 

whereas the modern and postmodern societies only experience a very small difference as result of 
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an economic increase. The significant change is the change of the needs in the postmodern society. 

Some examples of postmodern needs are, self-realization, sustainable concern, and showing 

concern for those who are less fortunate (people from the traditional societies). These needs can be 

satisfied in e.g. extreme sports, charity work, driving an electrical car, or buying clothes made of 

recycled materials, for instance. Based on the literature about China, the country has not yet reached 

this stage of society. Even though the economy is increasing rapidly, the culture, and values and 

needs of the people follow at a slower pace. This can be explained by using the theoretical 

framework of Inglehart (1997), and his scarcity and social hypotheses. 

 

The Scarcity hypothesis describes how an individual’s priorities are related to the society in general, 

and especially how it is influenced by the economic situation. For example, a man who lives in a 

society where food is an everyday struggle prioritizes food before anything else. In other words, as 

Inglehart (1997: 33) states it: “… one places the greatest subjective value on those things that are 

relatively short in supply”. 

The example of food being the most important priority applies to traditional societies, hence these 

societies are poor and not evolved. In modern societies, material needs are important, however, as 

explained earlier, the modern society is recognized by the industrialization, which creates a better 

economy. As an end result, this fact argues that material priorities, such as purchasing luxury goods 

and showing off one’s wealth, are the number one priority. As a country recently moving from 

traditional to modern society China still has materialistic values and now with an improved 

economy, the financial resources have created a new need to buy luxury. Food was mentioned as a 

need before, however, this is fulfilled in a larger sense today than before the industrialization. One 

can argue this to be why materialistic values in which more specifically luxury items are so popular. 

China still has scarcity in the sense that only the middle to high class of the society can afford it, 

therefore it is desirable. Hence, the people who have the economic resources to purchase luxury 

items, want to show it off.  It is a necessity that it can be recognized to show status and power. This 

can be a reason for a high interest in luxury goods for Chinese consumers, since luxury goods 

symbolize wealth, which is lacking in many parts of the country. As explained, this need applies to 

China, which is in the industrialization process. Therefore, the materialistic values combined with 

an improving economy could be one of the reasons why China is obtaining one-quarter of the 

global total of the luxury sector (McKinsey&Company, 2012: 7).   
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In postmodern societies, the example of food or materialism in form of luxury goods does not 

apply. Even though there might be some percentage of the inhabitants, in which food is a 

questionable resource, the average population takes it for granted, which carves the way for 

different needs. The need of purchasing luxury has also diminished, since the majority can afford 

some luxury, hence the needs may differ from the majority. As explained above, the postmodern 

needs can include self-expression, sustainable concern and freedom of speech, according to 

Inglehart (1997). 

As mentioned, not all inhabitants in one society might experience the same needs for different 

reasons. A reason for this could be explained with the Socialization hypothesis, which describes the 

behavior of a person who lives in a changing society. As a child, this person can grow up in a 

traditional society, where the economy is scarce and one must economize with one’s resources. 

Then the person experiences a shift to a modern society, where materialistic values will determine 

the consumer behavior. However, this person will often still be scarce and try to save resources, 

even though there would be enough money not to do so. According to Inglehart (1997: 35), the 

socialization hypothesis can cause a generation gap. A young population can have more 

materialistic values, since they have grown up in a modern society, and experience and learn those 

values in an early age. On the other hand, a population who grew up where the need was to survive 

and learnt that at an early age, they can have issues changing to the materialistic needs. This is 

because humans are often more susceptible at an early age, and the older they get, the harder it is to 

change their values and needs. Even though, there is not a time limit on the different societies, it 

seems, based on the theories mentioned above that society takes at least one generation to change. 

Since the shift from traditional to a modern society started just around 65 years ago, one can argue 

that the shift towards a postmodern society is not close. 

 

3.3 Collectivism 
According to Hofstede, the cultural dimension called individualism explains the norm of a society 

in terms of the people’s interdependence on each other. In other words, “It has to do with whether 

people´s self-image is defined in terms of “I” or “We” (The Hofstede Centre, n.d.). If a country 

scores high on this dimension, it means that it has an individualistic culture, and the common 

behavior is prioritizing the self before the group. Regarding consumer behavior, this means that the 

person’s own thoughts and values count the most, and the decision will be based on their own 

preferences (Wong & Ahuvia, 1998: 425). Contrary to this, the collectivist cultures have different 
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values regarding consumerism, and the opinion of the in-group will trump the individual’s 

preference, or maybe even change it into being in the interest of the group. An in-group is a term 

used to describe a person’s closest circle. The inner group consists of close family, next relatives, 

friends, colleagues, society members come and then in the outer periphery strangers are to be found. 

In the in-group relations are altruistic. Conversely in the out-group opportunistic behavior is 

experienced (Kragh, 2011: 7) 

 

With a result of only 20, China scores relatively low in the individualistic dimension, which means 

the country’s behavior is collectivistic. This means that the interest of the group is placed before the 

self, which can be useful knowledge regarding consumer behavior. This collectivism is so dominant 

that in China the in-group does not only consist of close family, but also of the extended family like 

uncles, cousins, grandparents etc. (Mooij, 2011: 47f; Hofstede & Bond, 1988: 11). 

The importance of a good environment in the in-group is essential that is why companies must keep 

in mind that the luxury goods are not necessarily for one target, but for a whole ‘family-target’. 

There must be consensus about the desired brand throughout the in-group, or most importantly in 

the top of the hierarchy. This leads to another dimension used in Hofstede’s theory about cultures, 

which is called power distance. If a country has a high score in power distance, it means that the 

division of power is relevant, and that there is a large difference of being at the bottom or the top of 

the hierarchy (Hofstede & Bond, 1988: 10). Since China scores 80 on this dimension, it is a culture 

with a significant power distance. This is another factor that leads to the assumption that luxury is 

purchased to be conspicuous and radiate wealth and power, to express visually affiliation in a 

certain group. 

 

Collectivism and in-groups are also well-known factors from Inglehart’s traditional societies. As 

described, the needs for food and shelter are dominating the traditional societies. These needs 

command groups and families to be close, to take care of each other and to work together in order 

to survive. Even though China is moving away from a traditional society, this collective way of 

thinking and behaving seems to stick to the culture. However, according to the socialization 

hypothesis, it takes a shift in generations to obtain new values and needs completely. 
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3.4 Motivations behind luxury consumption 
The theorists Vigneron and Johnson have developed a conceptual framework of prestige-seeking 

consumer behavior. They explain different factors that motivate the consumer, i.e. the values of 

prestige and the consumer’s behavior in relation to luxury consumption (Vigneron & Johnson, 

1999). The theory is based on five perceptions. There are three non-personal perceptions; the veblen 

effect, the snob effect and the bandwagon effect. Furthermore, there are two personal perceptions, 

the hedonic effect and the perfectionism effect (Vigneron & Johnson, 2004: 488).  Moreover, there 

are five values of luxury connected to the five respective motivations in luxury consumption. These 

are respectively conspicuousness, uniqueness, social values, emotions and quality.  

 

The first non-personal perception is the veblen-effect – the perceived conspicuous value, which 

focuses on the influence of reference groups in the consumption of luxury brands (Vigneron & 

Johnson, 1999: 4). The veblen-effect is inspired from theory of the Leisure Class by the theorist 

Thorstein Veblen (1899). He analyzed luxury consumption from a socioeconomic perspective and 

argued that wealthy individuals often consume highly conspicuous goods and services in order to 

advertise their wealth and thereby achieving greater social status (Veblen, 2005). Hence, the utility 

of luxury brands may be to display wealth and power, so veblen motivated consumers are highly 

focused on the visible luxury brands, which is why the conspicuous element is dominating 

(Vigneron & Johnson, 1999: 4). Furthermore, consumers often use price for judging luxury and 

believe that high prices are a positive indicator that expresses a certain degree of luxury. A high 

price is essential to veblen motivated consumers, since their primary objective is to impress others 

(Husic & Cicic, 2009: 232; Vigneron & Johnson, 1999: 5). It is important for veblen motivated 

consumers to have a good social representation and position. The social status associated with a 

brand is an important factor in the conspicuous consumption, since it is part of shaping the 

consumer, and shows where she/he belongs in the hierarchy in a social context (Vigneron & 

Johnson, 2004: 489). 

 

The second non-personal perception is the snob-effect – the perceived unique value. This effect is 

characterized by scarcity or limited supply of products that enhance consumers’ preferences for a 

brand (Vigneron & Johnson, 2004: 490). Uniqueness is important for snob consumers, and they are 

always searching for something that is difficult to obtain. Uniqueness is wanted to enhance the 

consumer’s self-image and social image by holding on to one’s personal taste, being different and 
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avoiding similar consumption. The uniqueness is based on the assumptions that perceptions of 

exclusivity and scarcity increase the desire for a brand. This desirability is increased when the brand 

is also perceived as expensive (Ibid). Vigneron & Johnson (1999) also states that snob consumers 

perceive price as an indicator of exclusivity, and avoid using popular brands to experiment with 

inner-directed consumption.  In other words, they listen to their own hearts and are not afraid to 

stand out from the crowd. 

 

The third non-personal perception is the bandwagon effect – the perceived social value. Bandwagon 

effect influences consumers to match with prestigious groups or be distinguished from non-

prestigious groups (Vigneron & Johnson, 1999: 6). In other words, a person can use a luxury brand 

during the week to match their professional position, and use another luxury brand during the 

weekend to match these surroundings and social standards. Belk’s “extended-self” and the 

bandwagon effect can be related to each other. Therefore, bandwagon consumers may use the 

perceived extended-self value of luxury brands to enhance their self-concept (Ibid). Bandwagon 

consumers attach less importance to price as an indicator of luxury, but will place greater emphasis 

on the effect they make on others while consuming the luxury brands (Husic & Cicic, 2009: 232). 

 

The fourth perception, and the first of the two personal perceptions is the hedonic effect – the 

perceived emotional value. A hedonist consumer purchases luxury brands primary for her or his 

own pleasure. The hedonic effect refers to when consumers value feelings, pleasure and satisfaction 

when purchasing luxury goods. Hence hedonist consumers depend upon the individual alone for 

fulfillment and are not liable on interpersonal influence (Vigneron & Johnson, 1999: 8). Hedonist 

consumers are more interested in their own thoughts and feelings, and will therefore place less 

emphasis on price as an indicator of luxury (Husic & Cicic, 2009: 232).   

 

The fifth and last perception, and the second personal perception, is the perfectionism effect – 

perceived quality value. The perfectionism effect lies in the quality that the consumer adds to the 

luxury brand. The consumer’s quality perception plays an essential role in the perception of luxury 

(Vigneron & Johnson, 1999: 8). Furthermore, a higher price symbolizes better quality for 

perfectionist consumers. Perfectionist consumers rely on their own perception of the product’s 

quality and can use the price as a further indication supporting the quality (Husic & Cicic, 2009: 
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232). The perfectionists are controlled by personal factors, which represent their own values and 

perceptions when choosing luxury brands. 

 

3.5 Luxury consumption in China 
With a rapidly growing economy and an enormous population, China has become one of the most 

attractive markets for luxury brands in the world. Chinese consumers have taken first place among 

the world’s spenders on luxury goods, and have leapt past Japan’s luxury market, which has been 

the world’s largest until recently. China is the dominant driver of growth in this sector with 

purchases by Chinese both nationally and abroad, accounting for over one-quarter of the global total 

(McKinsey&Company, 2012: 7). 

 

A changing lifestyle in China can be seen as one of the contributors to a rapid luxury development. 

The Chinese upper-class are spending more time with other wealthy people on social occasions, 

which give them the opportunity to show off their collections of shoes, bags, jewelries etc. and 

therefore they purchase more luxury goods (McKinsey&Company, 2012: 18). Furthermore, the 

practice of social gifting is another reason why the luxury sector is expanding. The social gifting is 

embedded in the Chinese society, and it is seen as nurturing and maintaining relationships (Ibid: 

17). Chinese culture is very collectivistic as stated earlier, hence Chinese are affected by what 

others do, especially by someone from their in-group. 

 

McKinsey & Company have carried out a research about luxury consumption in China. About 13 

millions of China’s upper-middle class prioritize buying luxury goods such as clothes, watches, 

jewelries etc. They account for about 12% of the luxury market and the number is expected to grow 

to 28% by 2015 (McKinsey&Company: 2010: 12; McKinsey&Company, 2012: 15). The research is 

interesting for WHIITE, since the company targets the same consumer group, upper-middle class, 

who, based on the research, seems to prioritize luxury consumption.   

 

Furthermore, a study of luxury consumption in China has been made by Zhan & He (2011) where 

above-mentioned ‘upper-middle class’ defined by McKinsey & Co. is referred to in this study by 

Zhan & He as ‘middle class’. This study examines three psychological traits, value consciousness 

(VC), susceptibility to normative influence (SNI), and the need for uniqueness (NFU). The study 

attempts to provide insights into middle class Chinese consumers underlying motivations for luxury 
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consumption by investigating how consumer brand attitudes and purchase intentions relate to 

consumer traits (Zahn & He, 2011: 1452). The study shows that both VC and SNI have a positive 

effect in the brand attitude and buying intentions of best-known luxury brands. In this study, VC is 

not so much about price, but more about the overall benefits of the product, which could be social 

status. Chinese consumers distinguish a luxury brand from other brands by the symbolic meanings 

associated with the brand, as well as the superior quality of the product. Luxury goods become 

affordable and valuable for consumers with a high income level, and are part of satisfying 

functional and social needs (Zhan & He, 2011: 1458). 

SNI measured in the study shows that conspicuous consumption is dominant among Chinese 

middle-class consumers. This again indicates that Chinese consumers may be motivated more by 

the social benefits than by the functional benefits of luxury goods (Ibid: 1458). In other words, the 

choice of buying luxury goods, for example a handbag from Gucci, is made out of necessity to 

conform to a social context and less because of personal reasons. However, NFU depends on the 

knowledge the Chinese consumer has about the luxury brands. If the consumer has good knowledge 

about a brand, NFU has a negative connection to the brand attitude. However, if the consumer is 

less knowledgeable of the brand, NFU has a more neutral connection. Therefore, the need for 

uniqueness is not preferable to Chinese consumers. They perceive luxury goods as extremely 

valuable possessions, and they purchase luxury goods to match the social expectations of important 

reference groups (Ibid: 1458). So, if Chinese consumers want to stand out and be unique, they 

should not buy the best-known luxury brands, but less well-known luxury brands. 

As a result, the study shows a strong tendency of Chinese consumers conforming to social pressure, 

and the importance of being connected to specific social groups by purchasing certain luxury 

brands.  Furthermore, the value of the product is essential to fulfill the functional and social needs. 

Moreover, it shows that the extent to which the best-known brands communicate uniqueness 

depends on how much consumers know about luxury brands. 

 

On the other hand other studies show that Chinese consumers increasingly focus on understated 

modes of luxury consumption, meaning less flash and more understatement. Moreover, they are 

increasingly listening to their individual voices in their choice of luxury consumption 

(McKinsey&Company, 2010: 20; Parent, 2014). A reason for that can be the rapid development in 

technology. The Internet and social media have enabled millions of Chinese consumers to look for 

inspiration for an individual style. Furthermore, the creation of fashion blogs have made Chinese 
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consumers more confident to explore, develop and express individual style (Ibid). Furthermore, 

theorists see China as a modern society today, where the industrialization has contributed to a 

change in values, such as higher educational level, longer duration of life and urbanization. 

However, China is still very much influenced by the traditional society’s collective values (Kragh, 

2011: 5).  

 

In regards to the shopping experience, the importance of the in-store experience is evident to 

Chinese consumers. Providing an exciting and inviting environment is the key to persuading the 

luxury consumer. So the quality and services offered need to be in top, and brands operating on the 

Chinese market must develop and strengthen regularly customer relationship management programs 

to maintain the best relationship to their Chinese luxury consumers (McKinsey&Company, 2012: 

13). However, while the in-store experience still is the most important factor driving a consumer’s 

purchase decision, the Internet has rapidly become an important distribution channel for luxury 

categories, such as fashion (McKinsey&Company, 2010: 28). 

 

Furthermore, through the years, a mutual interest between Denmark and China has been seen 

regarding fashion and business relations. Copenhagen Fashion Week 2014 had a lot of visitors from 

China, from journalists to 27 different media that contributed to millions of Chinese watching and 

reading about Danish design. A lot of Danish brand were mentioned and recognized including 

WHIITE (Grønbech, 2014). Therefore, one could assume this relationship between the countries to 

be an advantage for WHIITE’s brand to be acknowledged by the Chinese consumers.   

 

3.6 WHIITE in China 
For a foreign company as WHIITE, the above-obtained information is useful since a company must 

create a strong and luxurious brand in the eyes of the in-groups’ leaders, according to the theory. It 

is not only one individual person who makes the decision of a purchase, but the consensus of the 

group. Different groups are motivated by different priorities. According to the theory and the brand 

analysis, WHIITE should search the market for consumers who value quality as a luxury, since it is 

established to be one of its main competences. 

Vigneron and Johnson’s (1999) five motivations could be used in this context, so WHIITE could 

choose which strategy to use in China. The veblen effect, as described earlier, focuses on the 

conspicuous value and influence of reference groups. Since veblen motivated consumers are 



! 47!

focused on showing off prestigious brands, WHIITE’s brand, which is simple and classy and not 

conspicuous, might suffer not to be recognized as a luxury brand (Vigneron & Johnson, 1999: 4). 

Furthermore, the veblen motivated customers’ idea that a high price equals luxury (Husic & Cicic, 

2009: 232; Vigneron & Johnson, 1999: 5) could be an issue for WHIITE, since its prices are middle 

to high-end, and not in the league of the classic fashion houses such as Louis Vuitton, Gucci etc. 

The second motivation strategy, the snob effect, is characterized as being unique, limited in supply 

and hard to obtain (Vigneron & Johnson, 2004: 490). These factors make sure that the luxury goods 

are unique, and that the person who purchases the item has a personal sense of style and does not 

necessarily follow others’ sense of style. WHIITE could be said to apply these factors, since it is a 

Danish luxury brand and not yet available in China. If the brand were to move to the Chinese 

market, it could have a high chance of being exclusive. 

   

According to the theory, the role of collectivism and group-acceptance seem to be the most 

important, which indicate that the factors of the snob effect are rather irrelevant to begin with. 

These factors of limited goods would seem to apply more in individualist cultures, since rareness 

and one’s own desire for uniqueness and abilities to make one's own decisions are applied in these 

cultures. The third motivation, the bandwagon effect, is closely related to the perceived social 

value, and hence, it seems very relevant for the collectivist Chinese consumers. To explain further, 

the bandwagon effect is when the price is irrelevant, and the thing that matters is how a brand is 

perceived in one’s in-group (Husic & Cicic, 2009: 232). As a new company on a market, WHIITE 

could face some challenges, if the brand is not perceived as an attractive luxury brand for 

bandwagon consumers.  

 

The last two motivations are the hedonic and perfectionism effect. Compared to the other 

motivations, these focus on personal perceptions and have an invidualistic approach to luxury 

consumption. Hedonist consumers buy a luxury brand primary for their own pleasure. They think of 

their own thoughts and feelings (Vigneron & Johnson, 1999: 8) WHIITE’s brand could reach 

success on the Chinese market, if the Chinese consumers liked the brand. Regarding the 

perfectionism effect, where the consumer’s quality perception plays an essential role in the 

perception of luxury (Ibid), WHIITE’s brand could be able to reach success, since the brand’s main 

competence is quality. If the Chinese consumers emphasize the same perception, it is an advantage 

for WHIITE.  
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Furthermore, previous research shows that China is a rapidly growing market for luxury goods, and 

a luxury boom is seen in the market among the upper-middle class. Chinese consumers are very 

much affected by the conspicuous value of a product, and the normative influence on the in-groups 

whereas standing out and being unique are still not favorable. These elements can potentially 

become a struggle for WHIITE to overcome, since it is simpler, undertoned and classy, and not in 

the same category as Louis Vuitton, Gucci or other very well-known, acceptable and conspicuous 

brands. However, other studies show that Chinese consumers are increasingly becoming 

individualists due to the rapid growth in technology where the Internet, social media platforms, and 

blogs are available. This can contribute to individualism in terms of experimenting with personal 

style and new brands. Nonetheless, the fact that a luxury boom among the upper-middle class 

consumers is happening can be seen as an advantage for WHIITE, since it is that group of 

consumers they target. Moreover, Chinese luxury consumers begin to like more understated and a 

less conspicuous style. This new “gap” could correlate with what WHIITE has to offer, and by that 

WHIITE could be an interesting brand for the Chinese market.  Moreover, the fact is that there is a 

common interest between China and Denmark when it comes to fashion. Besides, Chinese 

consumers are highly fascinated by the Scandinavian minimalistic style. All this brings another 

opening for WHIITE to expand to the Chinese market as a Scandinavian, understated and classy 

brand. Lastly, it is noticeable that the shopping experience in a physical store is essential for the 

Chinese consumer. This is beneficial information for WHIITE if they are to expand to the Chinese 

market, since it has no concept store in Denmark, only shop-in-shops and a website. 

 

3.7 Future reflections 
As it is concluded from the above sections, China is a modern society, which aligns with the 

materialistic needs. This could be seen as a reason for the rapidly evolved luxury consumption on 

the Chinese market. But one might ask, for how long? The country has experienced, and still is 

experiencing a rapid increase economically. According to Inglehart (1977), the following society is 

the post-modern society, which is more humanitarian in the way that the needs are pointing at self-

expression, individualism and diversity. From all the literature, China is not there yet. This 

assumption is based on the fact that the country has very collectivistic values. However, could what 

the country is going through now be aligned with the socialization hypothesis, where the new 

generation is experiencing a post-modern society, whereas the old generation is still getting used to 

the modern society? Or is it too early to think about that? Among other things that will be explored 



! 49!

in the following sections where different and contradicting hypothesis will be developed, based on 

the theory. Furthermore, these hypotheses will be confirmed or affirmed to some extent based on 

the quantitative survey and its results.   

 

3.8 Hypotheses 
We developed six hypotheses, which consist of the motivations behind luxury consumption, the 

veblen, snob and bandwagon effect, hedonic and perfectionism effect and materialistic values. Each 

hypothesis contains one effect that is connected to WHIITE and implicitly connected to either a 

collective or individual perspective depending on the effect. The outcome of every hypothesis is to 

have a connection between the theory, the survey and the company, WHIITE. 

The purpose is to verify or falsify the hypotheses to some extent and ultimately to answer the 

research questions in the thesis. 

 

The hypotheses are set up from a theoretical perspective meaning that the assumptions are 

concluded from the theoretical knowledge from Vigneron and Johnson and Inglehart.  

 

3.8.1 Hypothesis 1 (H1) 
!
Chinese women are motivated by the veblen effect, and have a stronger tendency 

to buy well known and conspicuous fashion labels than simple and unknown 

fashion labels like WHIITE. 

 

As stated in the theoretical chapter, the veblen effect describes the consumer who is motivated by 

the conspicuous, expensive and well-known brand (Vigneron & Johnson, 2004). In other words, 

consumers motivated by the veblen effect buy brands which will be recognized as being a luxury 

item. Another important factor for the veblen consumer is the price. An expensive item will be 

associated with luxury. This could indicate that world famous brands such as Dolce and Gabbana, 

Louis Vuitton and Gucci, with their conspicuous clothes logos or monograms, and high prices are 

desired by consumers motivated by the veblen effect. 

The hypothesis is based on the fact that China, being a modern society according to theoretical 

studies, is known to have materialistic values (Inglehart, 1997). Hence, the upper-middle class want 
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to show off their wealth, which points toward the Chinese consumers being motivated by the veblen 

effect where the purpose is to be conspicuous (Vigneron & Johnson, 1999) . 

As the hypothesis indicates, this can be a disadvantage for WHIITE. First the style of WHIITE’s 

clothes is very simplistic and Scandinavian and not conspicuous in general. Secondly even though 

WHIITE is considered a luxury brand on the Danish market, the prices are not high enough to be in 

the same category as Dolce and Gabbana, Louis Vuitton or Gucci. Hence, it may not be desired by 

the veblen motivated consumer. Thirdly, the brand is not yet available in China, which could be a 

problem, since it would not appear as a well-known brand in the mind of the consumers. 
 

3.8.2 Hypothesis 2 (H2) 
!
Chinese women are not motivated by the Snob effect, which is a disadvantage for 

WHIITE, being a new and unique brand on the Chinese market 

 

As stated in the theoretical section, the snob consumers are very much affected by the uniqueness of 

a luxury product. Uniqueness is wanted to enhance the consumer’s self-image and social image by 

holding on to her personal taste and be different (Vigneron & Johnson, 2004).  It is not necessarily 

very popular brands that are favorable to snob consumers, but more understated, less known and 

unique brands. This desire is increased when the brand is perceived as expensive, hence snob 

consumers use the price as an indicator of exclusivity (Vigneron & Johnson, 1999). 

The hypothesis is also based on the theory of Chinese society. It is stated that the Chinese culture 

has more collective values than individual values (The Hofstede Centre, n.d). Therefore, the 

Chinese consumer place the group before the self, and reference groups have a big voice in the 

decision making process in general. Regarding luxury consumption, research state that Chinese 

consumers favor conspicuous consumption, and the choice and intention of buying luxury goods are 

to match the social expectations of important reference groups, hence the normative influence is 

dominating (Zahn & He, 2011). Therefore, it does not seem likely that the Chinese women will be 

motivated by the snob effect.  

Furthermore, based on the theory of snob consumers and the cultural values of the Chinese society, 

the hypothesis claims it to be a disadvantage for WHIITE. WHIITE is an understated and classy 

brand that can be seen as a unique luxury brand compared to famous and conspicuous luxury 

brands, such as Louis Vuitton and Gucci. Therefore, we do not assume that the Chinese women will 

find the brand attractive. Furthermore, WHIITE is an unknown brand in China and is not as 
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expensive as the other fashion labels. Moreover, a Chinese woman may differ too much from her 

reference group if she buys WHIITE’s clothes. Nonetheless, the collectivistic values seem to 

dominate Chinese consumer behavior, which is why the motivations of the snob effect can be seen 

as less attractive.  

3.8.3 Hypothesis 3 (H3) 
!
The bandwagon effect is a strong motivator for Chinese women, hence WHIITE 

being a Danish luxury brand, will reach a successful position. 

 

Consumers motivated by the bandwagon effect are using their purchased luxury to show which 

reference groups they are members of. Their consumption decision is based on what is popular in 

the group the individual is a member of, or wants to be a member of (Vigneron & Johnson, 2004). 

Hence, even the physical shopping process is important to the bandwagon consumer because she 

places a great effect on others seeing her while she is purchasing a luxury item. Furthermore, the 

bandwagon consumers place less emphasis on price than snob and veblen consumers, and greater 

emphasis on the effect they may have on their surroundings with the luxury goods (Ibid). In a 

society that has a high power distance (The Hofstede Centre, n.d), luxury purchases also help a 

consumer to radiate power and to belong to the wealthy and powerful group. 

Moreover, the hypothesis has been connected to the Chinese society. Since China is a collectivist 

society according to theoretical studies (Inglehart, 1997), the bandwagon effect is likely to match 

the consumer behavior of the Chinese people. In other words, since the membership of certain 

groups is important, it can be assumed that this fact is also considered in a shopping context, 

meaning that the items are purchased to make the consumer fit in to a certain group. 

As mentioned in the theoretical chapter of this thesis, Danish luxury brands are popular among 

Chinese consumers (Grønbech, 2014). This can be seen as an advantage for WHIITE, since it is a 

Danish luxury brand. Another advantage is that the bandwagon consumer does not place great 

emphasis on the price, and since WHIITE’s prices are middle to high-end, it needs consumers, 

which are not exclusively associating high prices with luxury. Hence, bandwagon consumers might 

find WHIITE attractive because of the prestige of being a Danish luxury brand, no matter the price.                                                      

Jmfmd dkdk dkk dkkd kd d d d d dd d d Jmfmd dkdk dkk dkkd kd d d d d dd d d Jmfmd dkdk dkk 

dkkd kd d d d d dd d d 
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3.8.4 Hypothesis 4 (H4) 
!
Chinese women perceives WHIITE as being of great quality, hence they are 

motivated by the perfectionism effect, and finds WHIITE attractive. 

 

The perfectionism effect lies in the quality that the consumer adds to the luxury brand. The 

consumer’s quality perception plays an essential role in the perception of luxury. Furthermore, a 

high price is a positive indicator of quality (Vigneron & Johnson, 1999). 

China is seen as a collectivistic society, however, China is also a modern industrial society with an 

economic growth, which can be argued to move slowly towards postmodern values, where the 

individual’s voice and personal style are increasing (Parent, 2014). Besides, this is also the case if 

the consumer has grown up in a wealthy home and has obtained more post materialistic values, such 

as individualism (Inglehart, 1997).   

Based on the theory discussed above it is assumed to be an advantage for WHIITE, if it is 

confirmed that the Chinese women are motivated by the perfectionism effect. The reason for this is 

that WHIITE puts a great effort into good quality and craftsmanship. So if WHIITE’s high quality 

clothes can be acknowledged by the Chinese women, one can argue it to be an advantage for the 

company. 

 

3.8.5 Hypothesis 5 (H5) 
!
The Chinese society has materialistic values, hence WHIITE cannot reach a 

competitive position on the Chinese market, because the brand will not be 

perceived as being a luxury brand. 

 

In relation to this hypothesis, Inglehart’s scarcity hypothesis can be applied. The scarcity hypothesis 

describes that the individual’s priorities are related to society, and particularly how much the 

individual is influenced by the socio-economic situation (Inglehart, 1997). In other words, the 

individual has a tendency to emphasize the things that are of scarcity in the society. China is a 

modern industrial society today with financial growth. Hence, this can be a reason for a high 

interest in luxury goods for Chinese consumers, since luxury goods symbolize wealth, which is 

lacking in many parts of the country. Therefore, luxury consumption can be seen as a tool to show 

off the individual’s wealth and achievements in the society.   
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Seen from WHIITE’s perspective, the brand is considered a luxury brand in Denmark. However, 

this may not be the case in China. One can argue that the difficulty can be that WHIITE does not 

apply to Chinese consumers’ materialistic values and is seen as not luxurious enough, both price 

wise and with regard to the simple style of the clothes. 
 

3.8.6 Hypothesis 6 (H6) 
!
China is slowly moving towards postmodern values and hedonic consumption 

patterns, which is an advantage for WHIITE. 

 

As previously explained, the hedonic effect describes the consumers’ perceived emotional value 

when buying a luxury item (Vigneron & Johnson, 1999). The purchase is exclusively based on the 

individual consumer’s values and desires. It could for example be whether the item was produced in 

a correct way according to human rights, or produced in a sustainable manner. 

According to the socialization hypothesis, people who grow up in wealthy homes with the basic 

needs covered, obtain other needs (Inglehart, 1997). The postmodern needs include individualism, 

self-realization and sustainable concerns (Ibid). Chinese women raised in homes like this might rely 

more on their individual sense of style than an idea of blending in with a group. These women could 

be assumed to be motivated by the hedonic effect when purchasing luxury items, since it combines 

emotional needs based on an individualistic decision.  

From WHIITE’s perspective, it is assumed to be an advantage. The women motivated by the 

hedonic effect could be a good target, if they perceive the brand as likable. Furthermore, the fact 

that these consumers do not place a great emphasis on a high price when buying luxury is also an 

advantage for WHIITE with its middle to high-end prices.  

 

4 Methodology 

4.1 Theory of science 
Positivism is defined as: A philosophical system recognizing only what can be scientifically verified 

or what is capable of logical or mathematical proof…” according to the Oxford Dictionary (2014). 

This means to use ‘safe’ knowledge and hard evidence. According to positivism, the human being 

has two options for realization, by observation using our five senses and by figuring out facts using 
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our logic. We have chosen to construct a quantitative survey where the data can be treated 

statistically (Thurén, T., 2008: 19). Hence a positivist approach is used for the analysis. 

The framework of processing of the data will consist of the hypothetico-deductive approach. We 

will create several hypotheses based on relevant literature, and then we will strive to verify or 

falsify these hypotheses. Hereafter, we will use the deductive approach to reach a logical conclusion 

based on the survey, where we ask the target 16 questions in order to verify or falsify the 

hypotheses and reach a conclusion (Ibid: 31, 33). 

4.2 Critique of method 
In the following section, the critical aspect of the method will be discussed. This is based on the 

method’s validity, reliability and representativity.  

 

The validity is able to determine whether our results actually measure what we want to measure 

(Olsen, 2005: 26). A disadvantage for our survey could be that we designed the survey in English 

and not in Chinese, and therefore some potential respondents may have been excluded, and general 

language misunderstandings may have appeared for the respondents that participated. However, we 

believe that the pilot test with the Chinese participants, where every word, sentence and picture was 

carefully examined, has cleared most of the misunderstandings that could appear for the 

respondents. Hence, we place confidence in the validity of the survey. Moreover, we made sure that 

the terms and words used in the survey all had a clear connection to the terms and words in theory 

and in the hypothesis using our “keywords” throughout the thesis.  

The reliability stands for the consistency of the survey (Olsen, 2005: 24). We were not able to send 

out the survey more than once, so to secure the reliability and validity of the survey, we carefully 

focused on the design of questions and choices of answers. The survey consisted of 16 questions 

in total. We made two questions open-ended since open-ended questions are suitable to measure 

certain attitudes (Olsen, 2005: 79). These were Q4 and Q8 (Appendix 3). However, we chose to 

only have two open-ended questions, since open-ended questions can be difficult to handle, cause 

problems in the interpretation and possible biases (Kothari, 2004: 103). The rest of the questions 

were either multiple choice or closed questions. Multiple choice or closed questions have an 

advantage of being easy to handle, simple and quick to answer (Ibid). The questions concerned the 

respondents’ opinions of luxury goods, their opinion of WHIITE, and questions about their 
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shopping experience. The multiple choice was given, since it is rarely possible to choose just one 

option when it comes to opinions of clothes and other questions related. An example is Q7, where 

the Chinese women were introduced to pictures from WHIITE’s A/W collection 2014.“The picture 

shows selected items from WHIITE’s A/W Collection 2014. Do you consider the pieces in the 

picture as luxury?”. The answers were among others “Yes, they look expensive”, “Yes, they look of 

good quality and craftsmanship”, “Yes, I like the style”, “No, I do not like the style” and so on 

(Appendix 3). Furthermore, the outcome would be more precise for us, since we were able to see 

the ranking of the answers and discover a general point of view. However, in some of the questions, 

a bit more of information was needed to make the respondents understand the question fully. As 

Olsen (2005) expresses long questions can often recall useful information, decrease 

misinterpretations, and increase the respondents’ motivation (Olsen, 2005: 77-78). An example can 

be seen in Q11; “WHIITE is a luxury brand with middle to high-end prices in Denmark. In the 

picture, you see the prices on selected items from WHIITE’s A/W collection 2014. Based on the 

prices you see in the picture, to which extend do you consider these clothes a luxury?” (Appendix 

3). With this question, we examined to which extend the Chinese women perceived WHIITE’s 

prices as luxury. To make the respondents understand WHIITE’s brand, we gave some background 

information of how the prices are perceived on the Danish market. The purpose was to see if this 

could affect their answers, and if their perceptions of luxury in terms of the price were similar in the 

two markets.  

 

The representativity concerns the valuation of the subset of a statistical population that reflects the 

members of the entire population (Sepstrup, 2002: 29).  The purpose of the survey was to measure a 

small group of respondents, which in this case concerned Chinese women. However, the limited 

resources made it impossible to make a survey of a dimension that would have secured full research 

representativity. Based on the fact that the measured population is very large, we did not have the 

resources to make a 100% representative survey. The snowball selection principle is especially 

necessary if the population is hard to get in contact with (Sepstrup, 2002: 56). Since, none of us had 

many female Chinese contacts, we chose this selection principle to reach the intended respondents 

in the best way possible. Based on the final outcome, the survey can be argued to be representative 

enough to show results corresponding to a smaller research. Additionally, it can ascertain a 

tendency among Chinese women and their motivation for luxury consumption and opinions towards 
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WHIITE. This assumption is based on the fact that we did collect answers from 130 Chinese 

women, hence, it should be able to show some generalizations. 

 

4.3 Empirical research 
In the following section, the empirical method of the thesis will be presented. Here, we will explain 

which empirical method we have used, and how the answers were collected.  

 

4.3.1 Empirical target field  
The goal of the thesis is to analyze the Danish luxury brand WHIITE’s expansion opportunities on 

the Chinese market. To analyze this, it is necessary to study the culture and society to understand 

the motivations behind Chinese luxury consumption. This survey will measure to what extent the 

secondary research gathered from relevant study books, journals, articles, and online research 

applies in regard to the Danish luxury brand WHIITE. Therefore, the survey is very useful to 

answer the research questions of the thesis. Especially, since this quantitative method can gather the 

results from a sample, which can be projected to apply to a whole population, by finding the general 

tendencies (Rasmussen et al: 120, 122). The quantitative method also has the advantage of being 

able to be sent out through online platforms, which reduces the costs and enables fast collection of 

data. Moreover, an Internet-based survey makes it easier for many respondents to participate, since 

they can choose where and when they prefer to reply. Furthermore, an advantage of a survey is that 

it is possible to receive measurable and concrete answers (Proctor, 2005: 140), thus, the incentive to 

participate is easier, since it only takes five minutes to answer the survey. It is possible to obtain 

some general trends identified by a large group of respondents.  

 

4.3.2 Collecting of empirical data 
Before sending out the survey, we made a pilot test. This pilot test was done to identify possible 

mistakes, misunderstandings caused by language barriers, and potential defects in the survey. We 

arranged a meeting with four Chinese people, however, only two participants showed up. In spite of 

this, the two attending participants gave us constructive feedback on how to make the survey as 

ideal as possible. Moreover, a limited amount of time made it impossible to set up new meetings, 

which we evaluated were not necessary. The pilot test made us change terms and sentences that 

could be ambiguous and new questions about price and income were added. After the final changes, 
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the survey was made using SurveyMonkey. It was standardized, so it was the same for all 

respondents. 

Additionally, the survey was sent out on the Internet. To make the survey as interesting as possible 

and to encourage the Chinese women to answer, we wrote a text connected to the survey, where we 

explained the purpose of the survey. Furthermore, we explained that the survey was addressed to 

Chinese women, since the survey was about luxury consumption in China in regards to WHIITE, 

which only designs clothes for females. This was done to eliminate other cultures and genders to 

participate. Moreover, it was clearly stated that the survey was 100% anonymous to protect the 

respondents’ face, identity and contribute to honest answers (Ibid). We knew from research of the 

Chinese culture that anonymity is an important element to consider, since it could be a reason for 

the respondents not to participate in the survey.  

 

Hereafter, the survey was sent out. The method of how to send out the survey has been based on the 

snowball selection principle. In this principle, the investigators ask the chosen respondents to 

identify one or more potential respondents to participate in the survey (Sepstrup, 2002: 56).  The 

snowball selection principle secures that the right and relevant population participate in the survey. 

We sent out the survey through the social media, Facebook. Furthermore, we both contacted our 

Chinese acquaintances, and asked them to answer as well as forward the survey to their friends, 

families etc. Moreover, we went through different groups on Facebook where we were able to find 

and contact Chinese women. Additionally, we contacted Dansk/kinesisk forening, The Chinese 

Embassy in Denmark and several other organizations to ask for help in finding possible respondents 

by sharing our link. Additionally, when the chances were there, we personally approached Chinese 

women at Copenhagen Business School facilities, and we even spent a day in central Copenhagen, 

where we went down Strøget and near tourist attractions to contact Chinese females and ask if they 

would participate in our survey. To get the best possible results, we asked for their e-mails, so they 

did not have to spend time on it while sightseeing. Another thought behind asking for emails was to 

avoid compromising their anonymity, in regards to receive more honest answers. Then we would 

email them the survey, and ask for their help by sending the survey to acquaintances of theirs 

matching our targets.  

 

We indeed tried to vary our ways of collecting the data and reach as many Chinese women as 

possible, yet, seen from an objective point of view, the respondents’ representativity both 
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demographic and geographic was limited. Moreover, the survey had 36% of students, which could 

also weaken the representativity of the survey to some extent, since WHIITE as a brand targets 

career women, who are generally a bit older and have full time jobs. However, 61% of the 

respondents had a full time job, which can be argued to enhance the representativity of the survey. 

The same thing can be applied to the majority of main target age, where 48% were at the age of 26-

35, 27% were at the age of 18-25 and 23% were at the age of 36-50. So the outcome of the survey 

shows a majority of respondents from the age groups 26-35 and 36-50, which can be argued to 

increase the representativity of the survey, since these fit into WHIITE’s target.  

 

We ended up collecting 130 respondents in total, and the results are analyzed to give a general 

picture of luxury consumption in China. A larger group of respondents would have been ideal, but 

taking into consideration the limited time, resources, and options of getting in touch with more 

Chinese women, 130 respondents can be argued to be representative to the extent of fulfilling and 

predicting a tendency identified by a large group of respondents.  

 

4.3.3 Critique of snowball selection principle 
To begin the snowball selection principle, we started to reach out to our network using Facebook. 

We used this social media platform to ask our acquaintances for possible connections to female 

Chinese respondents. There are both advantages and disadvantages with the use of Facebook as a 

communication tool. The advantage is that it is possible to send out the survey effortlessly and 

reach a lot of people fast and outside national borders. However, the disadvantage of Facebook is 

that the respondents were limited to our friends and their social circles. One other struggle with 

using Facebook to get in contact with Chinese women is that Facebook is censored in mainland 

China except from in a 17-square mile radius of Shanghai (Chen, 2013). In Hong Kong, the ban is 

neither to be found. But the rest of mainland China forces the Chinese population to use an 

alternative substitute called Renren (renren, 2014), which is only in Chinese, and hence, unavailable 

for us to operate on because of our lack of Mandarin competences. Nonetheless, we also contacted 

Dansk/kinesisk forening, The Chinese embassy in Denmark, and other organizations to ask their 

help in sharing our link to the survey. Furthermore, we personally approached Chinese women at 

CBS facilities and spent a whole day in central Copenhagen to reach our target respondents even 

more.  
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Moreover, the fact that we chose to work with a high context culture, where people do not express 

their true emotions, it becomes hard to gain their trust, since they might put on a polite mask to 

maintain their face (Hall and Hall, 1990). We faced those kinds of struggles in situations where 

Chinese women promised to answer the survey, but never did, or gave us a fake email address to 

avoid further interaction. One could argue it to have been an easier process to collect answers, if we 

had been working with another culture. However, we were aware of this fact, and tried to approach 

the task professionally, and we used the knowledge we had of the culture to our advantage in the 

work. Furthermore, the political demonstrations in Hong Kong during September and October 

2014, which happened at the same time as we sent out the survey, also made it difficult for us to get 

in touch with Chinese women. Additionally, since different social media were blocked, and the 

possibility that many potential respondents did not even see our link was high (Brandom, 2014).  

 

4.3.4 Construction of survey 
The survey was prepared in SurveyMonkey and consisted of 16 questions in total. It is important to 

design the survey in a language that is easy to understand for the respondents to avoid biases and 

ambiguity (Hansen & Andersen, 2000: 108). The survey was addressed to Chinese women and was 

written in English, since it was not possible to write the survey in Chinese due to our limited 

resources. However, knowing that some Chinese may have difficulties in English, every word was 

carefully selected and analyzed in the pilot test to make sure that it was easy to understand for the 

respondents. Moreover, we customized the survey to make it fit the Chinese society in relation to 

‘city of residence’ and ‘yearly income’ with the help from the Chinese participants from the pilot 

test. To explain further, they confirmed the chosen ones were of highest relevance considering 

luxury consumption. Furthermore, they helped with the options to the question concerning yearly 

income, by sharing their knowledge of reasonable intervals, together with their previous 

experiences of surveys in this field.  

 

We designed the survey using a personal approach, first-person singular, in the options and 

statements. The reason was to make clear that the survey was addressed to the individual 

respondent. We chose personalize it to collect more honest answers. Furthermore we wanted to 

avoid any kind of misunderstandings, which according to Olsen (2005: 52) could have happened, if 

we had decided to design the statements indirectly and in third person. Using third person could 

lead to ambiguity and could cause unwanted variations in answers (Ibid). The respondents could 
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misinterpret the statements and think that they should be addressed from a general perspective of 

Chinese women. Moreover, we believe that the direct way of designing the statements was 

acceptable in this case, since it was stated clearly in the beginning that the survey was fully 

anonymous, and therefore would not “threaten” the respondent’s face or identity (Proctor, 2005: 

140).  

 

The survey consisted of three parts: 

Part 1: Demographic and personal information 

Part 2: Information in regards to WHIITE  

Part 3: Information of Chinese women’s motivations behind luxury consumption  

 

Survey  
In the following section, the questions of our survey will be presented. Under each question, we will 

explain the thoughts and reasons for choosing the different questions and answers. The survey 

consists of a introduction, where the definition of luxury is stated followed by the survey’s 16 

questions: 

 

“WHIITE is a Danish luxury brand designing clothes. WHIITE's prices are in the middle to high-

end on the Danish market. Please note that in this survey the term "luxury" exclusively consists of 

clothing. PLEASE NOTE THAT THIS SURVEY IS ANONYMOUS.” 

Survey 

1. Age 

Under 18 18 - 25 26 - 35 36-50 50+ 

 

It is always good to start a survey with demographic questions consisting of age, profession etc. to 

motivate the respondent to continue the survey (Nielsen, 1983: 30). This demographic criteria is 

important to WHIITE, since when being cross referenced with the other questions, it can state the 

respondents' thoughts and feelings towards WHIITE and luxury consumption in general. Moreover, 

it can state how/to what degree the materialistic needs affect the different age groups. The question 

is closed.  
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2. Main profession 

    Student   Part time job    Full time job         Unemployed         Other 
 

This second demographic question is asked to state the respondents’ profession. The respondents’ 

financial situation is important to implicitly examine to see whether they have the financial means 

to purchase luxury goods. This question can also be used in the marketing mix under ‘promotion’ to 

support WHIITE’s target of consumers. The question is closed.  

 

3. Early income in CNY 

• CNY 0- 50,000 (low class) 

• CNY 50,000 - 100,000 (middle class) 

• CNY 100,000 - 300,000 (Middle- high class) 

• CNY 300,000 - 500,000 (high class)  

• CNY 500,000 + (top)   

 

This question is asked to figure out the respondent’s yearly income. This is done, since there can be 

a difference in the answers throughout the survey from the respondents, based on their level of 

income. It is stated that people with a higher income can be affected by different motivations than 

people with a lower income (Claire Wong & Hao Ding, 2014). Therefore, the question is important 

to cross-reference with other questions in the survey. Furthermore, as explained in Q1, it can state 

whether or not the change in income can affect the respondents’ materialistic needs. The question is 

closed.  

 

4. City of residence 

Hong Kong         Shanghai         Beijing         Hangzhou         Guangzhou  
 

Shenzhen     Chengdu     Chongqing     Qingdao     Xi’an     Dalian         Others 

 

These cities are taken from the Chinese luxury research media, Red Luxury, and their ranking of the 

ten most luxurious cities in China (Red Luxury, 2014). This is to get the correct respondents, who 

live in a place geographically where there is access to luxury goods.  

The purpose is to gather answers from respondents living in one of the above cities, however, 

respondents from “other” cities will also be taken into consideration. In order to limit the 
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respondents from “other” cities, a short introduction is stated with the survey,  to make sure that it is 

addressed to the women living in one of the above mentioned cities. Furthermore, it is stated that 

the survey is only for female respondents, and that the topic is luxury items. However, if some 

respondents fail to read the introduction, the possible answer “others” is available, to avoid 

unfinished responses. The question is open-ended.  

 

5. What is your opinion of buying luxury goods in general?    

Very positive         Positive         Neutral         Negative    Very negative 

 

The purpose of this question is to gather information about Chinese women’s luxury consumption, 

because it will enlighten the answer whether Chinese women have materialistic values. 

Furthermore, it is a good general question to start with. If the majority of the respondents have a 

positive attitude towards luxury goods, the materialistic values can be confirmed. On the other 

hand, if the attitudes towards luxury goods are negative, they might be moving towards more 

postmodern values (Inglehart, 1977). The question can be cross-referenced with Q3 about income to 

see whether income changes the opinions of luxury. Furthermore, the question can state if there is 

an interest in luxury goods from the Chinese women. Since WHIITE is considered a luxury brand in 

Denmark, it would benefit the brand, if the Chinese respondents show a positive opinion concerning 

purchasing luxury goods. The question is closed.  

 

6. Choose what pops up in your mind, when you think of luxury goods 

• A luxury good must be expensive 

• A luxury good must be prestigious 

• A luxury good must be from a well-known brand 

• A luxury good must be of great quality and craftsmanship 

• A luxury good must be popular according to fashion magazines and celebrities  

• Danish brands are in general associated with luxury goods  

• A luxury good must be unique 

• A luxury good must be easy to recognize for others (def. oxford dictionary: conspicuous)  

 

Furthermore, when stating what pops up in their minds when they think of luxury goods, the 

respondents are aware of what this survey addresses, which hopefully will contribute to a higher 

chance of the women keeping their associations in mind when moving on to the next questions. 
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Assuming that they will remember their own definition of luxury, it will help making the survey 

more valid and help creating a precise analysis.  

The question can be used in a discussion with other questions about WHIITE to analyze if the 

perceptions of luxury goods and the perceptions of WHIITE’s clothes and brand correlate. For 

example, the question can be connected to the next question, where the respondents must answer if 

they consider WHIITE a luxury brand, based on a picture showing selected items of its A/W 

collection 2014. If the answers of the two questions match in general, the answer will give WHIITE 

an idea of how their chances are on the Chinese market. Moreover, the answers can be useful to 

analyze the respondents’ motivations behind luxury and what affects them. The question is multiple 

choice.  

 

7. The picture shows selected items from WHIITE’s A/W collection 2014. Do you consider the 

pieces in the picture as luxury?  

• Yes, they look like they are of good quality and craftsmanship 

• Yes, they look prestigious  

• Yes they look expensive  

• Yes, I like the style 

• Yes, they look different and unique  

• I do not know  

• No they look cheap  

• No they look too neutral to be luxury  

• No they look like bad quality  

• No, I do not like the style 

• No, because I do not know the brand   

• I can not tell from looking at the pictures  

 

Q7 is asked to collect precise answers of whether or not the respondents consider WHIITE as 

luxury based on selected pictures from WHIITE’s A/W collection 2014. The statements have been 

selected based on the motivations behind luxury consumption (Vigneron & Johnson, 1999). 

Furthermore, WHIITE’s main focus on quality has been considered. Moreover, options that are not 

associated with luxury have been selected. Lastly, the option of not being able to associate it with 

anything based on the pictures has been selected, since one of the Chinese women from the pilot 

test enlighten this statement (Claire Wong, 2014). Based on the answers from the Chinese women, 
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the question can also give an answer to how the consumers are thinking, and by what motivations 

they are affected when shopping for luxury goods. The question is multiple choice.  

 

8 Would you wear some of pieces from the picture? 

Yes         No 
If no  - why? Please describe in a few words.  

 

In Q8, the respondents answer whether or not they would want to wear the clothes from WHIITE. 

The question can be cross-referenced with several of the other questions to discover a connection in 

regard to different aspects. For example, it can be cross referenced with Q7, if the majority 

considers WHIITE to be of good quality, and the majority would like to wear clothes from 

WHIITE, it must be assumed that they associate WHIITE with good quality. It can also be cross 

referenced with Q1 about age to analyze the age groups' opinions of WHIITE, and see if the 

outcome fits WHIITE’s target of consumers. The question is open-ended.   

 

9. WHIITE is a Danish luxury brand and worn by several international celebrities. Would 

this information affect your opinion of the brand 

• Yes, this information changes my mind, now I would wear it 

• No, this information does not change anything, I would still wear it 

• Yes, this information changes my mind, then I would not wear it  

• No, this information does not change anything, I would still not wear it 

 

The purpose of this question is to see whether the information of WHIITE being a well-known 

Danish luxury brand that is worn by celebrities, will change and affect the opinion of wanting to 

wear the brand for the respondents. Furthermore, it can be interesting to analyze the outcome and 

see whether it correlates with the theory, where prestigiousness is one of the essential factors of 

luxury goods (Vigneron & Johnson, 1999). One can argue that luxury goods will be seen as more 

prestigious when celebrities are wearing it. The question is closed.  
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10. Would it affect your desire to buy WHIITE if the brand became popular among your 

peers?  

Definitely not Definitely To some extent Neutral I do not think so 

 

This question is asked to analyze whether the respondent’s answer will change if the brand became 

popular among her peers. The thoughts behind the question are the same as in Q9, where it involved 

celebrities. This is done to see to what extent the Chinese are collectivists and affected of their in-

groups, as the theory states, or if there is a chance of proving another point of view. The question is 

closed.  

 

11 Based on the prices you see on the picture, to what extent do you consider these clothes as 

luxury? 

Very luxurious   Luxurious   Medium   Cheap   Very Cheap 

 

This question is asked to see if the prices of WHIITE’s clothes are coherent with the Chinese 

women’s perceptions of luxury. Based on the theory, the price is often connected with luxury - the 

higher the price, the more luxurious. Therefore, it is interesting to figure out what the opinions are 

of WHIITE’s prices. WHIITE is after all seen as a luxury brand with middle-to high-end prices in 

Denmark, however, this does not have to be the case in China. The question is closed.  

 

12. Knowing the prices, would that change your opinion of the brand?  

• Yes, with these prices I consider WHIITE as luxury and then I would wear it 

• Yes, the prices are too low to be associated with luxury, now I would not wear it  

• No, the prices do not affect my opinion, I would still wear it  

• No, the prices do not affect my opinion, still I would not wear it  

 

This question is asked to examine whether the respondents are affected by the price, when it comes 

to luxury goods. It could be interesting to see if the opinion of WHIITE, in the eyes of the 

respondents, will change when they become aware of the prices of some of the items from the 

brand’s A/W collection 2014. Moreover, to see whether this information will contribute positively 

or negatively to the outcome, and whether the Chinese are materialists and have a main focus on 

price.  The question is closed. 
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13. How do you prefer to shop for luxury goods? 

• I prefer to shop for luxury goods in the brand’s own concept store 

• I prefer to shop for luxury goods in a department store which also distributes other brands  

• I prefer to shop for luxury goods in the brand’s own webshop 

• I prefer to shop for luxury goods in a webshop which also distributes other brands 

• I do not have any preferences 

The purpose of this question is to find out which approach WHIITE should take, if the brand enters 

the Chinese market. Currently, WHIITE has no physical concept store in Denmark, their clothes can 

only be bought online at their own webshop and other webshops, in shop-in-shop stores and 

sometimes in a POP-UP shop. Conversely for the Chinese consumer, theory and previous research 

indicate that a shopping experience must be visual to be valued (McKinsey&Company, 2012: 13). 

Chinese consumers value the shopping experience highly, and an in-store experience is an essential 

part of motivating the Chinese consumer to purchase luxury goods. 

Indirectly, this question can also relate to the different motivations. For example, if the respondent 

answers that she prefers the brand’s own concept store, it might indicate she is motivated by the 

veblen effect. Hence, she wants to be seen in the store and walking with the brands’ bags, because it 

symbolizes the brand, when she walks out from the concept store. The question is multiple choice.  

 

14. Regarding your shopping experience, what do you prioritize when you shop luxury goods? 

• I prioritize a good service from a sales assistant 

• I prioritize to be seen in the concept store 

• I prioritize to shop online since it is easy to access and less time consuming  

• I prioritize to try on the clothes before I buy it 

• I do not have any preferences  

 

Q14 is asked in connection with Q13. The reason is to further investigate the respondent’s answer 

from the previous question in regards to where she prefers to shop for luxury goods. Now the 

respondent has to state what she prioritizes when she shops for luxury goods. This is done to make a 

cross-reference between the two questions, which can illustrate why the respondent, for example, 

prefers to shop in a concept store. This is to study the motivations behind the shopping experience, 

because the different priorities can be attached to the motivations of luxury consumption. The 

question is multiple choice.  
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15. What do you combine with Danish luxury brands  

• I combine Danish luxury brands with prestige 

• I combine Danish luxury brands with high price 

• I combine Danish luxury brands with quality 

• I combine Danish luxury brands with style 

• I combine Danish luxury brands with uniqueness 

• I do not combine Danish luxury brands with anything specific 

• I do not like Danish brands 

• I do not know about Danish brands 

 

The purpose of this question is to figure out what the Chinese women combine with Danish luxury 

brands. For many years, China and Denmark have had a good relationship and a common interest 

when it comes to fashion (Grønbech, 2014). Therefore, it is interesting to see with what Chinese 

women associate Danish luxury items, and whether or not they like it. This helps to clarify whether 

WHIITE has an advantage of being a Danish brand, or if this fact is more or less irrelevant to the 

respondents. The options have been chosen based on what WHIITE stands for. Furthermore, the 

question can be discussed with Q6 and Q7 to see if the answers are coherent. The question is 

multiple choice.  

 

16. Express your agreement or disagreement in the following statements 

• I buy luxury goods to show my surroundings who I am as a person 

• I only buy luxury goods from brands with a good image  

• I buy luxury goods based on the popularity from my peers 

• I add more value to luxury goods when it is expensive 

• It is important for me that my friends support my decisions when I buy luxury goods 

• A person who I look up to can have an influence when I buy luxury goods 

• I develop my personal style and get inspiration when buying luxury through fashion blogs and 

fashion magazines 

• I get inspired by fashionable celebrities when I buy luxury goods 

• I connect a high price with good quality 

• I think luxury goods show a person's wealth and status 

• I think a high price determine whether an item is being characterized as prestigious luxury goods 

• I prefer a well-known brand 
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• I think that a new brand is interesting to buy 

• I associate Danish brands with luxury 

• I would buy items from WHIITE if they were available in China  

• I buy luxury goods because I like it 

• I choose my luxury goods, exclusively based on good quality and craftsmanship 

• I do not depend on others to influence my luxury purchases 

• I do not want to buy luxury goods if everybody has it  

• I buy luxury goods to satisfy my own pleasures and needs 

• I value quality before a brand’s image when I buy luxury goods 

• I prefer an understated luxury brand rather than a recognizable brand with a well-known logo 

• I prefer luxury goods that I know has been produced in a sustainable way 

 

Lastly, the approach to this question is a little different than in the previous questions. The idea of 

stating to what extent the respondent agrees or disagrees to the following statements, is to find out 

which motivations lie behind their luxury consumption. Each of the statements are related to one or 

more of the theoretical motivations behind luxury consumption. Furthermore, some of the 

statements also relate to the need of materialism, collectivism and individualism. At last, these 

statements can help WHIITE to see what the Chinese women are motivated by, which can 

potentially be helpful information, if WHIITE is to expand its brand to the Chinese market. The 

likert scale principle is used in this question with the options ‘highly agree, ‘agree’, ‘neutral, 

‘disagree’ and ‘highly disagree’.   
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5 Analysis 
This chapter consists of an analysis of the collected data from the quantitative survey.  The point is 

to examine each hypothesis and see to what extent it can either be confirmed or affirmed, to help 

answer the research questions. We will analyze the different hypotheses one by one, to see whether 

they can be confirmed or affirmed respectively.  
 

Under each of the six hypotheses, we have made a textbox consisting of keywords describing the 

theory we use in the particular hypothesis. This is considered to give the reader a better overview, 

and to make coherence between theory, hypotheses, survey and analysis. Thus, the same keywords 

have been used in the survey. All the keywords have been carefully selected based on the relevance 

to our analysis of Chinese luxury consumption and WHIITE’s chances on the Chinese market. 

 

Furthermore, different figures and tables have been designed based on the results from the survey, 

and they are used in the analysis of the different hypotheses. Some of the same figures and tables 

are used in more than one hypothesis, but analyzed in a different way. Moreover, since the 

questions and statements in the survey were designed and expressed very explicitly and in long 

sentences, some of the statements in the figures have been shortened to fit into the figure. However, 

the meaning remains the same.  

!

5. 1 Hypothesis one (H1) 

Chinese women are motivated by the veblen effect, and have a stronger tendency 

to buy well-known and conspicuous fashion labels than simple and unknown 

fashion labels like WHIITE 

 

Keywords describing the veblen effect: conspicuous, prestigious, expensive, well-

known brand and good image  

 

5.1.1 General findings  
After examining the data, it is discovered that even though many respondents would prefer well-

known brands, they still consider WHIITE to be a luxury brand, based on its prices and clothes. 

They are more aware of other factors such as quality rather than conspicuousness. This also applies 
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Figure 1, Q6: “Choose what pops up in your mind when you think of luxury goods” 
Total of 130 respondents 
 

to their shopping experience, where they are more concerned about trying the clothes than being 

seen in the concept store. 

5.1.2 Analysis  
The analysis of H1 will begin with a discussion of question 6 (Q6) “What pops in to your mind 

when you think of luxury?” and Q7 “Do you consider the pieces in the picture as luxury?” 

(Appendix 3). 

 

Figure 1 

 

 

 

 

 

 

 

Figure 1, demonstrates the data from Q6, which shows that the majority of the respondents, almost 

4/5 value ‘quality and good craftsmanship’ the most, when thinking of luxury. Seen from the veblen 

perspective, quality and craftsmanship is not the main motivators, hence, based on the high 

percentage of respondents choosing quality as the most important sign of luxury, it does not look 

like the Chinese women are motivated by the veblen effect. However, when looking at the second 

and third highest rated answers, it seems like more than half of the respondents describe luxury 

goods as being ‘expensive’ and ‘prestigious’. These answers point toward a veblen motivated 

majority of the Chinese women, since these terms are two of the keywords describing the veblen 

consumer (Vigneron & Johnson, 1999). Based on these findings it now seems that there is a 

majority of veblen consumers, which makes it important to dig deeper in the survey for answers, 

which may help confirm the hypothesis. This leads to the next keywords describing the veblen 

motivation, a ‘well-known brand’ and ‘conspicuous’ items, which here is formulated as ‘easy to 

recognize’. As figure 1 demonstrates a ‘well-known brand’ is ranking five out of eight with 38% 

associating it with luxury.  Furthermore, the option ‘easy to recognize’ is with its 14% ranking as 

seven out of eight. Since less than half of the respondents have chosen these options, it leads to the 

assumption that the Chinese women are not strongly motivated by the veblen effect, since 

conspicuousness is a very important factor. Therefore, based on the findings from figure 1, it is 
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Figure 2, Q7: “The picture shows selected items from WHIITE’s A/W collection 2014. Do you consider the pictures in the 
picture as luxury” 
Total of 130 respondents 
 
 

assumed that the hypothesis cannot be confirmed, and that the majority of Chinese women are 

actually not veblen consumers. However, there are several questions from the survey which need to 

be analyzed to get a more precise answer, hence, the aspect of WHIITE will now be discussed. 

 

Figure 2 

Figure 2 shows the results from Q7 asking the respondents if they considered the clothes from 

WHIITE as being luxurious. The five highest-ranking options originally began with ‘yes’, as for 

example ‘Yes, they look prestigious’ (Appendix 4). The respondents were introduced to a picture 

that showed seven different looks from WHIITE’s A/W 2014 collection (Ibid). 

 The keywords that match the veblen effect in this figure are ‘prestigious’ and ‘expensive’. The 

description, ‘prestigious’, is ranking as number three with 40% choosing that option, and 

‘expensive’ is ranking as number five with 38%. Both of the options are chosen by less than half of 

the respondents, however, the associations are still in the top five. Therefore, one can argue that 

WHIITE is not a strongly attractive brand for veblen consumers, which is why that part of the 

hypothesis points towards a confirmation. 
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Table 2, Q12: “Knowing the prices, would that change your opinion of the brand” cross-referenced with Q11: “WHIITE is a 
luxury brand with middle to high-end prices in Denmark. In the picture, you see the prices from selected items from WHIITE’s 
A/W collection 2014. Based on the prices you see in the picture, to which extend do you consider these clothes as luxury” 
Total of 97 respondents 
 
$

Table 2 
 

 

 

 

 

 

 

Since one of the keywords describing the veblen effect is ‘expensive’, another way to determine the 

validity of the hypothesis is to look at how the prices of WHIITE are connected to what extent the 

respondents perceive the brand as luxury.  

Therefore, table 2, Q11, “Based on the prices you see in the picture, to which extend do you 

consider these clothes as luxury?” is cross referenced with Q12 “Knowing the prices, would that 

change your opinion of the brand?” to find out to what extent the prices of the selected WHIITE 

outfits affect the respondents, and if they, based on the price, change their minds of the brand. As 

already established, veblen consumers are motivated by prestigious, conspicuous brands that are 

considered expensive (Vigneron & Johnson, 1999). The higher the price, the more the item is 

connected to luxury. Hence, this cross-reference can help pointing out to what extent WHIITE’s 

prices alone are perceived as luxury.  

 

When starting from the top, 13 respondents chose the option ‘very luxurious’, and when looking at 

how their answers are distributed in Q12, it reveals that 38% have answered that it changed their 

minds, and with these prices they consider WHIITE a luxury and would actually wear the clothes. 

When looking exclusively at the 84 respondents saying they think WHIITE’s prices are ‘luxurious’, 

27% of them also changed their mind and answer that now they consider the brand to be luxurious, 

and now they would wear the clothes.  

The findings above show that there are tendencies of veblen consumers, however, they do not make 

up the majority of the respondents. 

Continuing the analysis, some of the statements in Q16 were constructed to recognize the 

respondents’ veblen motivations in regards to Vigneron and Johnson (1999) and they will be 

examined in the following section.  

 Q12: Yes, with 
these prices I 
consider WHIITE 
as luxury, now I 
would wear it 

Q12: Yes, the 
prices are too low 
to be associated 
with luxury, now I 
would not wear it 

Q12: No, the 
prices do not 
affect my 
opinion, I would 
still wear it 

Q12: No, the 
prices do not 
affect my 
opinion, I would 
still not wear it 

(Respondents) 
In total 

Q11: Very 
luxurious 

38% 
5 

8% 
1 

46% 
6 

8% 
1 

13 

Q11: Luxurious 27% 
23 

4% 
3 

52% 
44 

17% 
14 

84 

(Respondents) in 
total 

28 4 50 15 97 
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Figure 3, added percentage of ‘highly agree and agree’: 48% and of ‘disagree and highly disagree’: 29%. Neutral: 23%. 
Total of 130 respondents 
 
 

Figure 4, added percentage of ‘highly agree and agree’: 57% and of ‘disagree and highly disagree’: 26%. Neutral: 16%. 
Total of 130 respondents 
 
 

 

Figure 3 

 

 

 

 

 

 

Figure 3 shows that 48%, almost half of the respondents agree with the statement, “I buy luxury 

goods to show my surroundings who I am as a person”. Hence, they value the visible aspect, which 

can be connected to the veblen effect. It can be assumed that these respondents want to state that 

they are wealthy, and do so in a conspicuous manner. However, 29% disagree with the statement, 

which could indicate that approximately a third of the respondents are not affected by the veblen 

effect. Therefore, the data show ambiguous interpretations from the respondents. It can thus be 

concluded that the data are nuanced, but lean towards a veblen motivated majority.  

 

Figure 4 

 

 

 

 

 

 

More than half the respondents agree with this statement, which is more than double the number of 

the ones who disagree. This means that the most of the respondents value a good image, which is 

one of the keywords for veblen motivated consumers (Vigneron & Johnson, 1999). Hence, it can be 

concluded that WHIITE could face difficulties in China, being an unknown brand on the market. If 

most of the consumers only buy luxury goods from brands with an established image, a new brand 

with yet no image at all, would, according to these data, not be popular.  
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Figure 5, added percentage of ‘highly agree and agree’: 61% and of ‘disagree and highly disagree’: 19%. Neutral: 20%. 
Total of 130 respondents 
 
 

Figure 6, added percentage of ‘highly agree and agree’: 60% and of ‘disagree and highly disagree’: 19%. Neutral: 21%. 
Total of 130 respondents 
 
 

Figure 5 

 

 

 

 

 

 

The statement “I think luxury goods show a persons' wealth and status” relates to the materialistic 

values of China as a society. It is a need to show off one’s wealth in a conspicuous way, and where 

the higher the price reflects the status you have (Inglehart, 1997). The 61% of the respondents who 

agree argues that they are motivated by the veblen effect. As the figures demonstrate, there are three 

times as many who agree compared to the ones who disagree. These numbers indicate that a 

majority of the respondents do have materialistic values, hence they are motivated by the veblen 

effect when shopping for luxury goods. In regards to WHIITE, one can argue these results to be 

unfortunate for the brand, as the style of the clothes is more subtle than conspicuous, which could 

make it hard to recognize for a woman’s surroundings. Thus, WHIITE’s clothes would seem to fail 

showing off her wealth and status, since it would be hard to recognize the simple style without 

much color or an obvious logo. 

 

 

Figure 6 

  

 

 

 

 

This statement is chosen, since the veblen consumer is motivated by a high price (Vigneron & 

Johnson, 1999). As demonstrated in figure 6, the number of respondents who agree with the 

statement is three times as many as the ones who disagree which lead to the assumption that a 

majority are motivated by the veblen effect, and connect a high price with a prestigious luxury 

good. This fact does not necessarily have to be a disadvantage for WHIITE, since a majority of the 

Chinese women believed that WHIITE was a luxurious brand, based on its prices. 
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Figure 7, added percentage of ‘highly agree and agree’: 49% and of ‘disagree and highly disagree’: 28%. Neutral: 24%. 
Total of 130 respondents 
 
 

 

Figure 7 

 

 

 

 

 

 

The last statement to be assessed is “I prefer a well-known brand”, which is a clear indicator of the 

veblen consumer. A majority agrees with the statement compared to the ones who disagree. 

However, compared to the theoretical framework, which suggests the Chinese to be very brand-

aware as a result of their materialism It is unexpected that only 49% of the respondents in this 

survey prefer a well-known brand. Despite the fact that fewer respondents agreed to this statement, 

they still make up a majority, which seem to be affected by the veblen effect. WHIITE may 

experience this as a disadvantage, since the brand is unknown on the Chinese market.  

 

5.1.3 Summary of H1  
The findings show a high level of unambiguousness. What seems interesting is that the respondents 

are so divided in reality, since the theory explains the materialistic values, which on a high level can 

be connected to the veblen effect. The respondents seem to focus on quality and accept WHIITE’s 

prices as luxury. This points against the veblen effect, since WHIITE’s prices are medium to high-

end, and the clothes are not conspicuous but simple. However, the data also indicate that the 

majority prefers well-known brands, which indicate that they are motivated by the veblen effect. 

Even though the respondents tend to prefer brands with good images, it gives the impression that 

they still like WHIITE’s clothes when introduced to them. Furthermore, when introduced to 

WHIITE’s prices, the majority of respondents perceived them as luxury. Therefore, the data 

indicate that the majority are actually motivated by the veblen effect to some extend, however the 

second part of the hypothesis indicating WHIITE would not be popular, seems to be affirmed.  
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Figure 1, Q6: “Choose what pops up in your mind when you think of luxury goods” 
Total of 130 respondents 
 

5.2 Hypothesis two (H2) 

Chinese women are not motivated by the snob effect, which is a disadvantage for 

WHIITE, being a new and unique brand on the Chinese market 
 

Keywords describing the snob consumer: unique, different, expensive - price is an indicator 

for exclusivity, avoid similar consumption, disliking attitude towards popular brands, difficult 

to obtain  

 

5.2.1 General findings 
The findings from H2 demonstrate that the Chinese women recognize the keywords of the snob 

consumer, and therefore are motivated by the snob effect to some extent. However, they show 

collectivistic tendencies in terms of being affected by their peers and do not strongly desire to stand 

out from the crowd. Nonetheless, the findings show a positive attitude towards WHIITE. The 

respondents have optimistic opinions to new brands, and want to buy WHIITE.  

 

5.2.2 Analysis 
The analysis will begin with a discussion of Q6 “Choose what pops up in your mind when you think 

of luxury goods” and Q15 “What do you combine with Danish luxury goods”. The purpose is to see 

if there is a snob motivated connection to Chinese women’s associations of luxury goods, and how 

they perceive Danish luxury brands in general. Furthermore, these findings will be connected to 

WHIITE.  

 

Figure 1 

 
 

 

 

 

Figure 1, which was also used in H1, shows that 43%, meaning less than half of the respondents, 

associate ‘unique’ with luxury goods. Seen from a snob perspective, one of the most important 
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Figure 8, Q15: “What do you combine with Danish luxury brands?” 
Total of 130 respondents 
 
 

factors is the unique value of luxury goods (Vigneron & Johnson, 1999). Based on these findings, 

one can argue that the respondents are not highly motivated by the snob effect. However, another 

keyword of snob consumers is ‘expensive’. Figure 1 shows that the option ‘expensive’ is ranking as 

the second highest luxury association with 60%. This is a majority of the respondents that associate 

luxury goods with a high price. This finding points towards a snob-motivated attitude.  

 

Figure 8 

 

 

 

 

 

 

Figure 8 shows what the Chinese women combine with Danish luxury brands. In contrast to the 

previous figure, it now concerns Danish luxury brands, which is an important aspect in the analysis, 

since WHIITE is a Danish luxury brand, and therefore can be connected to the answers. Figure 8 

shows that ‘unique’ is ranking as number four out of eight with 25% of the respondents combining 

Danish luxury brands to uniqueness. Furthermore, ‘expensive’, which has been formulated in this 

question as ‘high prices’, is ranking as number six out of eight with only 17% of the respondents 

choosing this option.  

It can be argued that the keyword ‘unique’ plays a role for the Chinese women when thinking of 

luxury goods in general. The same seems to apply when they think of Danish luxury brands. 

However, to state that they are strongly motivated by the snob keyword ‘unique’ is uncertain. Then 

again, it must also be taken into consideration that 18% of the respondents do not even know 

Danish brands. Moreover, in both figure 1 and figure 8, the terms ‘quality’ and ‘prestige’ are 

ranking higher than ‘unique’, which might be terms that Chinese women value greater than ‘unique’ 

in regards to luxury goods. Based on the data, they do not seem to be strongly motivated by the 

snob effect.  

In regards to the other keyword describing the snob consumer, ‘expensive’, 60% of the respondents 

highly associate luxury goods in general with high prices. However, looking at figure 8, the 

association of Danish luxury brands as being of high prices, is ranking very low. This means that 
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Figure 2, Q7: “The picture shows selected items from WHIITE’s A/W collection 2014. Do you consider the pictures in the 
picture as luxury.” 
Total of 130 respondents 
 
 

the Chinese women do not truly perceive Danish luxury brands as expensive. One can argue this to 

be a disadvantage for WHIITE, since the brand is perceived as a luxury brand with middle to high-

end prices in Denmark, and wants to be associated in the same way outside Danish borders 

(Appendix 1). If the Chinese women do not perceive WHIITE as being expensive, the brand could 

face some challenges on the Chinese market. These findings lead to the assumption that the 

respondents are still not motivated by the snob effect, however WHIITE’s position regarding its 

prices has yet to be found. 

 

Figure 2 

 

 

Moving on to figure 2, which was also used in H1, the respondents were introduced to some 

selected styles from WHIITE’s A/W collection 2014 and had to state their opinion, based on the 

given options. ‘Unique’ is chosen by 37% of the respondents, who thought that WHIITE’s clothes 

looked ‘different and unique’, which can be seen as a snob motivated attitude.  

Moreover, the option ‘expensive’ is chosen by 35% of the respondents and is a close follower to the 

option ‘different and unique’. Now the discussion is exclusively based on the opinions of WHIITE, 

and what the respondents think when they look at the clothes. Here, it is discovered that they do not 

truly perceive WHIITE as an expensive brand, since only 35% have chosen ‘expensive’. As stated 

before, ‘expensive’ is an important motivator for snob consumers to increase the desirability of the 

brand (Vigneron & Johnson, 1999). However, ‘expensive’ is ranking in the top five associations 

with WHIITE, why one can argue the respondents to be slightly motivated by the snob effect.  
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Figure 9 

 

 

 

Digging further into the analysis of H2, figure 9 illustrates a cross-reference between Q7, “Do you 

consider the pieces in the picture as luxury” and Q8, “Would you wear some of the pieces from the 

picture?”. In this context, only the results from the respondents answering ‘yes’ to wear the clothes 

are chosen. This finding is based on 105 respondents. Figure 9 demonstrates that 45% of the 

Chinese women that said ‘yes’ to wear the clothes from WHIITE, believe that the clothes look 

‘different and unique’. Hence, one could argue ‘different and unique’ to be a reason for wanting to 

wear WHIITE’s clothes, which is an advantage for WHIITE. Furthermore, it can be connected to 

the snob consumer, since she desires unknown brands, and does not mind to stand out from the 

crowd (Vigneron & Johnson, 2004). These findings lead to the assumption that Chinese women are 

motivated by the snob effect, which is an advantage for WHIITE, hence the hypothesis may be 

affirmed.  

 

 

 

 

Figure 9, Q8 ”Would you wear some of the pieces from the picture” Selected choice: ‘yes’ cross-
referenced with Q7: “The picture shows selected items from WHIITE’s A/W collection 2014. Do you 
consider the pieces in this picture as luxury” 
Total of 105 respondents 
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Figure 11, added percentage of ‘highly agree and agree’: 58% and of ‘disagree and highly disagree’: 25%. Neutral: 17%. 
Total of 130 respondents 
 

Figure 10 
 

Continuing the analysis, Q10 will be examined. This question was asked with the intention of 

finding out how individual or collective the mind-set of Chinese women are, when it comes to 

luxury consumption. The snob consumer is very much affected by individualistic values, where 

holding on to one’s personal taste, avoid similar consumption, and not being afraid standing out 

from the crowd are desirable factors (Vigneron & Johnson, 2004). Figure 10 shows that 63% of the 

respondents are affected by their peers, adding ‘to some extent’ and ‘definitely’. The majority of the 

respondents seem to have a collectivistic mind-set, where the desire of a brand increases, if it is 

popular among the consumers’ peers. Hence, one can argue that Chinese women are not highly 

motivated by the snob effect and individualistic values, since it is essential for snob consumers not 

to buy and own the same items as their surroundings, because then the items will loose their 

uniqueness (Ibid). 

Some of the statements from Q16 were designed to discover respondents motivated by the snob 

effect, hence the following statements will be examined. 

 

Figure 11 

 

 

 

 

 

 

Figure 11 shows that more than half of the respondents add more value to luxury goods when it is 

expensive. On the opposite only 1/4 of the respondents do not add value to luxury goods when it is 

expensive. Seen from a snob perspective, a high price is a positive indicator of exclusivity, why it 

Figure!10, Q10: “Would it affect your desire to buy WHIITE, if the brand became popular among your peers?” 
Total of 130 respondents 
 
$
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Figure 12, added percentage of ‘highly agree and agree’: 63% and of ‘disagree and highly disagree’: 17%. Neutral: 19%. 
Total of 130 respondents 
 

Figure 13, added percentage of ‘highly agree and agree’: 52% and of ‘disagree and highly disagree’: 18%. Neutral: 31%. 
Total of 130 respondents 
 

can be argued, that a majority of the Chinese women are motivated by the snob effect in terms of 

high price. 

 

Figure 12 

 

 

 

 

 

Figure 12 reveals that more than half of the respondents, 63%, are interested to buy a new brand, 

whereas only 17% are not. Hence, the Chinese women show signs of being motivated by the snob 

effect. Furthermore, one can argue it to be an advantage for WHIITE, being a new brand on the 

Chinese market.  

 

Figure 13 

 

 

 

 

 

 

In the relation to figure 13 “I have an interest to buy new brands”, the statement “I would buy 

items from WHIITE if they were available in China” is interesting to analyze. This finding shows 

that more than half of the respondents, 52% are interested in buying WHIITE, if it became available 

on the Chinese market. It is compared to only 18% that would not by it.  One can argue the two 

statements to have a connection, regardless it is an advantage for WHIITE. 

 

 

 

 

 

 



! 82!

Figure 14, added percentage of ‘highly agree and agree’: 42% and of ‘disagree and highly disagree’: 32%. Neutral: 27%. 
Total of 130 respondents 
!

Figure 14 

 

 

 

Lastly, figure 14 shows that the answers of the respondents are very divided. 42% of the 

respondents agree and 32% disagree, meaning a difference of 10%. However, the option ‘neutral’ 

has 27% of the responds. Hence, it seems like there are a difference of opinions among the 

respondents, why one can argue that the Chinese women do not desire to differentiate themselves, 

and therefore are not highly motivated by the snob effect.   

 

5.2.3 Summary of H2 
When comparing the different findings, the data show a great variety of perceptions, why it is hard 

to precisely affirm or confirm the hypothesis. However, one can argue that the findings point 

towards Chinese women not being strongly motivated by the snob effect. Moreover, based on the 

positive findings towards WHIITE being a new brand, it must be noticed that it is not necessarily a 

disadvantage for WHIITE being a new and unique brand on the Chinese market.  

5.3 Hypothesis three (H3)  
!
The bandwagon effect is a strong motivator for Chinese women, hence WHIITE, 

being a Danish luxury brand, will reach a successful position. 

 

Keywords describing the bandwagon consumer: shop in regards to which reference 

group they want to be associated with, extended self, place great effect on others to 

see them while consuming luxury brands 

 

5.3.1 General findings 
As previously experienced, the data show a lot of unambiguity. The respondents seem to be affected 

by their peers, when purchasing luxury goods. However, they also seem to be affected by blogs and 

magazines, which can be seen is a sign of seeking for inspiration to develop an individual style. 
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Nonetheless, the respondents seem to acknowledge the fact of being seen, while shopping for 

luxury goods, but not as the main reason. However, when it comes to the brand WHIITE, it seems 

to be popular, however it is not because it is a Danish luxury brand, since that does not seem to 

have a magnificent affect on the respondents.  

5.3.2 Analysis 
As the keywords describe, the bandwagon consumer place great importance on the opinions of her 

peers. In the Oxford Dictionary the term ‘bandwagon’ is defined as: 

 

An activity or cause that has suddenly become fashionable or popular!
 (Oxford Dictionaries, 2014) !

When Vigneron and Johnson (1999) explain the term, it is in regard to luxury consumption and 

instead of being an activity or cause, it is in this context used about clothes, since WHIITE designs 

clothes.!
Figure!15!

!

!

!

!

!

!

 

 

Therefore, Q10 seems relevant to this hypothesis. Q10 asks ”Would it affect your desire to buy 

WHIITE, if the brand became popular among your peers?”. Additionally, Q8 asks, if the 

respondents would want to wear clothes from WHIITE. When cross-referencing the two questions, 

the relation between consumers, who would wear the clothes, and how their peers affect them, can 

be discovered. !

Figure 15, Q10: “Would it affect your desire to buy WHIITE, if the brand became popular 
among your peers?” cross-referenced with Q8: “Would you wear some of the pieces from 
the picture?”Selected choice: ‘yes’ 
Total of 105 respondents 
 
$
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Figure 15, demonstrates that 43% of the respondents have answered ‘to some extent’, and only 15% 

have answered, ‘I do not think so’. This leads to the assumption that there are some similarities to 

the bandwagon effect. Looking at the relations between the more extreme answers, 20% have 

answered ‘definitely’, whereas only 4% have chosen ‘definitely not’. One can argue that a majority 

of the respondents is affected by their peers, which according to the theory means that there  

Figure 8 

 

 

 

 

In figure 8, also used in previous sections, the focus is exclusively on Danish luxury brands and the 

question asks, “What do you combine with Danish luxury brands?“ Figure 8 demonstrates how the 

different options are rated, where ‘style’ and ‘quality’ are in the top. Number three and four are also 

positive associations, namely ‘prestige’ and ‘unique’, hence Danish luxury brands seem to be 

popular in China. If this is the case, the hypothesis relates to Danish luxury brands, WHIITE in 

particular. Based on these findings, one could argue the brand to able to reach success on the 

market.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 8, Q15: “What do you combine with Danish luxury brands?” 
Total of 130 respondents 
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Table 3, Q14: “Regarding your shopping experience, what do you prioritize when you shop for luxury goods?” cross-
referenced with Q13: “How do you prefer to shop for luxury goods?” Selected choices: ‘I prefer to shop for luxury goods in 
the brand’s own concept store’ and ‘I prefer to shop for luxury goods in a department store’.  
Total of 95 respondents 
 
$
!

Table 3 
!

!
!

 

 

 

 

 

 

 

 

Moreover, the bandwagon consumer places great effect on others to see them while consuming 

luxury brands. Hence, the shopping experience may also indicate whether or not the consumer is 

driven by the bandwagon effect. In table 3, Q13 “How do you prefer to shop for luxury goods?“ and 

Q14 “Regarding your shopping experience, what do you prioritize when you shop for luxury 

goods?” are cross-referenced. The respondents could choose more than one option, hence the 

number of respondent may exceed the total of 130. 

Out of the 83 respondents who prefer to shop in the concept store, 52% have also chosen the option 

‘want to be seen in the store’. The fact that they chose both that they prefer to shop in the concept 

store, and want to be seen in the store, is a sign that they are motivated by the bandwagon effect. 

Considering the 48 respondents, who prefer to shop in a department store, 48% have also chosen 

the option ‘to be seen in the concept store’. Based on these findings, it could be argued that the 

main focus is ‘to be seen’ while purchasing the luxury items, no matter if the distribution channel is 

a concept store or a department store. However, the table shows that the top two reasons when 

shopping is to ‘try on the clothes’ and to ‘get help from a sales assistant’. Based on these findings, 

the desire to be seen as part of the shopping experience is not as important as other factors, and the 

data show a variety in the answers. Around half of the respondents are concerned about ‘being 

 
 

Q14:  
I prioritize a 
good service 
from a sales 
assistant 

Q14:  
I prioritize to 
be seen in the 
concept store 

Q14:  
I prioritize to 
shop online 
since it is easy 
to access and 
less time 
consuming 

Q14:  
I prioritize to 
try on the 
clothes before 
I buy it 

Q14:  
I do not have 
any 
preferences 

Respondents 
in total 

Q13: I prefer 
to shop for 
luxury goods 
in the brand’s 
own concept 
store (83) 

65% 
54 

52% 
43 

18% 
15 

82% 
68 

4% 
3 

183 

Q13: I prefer 
to shop for 
luxury goods 
in a 
department 
store (48) 

58% 
28 

48% 
23 

21% 
10 
 
  

92% 
44 
 

4% 
2 

107 

Respondents 
in total 

57 45 15 78 3 95 
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Figure 3, added percentage of ‘highly agree and agree’: 48% and of ‘disagree and highly disagree: 29%. Neutral: 23%. Total 
of 130 respondents 
 
 

Figure 16, added percentage of ‘highly agree and agree’: 41% and of ‘disagree and highly disagree: 35%. Neutral: 24%. 
Total of 130 respondents 
 
 

seen’, however, compared to some of the other options chosen by more respondents, it does not 

seem to be the main reason for shopping in a physical store.  

 
The following figures consisting of statements are meant to examine if the Chinese women are 

motivated by the bandwagon effect. 

 

Figure 3 

 

 

 

 

 

 

This figure is also used in H1. According to the theory, the extended self means to express one’s 

self through clothing, accessories etc. and is one of the characteristics describing the bandwagon 

consumer (Vigneron and Johnson 1999). As figure 3 demonstrates, almost half the respondents use 

their luxury purchases as a well thought-out way to express themselves, and show their 

surroundings which social group, they want to be associated with. 48% agree, whereas just 29% 

disagree, meaning that there are a majority of bandwagon-motivated consumers. In regards to 

WHIITE, this could however be a disadvantage, since the clothes are subtle, and without any 

conspicuous logos or trademarks, making it hard to be recognized. 

 

Figure 16 

 

 

 

 

 

 

The next statement to examine is “I buy luxury goods based on the popularity from my peers”. As 

the figure demonstrates the answers are very equal. A small majority agrees, which means that a 

small majority seems to be motivated by the bandwagon effect. However, compared to the 
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Figure 17, added percentage of ‘highly agree and agree’: 44% and of ‘disagree and highly disagree: 31%. Neutral: 25%. 
Total of 130 respondents 
 
 

Figure 18, added percentage of ‘highly agree and agree: 71% and of ‘disagree and highly disagree: 14%. Neutral: 15%. 
Total of 130 respondents 
 
 

literature, it is rather surprising that 35% are not affected by their peers, which can be argued to be a 

sign of individual style and in direct contrast with the bandwagon characteristics.  

However, as discovered in figure 15 that was in relation to WHIITE’s collection, it showed that a 

majority of respondents would be affected by their peers, if WHIITE became popular among them. 

However, the data from this statement is apparently unambiguous, which make it hard to draw 

correct conclusions. Whatsoever, the unambiguousness can demonstrate the development of a 

society such as China, and how needs and values slowly seem to change. 

 

Figure 17 

 

 

 

 

Looking at the answers of figure 17, it demonstrates that there is a small majority, who agrees with 

the statement compared to the respondents who disagree. These answers actually are almost similar 

to the ones from the previous statement in figure 16. This could indicate that the Chinese women, as 

the theoretical framework argues, are collectivists and base their buying decision on peer opinions 

to the same degree, as they would like the support of their friends. According to the hypothesis, 

these findings can point towards a small majority of the respondents being motivated by the 

bandwagon effect in the sense that they are collectivists. Lastly, the divided answers make it hard to 

generalize from the sample. 

Figure 18 

 

 

 

 

 

 

The fourth statement is also in relation to the bandwagon effect. The data show that more 71% 

agree with this statement, which is an indication of a bandwagon-motivated majority. One can only 

speculate about who the ‘person being looked up to’ could be, since these data are so different from 
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Figure 19, 1) Added percentage of ‘highly agree and agree: 61% and of ‘disagree and highly disagree: 21%. Neutral: 18%.  
2) Added percentage of ‘highly agree and agree: 72% and of ‘disagree and highly disagree: 14%. Neutral: 14%.  
Total of 130 respondents 
 
 

Figure 20, added percentage of highly agree and agree: 40% and of disagree and highly disagree: 13%. Neutral: 47%. Total 
of 130 respondents 
 
 

the last two statements. A suggestion could be found looking at the next two statements in figure 

19.  

 

Figure 19 

 

 

 

 

 

 

 

 

72% of the respondents look for inspiration on fashion blogs and in fashion magazines, and 61% 

look at celebrities for inspiration. Compared to the 41% affected by their peers (figure 16), and 44% 

affected by their friends (figure 17), it shows that the respondents mostly look for inspiration via 

these media. This could indicate that they are slowly moving away from the collectivistic mind-set, 

hence develop their ‘personal style’ with inspiration from all kinds of media. Hence, fashion icons 

can also be related to the category of ‘people I look up to’. In regard to WHIITE, this is an 

advantage, since they have dressed several celebrities, for example, Her Royal Highness, Crown 

Princess Mary (Zesler, 2008). 

  

Figure 20 

 

 

 

 

 

 

The last statement to be examined, “I associate Danish brands with luxury”, is meant to 

demonstrate a relation between the Chinese women and their opinions about Danish brands. A little 

less than half of the respondents, 40%, agree with this statement and only 13% disagree. That leaves 

the majority to have chosen neutral in this statement, which could indicate neutrality for Danish 
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brands. However, the 40% of the respondents, who associate Danish brands with luxury, are 

acknowledged.  For WHIITE being a Danish luxury brand, it can be argued that it is an advantage 

that only a small percentage disagrees with the statement. Even though there are a great number of 

respondents who do not know about Danish brands, 40% agree with the statement. Hence, the 

hypothesis leans toward a confirmation. 

 

5.3.3 Summary of H3 
As mentioned before, the findings are unambiguous. The respondents seem to be influenced by 

their peers when purchasing luxury goods.  However, the numbers are lower than expected from the 

theoretical literature that indicates that China has strong collectivistic values. The fact that fashion 

magazines affect the respondents more than their friends, seems as if they are more individualistic 

than the relevant literature expresses. However, compared to the consumption of a Danish luxury 

consumer, the respondents are still leaning towards the collectivistic decisions. In regard to the 

shopping experience, the respondents seem to place emphasis on being seen, however, not as the 

main reason. The second part of the hypothesis claiming that being a Danish luxury brand would 

contribute to WHIITE’s success also gave a variety of answers. It seems like Danish brands are 

being perceived more neutral than expected at first, however, the interest in WHIITE, in particular, 

was great.  

 

5.4 Hypothesis four (H4) 
 
Chinese women perceive WHIITE as being of great quality, hence they are motivated by 

the perfectionism effect, and find WHIITE attractive. 
 
Keywords describing the perfectionist consumer: quality, high price determines standard of 

quality, follow own perceptions, individualistic values  
 
 

5.4.1 General findings 
The findings show that the Chinese women place a high emphasis on quality and craftsmanship in 

luxury goods. Moreover, they combine great quality and craftsmanship with Danish brands in 

general and most importantly with WHIITE in particular. Furthermore, WHIITE is being perceived 
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as a luxury brand based on its prices, and the Chinese women are positively open towards buying 

the clothes. Therefore, it is concluded that H4 can be confirmed. 

 

5.4.2 Analysis 
The analysis will begin with a discussion of Q6, Q7 and Q15, which have also been used previously 

in the analysis. In other words, Q6 “Choose what pops up in your mind when you think of luxury 

goods”, Q7 “Do you consider the pieces in the picture as luxury”,$and Q15 “What do you combine 

with Danish luxury goods” will be discussed to see whether there is a perfectionist motivated 

connection to what Chinese women associate with luxury in general, how they feel about 

WHIITE’s clothes, and how they perceive Danish luxury brands. The options ‘quality and 

craftsmanship’ and ‘expensive’ will be examined, since they are among the keywords describing 

the perfectionist consumer.   

 

Figure 1 

 

 

 

 

 

 

 

Figure 1 demonstrates that a majority of 78% of the respondents associate ‘quality and 

craftsmanship’ with luxury goods. Seen from a perfectionism perspective, one of the most 

important factors is the quality of luxury goods (Vigneron & Johnson, 1999). Another important 

factor is for a luxury item to be ‘expensive’. 60% of the respondents associate the option 

‘expensive’ with luxury goods. Based on these findings, it can be argued that the Chinese women 

are motivated by the perfectionism effect.  

 

 

 

 

 

Figure 1, Q6: “Choose what pops up in your mind when you think of luxury goods” 
Total of 130 respondents 
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Figure 2 

 

 

 

 

 

 

 

 

 

 

 

Moving on to figure 2, it demonstrates the results from Q7, “Do you consider the pieces in the 

picture as luxury”. The respondents were introduced to seven selected outfits from WHIITE’s A/W 

collection 2014, and had to state their opinion, based on the given options in the survey. ‘Quality 

and craftsmanship’ is ranking as the second highest with 45% of the respondents thinking that 

WHIITE’s clothes looked like good quality and craftsmanship. It is significant that almost half of 

the respondents believe that WHIITE looks like good quality. This is a positive indicator of a 

perfectionist attitude and an advantage for WHIITE, whose main focus is on good quality and 

craftsmanship (Appendix 1).  

Moreover, when looking at the option ‘expensive’, which 35% of the respondents have chosen, it 

must be argued that WHIITE is not strongly associated with being ‘expensive’. Based on this fact, 

there is a gap in the theory and reality, since according to the theory, perfectionist consumers 

associate a high price with good quality (Vigneron & Johnson, 1999). However, when the 

respondents were introduced to this question, they had not yet been introduced to the prices of 

WHIITE. So the answers were only based on the perceptions of the picture, which means that they 

see WHIITE as a luxury brand of good ‘quality and craftsmanship’, but not so much as an 

‘expensive’ brand. Therefore, an analysis of the Chinese women’s perceptions of WHIITE’s prices 

will be investigated further. Thus, seen from a perfectionism perspective, figure 2 demonstrates that 

Chinese women are motivated by the perfectionism effect to some extend, since ‘quality and 

craftsmanship’ is the second highest ranked association of WHIITE.  

 

Figure 2, Q7: “The picture shows selected items from WHIITE’s A/W collection 2014. Do you consider the pictures in the 
picture as luxury”                  
Total of 130 respondents 
 
 
Total of 130 respondents 
 
Total of 130 respondents 
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Figure 8 

!
! !

Moving on to the last of the three questions, Q15, “What do you combine with Danish luxury 

brands”, figure 8 demonstrates that 53% of the respondents combine ‘quality’ with Danish luxury 

brands. This is a majority that one may argue to be motivated by the perfectionism effect with 

regard to the quality of luxury goods. Furthermore, the other keyword ‘expensive’, which has been 

expressed in this question as ‘high prices’, has only been chosen by 17% of the respondents.  

Based on the findings, ‘quality’ is highly associated with Danish luxury brands, since more than 

half of the respondents combine the two. This is an advantage for WHIITE being a luxury brand 

with a strong focus on quality. In regard to ‘expensive’, it can be argued that Chinese women do not 

strongly combine Danish luxury brands with being ‘expensive’, since only 17% of the respondents 

combine the two. Since WHIITE is seen as a luxury brand with prices in the middle to high-end in 

Denmark (Appendix 1), its brand identity of being a luxury brand is among other things built 

around its prices. Therefore, this finding can be argued to be a disadvantage for WHIITE, since the 

Chinese women do not strongly associate Danish luxury brands with expensiveness. Nonetheless, 

once again the respondents show a perfectionist-motivated attitude in connection with ‘quality’.   

 
 
 
 
 
 
 
 
 
 
 
 
 
!

Figure 8, Q15: “What do you combine with Danish luxury brands?” 
Total of 130 respondents 
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Figure 22, added percentage of ‘highly agree and agree’: 62% and of ‘disagree and highly disagree’: 16%. Neutral: 23%. 
Total of 130 respondents 
 

Figure!21!
!

!

Continuing the analysis, figure 21 should answer whether or not WHIITE is perceived as a luxury 

brand, based on its prices. Figure 21 shows that 75% perceive WHIITE as a luxury brand to some 

extent. Furthermore, the perception of WHIITE’s prices being cheap, only consists of 2%, which 

means that the Chinese women do not perceive WHIITE as a low-priced brand. To sum up, a strong 

majority of 75% of the respondents thinks that WHIITE is a luxury brand based on its prices. 

Furthermore, it can be positively connected to the perfectionism effect, where ‘expensive’ and 

‘quality’ are coherent.  

Continuing the analysis, some of the statements in Q16 have been designed to discover the 

perfectionist consumer. The following statements will be analyzed in that regard (Vigneron and 

Johnson (1999, 2004).  

 

Figure 22 

 

 
 

  

 

 

It can be confirmed that 62% of the respondents believe that a high price is connected to good 

quality, which correlates with the perfectionist consumer, who believes that a high price symbolizes 

better quality (Vigneron and Johnson, 1999). This is in contrast to only 16%, who disagree. 

Therefore, one can argue that Chinese women are motivated by the perfectionism effect. In 

Figure 21, Q11: “WHIITE is a luxury brand with middle to high-end prices in Denmark. In the picture, you see the prices on 
selected items from WHIITE’s A/W collection 2014. Based on the prices you see in the picture, to which extend do you 
consider these clothes as luxury?” 
Total of 130 respondents 
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Figure 23, added percentage of ‘highly agree and agree’: 68% and of ‘disagree and highly disagree’: 11%. Neutral: 21%. 
Total of 130 respondents 
 

Figure 24, added percentage of ‘highly agree and agree’: 70% and of ‘disagree and highly disagree’: 13%. Neutral: 17%. 
Total of 130 respondents 
 

connection with WHIITE, this information is very positive, since the brand highly focuses on good 

quality, and its prices are middle to high-end.  

 

Figure 23 

 

 
 

 

Figure 23 demonstrates that more than half of the respondents, 68%, value quality before a brand’s 

image. This shows that the respondents really care about the fabric, craftsmanship and finish of 

luxury goods, and want to purchase luxury goods of impeccable quality, no matter the image and 

popularity of the brand. This is in comparison with only 11% who disagrees. Hence, it can be 

concluded from this statement that the respondents are motivated by the perfectionism effect. Yet 

again, this can be argued to be an advantage for WHIITE, since the brand’s clothes are of high 

quality and if it enters the Chinese market, it will be a new brand with no image yet.  

 

Figure 24 
 
 
 
  

 

 

 

In this statement, it is revealed that 70% of the respondents choose luxury goods entirely based on 

the quality and craftsmanship in a comparison with 13% that does not. Yet again, it is discovered 

that Chinese women are motivated by personal factors, hence the perfectionism effect, since one 

can argue that judging quality and craftsmanship of clothes is a personal approach and opinion.  
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Figure 25, added percentage of ‘highly agree and agree’: 36% and of ‘disagree and highly disagree’: 33%. Neutral: 32%. 
Total of 130 respondents 
 

Figure 13, added percentage of ‘highly agree and agree’: 52% and of ‘disagree and highly disagree’: 18%. Neutral: 31%. 
Total of 130 respondents 
 

Figure 25 

 
 
 

Figure 25 shows a statement that has been asked to identify the personal aspects of a perfectionist 

consumer who sticks to her own values and perceptions in choosing a brand (Vigneron and 

Johnson, 1999, 2004). The figure demonstrates that the respondents are highly divided in their 

answers. 36% agree in comparison with 33% that disagree. Hence, one can argue that the 

respondents are not completely independent regarding luxury consumption. It gives the impression 

that their collectivistic values and the affection of their surroundings seem to appear in the answers 

(The Hofstede Centre, n.d). This indicates a disproof of the Chinese women being motivated by the 

perfectionism effect.  

 

Figure 13 

 

 
 

 

 

 

This last statement is ‘I would buy items from WHIITE if it was available in China’. It is important 

to include this statement, since it reveals a personal opinion of whether or not the respondents want 

to buy items from WHIITE, if the brand was to be found on the Chinese market. As seen 

throughout the analysis of H4, the respondents have put emphasis on ‘quality and craftsmanship’ in 

luxury goods, which is an advantage for WHIITE, since the brand strongly focuses on quality, but 

do the women want to buy WHIITE’s clothes? Looking at the numbers, a little more than half the 

respondents would buy the brand in comparison to the 18% that would not. Hence, a majority of the 

Chinese women are positive about buying WHIITE’s clothes, which is an opportunity for WHIITE 

to enter the market.  
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5.4.3 Summary of H4 
To sum up the analysis of H4, it has been discovered that Chinese women place a high emphasis on 

quality and craftsmanship in luxury goods. Moreover, they strongly combine great quality and 

craftsmanship with Danish brands in general and most importantly with WHIITE in particular. In 

regard to the price aspect, WHIITE is being perceived as a luxury brand based on its prices, and 

many of the Chinese women connect both high price and good quality to WHIITE’s brand. 

Moreover, the analysis shows that Chinese women are positively open towards buying the clothes, 

if WHIITE became available on the Chinese market. Therefore, H4 can be confirmed. 

!

5.5 Hypothesis 5 (H5) 

H5: The Chinese society has materialistic values, hence WHIITE cannot reach a 

competitive position on the Chinese market, because the brand will not be 

perceived as a luxury brand. 

 
Keywords: Materialism, scarcity hypothesis, high price 
 

5.5.1 General findings 
The materialistic values are confirmed, especially seen in the age groups of 26-35 and 37-50 years 

old. These age groups are also the ones that are the most positive towards WHIITE. Moreover, a 

higher income results in more materialistic values. However, these materialistic values do not mean 

that WHIITE will be negatively received in China. The data show that the clothes are perceived as 

luxury both in the design, and according to the prices. Hence, the second part of the hypothesis 

seems to be affirmed. 
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Figure 26, Q1: “Age” cross-referenced with Q5: “What is your opinion of buying luxury goods in general?”. Added 
percentage of ‘very positive and positive’ and of ‘negative and very negative’. 18-25: neutral: 69%. 26-35: neutral: 27%. 36-
50: neutral:  30%. Total of 130 respondents 
 
Total of 130 respondents 
 
 
 

5.5.2 Analysis 
Figure 26 

 

 

 

 

 

 

 

 

 

As the theory explained, the materialistic values mean finding values in tangible things rather than 

ethical or cultural values (Inglehart, 1997). Practically, it is caused by a change in society where an 

increase in the economy has happened, and this has created new possibilities for the consumers, 

who may now be able to purchase luxury and express superiority in that manner (Inglehart 1977).  

Figure 26 demonstrates the opinions of the different age groups regarding to luxury in general. The 

findings are meant to help ascertain if there are any significant differences between the age groups, 

and their thoughts of luxury. From figure 26, it appears that only 20% of the respondents from the 

first age group, 18-25, are positive towards luxury. In the next age group, 26-35, 66% are positive 

and the last age group, 36-50, 67% are positive towards luxury. At the same time, the negative 

attitude is decreasing in the elder the age group. These data demonstrate a majority of positive 

attitudes towards luxury, and indicate that the two older age groups are leaning toward having more 

materialistic values than the first age group of 18-25. These data also correlates to the socialization 

hypothesis. 

 

Finally, a pattern is to be found, which is; the older the age group, the more materialistic values they 

have. The data show a change comparable to the socialization hypothesis, where the values shift in 

line with generations (Inglehart 1997). WHIITE targets career women, who could be found in age 

groups of 26-35 year olds or 36-50 year olds, since they have had more time to build a career than 

the women in the age of 18-25. As the data shows, these women have stronger materialistic values, 

hence the first part of the hypothesis can be confirmed.  
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Figure 28, Q1: ”Age” cross-referenced with Q8: ”Would you wear some of the pieces 
from the picture?” 
Total of 130 respondents 
 

Figure 27, Q3: ”Income” cross-referenced with Q5: ”What is your opinion of buying luxury goods in 
general?” 
Total of 130 respondents 
 

 

Figure 27 

 

 

 

 

 

 

 

 

 

 

 

As figure 27 demonstrates, an increase in income is followed by an increase in positivity towards 

buying luxury goods. The figure shows that the respondents, who are the wealthiest, are also the 

ones with the most positive opinions towards luxury goods. These facts correlate with WHIITE’s 

target of career women, since one might argue that the career women are wealthier than the 

students. Furthermore, it also confirms H5 stating the Chinese women as being materialists, since 

the wealthy women in the survey are clearly positive towards luxury goods. 

 
Figure 28 
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It has been discovered that the women from the older age groups have more materialistic values 

than the younger women. Hence, it is interesting to discover how the different age groups feel about 

wearing clothes from WHIITE. Figure 28 demonstrates the distribution of ‘yes’ or ‘no’ to wear the 

clothes, and is divided to see the distribution of the different age groups. As the data shows, the 

youngest age group from 18-25 is most positive towards wearing the clothes. The older the age 

group, the less women want to wear pieces from WHIITE, even though it is a small percentage that 

separates the age groups from each other. However, the fact is also that still 81% of the Chinese 

women in the age of 25-36 have answered ‘yes’ to wear the clothes, and 77% of the 36-50 year olds 

have given the same answer. Considering these facts, the women seem excited about the clothes 

despite their materialistic values. In this case, the hypothesis would be partly affirmed, meaning the 

part where WHIITE was claimed to fail as being perceived as a luxury brand.  

 
Figure 2 

 

 

 

 

 

 

 

 

 

 

In Q7, the respondents saw a picture of seven different outfits from WHIITE, and they were asked 

if they perceived the clothes as luxury. Figure 2, which has also been used in previous sections, 

demonstrates the response. The five choices, which are ranking the highest, are all positive 

perceptions of WHIITE being a luxury brand. This discovery leads to the assumption that the 

respondents, who so far seem to be materialistic, would buy clothes from WHIITE. This assumption 

is based on previous findings where 75% of the respondents perceived WHIITE as being a 

luxurious brand exclusively based on its prices (Appendix 4). In this case, the brand would seem to 

be successful on the Chinese market hence, the second part of the hypothesis should be affirmed, 

Figure 2, Q7: “The picture shows selected items from WHIITE’s A/W collection 2014. Do you consider the pictures in the 
picture as luxury” 
Total of 130 respondents 
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Figure 29, Q1: “Age” cross-referenced with Q11:“WHIITE is a luxury brand with middle to high-end priced 
in Denmark. In the picture you see the prices on selected items from WHIITE’s A/W collection 2014. Based on 
the prices you see in the picture, to which extend do you consider these clothes as luxury?”  
Total of 130 respondents 
 

since it states that WHIITE will not fulfill the materialistic needs, because it will not be perceived 

as luxury.  

 

Figure 29 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Q1 concerning age has been cross-referenced with Q11 asking how the respondents perceive the 

brand with regard to being of luxury after being introduced to the prices. The results are illustrated 

in figure 29, which demonstrates that the youngest age group from 18-25 has the highest percentage 

of respondents choosing the option ‘very luxurious’ with 11%. However, with only 51% choosing 

the option ‘luxurious’, and 34% perceiving the brand to be in a ‘medium’ price range, this youngest 

group is the most critical group in general.  

The age group from 26-35 has proved to be the most positive towards WHIITE, followed by the age 

group from 36-50. This seems to be another result leading to an affirmation of the second part of the 
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Figure 3, added percentage of ‘highly agree and agree’: 48% and of ‘disagree and highly disagree’: 29%. Neutral: 23%. 
Total of 130 respondents 
 
 

Figure 4, added percentage of ‘highly agree and agree’: 57% and of ‘disagree and highly disagree’: 26%. Neutral: 17%. 
Total of 130 respondents 
 
 

hypothesis claiming WHIITE will not be considered as luxury, and then not be well received among 

the materialistic consumers. These data show the opposite, a majority of the most materialistic age 

groups are the most positive about accepting WHIITE as a luxury brand, which is an advantage for 

the brand, since these age groups are also in their interest as a target (Appendix 1). 

 

Figure 3 

 
 

 

 

 

 

This statement is meant to reflect the materialistic values, which among other things is about 

showing off one’s wealth through material items, such as clothes. The material items are meant to 

be a sign of which social group the individual is from, and since China is a modern society that has 

recently enjoyed a fast economic growth, the desire to purchase luxury items reflects the 

materialistic values (Inglehart 1977). 

Figure 3 has been used analyzing previous hypotheses. As demonstrated, there are 19% more 

respondents who agree than who disagree with this statement. Hence, it seems there are 

materialistic values to be found in the Chinese society, which also correlates with the theory 

(Inglehart, 1997).  

Figure 4 

 

 

 

 

 

The reason for this statement being relevant is the fact that materialists want to be recognized for 

their wealth, which for example is done through recognition of their expensive clothes. Hence, if 

they wear clothes from a well-known luxury brand, it is easier for their surroundings to judge a 

person immediately by her cover. For example, if a woman wears a Louis Vuitton bag full of logos 

in comparison a simple white silk dress from WHIITE, it would be easier to recognize the luxury 
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Figure 11, added percentage of ‘highly agree and agree’: 58% and of ‘disagree and highly disagree’: 25%. Neutral: 17%. 
Total of 130 respondents 
 
 

Figure 5, added percentage of ‘highly agree and agree’: 61% and of ‘disagree and highly disagree’: 19%. Neutral: 20%. 
Total of 130 respondents 
 
 

item. The table, which has also been used previously, demonstrates that 57% of the respondents 

agree with this statement, this represents a majority, compared to the 26% who disagree. Hence, the 

hypothesis must be confirmed, since the Chinese women appear to be materialists. 

 

Figure 11 

 

 

 

 

Materialists are people who are still not used to their new fortunes. Hence, their behavior patterns 

are much related to showing it (Inglehart 1997), and what better way to do that than by buying the 

most expensive brands? The data seen in figure 11, which has been used previously, must be said to 

align with the theory, since only 25% either disagree, and more than half of the respondents agree 

with the statement. Again, this is a proof of Chinese female consumers being materialists, and this 

confirms the hypothesis.  

 

Figure 5 

 

 

 

 

 

The data from this statement, which also are analyzed in H1, show a majority of agreement. 61% 

seem to think that luxury items show a person’s wealth and status. Analyzing these results, one can 

argue it to mean that wealthy people with high status need to show their affluence through material 

items, so this is another proof of Chinese women being materialists.  

 
 



! 103!

5.5.3 Summary of H5 
It can be concluded that Chinese women in general are positive towards luxury and believe that 

wealth and status are communicated through luxury items, which relates to a materialistic set of 

values. Image and a high price are also popular characteristics that a luxury brand needs to express. 

This points towards a materialistic way of thinking. Additionally, the data show that in the older the 

age group, an increase in materialistic needs and positive perceptions of WHIITE are seen. 

Furthermore, in general, the respondents’ attitudes to WHIITE seem to be rather positive, even 

though the brand is not well-known among Chinese consumers, and even though it is not 

conspicuous. Hence, the second part of the hypothesis must be affirmed. This is an advantage for 

the brand, which with the right marketing strategy seems to have a chance on the Chinese market, 

dominated by materialistic motivated women. 

!

5.6 Hypothesis six (H6) 

Chinese women are slowly moving towards postmodern values and hedonic 

consumption patterns, which is an advantage for WHIITE 

 
Keywords describing the hedonic consumer: perceived emotional value, satisfy own 

pleasures, interested in own thought and feelings, depend upon the individual alone 

for fulfillment, place less emphasis on price. 

 

5.6.1 General findings 
The findings show that the Chinese women show both hedonic consumption patterns and 

postmodern values. A majority of the respondents liked the style of WHIITE and show less 

emphasis on its prices, but more on their personal feelings towards it. Even though the Chinese 

women are affected by their peers to some extent, findings show a degree of individualism and 

development of personal style compared to what was found in the relevant literature. In regards to 

WHIITE, these findings can be seen as an advantage, since there are positive attitudes towards the 

brand. The findings point towards a confirmation.  

 



! 104!

 

5.6.2 Analysis 
Figure 2 

 

 

 

 

 

 

 

 

 

To start the analysis of H6, figure 2, also used in earlier sections of the analysis, demonstrates the 

findings of Q7, “Do you consider the pieces in the picture as luxury”. When looking at one of the 

keywords for hedonic consumers, ‘interested in own thoughts and feelings’, the option ‘I like the 

style’ can be associated. One can argue that by choosing ‘I like the style’, 54% of the respondents 

have been in touch with their own personal opinions and feelings about WHIITE’s clothes. These 

results point towards individualism, hence a postmodern and hedonic attitude. Additionally, this 

finding is an advantage for WHIITE, since more than half of the respondents personally liked the 

style of the brand, and believed it to be luxurious.  

!
Figure!10!

Hedonic motivated consumers are in charge of their own perceptions and feelings towards luxury 

consumption, and they consume for their own pleasures and needs (Vigneron & Johnson, 1999). 

Furthermore, hedonist consumers depend on the individual alone for fulfillment and are not liable 

Figure 10, Q10:!Would$it$affect$your$desire$to$buy$WHIITE,$if$the$brand$became$popular$among$your$peers?   
Total of 130 respondents 
$

!

Figure 2, Q7: “The picture shows selected items from WHIITE’s A/W collection 2014. Do you consider the pictures in the 
picture as luxury” 
Total of 130 respondents 
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on interpersonal influence (Ibid). Figure 10, also used in earlier sections, shows that 21% of the 

respondents think independently to some extent and are not affected by their peers. This is in 

comparison with 63% that are affected by their peers to some extent. Hence, based on these data, 

Chinese women do not seem to be strongly motivated by the hedonic effect.   

!
Figure 30 

Another essential aspect of the hedonic effect and postmodern society is the price. According to 

Husic & Cicic (2009) hedonic consumers are more interested in their own feelings and thoughts, 

and will therefore place less emphasis on price as an indicator of prestige. Talking about 

postmodern society, people place less importance to price compared to modern society’s 

materialistic values (Inglehart, 1977), and postmodern values are more about self-expression, 

individualism and diversity. Hence, figure 30, visualizing Q12 “Knowing the prices, would that 

change your opinion of the brand?” will be examined next. 

Seen from a hedonic perspective, the highest ranking option, ‘No, the prices do not affect my 

opinion, I would still wear it’ has been chosen by 48% of the respondents. One can argue this to 

mean that Chinese women’s personal opinion of WHIITE, and their positive attitude towards the 

brand are prioritized higher than the price. It can be argued to correlate with the theory about 

hedonic consumers (Husic & Cicic, 2009). Moreover, the second highest ranking option, ‘No, no 

change in my opinion, I would still not wear it’ has been chosen by 25% of the respondents. The 

results from this option can also indicate a hedonic outcome, only here it concerns a negative 

attitude towards WHIITE.  

Therefore, one can argue that Chinese women show indications of a hedonic motivated attitude in 

regard to price, since a majority place less emphasis on price and more emphasis on personal 

feelings towards WHIITE. This can be perceived as an advantage for WHIITE, since the 

respondents’ perceptions of the brand are positive.  
 

Figure 30, Q12: ”Knowing the prices, would that change your opinion of the brand?” 
Total of 130 respondents 
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Figure 31, added percentage of ‘highly agree and agree’: 78% and of ‘disagree and highly disagree’: 10%. Neutral: 12%. 
Total of 130 respondents 
 

Figure 32, added percentage of ‘highly agree and agree’: 70% and of ‘disagree and highly disagree’: 9%. Neutral: 22%. Total 
of 130 respondents 
 

Continuing the analysis, some of the statements from Q16 will be analyzed to identify possibly 

hedonic motivated consumers.  

 
Figure 31 

 

 

 

 

 

This statement was asked in order to identify the hedonic consumer’s independency and fulfillment 

of her own pleasures and needs (Vigneron & Johnson, 1999). 78% of the respondents agreed with 

the statement, whereas only 10% disagreed. These findings point towards the hedonic effect, since a 

convincing majority of Chinese women purchase luxury goods for their own pleasures and positive 

feelings towards a luxury item.  

 

Figure 32 

 

 

 

 

 

The next statement ‘I buy luxury goods to satisfy my own pleasures and needs’ is directly aimed at 

identifying the hedonic motivation (Husic & Cicic, 2009). One can argue that 70% of the 

respondents are motivated by the hedonic effect as they buy luxury goods to satisfy their own 

pleasures and needs. Hence, it can be argued that the overwhelming agreement with this statement 

points towards a hedonic motivated attitude.   
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Figure 25, added percentage of ‘highly agree and agree’: 36% and of ‘disagree and highly disagree’: 33%. Neutral: 32%. 
Total of 130 respondents 
 

Figure 33, added percentage of ‘highly agree and agree’: 72% and of ‘disagree and highly disagree’: 14%. Neutral: 14%. 
Total of 130 respondents 
 

Figure 25 

 

 

   

 

 

In this statement, the purpose was to find out how much Chinese women are depending on others 

for their choice of luxury purchases. The outcome will state whether or not Chinese women are 

motivated by the hedonic effect and individualistic values. The figure shows that that the opinions 

of the respondents are much divided and almost equally distributed, why it must be argued that the 

respondents are not depending upon the individual alone for fulfillment, but are to a some extent 

affected by others.  

 
Figure 33 

 

  

 

 

 

The purpose of this statement was to associate it with the postmodern society’s values, such as 

individualism, diversity and self-expression (Inglehart, 1977), as well as the hedonic effect. 

Analyzing the data, 72% of the respondents say yes to the fact that they develop their personal style 

and get inspiration from fashion magazines and blogs. This is in a comparison with 14% that do not. 

Hence, a majority of Chinese women show signs of hedonic motivation and postmodern values 

because the statement was aimed at their personal style, which can be connected to self-expression, 

individualism and diversity. The fashion magazines and blogs are seen as inspirational tools, but the 

essence lies in the final outcome, the personal style.  
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Figure 13, added percentage of ‘highly agree and agree’: 52% and of ‘disagree and highly disagree’: 18%. Neutral: 31%. 
Total of 130 respondents 
 

Figure 34, added percentage of ‘highly agree and agree’: 57% and of ‘disagree and highly disagree’: 5%. Neutral: 38%. Total 
of 130 respondents 
 

Figure 13 

 
 

 

 

 

 

The statement, which has been used before, ‘I would buy items from WHIITE if they were available 

in China’, shows the Chinese women’s personal feelings towards WHIITE. Looking at the 

numbers, 52% want to buy the clothes compared to 18% that do not want to buy the clothes. This 

means a majority of the respondents that are positive towards the brand. This can be interpreted as 

an opportunity for WHIITE. Moreover, the majority that agrees to the statement can be seen as a 

sign of a personal interest in the brand, which point towards a hedonic motivated consumer attitude.  

 

Figure 34 

 

 

 

 

 

The last statement ‘I prefer luxury goods that I know have been produced in a sustainable way’ was 

asked to see whether the Chinese women were concerned about sustainability when buying luxury 

goods. According to Inglehart (1977) post-modern values include a general sustainable concern. A 

total amount of 57% of the respondents thinks of the sustainability, when they buy luxury goods. 

Only 5% do not care about sustainability. Therefore, one can argue that the Chinese women are 

thinking sustainably when buying luxury goods. Hence, it points towards a postmodern way of 

thinking. In regard to WHIITE, this information is essential, since the company thinks sustainably 

in the production of its clothes (HTM Group, 2014).   
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5.6.3 Summary of H6 
To sum up the analysis of H6, the data leads to the assumption that the Chinese women are highly 

motivated by their own feelings and opinions of WHIITE. More than half of the Chinese women 

chose ‘I like the style’ of WHIITE, which can be seen as a hedonic motivation. Moreover, the 

majority of the Chinese women show less emphasis to price, since the prices of WHIITE did not 

change their opinion of the brand, and they would still wear it. Therefore, they place more emphasis 

on the brand itself and if they like it, which leads towards hedonic consumption patterns. However, 

the respondents’ peers seem to have an affect on their buying decisions. Yet, a majority of the 

Chinese women show a high degree of individualism, development of personal style and self-

expression, which show postmodern values. In regard to WHIITE, these findings can be seen as an 

advantage, since there are positive attitudes towards the brand. Hence, H6 point towards a 

confirmation.  
 

5.7 Summary of analysis 
The analysis was meant to examine the constructed hypotheses, and see to what extent they could 

either be confirmed or affirmed. The intention was to discover the Chinese women’s luxury 

consumption patterns, and their perceptions of WHIITE in particular. Furthermore, the purpose of 

the analysis was to help answer the research questions, and to discover if WHIITE would benefit 

from an expansion to the Chinese market. 

After analyzing H1, it was discovered that the veblen inspired keywords, prestige and 

conspicuousness were of less relevance to the respondents than quality and style. Hence, H1 

pointed towards an affirmation, which contradicted the theory. However, the impression of 

WHIITE had throughout the analysis been positive. H2 claimed that the Chinese women were not 

motivated by the snob effect, which would be a disadvantage for WHIITE being a new brand on the 

market. It was discovered that with less preference on uniqueness and a high price H2 was to some 

extent confirmed. However, the findings showed positive attitudes towards WHIITE despite it 

being a new brand. On the contrary, the respondents showed to be influenced by their peers and 

people they looked up to. This was demonstrated in H3, which claimed the Chinese women to be 

bandwagon-motivated, hence WHIITE being a Danish luxury brand would succeed. The analysis 

showed a majority of bandwagon-motivated respondents. Moreover, it showed a relation between 

Danish luxury brands and luxury in general, hence the hypothesis pointed towards a confirmation. 

H4 claimed the respondents to be perfectionist motivated, which would be to WHIITE’s advantage, 
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since the brand focuses highly on quality. The findings showed a majority, which valued great 

quality and a high price. At the same time these terms turned out to be associated with WHIITE, 

hence H4 was confirmed. H5 claimed a materialistic driven consumption behavior would equal a 

disadvantage for WHIITE being a subtle and non-conspicuous brand. In the end, the materialistic 

values seemed to be confirmed, where the last part of the hypothesis was affirmed, based on the 

positive interest for WHIITE. In the last hypothesis, H6 claimed a move towards postmodern values 

and hedonic consumption patterns. It was discovered that the respondents placed more emphasis on 

the brand itself, and if they liked it, rather than on the prices. Moreover, the respondents showed 

independence in development of personal style, which led towards diversity and self-expression, 

hence postmodern values. H6 pointed towards a confirmation. 

 

Based on the analysis, it is learnt that the theory corresponds with the Chinese women being highly 

affected by their peers. However, the high amount of respondents looking for inspiration in fashion 

magazines, blogs and stylish celebrities show a tendency to seek a more individual style. 

Furthermore, it is inevitable to recognize quality as being the highest ranked factor, exceeding 

expected factors such as well-known brands and prestige. The majority of respondents want to 

express their personality through purchasing luxury, however what deviates from the theory is the 

definition of luxury. Where the theory focuses on luxury being conspicuous and from well-known 

brands, our data show that quality and style are valued higher. For WHIITE, the data have turned 

out positive, and it would seem that the brand could succeed on the Chinese market if entering with 

the right strategy. 
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PART THREE 

6 Marketing mix 

6.1 Product 
Based on the results from the survey, we recommend that WHIITE should: 

 

• Keep the brand as it is with a high focus on quality and style 

• Standardization of its products, but adjust the sizes, so they fit the body structure of the 

Chinese women  

As discovered in the brand analysis, WHIITE is a brand that focuses on great quality, design, and 

fit. Moreover, WHIITE designs clothes that is simple, wearable and can be styled to every occasion 

(Appendix 1). It is a brand that has a subtle and classic design and target the businesswoman. As the 

PR Manager of WHIITE, Arman Motlagh expresses, the company has no intention of adjusting 

their vision and design of clothes to enter a new market. The company wants to maintain the same 

identity as it has on the Danish market (Ibid). Moreover, the data from the survey show that a strong 

majority of the respondents like the items from WHIITE and want to wear some of it. The one, that 

said no, gave the reasons of it being a personal dislike towards the clothes, they were too expensive 

or that they liked them, but they were unfortunately sure that the clothes would not fit their body 

type. However, this is unavoidable for any company, and there will always be people who have a 

personal dislike towards a brand. The essential point is that the majority favored it (Appendix 4). 

 

Therefore, a recommendation to WHIITE in terms of its product, if the brand is to expand to the 

Chinese market, is to keep its brand as it is. Based on the findings from the survey, it seems that the 

Chinese women favor quality and style, which are what WHIITE focuses on. Moreover, the 

majority has a positive attitude towards WHIITE and wants to buy the clothes, if they became 

available on the Chinese market. Hence, WHIITE being a Danish luxury brand with a strong focus 

on quality and style, correlates with the perceptions of luxury goods of the Chinese women. 

Therefore, one can suggest that WHIITE concentrate on standardization of its products for the 

Chinese market, so the company uses the same items as on the Danish market. However, the 

company should adjust the sizes, so they fit to the Chinese women’s body structure. 

    



! 112!

6.2 Price 
Based on the results from the survey, we recommend that WHIITE should: 

 

• Keep the same price range 

!
As discovered in chapter two, Brand Analysis, WHIITE’s prices are middle to high-end. They are 

more expensive than high street chains such as Zara and H&M, but less expensive than the world 

famous fashion houses such as Louis Vuitton and Gucci. Furthermore, Arman Motlagh, PR 

manager for WHIITE explains: “We have different clothing pieces in different price categories, but 

our prices have risen the last years due to the focus on quality…” (Appendix 1, translated). 

The prices used in the survey were achieved by finding the prices on WHIITE’s website in DKK, 

and calculate them till the Chinese Renminbi (CNY). From the survey, it was concluded that the 

majority of the Chinese respondents actually perceived these prices as luxury. 

 

Hence, a recommendation to WHIITE is to keep those prices and transfer them to the Chinese 

market. Furthermore, it was discovered that the Chinese women do have materialistic values, which 

indicate that the prices must not be viewed as being too low to be associated with luxury. However, 

again there must be referred to the positive attitude to WHIITE’s prices on several pieces of 

clothing which leads to the conclusion that based on the prices, WHIITE would be perceived as an 

affordable luxury brand. 
 

6.3 Place 
Based on the results from the survey, we recommend that WHIITE should: 

 

• Open a concept store in China. Possible locations can be Ice House Street in Hong Kong, 

and Jing’an si in Shanghai 

• Be available on international luxury webshops such as Net a Porter and mytheresa 

 

WHIITE has currently no concept store in Denmark. It is possible to find WHIITE’s clothes in shop 

stores and online from several webshops. The choice of distribution channels seems to work on the 

Danish market. However, one might expect that WHIITE has to enter the Chinese market with a 

different approach to attract the consumers. Based on the findings from the survey, it shows that a 
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majority of 63% prefers to shop for luxury goods ‘in the brand’s own concept store’. This is in 

comparison with only 27% that prefer to shop for luxury goods ‘on the brand’s own webshop 

(Appendix 4). Hence, Chinese women prefer to shop in a physical store rather than online, but what 

is the reason? The results from the survey identify the main reason as being that they prioritize to 

‘try on the clothes’, since 68% of the respondents have chosen that option (Appendix 4). This is 

followed by 47% who chose ‘good help from a sales assistant’ and 36% chose ‘to be seen in the 

concept store’. As a contrast, only 25% chose online shopping, since it ‘easy and less time 

consuming’ and 11% had no preferences. Therefore, it can be concluded that the majority prefers to 

shop for luxury goods in a psychical store rather than online (Ibid). The findings also correlate with 

the theory expressing that the in-store experience is the most important factor affecting a Chinese 

consumer’s purchase decision (McKinsey&Company, 2012: 13). 

 

Another element to discuss is the competitor of WHIITE, Isabel Marant, in regard to where the 

brand should be located, if entering the Chinese market. Isabel Marant is already established on the 

Chinese market, among other places, in Hong Kong and Shanghai. In Hong Kong, IB’s flagship 

store is located in one of the city’s most prestigious shopping destinations, Ice House Street 

(Butterboom writers, 2012a). Moreover, in Shanghai, IB’s department store is located in a new 

upscale mall in the popular shopping area of Jing’an si (Andreas, 2014). In the survey, the selected 

cities in Q4 ‘city of residence’ were based on the Chinese luxury research media, Red Luxury, and 

their ranking of the ten most luxurious cities in China (Red Luxury, 2014). Additionally, the data 

shows that the majority of the respondents, 25%, came from Shanghai, and 18% came from Hong 

Kong. The rest of the percentages were divided in the others cities and cities added by the 

respondents (Appendix 4). 

 

Based on the findings mentioned above, a recommendation to WHIITE can be to enter the Chinese 

market by opening a concept store. The areas that can be interesting to investigate further are in the 

two big cities, Hong Kong and Shanghai, namely, Ice House Street in Hong Kong, and Jing’an si in 

Shanghai. The areas seem like potential locations to WHIITE’s brand in comparison with its 

competitor, IB. Furthermore, most of the respondents in the survey came from Hong Kong and 

Shanghai, and the answers from the respondents show a positive attitude towards WHIITE, hence 

one can argue the two cities to be of relevance to the brand. Moreover, in regards to online 
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distribution, WHIITE should strive to be found on the international luxury webshops such as Net a 

Porter and mytheresa, where both BMB and IM are to found (Brand analysis). 
 

6.4 Promotion 
Based on the results from the survey, we recommend that WHIITE should: 

 

• Adapt the promotion by choosing Chinese celebrity endorsers. Possible celebrities to dress 

can be first lady Liyuan Peng and Chinese Vogue’s editors-in-chief, Angelica Cheung 

• Be available on the Chinese substitute to Facebook, Renren  

• Focus on promotion in Chinese fashion magazines and blogs 

 

As discovered in the brand analysis, WHIITE do not describe its target as of a certain age, but more 

as a certain type of woman. As Arman Motlagh states: 

“I don’t want to give our customers an age - I would rather say that WHIITE’s customer is a 

certain type. You can be 20 years old or 50 years old and wear WHIITE, because our pieces can be 

styled in many different ways. She’s a type that is living in the city, very urban who likes to travel 

and packs some silk dresses in her suitcase. The customer has a strong personality and is very 

focused on her career and has a busy life. She wants to have clothes that are easy to wear - both 

during a day of work, and then be able to spice it up for a night out at the same time.”  (Appendix 

1, translated). 

From this statement, it can be understood that this woman is a busy career woman who needs and 

wants to look fashionable. Furthermore, the survey revealed that a majority of 61% of the 

respondents has full time jobs (Appendix 4), which means the answers are of great use to WHIITE 

since it targets career women. 

The marketing strategy used in Denmark includes presence in fashion magazines, fashion blogs, 

and promoting the brand via. social media sites like Facebook and Instagram. Another recurring 

tendency is the use of celebrities that fit the brand’s target. These celebrities, who all share great 

and fast moving careers are very much highlighted on social media. By using the social media 

platforms, it ensures that WHIITE identifies its target. 

 

However, to achieve success in China, it is recommended that WHIITE adapt the promotion to fit 

the Chinese consumers. Especially, since the survey reveals that 25% of the respondents actually 
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answered that they would change their mind and wear WHIITE’s clothes, if they saw it on a 

celebrity (Appendix 4). Even though, 25% is not a majority, it still suggests a potential increase of 

revenue, seen from WHIITE’s perspective. Furthermore, the celebrities must be fashion forward for 

Chinese career women to reach WHIITE’s target. Idealistically, first lady Liyuan Peng could be a 

great woman to present WHIITE’s clothes, since she is described as having a great sense of style, 

she is committed to China’s health and education and she is also very well-known on the global 

stage according to Forbes (Forbes, 2014). Her public persona started before she became the first 

lady of the country, since she had a 30-year long career as a folk star (Ibid). Furthermore, she seems 

to be identifiable, well respected and very well dressed (Claire Wong). 

Another celebrity to fit WHIITE’s identity could be Angelica Cheung, Chinese Vogue’s editors-in-

chief. She is also a career woman and very public in the fashion world, since she, being the editor of 

Vogue, dictates style for a living (The Business of Fashion Ltd., n.d.). 

To return to the discussion of WHIITE’s activities on the social media, China has restricted the use 

of Facebook and Instagram. Furthermore, with the countries’ history of blocking websites 

repeatedly, it could be suggested to operate only on Governmental approved alternatives, such as 

Chinese Facebook, Renren. However, WHIITE would need to employ Chinese speaking members, 

since the website is strictly in Chinese. 

Even though entering the Chinese market would demand some adaption in form of PR and 

marketing initiatives, it seems as if WHIITE chooses the right celebrity endorsers, magazines and 

blogs, the brand could achieve success. In Q9, it was revealed that 25% of the respondents would 

actually change their opinion and wear the clothes if they saw it on a celebrity (Appendix 4). 

Furthermore, the results from the survey revealed that many of the respondents actually look for 

inspiration from celebrity endorsers, magazines and blogs. Hence, WHIITE’s strategy is estimated 

to work on the Chinese market if slightly adapted to the right channels and celebrities, which target 

the WHIITE consumer. 
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7 Conclusion 

1. What characterizes the brand WHIITE 

• Quality and craftsmanship, clothes that are easy to style and have a great fit, and middle to 

high-end prices  

• The target is the busy career woman who needs to wear items that can be used for different 

occasions 

• Use of celebrity endorsement: Public Danish career women, such as Christiane 

Schaumburg-Müller O’Connor and Ibi Støving  

 

In part one analyzing WHIITE’s brand, it was discovered that WHIITE has a keen focus on quality 

and craftsmanship, clothes that are easy to style and have a great fit. The prices are in the middle to 

high-end range, which makes WHIITE a luxury brand on the Danish market. Moreover, it focuses 

on designing clothes to the busy career woman, who is aware of appearance and still wants to be 

comfortable. This corresponds with the netnographic study examining the brand’s Instagram page, 

where several pictures were posted of Danish celebrities with great careers.  

However, the image showed to be crucial, since all of the five Danish women who were 

interviewed, answered that they would prefer BMB over WHIITE despite their trouble 

distinguishing the two brands in the blind test. This means that WHIITE does not strongly differ 

from its competitors, hence it blends in. Since the other brands have a better image than WHIITE, 

the brand lacks in building a strong image to match its identity.   

 

2. What values are characteristic for the Chinese consumers when purchasing luxury?  

• The theory states that China is a modern society where materialistic values are strong, which 

is confirmed in the survey revealing that the older segment is more materialistic than the 

younger segment 

• The theory states that the Chinese consumers are highly affected by their peers, however, 

the survey reveals that they are in fact more affected by fashion blogs, magazines and 

celebrities 

• The theory states that Chinese consumers are highly focused on conspicuous and well-

known luxury brands, however, the survey reveals that quality and personal opinion about 

the style of a brand are rated higher 
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• The theory states that China is a modern society, however, the survey indicates postmodern 

values in terms of a strong focus on quality, personal opinions and a positive attitude 

towards sustainability 

 

In part two examining the Chinese culture and consumption behavior, the literature explained how 

China is a modern society, where materialistic values are strong. When a society has gone from 

poor to wealthy in a short amount of time, it is essential for the consumers to show off their wealth 

through conspicuous luxury goods. In that way, they distance themselves from the lower class.  

 

According to the theory, China still has a collectivist mindset, which explains why the consumers’ 

peers strongly affect their consumption patterns. Nevertheless, as discovered in the survey, fashion 

magazines, blog and celebrities seem to affect the Chinese consumers’ opinions more than their 

peers.  

 

As stated in the theory, the modern society is dominated by conspicuous consumption and social 

value of the purchased luxury items. This can be related to the theory of respectively the veblen 

effect and the bandwagon effect, where conspicuous value, well-known brands and social 

recognition are motivating factors. However, in the survey it was discovered that quality and 

personal opinions about the style of a brand were rated higher than conspicuous and well-known 

brands. This indicates that the respondents are more affected by the perfectionism effect and the 

hedonic effect, where respectively perceived quality and perceived emotional value are essential.  

 

The perfectionism effect and the hedonic effect can be connected to the postmodern society. In the 

postmodern society values are self-expression, sustainable concerns and individualism. These 

values affect the Chinese consumerism in a way that conspicuousness and image are less important 

than quality, personal style and sustainability. This is unexpected, since China is a modern society.  

 

3. Does WHIITE’s brand match the Chinese consumers' preferences, thus creating a spot on 

the Chinese market for WHIITE? 

 

• WHIITE is considered a luxury brand by the Chinese consumers, even though it is a new 

and understated brand, compared to a well-known and conspicuous brand 
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• WHIITE is considered a luxury brand based on its prices, even though the Chinese 

consumers are known to have materialistic values, where they desire the most expensive 

brands 

• WHIITE matches the Chinese consumers’ preferences, since the Chinese consumers value 

quality over image 

 

The findings from the analysis show a positive impression of WHIITE’s clothes despite the simple 

style, which contradicts the theory stressing the conspicuous value.  

 

Furthermore, WHIITE’s prices are accepted as luxury prices, even though they are lower than the 

prices of luxury brands such as Gucci and Louis Vuitton. Based on the literature, this is a surprising 

result, since the higher the price, the higher the level of luxury, hence popularity.  

 

When examining the image value of a luxury brand, the findings from the survey relate to the 

theory stating that a popular image is a motivator in luxury consumption. However, the findings 

also show that Chinese consumers are very motivated by great quality. In fact, great quality is 

valued higher than a good image. This can be seen as an advantage for WHIITE, since it does not 

compromise on quality. 

 

According to the analysis, it is assumed that WHIITE can have a real chance of success in China. 

The style of the product will not need to be adapted in a conspicuous manner, since the Chinese 

women are positive towards WHIITE’s simple style. Furthermore, the Chinese consumers seem to 

perceive the brand as being of great quality, compared to the Danish consumers, who did not 

perceive WHIITE in the same manner. This is an advantage for WHIITE, if they choose to expand 

to China. WHIITE’s prices seem to be accepted as luxury, hence WHIITE should keep the same 

prices as on the Danish market. However, the distribution channels should be adapted to Chinese 

market. The importance of physical shopping has shown to be important to the Chinese consumers, 

hence WHIITE has to choose its distribution channels carefully. Considering the promotion, the 

celebrity endorsement seems to affect the Chinese consumers, hence the adaptation consists of 

finding Chinese endorsers that fit WHIITE’s target. Finally, the Chinese government has put a band 

on the social media platforms Facebook and Instagram, which will demand WHIITE to gain an 

inside knowledge of how to operate, and additionally how to communicate language-wise.  
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Appendix 1 – enclosed audio CD 

Appendix 2 – Interview: Image  
 

Mirsada, 28, fuldtidsarbejde på rigshospitalet som radiograf 

Lotte, 24, student, Psykologi, Syddansk Universitet i Odense 

Matea, 25, student, Cand.Soc. i Service Management, deltidsarbejde i SAS som cabin crew 

Josefine, 26, student, Cand.Ling.Merc, deltidsarbejde i Visma Consulting som 

marketingsassistent 

Azra, 30, fuldtidsarbejde hos Alm. Brand A/S som kunderådgiver 

 

Kender du WHIITE? Hvis ja, hvordan vil du beskrive brandet (tøjet)? 

• Neutrale farver, konservativt, simpelt (kender ikke til) 

• Det er meget skandinavisk, det minder rigtig meget om Birger et Mikkelsen og sådan 

noget 

• Det ser classy ud, jeg kan godt lide noget af tøjet, men jeg tror ikke selv jeg ville gå 

med det. Det er lidt kedeligt 

• Rene linjer, skandinavisk design, simpelt, ikke for mange farver, meget business, flot 

• Stilrent, lækkert og klassisk mærke og henvender sig til den stilsikre og modne 

kvinde. Der er ikke så meget pynt og perler på tøjet. Sikkert og lækre basis ting som 

man kan have i skabet i mange år 

 

By Malene Birger (BMB) 

• Minder noget om WHIITE, mere farverigt, mere mønstret, print  

• Det henvender sig til nogle der er lidt ældre, og det er meget stilfuldt  

• Rigtig lækker kvalitet, lavet af godt skidegodt stof… klædelig pasform 

• Hendes tøj er lidt mere hverdags-agtigt, og man ville kunne gå i det til hverdag. Jeg 

kan godt se mig selv have det på til hverdag. I forhold til WHIITE som har en meget 

speciel stil, lidt couture-agtigt. Det ser ud til at de har god kvalitet specielt, pga. 

materialet 

• Kan rigtig godt lide BMB, mange farver, friskt, kvalitet lever ikke op til prisen!, 

lækkert design, fede detaljer, gode farver og spændende kollektion. Eksempel: kvalitet 
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lever ikke op til prisen: købte en dyr kjole hvor pallietterne faldt af kjolen meget 

hurtigt efter 

• BMB er kendt for sine striber og farver. Meget stilsikkert og lækre sko, tasker, tøj. 

Hun har opbygget et imperium af tøj, sko og tasker – der er ikke det du ikke kan få. 

Kvalitet lever ikke op til prisen 

 

Isabel Marant 

• Ikke konservativt, rigtig flot, stilet, casual everyday look, specielt  

• Det har et mere ungdommeligt udseende, sådan lidt rock-chick-agtigt, men det er også 

lidt amerikansk cow girl over det 

• Det er jeg ikke så vild med, designet og farverne 

• Kender gennem den kollektion hun designede sammen med H&M 

• Boheme chic stil, business stil – et mix af de to. Jeg kunne se en sej karriere mor gå 

med dette mærke 

• Simpelt, stilrent, boheme chic. Henvender sig til den franske sofistikeret kvinde der 

ikke prøver – hun er bare lækker når hun står op om morgenen. Flere pynt, kendt for 

hendes sko med kilehæl. Simple nederdele 

• De tre mærker har det samme til fælles  - henvender sig til det stilbevidste kvinde og 

lidt den samme målgruppe, også ift. Til pris, design 

 

Hvis du skulle købe tøj fra et af mærkerne, hvilket ville du så vælge? 

• BMB og Isabel Marant, fordi det passer bedre til min stil, udvalget er også større, flere 

detaljer hos dem 

•  Tøj fra BMB fordi det er jeg kender bedst, og jeg tror det passer mig bedst 

stilmæssigt lige nu 

• BMB, det er mere min stil og jeg kunne gå med det til hverdag 

• BMB, har bedst kendskab til dette mærke. Hendes design taler mest til mig. Kan godt 

lide at der sker meget, gode farver, hvor de to andre kollektioner er mere klassiske 

• De andre mærker er lidt kedelige (mit førstehåndsindtryk) 

• Det er svært – jeg har ikke noget fra WHIITE. Har enkelte ting fra BMB og Isabel 

Marant. Jeg tror det afhænger af mit humør – en glad sommerdag er det nok Isabel 



! 4!

Marant. Jeg arbejder på kontor til hverdag og så ville jeg vælge BMB med flotte 

skjorter, blazer. Dog er jeg nok mest til BMB! 

 

Hvad kan du lide, farver, snit, materialer? (Der er vist billeder af 3 styles fra hver brand. 

Beskriv tøjet uden at vide hvem der er hvem). 1: BMB 2: Isabel Marant 3: WHIITE 

• 1&2 kunne være samme designer; specielt, virker dyrere, når man kigger på det ser 

kvaliteten bedre ud, modellerne har mange ting på, flere detaljer med accessories. 3 

adskiller sig meget, stilen er anderledes. BMB konservativ. WHIITE standard 

everyday wear  

• Personligt kan jeg bedst lide række 1 (BMB), det sidder godt 

• Isabel Marant: det er lækre materialer, lidt mere rocket afslappet stil, ikke så ’pænt-

pige-agtigt’ 

• WHIITE: lette materialer der er brugt i forhold til de andre? 

• Den øverste er stilet og sofistikeret, nr. 2 er mere afslappet og rå i det, den sidste er 

meget pæn pige agtig 

• BMB og Whiite minder om hinanden 

• BMB: farverne er rigtig flotte, og det sidder rigtig godt 

• Isabel: Bukserne, eller er det en nederdel?, sidder helt vildt mærkeligt. Pelsen sidder 

også for mærkeligt, den er for stor og for kort. Det er kedeligt 

• WHIITE: Jeg synes det er flot, det ser behageligt ud, det sidder pænt, man kan tage det 

på til hverdag 

• 1: WHIITE, 2: Isabel Marant, 3: BMB = Josefine forvekslede WHIITE med BMB. 

• De minder rigtig meget om hinanden – kunne godt være fra samme design 

• Isabel Marant differentierer sig på farverne, BMB: mere spræl, farver og print, 

WHIITE klassisk. Men jeg har meget svært at finde forskellen 

• 1: Isabel Marant, 2: WHIITE, 3: BMB – havde ingen rigtige 

• De minder rigtig meget om hinanden ift. Farver og design! 

 

Hvad differentierer mærkerne fra hinanden? 

• WHIITE mere kedeligt og neutralt end de to andre mærker. BMB mest spræl. Isabel 

Marant mest boheme 
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• BMB og WHIITE minder mest om hinanden. Dog differentierer BMB sig på sine 

farver, print og mange fine detaljer. Isabel Marant er meget bohemian chic  

• De minder lidt om hinanden på stilen, måske mest BMB og WHIITE 

• Isabel Marant differentierer sig på farverne og detaljer, BMB: mere spræl, farver og 

print, WHIITE klassisk. Men jeg har meget svært at finde forskellen 

• WHIITE vs. BMB: BMB flere farver og detaljer 

• Isabel Marant – stilsikre franske kvinde, mere ungdommeligt (start 20-30), fordi det er 

meget chic 

• BMB – mere 25+ henvender sig mere til den travle karrierekvinde 

• WHIIITE: en blanding af de andre to mærker 

 

Hvad vægter du mest når du shopper tøj (pris, kvalitet, stil, nemt at style, kendt brand). 

Hvorfor? 

• Pris og kvalitet, jeg render ikke og shopper noget der er voldsomt dyrt, som f.eks. 

BMB. Man kan se billederne at WHIITE er billigere på kvaliteten 

• Det skal være nemt at style og det skal være god kvalitet. Efter jeg er blevet lidt ældre 

køber jeg mere af god kvalitet, og så køber jeg lidt mindre 

• Pris og stil, og selvfølgelig også kvalitet, men hvis det er mega dyrt køber jeg det ikke 

selvom det er god kvalitet. Kun hvis det er noget man virkelig går meget i, f.eks. som 

sko og jakke 

• Style og design er det vigtigste. Prisen er også vigtig ift. Jeg stadig er studerende, så 

selvom hvis jeg så et fedt design men prisen var høj, så ville jeg ikke købe det 

• Hvis jeg havde penge – design ville stadig være det jeg sætter højest 

• Kvalitet! Er villig til at give mere for produktet hvis det er ordentlig kvalitet og noget 

jeg ved vil holde og jeg kan have i mange år. Jeg går også på i design og stil 

• Det betyder selvfølgelig meget at jeg nu har fuldtidsjob og har mere råd til at tænke 

kvalitet end jeg kunne dengang jeg var studerende 

 

Hvad påvirker din købsbeslutning når du shopper tøj? (distributionskanaler (Zalando, Net a-

Porter, fysisk butik, shop-in-shops). Hvorfor? 

• Fysiske butikker, så man kan prøve tøjet, besværligt med returnering af online køb 
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• På nettet faktisk, jeg synes det er nemmere, og jeg synes tit a der er rodet i butikker, 

og de har ikke altid det samme udvalg. Jeg synes at hvis jeg ser en kjole i et blad, så er 

det ikke altid de har den, og jeg ved at jeg vil altid kunne finde den på nettet 

• Lige for tiden bruger jeg Asos og Nelly og mywardrobe, jeg kan godt lide at kigge på 

Net a Porter, men jeg har ikke råd til at shoppe der 

• Det er overskueligt, der er god kundeservice, det er britiske hjemmeside, så tit får man 

tingene lidt billigere 

• Fysisk butik, fordi man kan prøve tøjet, og man kan mærke hvordan det føles at have 

på 

• Online shopping er fedt. Man har et overblik og der er mange forskellige mærker. 

• Bruger Asos primært. Kender godt de andre online sider. Jeg synes at Miinto og 

Zalando er kedelige. Asos fremviser tøjet på modellerne og siden på en rigtig attraktiv 

måde 

• Jeg shopper tøj 50/50 – online/fysisk butik 

• Jeg følger mange modeblogs og på den måde finder jeg ud af mange de ting jeg køber 

som er gennem et link som bloggerne har vedhæftet. Så det afhænger meget af det 

• Jeg ville vælge Zalando frem for Asos. Jeg synes, Zalando har flere mærker og 

hjemmesiden er overskuelig og det er en af de nyere online-webshops. Jeg har brugt 

Asos i mange år og jeg er blevet lidt træt af den webshop. Jeg bruger også 

YOUHESHE 

• Jeg shopper tøj 50/50 online/fysisk shop 

 

Hvilke celebritites identificerer du dig mest med, eller ser mest op til stilmæssigt (Medina, 

Christiane Schaumburg-Müller O’Connor, Ibi Støving, Khloe Kardashian, Kim Kardashian 

eller Blake Lively?). Hvorfor? 

• Medina pga. casual og konservativ stil, Christiane er mest casual, men mest Medina, 

kan lide det er lidt neutralt 

• Blake Lively. Hun er sindssygt smuk, og så synes jeg alligevel at når man ser hende til 

hverdag i sladderbladene er hun afslappet klædt, og så synes jeg aldrig at hun har en 

uheldig kjole på til events. Det har også noget at gøre med hendes glam 

• Khloe og Kim Kardashian, jeg synes de har en fed stil. De gør meget ud af deres 

outfits, de er ikke særlig kedeligt 
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• Medina har en fed stil er ambassadør for BMB som er et af mine yndlingsmærker 

• Khloe Kardashian fordi hun har hofter og klæder sig godt 

• Christiane – hun har fed stil men ikke som et stil ikon – hun er meget anonym 

• Ibi Støving – har ikke rigtig lagt mærke til hendes stil – meget anonym og neutral 

• Medina har en fed stil og meget skandinavisk og det er fedt at det ikke altid skal se så 

pænt og stilrent ud (hullede boyfriend jeans, skjorte og blazer) 

• Christiane: flot og stilren stil. Jeg kan klart identificere mig selv med hende når jeg 

skal på arbejde og være flot klædt på eller en tur i byen 

• Ibi Støving- ikke mig, hun er meget kikset 

• Khloe Kardashian- jeg kan godt identificere mig selv med hende. Pæn stil 

• Kim Kardashian – ikke mig, hun er for dullet 

• Blake Lively – jeg kan godt lide hende. Hun er stilren, simpel og elegant 
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