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Abstract 
 

The purpose of the research is to give a contribution to academic literature, studying the 

intersection between modern luxury, brand identity and fashion. A single-case study of the 

streetwear fashion brand Supreme, has allowed the researchers to collect insights from 

fashion enthusiasts and shop owners, trying to understand the reasons behind the 

skyrocketing popularity of the brand. The findings convey a need to create new themes 

defining why consumer perceive a brand as luxurious, leaving space to future 

considerations. Upon these themes, the authors define a new term, “Perceived Luxury 

Brand Identity”, not only contributing to the academic literature but also providing a useful 

tool for brand managers. 
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1. Introduction 
 

Nowadays, the world is converging towards a more interconnected society, in which service 

is the common denominator of exchange and all stakeholders are involved in the value 

creation process (Merz, He, & Vargo, 2009). It is interesting to understand how branding 

literature has evolved, due to following this notion and considering a paradigm shift in the 

meaning of brand identity and luxury. 

 

The authors have decided to use the concepts of brand identity and luxury as a point of 

departure to investigate why a streetwear fashion brand is starting to be perceived as luxury.  

In fact, the purpose of the research is to give a contribution to academic literature, studying 

the intersection between modern luxury, brand identity and fashion. The main thought is 

that, as society is evolving, the same is happening to the fashion industry. Although, until 

now no attempt has been made to study this intersection. 

 

A single-case study of the streetwear fashion brand Supreme, has allowed the researchers 

to collect insights from fashion enthusiasts and shop owners, trying to understand the 

reasons behind the skyrocketing popularity of the brand. 

The findings convey a need to create new themes defining why consumer perceive a brand 

as luxurious, leaving space for future considerations. Upon these themes, the authors define 

a new term, “Perceived Luxury Brand Identity”, not only contributing to the academic 

literature but also providing a useful tool for brand managers. 

 
The paper is structured in multiple sections, the first being an extensive literature review 

investigating all aspects which were found throughout the research. The literature review is 

consistently split between traditional, modern and “paradigm shift” sections, in order to guide 

the reader through the development of the concepts of Brand Identity and Luxury over time. 

Brand identity, the first of two main concepts presented, is studied through a theoretical 

concept, the Brand Identity Prism of Kapferer J.-N. (1994), to understand perceived brand 

identity. 
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The second concept, Luxury, instead employs two models. The first is the Luxury Value 

Perception model, by Wiedmann, Hennigs & Siebels (2007), and the second is the Luxury 

Consumption Experience by Bauer, Von Wallpach & Hemetsberger (2011). These two 

models convey information about first, how consumers perceive luxury and, second, how 

the experiential dimension is fundamental in this process. 

Then, fashion and streetwear dimensions are presented, as they represent the field in which 

the research is limited to. 

 

Furthermore, through exploring the research gap, methodology and data analysis, the 

reader can understand how the research question is approached, paving the way for the 

findings. 

In the last part of this paper, discussion, the answer to the research gap is defined, 

encompassing theoretical contributions, managerial implications, limitations and hints for 

future research. 
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2. Literature Review 
 

The centre piece of the literature review is threefold, considering three main concepts: Brand 

Identity, Luxury and Fashion. 

Both Brand Identity and Luxury concepts are presented according to “traditional” and 

“modern” literature. That means, concepts have progressively mutated over time, generating 

a so called “paradigm shift”. 

In order to fully comprehend the paradigms, the concepts are extensively reviewed from 

several perspectives, with the assistance of some theoretical models. 

In the end, Luxury Fashion is conceptualized, in order to pave the way for the study of the 

intersection between Brand Identity and Luxury, through an empirical case of a fashion 

brand. 

 

2.1 Traditional literature on Brand Identity 
 

The Allegory of the Cave, written and published by the Greek philosopher Plato (514a-520a), 

is based on a dialogue between Plato’s brother Glaucon and his mentor Socrates. In Plato’s 

Cave, Socrates delineates a group of prisoners who have lived their entire life in a cave, 

chained, facing a blank wall. The prisoner’s only reality are projected shadows on the blank 

wall, from objects passing by a light source behind them. 

To shape an understanding of identity and outline its evolution over time, Plato’s Allegory of 

the Cave is used. 

In his allegory, Plato argues that, “all we as humans are capable of seeing are shadows 

while the truth is in the sun, in eternal ideas. The physical world around us is fickle and ever-

changing. Stability is in the world of ideas alone” (Kornberger, 2010, p.95).  Thus, deriving 

that true identity of things is stable and a never-changing essence.  

The underlying idea regarding stability and endurance of identity is that it has to defy the 

pressure of time. Deriving from Plato’s allegory of the cave: alteration and change are an 

illusion that does not affect the core of things. Concluding Plato’s idea, that some core parts 

of identity might stay over time (Kornberger, 2010).  
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2.1.1 Sociologist view of Identity  
 

As outlined from Heidegger’s (1927) lecture “The Principle of Identity”, identity, thus existing, 

cannot be seen as identical to another identity. Heidegger’s principle of identity follows an 

understanding: the repetition of it is not possible, hence the fundamental base of identity is 

difference (Kornberger, 2010). 

Differences can be understood as the relation between “self” and “other”. The other is a 

crucial component to establish one’s self identity. The identity evolves out of a dynamic 

construction that is created through the continues interaction between self and other. Thus, 

making the other the underlying principle of identity (Said, 1978). 

 

This understanding finds support from Douglas (1979), according to whom the meaning of 

objects is in the relation between them.  

Thus, identity emerges in relation to others and through what it is not. This comprehension 

of identity can be seen as a paradox, as “being” can only emerge in comparison to what you 

are not. So, Identity incorporates and presumes difference and otherness (Kornberger, 

2010). 

 

An antagonistic idea to the central, distinctive and enduring essence of identity can also be 

found in Greek philosophy. The assertion: “that you can never step into the same river twice” 

(Kornberger, 2010, p.99), developed by the Greek philosopher Heraclitus, exemplifies that 

stability is an illusion over time that incorporates the presumption that things repeat each 

other. 

The assertion is following an argumentation expressing how a repeating experience cannot 

happen without change or difference. If we perceive an identity as stable it is just because 

change is happening outside of our perception (Kornberger, 2010). Thus, challenging the 

argumentation of identity being stable and enduring, as repetition is not possible. With every 

attempt there will be dissimilar nuances. The corollary of the impossibility of repetition is that 

identity with a stable and enduring essence is not possible (Kierkegaard, 1843). 
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Plato’s concept of understanding identity as stable and enduring on the one hand and 

Heraclitus antagonistic concept of perceiving everything in constant flux on the other are 

leading us to an act of defiance: how is it possible to explain identity and change? 

 

The German philosopher Friedrich Nietzsche assesses the creation of identity from a 

different starting point. According to him, identity is mainly created through language. Words 

within a language give things stability through inventing “a regularly valid and obligatory 

relationship between things” (Nietzsche, 1873, p.877). He argues that language neither 

mirrors nor represents reality. The designation through language and the things are not 

coherent: “we believe that we know something about the things themselves when we speak 

of trees, colours, snow and flowers; and yet we possess nothing but metaphors for things – 

metaphors which correspond in no way to the original entities” (Nietzsche, 1873, p.879).  

Deriving that language is a metaphor, simply describing relationships between different 

objects. Following his considerations, possessing knowledge about things is misleading. In 

truth, we are using language to communicate about things without being reliable agents for 

the truth (Kornberger, 2010). 

According to Nietzsche (1873, p.888) truth is “a mobile army of metaphors, metonyms, and 

anthropomorphisms – in short, a sum of human relations which have been enhanced, 

transposed, and embellished poetically and rhetorically, and which after long use seem firm, 

canonical, and obligatory to a people: truths are illusions about which one has forgotten that 

this is what they are; metaphors which are worn out and without sensuous power; coins 

which have lost their pictures and now matter only as metal, no longer as coins”.  

 

Relationships between people and things are the base of truth. People use language, thus 

narratives, to describe these relationships. Hence, words create truth and words change 

what we believe the truth is.  

Applying the concept of the “creation of truth” onto identity, identity emerges through the 

same principle: through language, metaphors, metonyms and anthropomorphisms. Thus, 

identity is constituted in language and not in the essence of a thing or an attribute devoted 

to a thing. With understanding identities as narratives, we can consider them as stable, 

enduring and changing at once (Czarniawska, 1997). 
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Considering the long-run, language evolves and therefore enables change and creates new 

things. According to (Rorty, 1989, p.9), the principle of inventing new things is derived from 

re-describing: “lots and lots of things in new ways, until you have created a pattern of 

linguistic behaviour which will tempt a rising generation to adopt it, thereby causing them to 

look for appropriate new forms of non-linguistic behaviour… ability to appreciate the power 

of re-describing, the power of language to make new and different things possible and 

important” (Rorty, 1989, p.39). Concluding, that identity is constructed and can be de-

constructed through the nature of language, therefore constantly challenging its stability.   

 

2.1.2 Brand Identity as a stable construct 
 

Traditional branding literature, conceptualize brand identity as an outcome from an inside-

out, top-down driven managerial process, based on a central core and unique essence, 

transmitted to internal and external stakeholders (Von Wallpach, Hemetsberger, & 

Espersen, 2016). 

Aaker D. A. (1996) defines brand identity as an internal construct that emanates unilaterally 

from the organization, thus requiring stability over time. Speaking in practical terms, brand 

identity is what managers want their brand to be. They should develop and maintain a 

consistent and clear identity, so that consumers can use brands as a stable point of 

reference. 

This is in line with multiple management-oriented business publications, who have 

acknowledged this approach, endorsing a stable brand identity. This can help companies to 

adapt and navigate to changes within a market (Collins & Porras, 1994). 

 

The role of brand identity is an essential tool to effectively manage and differentiate brands 

(Aaker, 1996). If we consider all the different brand options, in the market space the choice 

of brand options available is overwhelming for today’s consumers. It is too difficult for 

consumers to make the effort to work out what makes a particular brand specific (Kapferer 

J.-N. , 1994). Differentiation, and so brand identity is increasingly important with growing 

competitiveness between brands.  
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An organization’s brand identity is build-up from an interplay between the erection of a 

unique position in the industry and the attempt to be similar to competitors, thus defining 

identity in relation to them (Kornberger, 2010). 

According to Whetten (2006), an organization uses attributes embedded in its identity to 

positively distinguish itself from others. These attributes, like an organization’s procedures, 

programs or policies, are seen as central and enduring which become over time an 

irreparably commitment for the organization.  

 

2.1.3 Theoretical model: Brand Identity Prism 
 

Kapferer’s Brand Identity Prism (1994) attempts to create a map or diagram of its intended 

consumers’ experience and perception. Based upon the ways in which these experiences 

and perceptions are formed, Kapferer identifies and defines six facets of a brand, therefore 

its brand identity. As the distinguishing elements of a person help us to identify who they 

are, likewise it is with a brand.  

Kapferer places these six facets in relation to one another by considering their position 

between the marketer (sender) and consumer (recipient), and vice versa.  

The prisms’ other axes define the level of internalization (subjective, implied, emotional) or 

externalization (objective, defined, tangible) of the activities (Kapferer J.-N. , 1994). 
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Kapferer (1994) defines the key elements as followed: 

 
Table 1: Brand Identity Prism (Kapferer, 1994) 

Facets of a Brand  Meaning 
Physique  

 

A brands physical features and qualities – Combination of 

independent characteristics either being dormant or prominent.  

This includes salient or tangible aspects of the brand which come 

to mind when reminded of it. Typically comprises logo, packaging, 

product etc.. 

Personality  

 

The character of a brand. 

These are the values that the brand would be ascribe to in case it 

was personified.  

Culture A brand has its own culture from which every product and service 

derives. It’s a source of inspiration, a system of values and brand 

energy.  

Figure 1: Brand Identity Prism (Kapferer, 1994) 
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Relationship  

 

A brand is a relationship, as it describes the relationship between 

the brand and its advocates.1 It outlines the exchange beyond a 

transaction.  

Reflection  

 

Refers specifically to the stereotypical user of the brand as 

generally reflected in brand communication.  

Self-Image  

 

Is about self-image of the consumers’ own idea of self. 

The internal mirror which portrays how the consumer wants to be 

seen.  

 

The brand identity prism is derived from one basic concept: the brand has a voice. A Brand 

can only exist if it communicates. If a brand remains silent or unused for too long, it becomes 

obsolete. As a brand speaks of the products its encompasses and endorses the products 

its promotes, it can thereby be analysed like any other form of communication (Kapferer J.-

N. , 1994). 

 

Horizontal Division of the Prism  

 

Physique and Personality  
Brand communication always conveys a picture of the sender. That means, it allows to 

imagine who is speaking behind – the sender. Even in the case of a brand the sender doesn’t 

exist, consumers are able to describe the brand’s communicator, when asked – the 

personification of the brand name.  

 

Relationship and Culture 
These two facets are the bridging point between the sender and the recipient.  

 

Reflection and Self-Image 
Communication always points to the presence of a recipient. The figurative recipient, who 

in turn forms part of the brand identity, is surrounded by these two facets.  

 

                                            
1 Brand advocates are considered by the authors as consumers and non-consumers that talk in favour about 
a brand or its products, thus passing on positive word-of-mouth messages.  
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Vertical Division of the Prism 
 
Physique, Relationship and Reflection 
These visible facets, combined, are the social facets of the brand, representing its outward 

expression.  

 

Personality, Culture and Self-Image 
These non-visible facets of the brand are those incorporated within the spirit of the brand.  

 

Diagonal Division of the Prism 
 

Physique, Personality and Culture 
On the one hand, these three facets combined, represent the intended brand identity, in 

form of values and artefacts, defined by the management of the brand. Facets created by 

the brand management have the aim to reflect the value the company is trying to bring to 

the market and to appeal to its consumers. 

 

Self-Image, Reflection and Relationship 
On the other hand, the interplay of these three facets, represent the perceived brand identity 

by the consumer. Consumers will derive their perceived equity from these three facets 

related to the brand. The interplay creates a set of associations linked to the brand that 

consumers hold in memory. All three facets, have in common that they lay on the recipient’s 

side, thus out of the brand’s direct influence. 

 

2.2 Modern literature on Brand Identity 
 

First, departing from a traditional comprehension of brand identity as a stable construct, the 

authors review literature on internal and external influences on brand identity. This to 

achieve an understanding of the driving forces behind its development.  

Second, to arrive at a modern understanding of brand identity, the authors review existing 

literature on the co-creation of brand identity.  
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Last, a paradigm shift in brand identity is presented.  

 

2.2.1 Internal and external influences  
 

According to Gioia, Price, Hamilton, & Thomas (2010), internal as well as external influences 

affect the development of an identity. Hard-to predict transformations and unforeseen 

mutations of the market are enlightening the dynamic nature of the environment in which 

identities develop. 

 

Following this understanding, the evolution of a new dominant logic is challenging existing 

concepts of identity. According to Merz, He & Vargo (2009), the underlying idea of service-

dominant logic is that humans apply their competences to benefit others and reciprocally 

benefit from others’ applied competences through service-for-service exchange. The 

authors understand service as the fundamental basis of exchange.  

S-D logic highlights the co-creation of value, a process orientation guided by relationships. 

It portrays consumers as endogenous sources to value creation and, as such, as operant 

resources. 

So, consumers become active contributors (Arnould & Thompson, 2005) through proactive 

involvement (Prahalad & Ramaswamy, 2000), which requires co-opting their participation in 

the value-creation process (Vargo & Lusch, 2004). 

Following Hatch & Schultz (2004), identity originates among insiders (i.e. brand managers) 

and both insiders and outsiders (i.e., all of those who participate in its creation, maintenance, 

and change) contributing to identity development. 

 

Lury (2004) explains how branding, at the level of identity, is an ongoing social, economic, 

and cultural interaction between stakeholders. This is aligned with more recent research, 

that emphasize on the socially constructed nature of brand identity formation (Da Silveira, 

Lages, & Simões, 2013), for example, the contextual influences and the importance of the 

interplay among insiders and outsider in co-creating the brand (Kornum, Gyrd-Jones, Al 

Zagir, & Brandis, 2016). 

These arising challenges demand for new insights on brand identity, related concept of 

brand co-creation.  
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2.2.2 Co-creation 
 

Brand Identity, as a co-created phenomenon, originates from ongoing dialectic processes 

of interaction in social contexts (Csaba & Bengtsson, 2006). These iterative and dialectic 

processes of identity construction involve several stakeholders who assess, negotiate, 

reflect upon and challenge the brand. 

Consumers disseminate brand experience, knowledge, expectations, evaluations and 

usage patterns, thus co-creating a brand’s identity (Mumby & Clair, 1997). Alike other 

stakeholders of a brand, such as investors, suppliers, employees, media or intermediates, 

consciously or unconsciously contribute to the development of brand identity (Madhavaram, 

Badrinarayanan, & McDonald, 2005). 

 

Individuals actively contribute to create identities of brands influencing their own lives. In 

fact, stakeholders engaging in the processes of brand identity co-creation synchronously 

take part in the construction of their own identities (Scott & Lane, 2000). Aligned with this, is 

assumed that a multitude of actors continuously develop, negotiate and enact brand identity 

and stakeholder identity (Von Wallpach, Hemetsberger, & Espersen, 2016). 

Data collected from a participatory ethnographic study, conducted by Kornum and Jones 

(2016), underlines that a broad variety of stakeholders in an ecosystem co-create and enact 

brand identity. The intended brand identity, purposely formed by brand management, 

displayed as artefacts (articulated) and values. By interpreting the proposed values and 

using these artefacts in their own way, stakeholders simultaneous form their own identity 

while enacting the brands identity. 

 

Traditional literature on identity co-creation is in favour of a one-sided perspective regarding 

the assessment of the role of multiple stakeholders in the development and co-creation of 

brand identities, instead a reciprocal perspective (Da Silveira, Lages, & Simões, 2013). The 

reciprocal perspective is conceptualized as a “two-way process in which brands contribute 

to the co-creation of identity of various stakeholders, who in turn shape the identity of the 

brand” (Voyer, Kastanakis, & Rhode, 2016, p. 400). 
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Reciprocal identity co-creation comprises multiple asynchronous and synchronous 

processes through which stakeholders and brands contribute to their respective identity 

creation processes, while reciprocal using inputs from these to create their own identity. 

Reciprocal identity co-creation is, therefore, a process applied to both collective 

stakeholders (e.g., brand communities, company collaborators, network externalities, 

corporate brand identity) and individuals (e.g., consumers, employees) (Voyer, Kastanakis, 

& Rhode, 2016). 

The notion of continuous multiplicities of stakeholder relations, introduced by Hillebrand, 

Driessen & Koll (2015), describes that stakeholders are intensively interwoven and, in their 

interrelatedness, develop a certain property and a definite dynamic. The characteristics of 

the whole loom from the interactions between the single parts is unlike simple dyadic 

relationships. This process orientation on brands is affecting brand identity’s’ traditional 

conceptualization (DeLanda, 2006). 

Hence, brand identity can no longer be understood as a stable construct (Csaba & 

Bengtsson, 2006). 

 

This leads to a vast shift in branding literature, conceptualizing brand identity as meanings 

that are fluid, dynamic, enacted, multiple and truly processual (Da Silveira, Lages, & Simões, 

2013). It accompanies a shift from viewing brands as ostensive, consisting of a bundle of 

components to eclectic social relations that emerge among a multitude of enacted identities 

(Lucarelli & Hallin, 2014). 

 

One of the first attempts to neglect the stable nature of Brand Identity is made by the 

sociologist Goffman (1967). He presents identity as a dynamic construct, as it is formed 

through social interactions. Social identity theory (Tajfel & J.C., 1979), in the field of social 

psychology, views self-identity as a dynamic concept that varies according to context and to 

the role of the self. This perspective on identity finds support in subsequent related studies 

(Kleine, Kleine, & Kernan, 1993). 
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2.2.3 Dynamic Brand Identity 
 

According to Aaker (1996), and in line with traditional branding literature, brand identity is 

the essential and unique idea of the brand and assumes that the marketer's task is to ensure 

that consumers internalize brand information. From this view, two features of brand identity 

emerge: enduring and aspirational (Kapferer & Bastien, 2009). 

 

On the one hand, aspirational scholars in brand management define brand identity as an 

aspirational and internal construct that emanates unilaterally from brand management.  

Following a strategist perspective of the concept, Aaker (1996, p.68) portrays brand identity 

as:  

1. “A unique set of brand associations that the brand strategist aspires to create or 

maintain” (Aaker, 1996, p.68);  

2. A tool representing what the organization can and will do over time (Aaker & 

Joachminsthaler, 2000); 

On the other hand, there are two perspectives co-existing on enduring brand identity.  

First, a perspective where the brand identity is seen as static, fixed and unchanged over 

time, independent of its environmental context.  

Second, a perspective where brand identity is dynamic, with consistent core values over 

time, with continuous (partial) adjustments to environmental changes. This perspective 

takes the stance that an “enduring brand identity” should have a dynamic understanding. In 

fact, brand identity needs to be flexible and responsive to evolutions caused by 

environmental or market changes. This, while preserving enduring references and serving 

as a stable anchor for consumers identities (Da Silveira, Lages, & Simões, 2013). 

 

Da Silveira, Lages & Simões (2013) have developed a theoretical model that portrays brand 

identity management as a dynamic process to which consumers (not exclusively, but 

primarily) and brand managers contribute.  

On the one hand, consumers contribute through building their collective and individual 

identities (Belk, 1988). On the other hand, the brand performs through marketing and 

communication strategies, and actions directed by the brand managers’ (Fournier, 1998). 
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Through an interaction with the targets, the brand management develops identity as a 

function (Goffman, 1967, p.5). 

The term consumer’s face conveys the positive expression of (potential) consumer, as 

performers in the consumer-brand interaction. Brand face presents the positive expression 

of the brand management as a performer in the consumer-brand interaction (Goffman, 1967, 

p.5). To maintain the face of both consumers and brand, brand identity needs to be dynamic.  

That means, in order to preserve consistency of the brand and the consumer’s face, brand 

managers should continuously adjust brand identity.  

 

Csaba & Bengtsson (2006) support this perspective, by putting the core assumptions of 

traditional brand identity into question by reasoning that in a dynamic multi-stakeholder 

environment, (1) brand identity can’t be defined in isolation; (2) brand identity is not stable 

and enduring, but moreover fluid, dynamic, and adaptive over time; (3) brand identity does 

not constitute the core or the true essence of a brand, but refers to a variety of meanings 

that multiple stakeholders reflexively enact, negotiate, and ultimately dispute; and (4) a 

differentiation among an internal and external locus of identity construction becomes 

outdated as stakeholders' brand-related actions exceed company frontiers. 

 

2.2.4 Paradigm shift in Brand Identity 
 

In traditional branding literature, brand identity is conceptualized as an outcome from an 

inside-out, top-down driven managerial process, based on a central core and unique 

essence, transmitted to internal and external stakeholders (Hemetsberger & Mühlbacher, 

2009). This leads to a conceptualization of brand identity as a stable and enduring concept. 

Taking this as a point of departure, a paradigm shift from brand identity as a stable and 

enduring into a dynamic concept is introduced.  

 

The term “dynamic” conveys two complementary ideas: adaptive and relational, while 

preserving consistency during time. Identity is a dynamic process, that originates among 

brand managers, and that further develops through mutually influencing inputs from insiders 

(i.e. brand managers) and social constituents (i.e. consumers).  
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According to Goffman (1967) the role that social constituents establish for the brand may 

gradually become the brand identity itself. Consequently, what social constituents wish the 

brand to be and what the brand actually is are two concepts that tend to intermix. This 

development involves distinguishing central and enduring attributes, where enduring takes 

a dynamic meaning. In fact, core values maintain consistency over time while other 

dimensions vary, when needed. Thereby, a dynamic platform for enduring brand identity 

aims to be flexible, to let the brand emerge and respond to market changes, while 

simultaneously remain consistent. The resulting is for brand identity to maintain long lasting 

references, functioning as a conductor for consumers among the markets while still keeping 

its nature (Kapferer & Bastien, 2009).  

 

2.3 Traditional literature on Luxury 
 

What is luxury? Where does it come from? What is its essence? In order to have an overview 

on this topic, it is useful to explore the academic contribution of Kapferer & Bastien (2009). 

 

In its origins, luxury was nothing more than a visible attempt to deliberately recreate social 

distance, through hereditary social stratification. Luxury was empowered by kings, priests, 

nobility versus “common people”. This social distance was even converted into a popular 

word: aristocracy. This term comes from the ancient Greek word “àristos” (the best) and 

“cràtos” (power). Aristocrats’ social role was basically showing off their inherited rank to 

everyone. Ostentatious spending became a social obligation more than a personal joy. 

To be clear, being an aristocrat did not mean simply being rich. In fact, another social class 

had always covered a central role in both society and economy: bourgeois. Those people 

covered positions like land owners, bankers, merchants, therefore representing all the rich 

middle class, although not allowed to dress like aristocrats (forbidden by royal sumptuary 

rules). The result was that social distance was always ensured to be retained. 

 

Enlightenment represented a key event in human history, resulting in a gradual fading of the 

myths that were legitimizing the previously mentioned social structure. A conversion towards 

a present-day western society started, with the so-called globalization. 
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People started to become more and more inter-connected, conquering the world and 

favouring a convergence towards a materialistic and fluid society in which social stratification 

began to disappear. Since then, the term aristocracy started to become obsolete and be 

replaced with meritocracy. In a democratic world every person has a chance of succeeding: 

“quisque faber suae fortunae est” – everyone is the maker of his own destiny as Horatio 

said. This world is more fluid, more open, some people say more “classless”. 

 

What about luxury then? It is nothing else than a function of recreating this social 

stratification and it does it in a democratic way. Everyone can build his strata according to 

his personal dream, although in a different way from the ancient perspective. In the past, 

strata were public, known and respected, nowadays no hierarchical codes need to be 

created and understood. The result is a demand for advice on how to create these strata, 

placing the luxury brand in a superior position with respect to its consumers. Consequently, 

this has key implications in luxury brand management. 

 

An implication is that brand managers must give personal and hedonistic components to a 

brand, otherwise luxury becomes simply snobbery. A justification is that luxury is qualitative, 

not quantitative. If someone wears five diamond rings, this is an indicator for opulence, 

explaining nothing about personal tastes. Luxury gives precedence to hedonism and 

experience over functionality. 

 

2.3.1 Democratization of Luxury 
 

The word luxury, according to the Oxford Latin Dictionary (1992) has its roots in the word 

“luxus”, meaning “soft, extravagant living, sumptuousness, luxuriousness, opulence”, more 

generally it means “light”. This might help to explain some typical characteristics of so-called 

luxury items: luxury glitters, fancy gems, gold, brilliants, everything conceived to be a jewel 

itself. This is what luxury is: externalise signs, showing off brand signatures in order to be 

widely recognized by the person wearing the brand (Kapferer, 1997). 

 

The existence of luxury goods is set at one end of a continuum with ordinary goods: luxury 

starts when the ordinary ends and this process has the consumer as a unique judge. 
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According to Sekora (1977), luxury is “anything unneeded”, in a society in which the term 

“necessity” is dynamic because it is context-specific (Berry, 1994). 

Luxury brands are later defined as those whose ratio of functionality to price is low, while 

the ratio of intangible and situational utility to price is high (Nueno & Quelch, 1998). Even 

consultants and managers agree that luxury brands are those with the highest price/quality 

ratio in the market, therefore significantly expensive with respect to products with similar 

tangible features (Wiedmann, Hennigs, & Klarmann, 2012). 

According to these definitions, it is suggested that brands can be of two kinds: luxurious or 

not luxurious. Nevertheless, some brands might be position as luxurious in some certain 

product categories and not luxurious in others. 

In addition, brands can be either associated with upper-range luxury and lower-range luxury. 

Some brands can be perceived as higher luxury in some categories and lower in others. An 

example is Cartier, having as higher luxury perception in jewellery than in the fragrance 

market (Bernard & Laurent, 1996). 

Many other researchers have focused on how luxury brands enable consumers to express 

themselves, an ideal self or specific dimensions of self (Lichtenstein, Ridgway, & 

Netemeyer, 1993). Literature agrees that luxury is a tool to bring esteem to the owner, aside 

from functional utility. The consumer is enabled to satisfy psychological, not only functional, 

needs. For instance, a counterfeit bag, even though having the same utility of the original, 

will not satisfy the same psychological needs (Nia & Zaichkowsky, 2000). 

 

The contribution of Berry (1994) is fundamental to grasp information about attitudes towards 

luxury. Through a conceptual analysis and historical surveys, he advances a hypothesis 

about the contextual nature of luxury. The premise is that luxury is a refinement of basic 

human needs, like food. If we consider a stereotype of “luxury food”, caviar might be an 

excellent example. Berry’s point is that caviar, although luxurious, will satisfy hunger if eaten 

in a sufficient quantity. Therefore, the luxury status of a good is partially determined by its 

natural desirability and not only if it is an object for conspicuous consumption. 

 

As a consequence, over the past twenty years, brands that have once been targeting 

wealthy consumers, now launch new product lines, new brands or product extensions to 
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market their products to middle class consumers. In fact, some scholars call this trend the 

“democratization of luxury” (Lipovetsky & Gallimard, 2003). 

 

2.3.2 Price as an attribute 
 

In economic terms, luxury items are the ones whose price/quality relationship is the highest 

in the market. It is not about the absolute price, but the price differential between products 

perceived as luxurious and others with comparable functionality (Kapferer, 1997). 

The buying process of luxury goods is not merely governed by economic factors, as income 

can be considered as a necessity but not a sufficient explanatory condition for purchase 

(Dubois & Duquesne, 1993). A great explanation for this topic is represented by the “Veblen 

effect”, introduced by Snob & Leibenstein (1950). They explain how the demand for a good 

can rise because the price is simply higher than lower.  

Consequently, two forms of interpersonal effects of conspicuous consumption co-exist. The 

first one is the “snob effect”, where demand falls when the number of buyers increase, due 

to their need to be different, exclusive or to disassociate from the masses. The second one 

is the “bandwagon effect”, where demand increases because consumers follow their peers 

that have already purchased the good. 

 

Kemp (1998) assumes that the perception of luxury is related to the concept of price 

elasticity. Luxury goods are peculiar, because for their nature they must be positive rather 

than negative reinforcements: the necessity of a good is related to the desire to regulate its 

distribution in periods of short supply. This again needs to take into account the subjective 

nature of luxury, because some people can perceive something as luxurious that for others 

is not. 

 

Price can play two roles, besides being a unidimensional product alternative. On the one 

hand, price can be considered a constraint, because it results, following a purchase, in a 

reduction of wealth (Lancaster, 1966). On the other hand, price can be an attribute, because 

it conveys information about product quality.  

The result is the establishment of a price-quality relationship, apparently operating in a 

reciprocal manner (Erickson & Johansson, 1985). Obviously, for luxury goods this means 
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that high prices are conveying promises about great quality, long term usage and fulfilments 

of individual needs. 

 

2.3.3 Perceived Luxury 
  

The consumption of branded products assist consumer to master their identity project 

through the transferal of symbolic meaning (Kleine, Kleine, & Laverie, 2004). As already 

anticipated, consumers define subjectively what they perceive as luxury; in this way luxury 

can contribute to identity’s projects. This is not necessarily a conscious process, because it 

consists of a series of self-transformative experiences involving products and brands (Kemp, 

1998). 

 

In this area, an influential psychological theory comes from Maslow (1970), who introduces 

a hierarchy of needs, ranging from physiological needs (e.g. hunger and thirst) to self-

actualisation. According to his theory, low-level needs must be satisfied before the next level 

becomes an important source of motivation. For instance, an individual starving for food, will 

not be much interested in fulfilling cognitive needs such as the urge to explore the world 

(Kemp, 1998); likewise, he will not be interested in the consumption of luxury good. 

 

Another contribution to self-actualisation is brought by Sirgy (1982), suggesting that 

individuals have two faces of self: the “actual self” is the realistic view of how a person 

perceives himself; the “ideal self” is related to what a person would like to be. The gap 

between these two “self” makes an individual uncomfortable, although this feeling can be 

inhibited by consumption.  

Therefore, as brands communicate symbolic meaning, their consumption potentially 

enriches a consumer’s self. Consumers, then, can purchase certain objects for self-

transformation purposes rather than self-extensions (Belk, 1988). 

 

Summing up, the theory of impression management defines how consumers are affected 

by an urgent need to create a favourable social image as an outcome of their purchase 

behaviour (Mandrik, 1996). When we refer to luxury perception, it is expected that different 

luxury value propositions are processed from different people.  
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In fact, the perception of what is luxury, is contextual (e.g., it changes based on different 

locations), although an apparent constant nature of human needs. The status of luxury is 

partially determined by a social perception, although again people might disagree on 

whenever particular commodities are luxurious or not (Kemp, 1998). 

 

2.3.4 Theoretical model: Luxury construct 
 

Vigneron & Johnson’s (2004) framework introduces personal effects like hedonism or 

perfectionism, revealing a connection between luxury and satisfaction of physiological 

needs. Inherited motives like “snob effect” or conspicuousness, come from Leibenstein 

(1950) and Mason (1984). 

 

The authors built a Brand Luxury Index scale, useful to understand how consumer view 

luxury brands. To do that, an extensive literature reviews process has been executed and 

summarized in key points in the following table (complete version, Appendix 1).  

 
Table 2: Dimensions needed to create a lasting luxury brand (Vigneron, Franck, Johnson 2004) 

Dimension Description Source 
Perceived 

Conspicuousness 

Consumption aimed to 

search for social 

representation and position. 

(Lichtenstein, Ridgway, & 

Netemeyer, 1993) 

Perceived Uniqueness Scarcity or limited supply 

enhances consumers’ 

preferences. 

Uniqueness enhances 

social image through the 

“break of rules”. 

Desirability is higher if the 

brand is also perceived as 

expensive. 

(Lynn, 1991) 

(Pantzalis, 1995) 

(Snyder & Fromkin, 1977) 



   22 

Perceived Extended Self Consumer purchasing 

process aims to integrate 

symbolic meaning into their 

identity. 

People regards their 

possessions as a part of 

identity. 

(Holt, 1995) 

(Belk, 1988) 

Perceived Hedonism Consumers purchase 

looking for personal 

rewards and fulfilment. 

Products are evaluated by 

their subjective emotional 

benefits, rather than 

functional. 

(Sheth, Newman, & Gross, 

1991) 

Perceived Quality Luxury brands are expected 

to offer superior quality and 

performance with respect to 

non-luxury brands. 

Difficult to develop luxury 

brand image without 

developing a long-term 

commitment for quality. 

(Aaker D. , 1991) 

 

2.4 Modern literature on Luxury 
 

Luxury is defined as an element encompassing strong human involvement, having extreme 

limited supply and high peer-recognition. Inaccessibility is a key term, either actual or virtual: 

less accessible means more desirable. 

Meaning in marketing terms, that there is a difference between premium and luxury items: 

not all brands are equally luxurious. Luxury items are ones that encompass not only 

utilitarian but also psychological needs (Wiedmann, Hennigs, & Siebels, 2007). In fact, when 
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it comes to luxury, uniqueness is not the only thing that counts. Luxury becomes the 

expression of a personal taste, a creative identity or a passion of the creator. Luxury is “what 

I am”, not “it depends” – that is a bold statement (Kapferer & Bastien, 2009). 

 

Again, luxury is not only identified as high quality, expensive, non-essential, rare, exclusive, 

prestigious, authentic but moreover symbolic, emotional and arising hedonic value through 

customer experience (Tynan & McKechnie, 2009). Considering the concept from a 

managerial perspective, luxury products possess three related performance dimensions: 

functionalism, experientialism and symbolic interactionism (Bauer, Von Wallpach, & 

Hemetsberger, 2011). 

A widely recognized phenomenon is the emergence of new positioning strategies for luxury 

brands, targeting a broader range of customer segments. This is a different approach 

considering traditional luxury “paradox”: using mass strategies whilst accentuating an 

exclusivity dimension (Okonkwo, 2009). This new perspective refers to the “democratization 

of luxury”, or “luxurification of society”, describing the emergence of new luxury brands that 

are accessible for a broader consumer group (Truong, McColl, & Kitchen, 2009). 

The new segments refer to middle-class consumers that have a higher disposable income 

than in the past. Together with new aspirations to fulfil, they create a new demand that needs 

to be fulfilled by modern luxury brands (Yeoman & McMahon-Beattie, 2006). 

 

2.4.1 Perceived Luxury 
 

The luxury market has seen a transformation from an eminent consumption model to a 

sensible and experiential model that has changed the way consumers define luxury.  

New personal aspects, aside from interpersonal ones (e.g. snobbery, uniqueness, 

conspicuousness), such as hedonist and perfectionist motives or contextual conditions (e.g., 

economical, societal, political), must be taken into consideration. 

Luxury value perception is not anymore exclusively tied to status, success, distinction, 

uniqueness but also depends on the financial, functional, individual-utility nature of the 

relative luxury brand (Wiedmann, Hennigs, & Siebels, 2007).  
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On consumer’s level, luxury brands have to court new consumers more based by their 

personalities, values, attitudes, interest and lifestyles rather than richness level (Kauppinen-

Räisänena, Björkb, Lönnströmc, & Jauffretd, 2018). 

The result is that luxury is intertwined with consumer’s relational states among their possible 

selves. Luxury is contemplated to be everywhere, from products to brands, activities, special 

moments. “New” consumers perceive luxury in everyday contexts, whereas “traditional” 

consumers contemplate aspects like uniqueness, exclusivity, rarity or premium price (Atwal 

& Williams, 2009). Perceived luxury has a new meaning and is not necessarily associated 

with these qualities (Bauer, Von Wallpach, & Hemetsberger, 2011). 

This new perspective emphasises the role of experience opportunities, rather than the 

traditional form of luxury. In fact, luxury is nothing more precise than an opportunity for an 

individual to experience something extraordinary in an ordinary life – to escape from the 

reality, try a different version of self and reach harmony (Bauer, Hemetsberger, & Von 

Wallpach, 2012). 

  

2.4.2 Luxury Experience 
 

Traditional branding literature assumes that luxury comes primarily from the luxury object 

and the social context (Vickers & Renand, 2003). Nevertheless, recent studies pose an 

increasing attention to the central role of the luxury experience over the object (Tynan & 

McKechnie, 2009). There is a tendency to conceive luxury consumption to be inner-driven 

and inconspicuous (Bauer, Von Wallpach, & Hemetsberger, 2011). Luxury is not experience 

exclusively in luxurious settings or contexts but is integrated in consumer’s quotidian life 

(Bauer, Hemetsberger, & Von Wallpach, 2012). 

 

In this postmodern society, democratization has altered the definitions of luxury, becoming 

accessible for the masses, not only for a rich niche (Atwal & Williams, 2009). Actions in this 

new context are not directed towards communication, but to the self-purposive projects’ 

fulfilments (Warde, 2005). The term experience becomes fundamental, conceptualized as 

sensations, feelings, cognitions, and behavioural responses evoked by brand-related stimuli 

that are part of a brand’s design and identity, packaging, communications, and environments 

(Brakus, Schmitt, & Zarantonello, 2009). 
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Thanks to the contribution of Tynan & McKechnie (2009), foundations for an experiential 

approach are fixed, extracting three main types of value that consumers derive from luxury: 

symbolic/expressive, experiential/hedonic, relational. The consequence is that luxury goods 

are psychologically more abstract and distant than everyday necessities (Bauer, 

Hemetsberger, & Von Wallpach, 2012). 
According to these understandings, Smith & Colgate (2014) have built a model useful to 

position a brand according to the three main types of values derived from luxury. Following 

the model, it is clear to understand, that luxury brand experience involves dialogue and 

complex interactions between a set of several stakeholders: brand owners, employees, 

customers, communities, experts and everyone else belonging to the brand’s network. The 

interactive and networked nature of value creation is highlighted and deemed to be hugely 

important (Tynan & McKechnie, 2009). 
 

Therefore, departing from a more traditional point of view, luxury is focusing more and more 

on consumers’ experience of what is perceived to be luxury (Tynan & McKechnie, 2009). 

The experiential nature of luxury brands, emphasizes interactivity, connectivity and creativity 

(Atwal & Williams, 2009). 

That means, there is a new “constructivist approach”, implying that every brand has the 

potential to become luxurious, depending on whether consumers perceive it as such or not. 

Luxury is embedded in everyday life, leading to an unconventional way to experience luxury, 

extending its traditional concept (Bauer, Hemetsberger, & Von Wallpach, 2012). Luxury, as 

conceptualized according to these understandings, becomes transient (reflecting a flexible, 

escaping and unlocking power) and private (supporting personal identity projects). 

 

According to the “private” nature of luxury, the consumption of brands helps individuals to 

master their identities through the transferal of symbolic meaning (Kleine, Kleine, & Laverie, 

2004). 

This means a broad array of ideal, extended and alternative self-experiences must be 

considered while comprehending the impact on identity construction. Luxury experiences 

helps individuals to build their personal self-narratives, making them feel unique and able to 

negotiate with themselves (Bauer, Von Wallpach, & Hemetsberger, 2011). 
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The term “moment of luxury” describes the integral role luxury plays in consumers’ quotidian 

life. Experiences are linked with processes revolving around: having (materialistic self); 

doing (liberating, oscillating, integrating, relating); being (harmony); becoming (personal 

achievements, self-transformations). 

 

2.4.3 Theoretical model: Luxury Value Perception 
 

Wiedmann, Hennigs & Siebels (2007) build a conceptual model (Appendix 2) underlying the 

composition of luxury value, crumbling into different attributed according to various past 

constructs. In Table 3 elements are summarized and attributed to the relative literature 

source. 

 

All the mentioned factors have a positive correlation to luxury value perception. The 

framework presented by the authors assumes the existence of a construct called “Luxury 

Value Perception”, influenced by financial, functional, individual and social value perceptions 

towards the brands. This might help managers to understand how to establish or monitor 

long lasting brands. 

 
Table 3: Factors influencing Luxury Value Perception (Hennings, Wiedmann & Siebels, 2007) 

Construct Description Source 
Price Value The price of a product has a 

positive role in the 

determination of high 

quality. 

(Erickson & Johansson, 

1985) 

Usability Value Product designed to 

achieve the goal to satisfy 

consumers’ needs. 

(Wiedmann, Hennigs, & 

Siebels, 2007) 

Quality Value Superior quality is reflected 

by the brand name. 

(Gentry, Sanjay, Clifford, & 

Commuri, 2001) 

Uniqueness Value Perceived exclusivity and 

rareness of a limited 

(Pantzalis, 1995) 
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product empowers 

consumer’s preferences for 

a brand. 

Self-Identity Value The way in which an 

individual perceives himself, 

in a private not external 

facet, while purchasing the 

brand. 

(Mehta, 1999) 

Hedonic Value Some items or services 

have an emotional value 

beside their functional 

utility. 

(Westbrook & Richard, 

1991) 

Materialistic Value Degree to which 

“possession” plays a central 

role in someone’s life. 

(Wiedmann, Hennigs, & 

Siebels, 2007) 

Conspicuousness Value Influence of reference 

groups on consumption of 

luxury brands. 

(Mason, 1984) 

Prestige Value in Social 

Networks 

Communicating the 

possession of luxury to 

peers. 

(Dittmar, 1994) 

 

Based on the above  mentioned values, macro-dimensions are hereafter presented in Table 

4.  

 
Table 4: Dimensions of factors influencing Luxury Value Perception (Hennings, Wiedmann & Siebels, 2007) 

Dimension Description Related Factors Source 
Financial Dimension Addresses aspects 

like price, resale 

price, discounts, etc. 

Price Value (Monroe & 

Krishnan, 1985) 
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– what is sacrificed to 

obtain the product. 

Functional Dimension Benefits and utilities 

of the luxury product: 

quality, uniqueness, 

usability, reliability, 

durability. 

Usability Value 

Quality Value 

Uniqueness 

Value 

(Sheth, Bruce, & 

Gross, 1991) 

Individual Dimension Focus on private 

luxury consumption 

and personal matters. 

Self-Identity 

Value 

Hedonic Value 

Materialistic 

Value 

(Vigneron & 

Johnson, 2004) 

Social Dimension Perceived utility of 

purchasing products 

or services in social 

groups, affecting the 

propensity to buy. 

Conspicuousness 

Value 

Prestige Value in 

Social Networks 

(Vigneron & 

Johnson, 1999) 

 

 

2.4.4 Theoretical model: Luxury Consumption 
Experience 

 

Through the model of Bauer, Hemetsberger & Von Wallpach (2012), the so called “Luxury 

Consumption Experience” is presented. 

Purchases seem to be characterized by intense emotions arisen from memories, love, 

materialistic desires or imaginary of using a luxurious product/service. The luxury purchase 

experience encompasses also contradictory feelings, conveying a sense of misfit between 

consumer’s little luxuries and traditional views of luxury. 
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Table 5: Luxury Consumption Experience (Bauer, Hemetsberger, Von Wallpach, 2012) 

Possession rituals Consumers integrate deep emotions and 

feelings from purchasing experiences into 

their own consumption contexts. 

Everydayness and special consumption 

contexts 

Considering the subjective nature of 

luxury, sometimes luxury-perceived 

products are nothing more than “not every 

day object used every day”. 

Precious moments Some moments in the purchasing 

experience become special just because a 

luxury product or brand is used. 

Transformative experiences Luxury consumption helps consumers in 

temporary or permanently transform 

themselves. 

 

From a consumer perspective, luxury seems to be perceived as highly valuable, high priced, 

high quality and “special”. Nevertheless, consumers, nowadays, reveal a new face of luxury: 

quite essential, non-conspicuous and context-related. 

Consequently, brands adopt a new versatile style, trying to be more supporting to the 

consumers in different occasions (e.g., on-line customer service). Brands are becoming 

transient, this is because they are perceived as luxurious or not depending on different 

contexts. 

 

2.4.5 Paradigm Shift in Luxury  
 

Throughout the literature, the meaning of luxury is mutating as the society changes. This, 

especially in the last decades, with the advent of internet and capitalism, speeding up the 

globalization process significantly. 

Academic research about luxury is capturing this mutation, shifting from dated to modern 

definitions. In the practitioner literature, new terms such as “old luxury” – referring to the 
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good itself and defined by the company – and “new luxury” – contemplating the luxury 

experience and luxury defined by the consumer – are emerging (Tynan & McKechnie, 2009). 

 

As a result, there is a paradigm shift in the meaning of luxury itself. “Modern luxury”, is no 

longer too exclusive or rare, unreachable or inaccessible, but is getting closer to a function 

of art, multi-sensorial and experiential. There is a need of co-creating luxury brand 

experiences, involving dialogue and interaction between brand owners, employees, 

customers and social groups. Luxury is becoming subjective, defined by the consumer, and 

private, supporting his identity projects. 

In conclusion, luxury is promoting a central role of interactivity, connectivity and creativity 

(Bauer, Von Wallpach, & Hemetsberger, 2011). 

 

2.5 Luxury Fashion 
 

The market of luxury good is significant, not only in terms of its market value of 1,2 trillion 

USD, but also in terms of its rate of growth in all regions and across all segments.  

There are some principal segments of luxury goods: personal luxury goods, luxury cars, 

luxury hospitality (D'Arpizio , 2017). 

Brand management of luxury fashion goods, which are part of personal luxury good, is more 

complex than other luxury segments.  

First, the fast pace of change within the segment (at the end of the fashion season the 

majority of luxury fashion goods are dormant), and the amount of fashion goods that are 

capitalized using a single luxury brand name (Okonkwo U. , 2007).  

Second, the marketing of luxury fashion goods is typically more costly and complex.  

Reasons for this are differences in operating scale product numbers and the notion for luxury 

fashion brands to take direct control of the distribution of their goods (Chevalier & 

Mazzalovo, 2008). All factors are deemed to be important as a choice of fashion as a luxury 

segment. 
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2.5.1 Principle dimensions of a luxury fashion brand   
 

Considering the growth and importance of the luxury sector (Vickers & Renand, 2003) 

research into the creation and maintenance of luxury fashion brands has conceived limited 

empirical investigation within the research literature (Beverland, 2004). The model, 

introduced by Moore & Fionda (2009), identifies nine key elements that are immanent, 

interdependent and cohesive to the creation of a luxury fashion brand. Each element 

consists of a number of sub-categories, which all have to be managed simultaneously in 

order to create and maintain a luxury fashion brand positioning.  
 

Table 6: Principle Dimensions of a Luxury Fashion Brand (Moore and Fionda, 2009) 

Elements inherent to the creation of the 
luxury fashion brand  

Explanation  

Clear brand identity  Clear brand identity and values that 

differentiate and entice the consumers on 

a functional and emotional level.  

• Emotional appeal/ aspirational 

• Brand values/ DNA 

• Global Marketing Strategy  

Luxury communications strategy  To increase brand awareness and a foster 

a luxury fashion brand proposition. 

Marketing communication tools:  

• Fashion Shows 

• Advertising  

• PR 

• Direct Marketing 

• Celebrity Endorsement 

Product integrity  • Quality, functional and 

craftsmanship 

• Innovation and seasonal offer  

Brand signature  • Iconic products 
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• Brand livery  

• Recognizable style  

• Creative direction  

Premium price  Price not only reflects quality attribute 

linked with luxury, but also suggests the 

element of luxury. 

• Premium price has to be consistent 

with the positioning.  

Exclusivity Exclusivity is immanent to luxury fashion 

brand positioning. 

• Limited editions  

• Controlled ranges and locations  

Luxury heritage  Remaining faithful to the historic 

positioning or the current and founding 

designer of the brand. 

• Brand history and/ or story  

• Maintains brand’s authenticity  

Environment and consumption experience • Globally controlled distribution  

• Superior service 

• Flagship stores 

Luxury culture  Management of internal and external 

relationships developed through the 

company culture. 

• Internal commitment to the brand 

• External partnership to the brand  

 

Whereas these components could be adaptable to a generic luxury brand, differences from 

luxury fashion brands derive from the emphasizes placed on certain elements:  

 

• Investment into innovation and seasonal new product development  

• Renowned fashion designer as a creative director  

• Directly owned stores and flagship store experience 
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• Fashion shows in London, Paris Milan and New York  

 

To achieve the “luxury fashion” status, all of these elements are considered vital. The grater 

the emphasize in these elements, the grater the orientation in fashion of the luxury brand 

(Moore & Fionda, 2009). 

 

2.5.2 Streetwear Fashion 
 

In the vast fashion literature, there is no agreed upon definition of the term “Streetwear 

Fashion”.  

According to Stüssy (1984) the baseline definition of streetwear is “taking a multi-faceted, 

sub culturally diverse, Southern California lifestyle-based T-shirt brand and mimicking the 

limited feel of a high-end luxury brand.” Thus, making T-Shirts and exclusivity the two most 

integral components of a streetwear fashion brand (Hundreds, Complex, 2011).  

Taking this baseline definition as point of departure, modern scholars often define 

streetwear fashion as: limited niche clothing styles, inspired by a spectrum of subcultures, 

which tends to be distinguishable as an urban style to the general public and is distributed 

through selective channels (Hundreds, 2017). 

 

3. Research Gap 
 

Society is converging towards a more inter-connected world, in which social media, 

influencers and communities create and foster trends, therefore nudging consumers into 

purchasing decisions. A formalization of this change in the society towards a “more inter-

connected world”, is introduced by Merz, He & Vargo (2009), with the concept of the service-

dominant logic. Service becomes the common denominator for exchange, enhancing the 

role of interactions between stakeholders and consumer involvement in the value-creation 

process. 
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According to Gioia, Price, Hamilton & Thomas (2010), this creates a dynamic, instable and 

fast mutating environment, influencing the development of identity. Therefore, academic 

literature regarding brand identity is capturing this evolution of society. 

 

Moving a step back, Aaker (1996) presents brand identity a static construct, emanated 

unilaterally from the organization and requiring stability over time. This implies that brands 

should develop and maintain a consistent and clear identity, in order for consumers to use 

a brand as a stable point of reference. 

Kapferer (1994) introduces the Brand Identity Prism, a conceptualization of brand identity in 

which brands can create a map of their intended consumers’ experiences and perceptions. 

Brand identity is then formalized based upon the ways in which these experiences and 

perceptions are formed. The diagonal division of the prism, with the interplay of relationship, 

reflection and self-image represents and maps out consumer’s perceived brand identity. 

Although, it is a model grounded in the traditional literature, it is still viable, offering a 

comprehensive overview on brand identity. The model can be complemented with new 

insights from the modern literature, conceptualizing brand identity as a dynamic concept. 

In fact, as society is evolving so is the understanding of brand identity, from stable to  

dynamic. Its progressive evolution is reflected in the theoretical framework introduced by Da 

Silveira, Lages & Simões (2013), according to which brand identity is socially constructed, 

co-created by multiple stakeholders and constantly negotiated. Thus, supporting a dynamic 

and evolved understanding of brand identity. 

 

This paradigm shift, from traditional to modern literature, can also be found in the academic 

literature on luxury. Luxury, from an historical understanding, was an attempt to “shine” and 

to create social distance. Nevertheless, the core understanding of the term has not changed 

significantly nowadays. It has adapted to the modern society, in which social stratification is 

more abstract than hereditary. 

An interesting starting point is the definition of Sekora (1977), according to whom luxury is 

“anything unneeded”. Throughout the years, the definition remains stable, although the 

understanding of “need” has become more dynamic and context-specific (Berry S. T., 1994). 

Modern literature on luxury contemplates the change of society towards a more inter-

connected world. Based on this premise, a new conceptual model is introduced by 
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Wiedmann, Hennigs & Siebels (2007): luxury, nowadays, encompasses not only utilitarian 

but also psychological needs. Luxury is an expression of a personal taste, a creative identity 

or a subjective passion. Luxury value perception is influenced by four dimensions: individual, 

financial, functional and social. 

Consumers use luxury brands to extend their social identities, triggered by different personal 

motivations for instance need for uniqueness or for peer approval.  

Therefore, in the eye of a new “constructivist approach”, everything in modern society can 

become luxury. According to Bauer, Hemetsberger & Von Wallpach (2012), luxury is an 

“experience”, embedded in everyday life, becoming transient and private. 

 

In spite of similarities between these two paradigms, no modern literature attempts to study 

the intersection between brand identity and luxury.  

As luxury is a broad topic, this research is limited to streetwear fashion, in order to study an 

industry that has, until now, conceived limited empirical investigation within literature 

(Beverland, 2004).  

A theoretical construct, introduced by Moore & Fionda (2009), attempts to define key 

elements in the creation of luxury fashion brands. The model explores the intersection 

between luxury and fashion, intertwining elements such as: price, experience, 

communication and brand identity. This theoretical construct is the only academic 

contribution on the intersection between brand identity and luxury fashion in modern 

literature, although only focusing on a company perspective. 

 

In conclusion, this research attempts to investigate the relationship between luxury and 

brand identity in modern society, within the fashion industry. Executed, through an 

understanding of the mentioned paradigm shifts and through a single case empirical study 

of a streetwear fashion brand. 
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Figure 2: Research Gap intersection 

 
The topic contributes to the researcher’s specialization in brand management, with a 

particular focus on luxury, brand identity, and fashion. 

 

3.1 Research Question 
 

Why is the brand identity of a streetwear fashion brand starting to be perceived as luxury, 

according to a paradigm shift of what luxury is? 
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4. Methodology 
 

In this section, the authors are going to elaborate on their chosen approach for their 

conducted research. In the frame of a single-case study, the authors chose to conduct their 

research using the qualitative method of semi-structured interviews and netnography.  

 

4.1 Single-case study 
 

A case study is defined as intensive exploration of a person or group of people, aiming for 

generalization. The researcher, once faced the decision to study a specific case, needs to 

understand the best solution to be implemented, that is a single or a multi-case study 

(Gustafsson, 2017). To finalize this decision, many context-specific considerations need to 

be underseen (Yin, 1994). 

 

To have a complete understanding of all pro and contra of single vs. multiple-case study, a 

table is hereafter presented, gathering contributions from many authors in the literature. 

 
Table 7: Single-case vs. Multiple-case study 

Single-case study Multiple-case study 
Aimed to identify an extreme or unique 

case, focusing on a smaller unit of analysis 

(Yin, 1994). 

Comparative case study, aimed to find 

analogies through a replication logic (Yin, 

1994). 

Rich description and seeking of high 

quality theory development (Baxter & Jack, 

2008). 

Cross similarities among cases, 

understanding reasons or common 

characteristics (Baxter & Jack, 2008). 

Shorter time needed, perfect for time 

constraints situations (Baxter & Jack, 

2008). 

Time consuming (Dyer & Wilkins, 1991). 
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Preferred strategy while working with “how” 

and “why” questions (Yin, 1994). 

Arguing for replication, diluting the 

meaning of a single-case study. (Feigin, 

Orum, & Sjoberg, 1991). 

Strong base for theory building, but difficult 

to generalize (Yin, 1994). 

Very robust if the study is deeply grounded 

in the empirical evidence, with defined 

constructs and relationships (Eisenhardt & 

Graebner, 2007). 

 

In conclusion, following these understandings, in the research, a single-case study has been 

chosen, mainly due to the following reasons.  

 

First, according to Stake (1995), this decision has to be made according to the purpose of 

the inquiry, that means starting from the research question. Phenomenon-driven research 

questions aim to build a frame, filling a lack of plausible existing theory. Moreover, they are 

probably broad enough to ensure researchers more flexibility and seek answers through 

empirical evidence (Eisenhardt & Graebner, 2007). Single-case studies are genuinely fit for 

these kind of research questions asking “why” and “how” a particular phenomenon occurs 

(Yin, 1994). 

Second, time available for the research is limited, especially considering the circumstance 

that not all candidates would have had enough knowledge about the chosen brands. In fact, 

shorter time is needed for single-case studies (Baxter & Jack, 2008). 

Third, a brand test game has been presented during interviews, aimed to gather brands with 

similar traits, leaving space for future research on a multi-case study (or other single-case 

studies). 

Last, the study is focused on a consumer perspective, meaning that there is not an actual 

need to extend the research to several brands, at least in this first research. The need to 

have more brand touchpoints will become more urgent once exploring other company 

perspectives. 
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4.1.1 Supreme  
 

The chosen brand for the single case study, Supreme, founded in 1994, is an international 

operating streetwear fashion brand originating from the skateboarding culture in New York 

City.  

Supreme is not mass-market orientated, which is underlined by their limited supply. Despite 

having a relatively low price point, Supreme is among the most re-selling clothing brands in 

the world (Fernandez, 2015). Supreme is following a rather conservative marketing and 

communication strategy, with using social media mainly as an exhibition space and 

occasionally running guerrilla marketing campaigns.  

In spite of this, Supreme has a wide and active community engagement off- and online.  

Supreme has collaborated with other fashion brands like Levi’s, Comme des Garçons, 

Levi’s, Louis Vuitton and The North Face. Including artists such as Takashi Murakami, 

Damien Hirst, and Richard Prince (Hypebeast, 2018). 

 

4.1.1.1 Justification 
 

Based on a personal literature review prior to the research, the authors have identified the 

streetwear fashion brand Supreme as their ideal candidate for the single case study. 

Supreme’s characteristics present a fruitful basis to help investigate the proposed research 

gap in the crossroads of brand identity, luxury and fashion. 

Supreme is among the most desired clothing brands for anyone involved in streetwear. The 

high popularity of the brand is mirrored in the fact that Supreme is among the most re-selling 

clothing brands worldwide (Fernandez, 2015).  

With more than 10 Million Followers on Instagram, Supreme is the most followed streetwear 

brand and overall the tenth most followed fashion brand on the platform. Overall Supreme 

has a major brand community, off- and online, so providing an excellent case for 

investigation.  
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4.2 Data Sources 
 

With the aim to source relevant data to answer the proposed research question, the authors 

use semi-structure interviews and netnography, both qualitative methods.  

 

4.2.1 Semi-structured Interview 
 

Semi-structured interviews are a common tool used during a research exploration phase. 

Usually, they are conducted in an open and flexible setting, allowing the researcher to have 

a focused, conversational and dyadic communication (FAO, 1990). 

In the research, four shop owners are interviewed in their shops, with seldom breaks when 

consumers come in. This allows to create a relaxed and inspiring environment, being at the 

centre of where fashion finds a practical expression. The other four interviews are conducted 

in cafés, open spaces, to create a relaxed environment. 

In all cases, interviews take the form of a fairly open conversation, in which information are 

not only given but also received from participants. 

 

The set of questions, worked out prior to the interview, allows to foster a flexible experience 

taking a form of a friendly conversation. Semi-structured interviews, for definition, permit the 

interviewer to change the order of questions, especially when they appear redundant or 

when the topic has already been covered in a precedent answer. 

Majority of the questions are created ad hoc during the interview, to tackle specific areas of 

interest or simply to grasp more information from poor answers. 

Also, regarding the interview plan, the researcher is quite flexible for its the overall trajectory, 

changing the order of the questions according to his feelings or needs (FAO, 1990). 

 

Applicability 
 

Semi-structured interviews are used because the chance to interview the selected sample 

again is not high, and the opportunity must be exploited while presented (Bernard H. , 1988). 
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Moreover, the interview guide, sets instructions to gather reliable and comparable qualitative 

data. 

Also, semi-structured interviews’ flexible structure allows the researches to acquire new 

insights about the topic, because candidates might touch a point not considered before 

(Cohen & Crabtree, 2006). 

In the research, candidates have dedicated as much time as needed, asking questions and 

providing useful information to guide the direction of the interviews. 

 

Considerations 
 

Advantages and disadvantages are hereafter presented in a table and further discussed. 

 
Table 8: Advantages & disadvantages of semi-structured interviews (Cohen, 2006) 

Advantages Disadvantages 
Preparation prior to the interviews allows 

the researcher to be more competent. 

Need for interviewing skills. 

Candidates are free to express their view 

in subjective terms. 

Need to find a sufficient sample of people 

to make general comparisons. 

Data collected are reliable, comparable 

and qualitative. 

Preparation must be careful in order not to 

make prescriptive questions. 

Two-way communication is encouraged. Need for analysis skills. 

Opportunity to learn from the candidates. Time consuming. 

Sensitive issues are discussed more 

freely. 

Resource intensive. 

Sense to be part of a small community. Confidentiality needs to be ensured. 

 

Having a clear overview of pro and contra, allows the authors to be confident that semi-

structured interviews are the best available strategy. 

A flexible structured is a clear advantage. In fact, the ability to establish a friendly chat with 

the candidates allows to grasp as much information as possible, to sense feeling, personal 

emotions or point of views that could not be pinpointed with a more rigid structure. 
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Regarding disadvantages, the authors are secure to have the necessary communicating 

and analysis skills, plus time and resources, in order to successfully complete the process. 

 

Recording 
 

Interviews are recorded through electronical devices, after explicit consent given from the 

candidates. Therefore, interviews are transcribed in a different location. Throughout the 

interview, notes have been taken by one of the two authors. 

 

Interview Design 
 

The planning phase prior to the interview is fundamental, and employs a vast observation 

work, either formal and informal. This is needed for developing an overall understanding of 

the topic of interest and for developing a meaningful set of questions (Cohen & Crabtree, 

2006). For the purpose of the research, a personal interest in fashion has assisted the 

authors to identify, for instance, the chosen brand for the single-case study and other brands 

for the “brand grouping test”. 

Furthermore, fashion articles, blogs, Instagram pages, have been constantly followed 

throughout the research to gather a narrower understanding of the topic (Laforest, 2007). 

 

Preparation 
 

Time has to be allocated to prepare, conduct and transcribe the interviews. In total the 

process has taken one month and has been articulated in the following steps: 

 

1. Define a sample, as it will be explained in the “sampling” section; 

2. Schedule an appointment for the following weekend; 

3. Obtain an appointment and selecting a comfortable, quiet, free and easily 

accessible place; 

4. Prepare an interview guideline to assist authors during the interview; 

5. Ask for confirmation one day prior to the interview. 

 



   43 

Interview Guideline 
 

Prior to the interview, an interview guide has been prepared (Appendix 8.3), making sure 

that the interviewer is sticking to the topics as exactly written down. Guidelines ensure 

authors not to lose focus, considering the flexible nature of the interview. 

The following steps are implemented in the construction of the interview guideline: 

 

• Write down in few words what to say in the introduction; 

• General questions to be discussed, divided in several topics; 

• Clear idea of when employing the brand game; 

• Ideas for follow-up questions; 

• Definition of two directions in the case the candidate was not owning items for the 

selected brand for the case study; 

• Concluding statement. 

 

Moreover, these following guidelines are considered: 

 

• Using a “funnel approach”, from more general questions to always narrower; 

• Making references to other interviews to make sure the candidate feels his answers 

validated; 

• Make sure not to suggest answers, assuming a role of “guide” more than “instructor”; 

• Have a slow pace, make sure the candidate is familiar with a non-native language 

(English). 

 

Ethical Considerations 
 

The following ethical considerations are taken into account, following the guidelines of 

(Allmark, 2009). 

 

• Make sure that interviews are happy with the location. That is why stores are chosen 

in order not to stress owners during their working hours, and cafés for the others to 

create a relaxing environment; 
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• Confidentiality is proposed at every interview in the eventuality candidates would not 

feel comfortable to share their name or identity. Nevertheless, no one has asked for 

confidentiality; 

• Permission to record the interview has always been obtained; 

• Taken heed of sex, ethnic, sexuality and class, making sure that no discrimination is 

involved in the choice of candidates; 

 

4.2.2.2 Sampling 
 

The methodology is built upon the recommendations of Robinson (1995) that critically 

discuss about the best practices to implement during a qualitative research. A four-step 

approach is used: 

 

1. Define a sample universe, with a specification of inclusion and exclusion criteria for 

participants; 

2. Decide a sample size, considering practical concerns; 

3. Select a sampling strategy among: random sampling, convenience sampling, 

stratified sampling, cell sampling, quota sampling, single-case selecting strategy; 

4. Consider every possible concern regarding: sample sourcing, advertising, incentives, 

bias avoidance, ethical concerns, informing consents. These four points, in fact, have 

implications in terms of coherence, transparency, impact and trustworthiness for the 

research. 

 

The approach is conceptualized in the following table, including the key decisional issues 

related to each point. 

 
Table 9: The four-point approach to qualitative sampling (Robinson, 2014) 

Point N° Name Key Decisional Issues 
Point 1 Define a sample universe Homogeneity vs. 

heterogeneity; inclusion and 

exclusion criteria 
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Point 2 Decide on a sample size Idiographic (small) vs. 

nomothetic (large) 

Point 3 Devise a sample strategy Stratified, cell, quota, 

theoretical strategies 

Point 4 Source the sample Incentives vs. no incentives, 

snowball sampling varieties, 

advertising 

 

 

Sample Universe 
 

The first step to delineate a sample universe is to identify which inclusion or exclusion criteria 

(or a combination) are used (Robinson, 1995). 

Inclusion criteria specify a characteristic or attribute that all participants need to possess in 

order to be qualified for the study, while exclusion criteria have the same role but aimed to 

disqualify participants. 

 

The inclusion and exclusion criteria of the research are hereafter presented and explained: 

 

Inclusion criteria 

• Living in Denmark; 

• Present on social media platforms; 

• 18 to 35 years old. 

 

Exclusion criteria 

• Interest in streetwear fashion. 

 

The inclusion criteria are all chosen for simplify the research and avoid too broad 

generalizations already in the first study. “People living in Denmark” is set as criteria just to 

restrain the research within the country. 

The same is applicable for the age range, that is why a relatively “young” audience is 

selected. It is more plausible that native technological people are more aware of streetwear 
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fashion trends rather than relatively “old” (e.g. +40 years old) people. That does not mean 

that they are not a reliable source of information, but that other factors in that case should 

be taken into consideration (such as physical advertising to people not present on social 

media, that is more likely for older individuals). 

The presence on social media favours the research, because it is more likely that 

participants are aware of recent streetwear fashion brands, especially the ones presented, 

and the influencer scene. 

 

The only exclusion criteria are having an interest in streetwear fashion. If someone is 

completely unaware of the brands presented, there are no reasons to interview him/her, 

because the outcome will be having useless data or even zero information.  

 

The decision not to use too many inclusion and exclusion criteria is made in order to create 

a homogenous sample universe (Robinson O. C., 2014). In the research, only two types of 

homogeneity are contemplated: geo-demographic and psychological homogeneity. 

Geo-demographic homogeneity is imparted by demographic commonalities, such as age 

range, ethnic or socio-economic groups. In the research, people are selected according to 

a specific age range, and all resident in Copenhagen. 

Psychological homogeneity is imparted when participants share a particular trait or ability. 

In the research, individuals are selected if they have an active interest in streetwear fashion. 

 

• Geo-demographic homogeneity: people living in Denmark and constrained to a 

limited age range. 

• Psychological homogeneity: people that share a common interest in high end 

fashion. 

 

The result is a homogeneous group of participants, being relatively young people, living in 

Denmark and having an interest in streetwear fashion. On a final note, only men have 

participated in the research, due to casualty. The reserachers have not deemed relevant to 

necessarily include women in the sample, although could be interesting in future research. 
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Sample Size 
 

The sample size of a qualitative research, is influenced by theoretical and practical 

considerations. It is important to set it as a premise, in the initial design stage, while 

evaluating available time and resources (Robinson O. C., 2014).  

The research is directed towards consumers, not brand managers, as it is explained in 

limitations and future research. 

 

Furthermore, the research is employing both interviews and netnography. Having two 

sources of data, brings us to choose an idiographic sample for our interview pool, constituted 

by eight participants in total. 

Idiographic samples assist researches that need to support small individual cases, 

progressively intensively analysed. This usually poses the basis for a later larger-scale 

funded project, aimed to a more extensive research (Smith, Flowers, & Larkin, 2009). This 

seems to be the case of our research, not aimed to stretch on different fringes but focusing 

on a single brand. 

Moreover, having a not too broad sample size, helps to avoid cross-case generalities, 

preventing us to draw not funded conclusions (Robinson & Smith, 2010a).   

 

Sample Strategy 
 

There are three main strategic options considered for this research, hereafter summarized 

in Table 10. 

 
Table 10: Sampling strategy overview 

Strategy Definition Rationale 
Purposive Sampling Non-random ways to ensure 

that particular categories are 

represented in the final 

project. 

Certain categories 

have an important 

perspective of the 

phenomenon on 

question and their 

presence should be 
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ensured (Mason J. , 

2002). 

Stratified Sampling Particular categories are 

selected, deemed to be 

necessarily included in the 

final sample. Then, the 

sample is stratified according 

to these categories and 

participants are allocated 

accordingly. 

Allows to structure the 

sample in meaningful 

categories, decided 

upon a theoretical 

rationale. 

Cell Sampling Defining a series of priori 

categories, that must be filled 

when gaining sample. 

Same as stratified 

sampling, although the 

strength is that 

categories can overlap 

(Miles & Huberman, 

1994). 

 

All three categories are appealing for the research, although the selected strategy is 

purposive sampling. In fact, only people that have interest in streetwear are identified. 

Having an overall understanding of what streetwear fashion means, is deemed a necessary 

condition for the research’s purpose. 

 

Stratified random sampling would have been a good strategy as well, allowing to identify 

some useful categories (e.g. shop owners, students, etc.). Nevertheless, the sample size is 

too small in order to consider these categories relevant for the research. The same 

reasoning is applied for cell sampling. 

 

Sourcing Sample 
 

Once a sampling strategy is defined, there comes the real-life sourcing. This depends on 

authors’ organizational and ethical skills, as well as their sensitivity. It is fundamental to 

inform all participants about the aim and the nature of the study, to make them feel 
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comfortable. Also, the opportunity to stay anonymous in the interview needs to be presented 

and contemplated if requested (Robinson O. C., 2014). None of the candidates has asked 

for anonymity. 

 

According to these guidelines, the authors have decided to start interviewing candidates 

with the highest probability to comply with the main inclusion criteria: interest in streetwear 

fashion. 

Therefore, through a basic on-line research two shops were identified, Liafi Studio and 

Audace Copenhagen, both located in Copenhagen and selling streetwear. Prior to the 

interview, their availability for a 30 minutes semi-structured interview has been assessed. 

The interviews, then, were conducted during the weekends. 

Later on, two candidates are selected among a circle of private friends, already 

acknowledged having an active interest in streetwear fashion. 

 

Snowball Sampling 
 

Snowball sampling involves asking participants recommendations for other potential 

candidates, potentially qualifying for the interview. This triggers a “referral chain” that leads 

to an easy, time-friendly and qualified selected pool of candidates. The method is well suited 

for the research due to time limitations and also because it is generally difficult to find on-

line respondents for a narrow research like the authors’ (Heckathorn, 2002). 

Therefore, both friends and the shop owners, has been asked to refer another person 

potentially able to be interviewed. The result is satisfying, giving the opportunity to interview 

other two shop owners, of Siersted and Hypetrade (streetwear shops), and other two 

candidates. 

 

Incentives 
 

A key decision during the interview study, is whether to offer financial incentives for the 

interview. Generally speaking, incentives increase the motivation to participate, especially 

for long and longitudinal studies. The downside is to provide fabricated information just to 

“take the prize” (Yancey, Ortega, & Kumanyika, 2006). 
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Following these considerations and considering that interviewers are either among the 

authors circle of friends or shop owners, having a genuine passion for streetwear, it is 

decided not to give any financial incentive. A copy of the research is promised to every 

candidate, in order to allow them to understand how their interview impacted the results. 

 

4.2.2.3 Brand Grouping Test 
 

To acquire a comprehension of the participants understanding of luxury and streetwear 

fashion brands and to support future research, a brand grouping test is conducted during 

the semi-structured interviews.  

The participants task is to split up 14 different brands (in form of a logo printed on a piece 

of paper) into two groups. There are no restrictions on how to divide the brands, except of 

dividing them into two groups.  

 

Eight luxury fashion brands and six streetwear fashion brands are initially chosen. According 

to the report “Global Powers of Luxury Goods 2017” the brands, D&G, Chanel, Dior, 

Hermes, Prada, Versace and Rick Owens are considered luxury fashion brands (Arienti, 

2018). To identify relevant streetwear fashion brands, the authors have conducted a 

preliminary online research. In the light of this, Supreme, Yeezy, Gosha Rubchinskiy, A 

Bathing Ape, Fear of God and Off-White are considered streetwear fashion brands 

(Supreme Leaks News, 2018). 

 

4.2.3 Netnography 
 

Netnography, conceptualized by Kozinets (1997), is an interpretive and qualitative research 

method and a novel adaptation of traditional ethnography. It adapts social science 

ethnographic research methods such as participative and non-participative observation, 

photographs, structured and unstructured interviews, and so forth, with the aim to investigate 

around the activities of cultures and communities that materialize online through computer-

mediated systems of information exchange (Kozinets, 2002). It allows researchers to 

unobtrusively gather data from publicly available online communities and “to identify and 

understand the needs and decision influences of relevant online consumer groups” 
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(Kozinets, 2002, p.62). Netnography is “based primarily on the observation of textual 

discourse”, qualitative content analysis was used to code and analyse data (Kozinets, 2002, 

p.64). 

 

Applicability  
 

Having many active social media users online today, delivers the perfect base to conduct a 

netnography. Online conversations often take place across multiple social media platforms 

and involve several community members. This applies to the investigated field and delivers 

valuable data to help answering the proposed research question, as Supreme is having a 

major online communities of brand advocates. 

A non-participative netnography, as a qualitative method, ensures a high probability that 

relevant topics, related to the field of interest, are being discussed through social media 

(Belk, Fischer, & Kozinets, 2013), 

 

Considerations  
 

Advantages and disadvantages are hereafter presented in Table 11 and are further 

discussed. 
 

Table 11: Advantages & disadvantages of Netnography (Kozinets 1997) 

Advantages Disadvantages 
Compared to traditional qualitative method 

it is more expeditious. 

Focus on textual data. 

More likely to generate candid and honest 

accounts. 

Difficulties to generalize results. 

Access to a broader group of respondents. Ethical issues of using archival data.  

Cost-effective. Instability of group of respondents.  

 

Having a clear overview of pro and contra, allows authors to be confident that netnography 

is the best available strategy. Undertaking a thorough and vast research, is a key to generate 

candid and honest data from respondents.  
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Considering disadvantages in terms of generalizability, the authors acknowledge that the 

investigated topic has a strong subjective notion and that netnography is not mainly 

undertaken for the outcome of generalizability. However, the authors perceive a 

netnography as a crucial method to help answering the proposed research question.  

 

Participation 

 
Following Kozinets (2002), authors adopt the point of view that participation in a 

Netnography can have many different forms. The chosen participative acts for our 

netnography include:  

 

• Reading archives of messages applying topical pattern; 

• Following communally shared links to other sources;  

• Following community relevant postings on to other sources.   

 

The authors adapt a stance regarding participation: there are many different ways to engage 

with social media and online communities while undertaking a netnography. Participation is 

simply an appropriate behaviour within a community, not necessarily an extremely active 

behaviour (Belk, Fischer, & Kozinets, 2013). 

 

Ethical Considerations 

 
The following ethical considerations are taken into account, following (Kozinets, 2002) 

• Informed consent for data usage is sought from participants. The authors have typed 

the consent into the underlying chat (e.g. direct message on Instagram) and sent it 

to the participants.   

• The authors follow privacy guidelines of the platforms investigated.  

• Taken heed of sex, ethnic, sexuality and class, making sure that no discrimination is 

involved in the choice of candidates. 
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Sampling 

 
The methodology is built upon the recommendations of Kozinets (2006), who critically 

discusses about the best practices to implement during a netnography. Netnography 

provides global sampling frames, as participation online is virtually ubiquitous. 

To identity and qualify a sample for the netnography, the authors apply seven sampling 

criteria. 
 

Table 12: Sampling Criteria Netnography (Kozinets, 2006) 

Sampling Criteria Meaning 
Relevant  They can inform and clearly link to your stated research focus 

and questions. 

Active Possessing both recent and regular communications between 

members. 

Interactive Manifesting a flow of questions – answer or posting – comment 

responsive communications between participants in the group. 

Substantial Offering a critical mass of communicators and a lively, energized 

cultural atmosphere.  

Data rich Offering data that is significantly detailed or descriptively rich. 

Heterogeneous Indicating a good number of different participants. 

 

 

Data Collection 

 
Netnographic studies, naturally, have no restraint regarding what type of online content can 

be used as data (Kozinets 2002). The type and amount of data collected can variegate and 

is largely dependent on the investigated field of research.   

The data collection for the non-participative netnography comprises gathering of archival 

data. Archival data is directly copied from pre-existing data sources. It is created and shared 

by social media and forum community members, thus being purely “observational” data.  
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A two-step procedure is employed during three consecutive days to find qualified online 

discussions about the brand Supreme. First, a search for appropriate online communities is 

conducted. To start with, an Instagram search with the term “Supreme” is conducted. By 

also searching Google with the terms “Supreme Communities” and “Supreme Forums”, 

additional online communities with one or several threads on Supreme and streetwear 

fashion are found. Except Instagram, a social media platform, only online communities with 

an internal search engine are considered, since a search engine is essential to find threads 

discussing Supreme.  

Second, for an online community to be considered, sampling criteria are applied. There must 

be a minimum of ten valuable postings (data rich, active) in one or several threads 

discussing Supreme (relevance, substantial and interactive) among different participants 

(heterogeneous).  

As an outcome, eight online communities are selected for data collection. The discussed 

topics of the selected communities cover everything from designs, new releases, reselling, 

quality, collaborations and buying Supreme. Mostly young adult men are active contributors 

to online discussions.  

It has to be acknowledged that data saturation is reached when no new ideas or topics 

emerge. 

 

Recording 
 

The archival data, in form of comments and postings of participants, of the investigated 

platforms is recorded in the form of transcribed comments in the Appendix 8.1 section. 

 

4.2.2 Data analysis 
 

Both qualitative data sets, coming from semi-structured interviews and netnography, are 

analysed with Grounded Theory using NVivo. The coding of the qualitative data sets is 

executed using a three-step approach until theoretical saturation is achieved.  
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4.2.2.1 Grounded Theory using NVivo 
 

Grounded theory is a method involving a constant interplay between collection and analysis 

of data, aimed to generate theory grounded in empirical phenomena. 

Practically speaking, grounded theory involves two fundamental steps: identify, as a 

method, and integrate, as theory, categories from data. This process allows not only to 

identify categories but also create relationship between them. These categories can be 

either at a low (descriptive) or high (analytic) levels of abstractions (Corbin & Strauss, 1990). 

 

Throughout the analysis, data need to be allowed to control the researcher, with the help of 

his personal skills. The outcome should be to verify hypotheses and generating fit between 

ideas and the categories (Glaser, 1992). 

In order to create these relationships, some common traits need to be identified, beforehand 

or during a coding process (Denzin & Lincoln, 1998). Coding is a fundamental process 

applied in the methodology of classic grounded theory. It is through coding that abstraction 

of data and its integration into theory takes place (Seidel & Urquhart, 2013). 

 

4.2.2.2 Coding 
 

Coding process is based upon identifications of categories. In fact, in the preliminary phase 

of analysis, coding is largely a descriptive. Then, throughout the research, new low-level 

categories emerge as a result of an in-depth identification process. 

The key step in the coding process is not to create categories beforehand but allow them to 

be grounded in the data analysis process. That means, creating “in vivo” categories, based 

on words, sentences, concepts explained by participants in the study. This avoids creating 

categories based on existing literature, allowing to create new context-specific theories 

(Denzin & Lincoln, 1998). 

 

In this research, coding guidelines according to Corbin and Strauss (1990) are followed, 

proposing a three steps process of open, axial and selective coding stages. 
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Open coding 
 

The first coding stage is open coding, that is concerned with identify, name, categorize and 

describe phenomena in the text. Every word or sentence is analysed according the main 

question: “what this is about?”. The analysis needs to be driven from the need to identify 

categories and their properties. Then, if these categories come from the data itself or from 

the authors, depends on the goal of the research (Fisher & To, 2012). 

As previously mentioned, these categories need to arise from the text, not chosen ad priori 

according to the existing theory. 

 

Axial coding 
 

The second coding stage is axial coding, defining the process of relating categories and 

properties to each other, through inductive and deductive thinking (Fisher & To, 2012). 

Practically speaking, it means finding causal relationships, fitting them in a general frame 

consisting of the elements presented in the following table (Borgatti, 2006): 

 
Table 13: Axial coding element’s description 

Element Description 
Phenomenon Concept holding the bits together. Can be 

either the subject or the outcome of the 

interest. 

Causal or Intervening Conditions Variables that make the phenomenon 

happen and develop. It is a set of causes 

and its properties. 

Context Specific location of where is the 

phenomenon happening. 

Action Strategies Meaningful activities that participants 

perform in response to the phenomenon. 

Consequences What happens after the action, both 

intended and unintended. 
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Selective coding 
 

The third coding step is selective coding, that means chose one category as the main 

category, relating all other micro-categories to it. The aim should be to identify a storyline 

around which everything is wrapped (Fisher & To, 2012). 

 

Theoretical Saturation 
 

The process of data collection and analysis continues until a saturation has been reached. 

That means, until new categories cannot be identified anymore, and new variations cease 

to be found (Denzin & Lincoln, 1998). 

 

4.2.2.3 NVivo 
 

In the coding process, the researcher’s aim is to explain what is happening in the data. 

NVivo’s role is to facilitate this process through the creation of nodes, proving storage area 

for references to coded text (Hutchison, Johnston, & Breckon, 2011). As more concepts are 

identified, the number of nodes increases. This is when NVivo allows to create branches, in 

order to have many dimensions gathered together as a more general concept. 

All this is useful, according to a grounded theory approach, because it helps to define 

concepts in more details, facilitating clarity in the conceptualization and micro-analysis 

(Bazeley, 2007). 

Obviously, also comparison between categories is facilitated, thanks to coding stripes that 

allow to view segments with related additional nodes attached to that particular section 

(Bringer, Johnston, & Brackenridge, 2006a). 

 

As more concepts are identified, the number of nodes created increase. To organise these, 

NVivo allows nodes to have more than one dimension. Therefore, authors are able to identify 

new dimensions and group them in more general branches. This is useful in grounded theory 

because it prompts the analyst to think about their concepts in more detail, facilitating 

conceptual clarity and early micro-analysis (Bazeley, 2007). 

 



   58 

4.2.2.4 Coding Scheme 
 

The authors have analysed the text with nVivo, according to the coding procedures 

mentioned before. 

First, open nodes are created all through semi-structured interviews and netnography.  

Second, axial codes are gathered in more general, explanatory or behavioural categories 

(axial codes). 

Third, omni-comprehensive macro categories (selective codes) are created with the axial 

codes. 

 

Relevant quotes are collected and reported in a table (Appendix 8.2). Hereafter there is a 

short version of the table only with one example for each category. 

 

Selective Code Axial Code Sample Quote 

Brand Perception Price “… it’s expensive, unique, 

and especially people that 

know about it will cheer you 

for the purchase 

(Interviewee 1).”  

 Quality “People don’t buy Supreme 

because of their quality, but 

because people want to be 

a part of a cultural 

belonging community 

(Interviewee 3).” 

 Coolness “… cool because if I see 

someone wearing a 

Supreme t-shirt, most likely 

I think he’s cool 

(Interviewee 3).” 

 Popularity  “Supreme has been the 

most desired clothing brand 
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for anyone involved in 

streetwear.” (N52) 

 Trendsetting  “… they don’t follow trends, 

they are the trends 

(Interviewee 1).” 

 Prestige “..but for sure to all my 

friends especially the ones 

that I know have an interest 

in the brand. I would define 

the brand prestigious in this 

sense (Interviewee 3).” 

 Uniqueness “… it’s expensive, unique, 

and especially people that 

know about it will cheer you 

for the purchase 

(Interviewee 1).”  

 Proudness “People get a feeling of 

proudness when wearing it. 

People want to show this 

off, because they know that 

it is hard to get (Interviewee 

7).” 

Brand Ecosystem Community  “I think it’s a feeling of being 

connected to something. 

Being part of something big, 

rather than just wearing a 

brand. It’s the same thing 

as I told before. To get the 

feeling that come with 

                                            
2 (N) coming from Netnography and references can be found in the relative section in Appendix 8.1 
Netnography 
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wearing Supreme 

(Interviewee 7).” 

 Social Media “People that are really 

focused on social media 

buy Supreme. I think, if you 

don’t follow these people, 

you wouldn’t buy Supreme 

and you would stick with the 

mass market and with 

regular brands (Interviewee 

6).” 

 Influencers “… it is so easy for 

everyone to feel so cool as 

rapper and famous people 

(Interviewee 8).” 

 Target Group  “Supreme targets mostly 

males, between 14 and 25 

years old. The brand 

appeals to everyone, both 

rich and poor (Interviewee 

4).” 

 Desired peer recognition  “People want to be seen to 

be wearing Supreme …” 

(N9)* 

Purchasing Experience  Rarity  “Every other brand besides 

Supreme sees a design that 

sells out, and so they make 

it over and over. But if 

Supreme knows an item is 

selling, they’ll stop making 

it, never make it again, and 

try something else” (N10)  
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 Resell  “And once it’s sold out you 

cannot get it anywhere else 

despite second market 

opportunities. You can get it 

second hand, but then it 

becomes often 3 or 4 times 

the price, because of 

demand and supply 

(Interviewee 6).” 

 Involvement “It’s more an experience 

when you buy Supreme, 

you go, find out what it is, 

you go in the secret shop, 

or you participate a raffle 

etc. (Interviewee 1).” 

 Loyalty  “Yes, but loyal for a short 

period of time. I am not 

sure, that there are so 

many guys being loyal to 

Supreme for ten years. But 

many people have a phase, 

where they are very loyal 

(Interviewee 8).” 
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4.2.3 Brand grouping test 
 

Results of the grouping test are presented in the table hereafter. 

 
Table 14: Brand grouping test results 

Participant Group “Luxury Fashion” Group “Streetwear” 
Interviewee 1 D&G, Chanel, Dior, 

Hermes, Prada, Versace, 

Rick Owens, YSL 

Supreme, Yeezy, Gosha 

Rubchinskiy, A Bathing 

Ape, Fear of God, Off-White 

Interviewee 2 D&G, Chanel, Dior, 

Hermes, Prada, Versace, 

Rick Owens, Fear of God, 

YSL 

Supreme, Yeezy, Gosha 

Rubchinskiy, A Bathing 

Ape, Off-White 

Interviewee 3 D&G, Chanel, Dior, 

Hermes, Prada, Versace, 

Rick Owens, YSL 

Supreme, Yeezy, Gosha 

Rubchinskiy, A Bathing 

Ape, Fear of God, Off-White 

Interviewee 4 D&G, Chanel, Dior, 

Hermes, Prada, Versace, 

Rick Owens, YSL 

Supreme, Yeezy, Gosha 

Rubchinskiy, A Bathing 

Ape, Fear of God, Off-White 

Interviewee 5 D&G, Chanel, Dior, 

Hermes, Prada, Versace, 

Rick Owens, YSL 

Supreme, Yeezy, Gosha 

Rubchinskiy, A Bathing 

Ape, Fear of God, Off-White 

Interviewee 6 D&G, Chanel, Dior, 

Hermes, Prada, Versace, 

Rick Owens, YSL 

Supreme, Yeezy, Gosha 

Rubchinskiy, A Bathing 

Ape, Fear of God, Off-White 

Interviewee 7 D&G, Chanel, Dior, 

Hermes, Prada, Versace, 

Rick Owens, YSL  

Supreme, Yeezy, Gosha 

Rubchinskiy, A Bathing 

Ape, Fear of God, Off-White 

Interviewee 8 D&G, Chanel, Dior, 

Hermes, Prada, Versace, 

Rick Owens, YSL 

Supreme, Yeezy, Gosha 

Rubchinskiy, A Bathing 

Ape, Fear of God, Off-White 
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According to the literature review, two groups are created, in order to distinguish “luxury 

fashion brands” against “streetwear fashion brands” and investigate if this division is properly 

understood by the interviewees pool. 

 

The hypothesis is that brands would have been grouped in this way: 

 

• Luxury fashion group: D&G, Chanel, Dior, Hermes, Prada, Versace, Rick Owens, 
YSL 

• Streetwear fashion group: Supreme, Yeezy, Gosha Rubchinskiy, A Bathing Ape, 
Fear of God, Off-White 

 

Seven out of eight candidates have confirmed the hypothesis, except of interviewee 2 with 

a slight variation for “Fear of God”. 

 

Although these brands share similar prices, it is interesting to see how people still consider 

them being in two different categories. 

This does not directly imply anything for the actual research. Nevertheless, some quotes 

from follow up questions have been used in the coding process. Additionally, the results 

help authors to set guidelines for future studies. 
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5. Findings 
 

Starting from the research question, the authors attempt to study why Supreme is perceived 

as luxury, according to a paradigm shift of what luxury is. 

The first step, is to understand how Supreme is perceived, and to do that the Kapferer’s 

Brand Identity Prism (1994) is used. The model, in fact, attempts to create a map or diagram 

of a brand intended customers’ experience and perception. 

Being the study focused on a consumer side, the lower diagonal split part of the model is 

used, representing the perceived brand identity by the consumer and contemplating the 

interplay of: relationship, reflection and self-image. 

 

According to the research gap, the authors attempt to study the intersection in modern 

literature between brand identity and luxury, in the fashion industry. Therefore, the second 

step is to understand what the factors are turning Supreme into a brand that is perceived as 

luxury. 

To do that, two models are used, the first one being the Luxury Value Perception model by 

Wiedmann, Hennigs & Siebels (2007). The model is underlying the composition of Luxury 

Value, crumbling into different attributes according to various past constructs. 

The second model, is the Luxury Consumption Experience of Bauer, Hemetsberger & Von 

Wallpach (2012). Its usage is required in order to equip the study with the experiential 

dimension of luxury. In fact, in the modern era is assumed that brand experience is 

interactively co-created by consumers, luxury brand marketers and brand network (Atwal & 

Williams, 2009). 

 

Furthermore, an omni-comprehensive model is proposed. It gathers all the insights coming 

from these three models and attempts to develop an understanding of the themes affecting 

why Supreme is perceived as a luxury brand. 
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5.2 Supreme Brand Identity Prism 
  

The diagonal division of Kapferer’s Brand Identity Prism (1994) is used to analyze 

Supreme’s perceived brand identity. Primary sourced data is used and applied to the model. 

The authors identified specific themes for every of the three facets. These themes are 

displayed in the model below. 

By the use of the interplay of the three facets, Self-Image, Reflection and Relationship the 

authors derive how consumers perceive Supreme’s brand identity. This builds the base to 

investigate the research question.  

 

 
Figure 3: Supreme's Brand Identity Prism 
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5.2.2 Self-Image 
 

The facet, Self-Image, of Kapferer’s Brand Identity Prism (1994), is about self-image of the 

consumers’ own idea of self. It is the internal mirror which portrays how the consumer wants 

to be seen.  

 
As there is an ongoing hype around the brand Supreme, the demand for it is exceeding its 

supply at a multiple.  

Supreme is operating offline and online with very limited supply. Buying Supreme at one of 

their few store locations is usually connected to long waiting times, as most of their collection 

sell-out within a very short amount of time. Short sell-out times account even more for their 

e-commerce shop. This limited availability of Supreme towards consumers is creating a 

secondary market for reselling Supreme at a multiple of its retail price. Altogether, these are 

the reasons Supreme is not widely spread among in the consumer market space, therefore 

considered unique.  

 

“You feel super cool if something is unique, like Supreme right now (Interviewee 1).” 

 

Consequently, consumers who are able to buy Supreme feel proud, as they defy the struggle 

that comes along with buying it.   

 
“Still it is expensive, so they feel proud to wear something non-accessible, outcome of an 

effort (Interviewee 8).” 
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5.2.3 Reflection 
 

The facet, Reflection, of Kapferer’s Brand Identity Prism (1994), refers specifically to the 

stereotypical usage of the brand as generally reflected in brand communication.  

Supreme is a trendsetting brand, it is holding a leading role in the fashion industry, thus 

exercising a significant influence on other fashion brands. Through their innovative approach 

to fashion, in terms of design, marketing and supply they foster inspiration within the whole 

industry.  

 

“Trendsetting. Massive influence on basically everything in fashion. Inspirational 

(Interviewee 8).” 

“… they don’t follow trends, they are the trends (Interviewee 1).” 

 

The reasons for Supreme being perceived as cool are several.  

First, as a streetwear brand, originating from the early 90s New York City skate culture, 

Supreme has been able to preserve its authenticity as a brand, over time.   

Second, as niche brand with limited supply, where demand is exceeding supply at a multiple, 

Supreme is able to avoid the dilution of its brand.  

Third, Supreme has always been worn by famous and cool people (e.g. skaters, musicians 

and celebrities), hence turning into a bearer of their coolness.  

Altogether, these are the reasons Supreme is commonly admired, thus cool. Thereupon, 

Supreme is enabling consumers to include this coolness into their self-identity. 

 

“I think, it still inhibits values that it is seen as very cool (Interviewee 5).” 

“these streetwear brands preserve their coolness and the mass will follow (Interviewee 8).” 

“I feel cool, because not so many people know what you are wearing (Interviewee 1). “ 

“They don’t have brand ambassadors, but cool people are wearing it (Interviewee 3).” 
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5.2.4 Relationship 
 
According to the facet, Relationship, of Kapferer’s Brand Identity Prism (1994), Supreme 

reflects the relationship between the brand and its advocates. 

The analysis displays, that the majority of interviewees consider Supreme more than a 

fashion brand. It is considered a community of like-minded brand advocates, sharing similar 

personal traits, where Supreme is the platform to enable this community building. Through 

wearing the brand, single members feel interconnected.  

The purchasing decision of Supreme is not based upon its quality, but on the urge of 

consumers to be part of this brand community. Whereas, buying Supreme is the most 

natural step to enter into this brand community. However, wearing Supreme is not a 

necessary condition to be part of this community, as members are sharing similarities 

beyond wearing the same fashion brand.  

 

“I think it’s a feeling of being connected to something. Being part of something big, rather 

than just wearing a brand (Interviewee 7).” 

“People don’t buy Supreme because of their quality, but because people want to be a part 

of a cultural belonging community (Interviewee 3).” 

“With Supreme it’s like you belong to a community. People have similar interest to you 

when they wear it as well (Interviewee 7).” 

 
Influencers are playing a significant role within these communities. Considered being cool, 

famous and influential, they are fostering community building, through engaging with 
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Supreme. Functioning as opinion leaders for community in and outsiders, they are nudging 

consumers into buying Supreme, thus entering or engaging with the community.  

 

“The guys that can’t afford it, sit on Instagram and see these famous rappers on 

influencers wearing Supreme just start to grow a feeling that they need to buy some pieces 

(Interviewee 3).” 

“They kids will still wear it, as long as the cool famous people will wear it (Interview 8).” 

 

Community members, wearing Supreme, have the urge to be recognized and praised by 

others who are familiar with the brand and know what it is about. Peer recognition is an 

important element to foster cohesiveness within the community.  

 

“…they look to inspire or impress peers who share the same kind of interests as them, 

who will recognize that particular T-shirt. (N8)” 

“People want to be seen to be wearing Supreme… (N9)” 

 

Purchasing Supreme in-store is unlike the usual, compared to other fashion brands.  

Before a new collection is release in-store, community members are waiting hours, 

sometimes days, outside the store to be in front of line. Taking on this struggle together with 

liked-minded peers is an experience that is that is fostering the cohesiveness of the 

community.  

 

“If you look at Supreme and they are having a new drop of a new line. You have to wait 

hours in line, even days to get the newest clothing (Interviewee 5).” 
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5.3 Supreme Luxury Value Perception 
 

According to Wiedmann, Hennigs & Siebels (2007), Luxury Value Perception is influenced 

by four main dimensions, formed by a distinct set of values, as summarized hereafter. 

 
Table 15: Luxury Value Perception summary 

Financial Dimension Price Value 
Functional Dimension Usability Value 

Quality Value 

Uniqueness Value 

Individual Dimension Self-Identity Value 

Hedonic Value 

Materialistic Value 

Social Dimension Conspicuousness 

Value 

Prestige Value in 

Social Networks 

 

The identified themes are allocated in these four dimensions. Additionally, an extra 

dimension, “Experiential Dimension”, is added according to the new understanding of luxury 

in the modern literature.  

In fact, luxurious purchases seem to be characterized by intense emotions, which arise from 

memories, love, materialistic desires or imaginary of using a luxurious product/service.  

The luxury purchase experience encompasses also contradictory feelings, conveying a 

sense of misfit between consumer’s little luxuries and traditional views of luxury (Bauer, 

Hemetsberger, & Von Wallpach, 2012). 

 

The following graph conveys a conceptual map on the study of luxury value perception. 
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Figure 4: Luxury Value Perception dimensions 

 

5.3.2 Experiential Dimension 
 

The concept of experience is fundamental, following the new understanding of luxury in the 

modern society. Consumers integrate feelings and emotions in their purchasing experience, 

that become a precious moment in an everyday context. Also, the experience transforms 

the consumer, both temporary or permanently. 

Buying Supreme items requires an understanding of the brand, that involves not only visiting 

the web or the physical shop (and in both cases, wait for several hours), but also stay 

updated with release dates, raffles, new stores, etc. This is all part of an experience, that 

conveys a sense of luxury to the consumer. 

 

“It’s more an experience when you buy Supreme, you go, find out what it is, you go in the 

secret shop, or you participate a raffle etc. (Interviewee 1).” 

“If you look at Supreme and they are having a new drop of a new line. You have to wait 

hours in line, even days to get the newest clothing (Interviewee 5).” 

 

Also, the concept of loyalty is important, due to the fact that it has become more difficult to 

reach. In fact, the easy access to plenty of sources of information, through social media 

platforms and internet in general, allows consumers to create and rapidly change opinions 
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about brands. It seems that consumers, more than Supreme themselves, are loyal to the 

“hype” around Supreme. 

 

“I don’t think Supreme has loyal customers (Interviewee 2).” 

“Yes, but loyal for a short period of time. I am not sure, that there are so many guys being 

loyal to Supreme for ten years. But many people have a phase, where they are very loyal 

(Interviewee 8).” 

 

 
 

5.3.3 Financial Dimension 
 

The financial dimension has significant importance in luxury, although Supreme represents 

a peculiar case. The retail price is not that high, a t-shirt is retailed around 40$ per piece.  

However, the brand Supreme is perceived as pricey, because the resell price. 

 

“So, I would say in a sense of price it’s high end (Interviewee 6).” 

“Trendy, expensive, trendy more than expensive, cool, hyped (Interviewee 3).” 

 

Resell is a critical term in modern luxury fashion, that means, purchased items have a 

potential to generate profits once bought. Buying a t-shirt for 40$ might end up at a high 

resell profit. This affects how Supreme is perceived: if you buy something rare (therefore 

expensive in the resell market) you might perceive it as luxurious even though you have just 

paid 40$ for it. 

Purchasing a Dior purse is considered an asset, here the case is slightly different. 

Participating in the purchasing process can not only ensure to cover your investment but 

can easily generate a profit. 

 

“Considering the resell price it is, because people cannot afford the pricy items. It’s only 

people who have money who can do that (Interviewee 7).” 
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“And once it’s sold out you cannot get it anywhere else despite second market 

opportunities (Interviewee 6). 

“You can get it second hand, but then it becomes often 3 or 4 times the price, because of 

demand and supply (Interviewee 6).” 

“Supreme is the only brand whose clothing becomes more expensive as time passes. 

(N11)” 

 

 
 

5.3.4 Functional Dimension 
 

Then, a characteristic of Supreme is that it is not perceived as a quality brand. Moreover, it 

seems that it is perceived by most as a brand with low quality. This is relevant because it 

seems that quality is not anymore a necessary condition of luxury. 

 

“I wouldn’t say everything is that high of quality…” (N1) 

“And I felt the quality. And the quality was not that good (Interviewee 6).” 

 

If not quality, other factors start to have an increasing importance. The concept of “rarity” 

implies that there is an abstract and complex hierarchy created within the Supreme 

community once an item is released. An item, once available, instantly gets a public resell 

price, set on an average between all prices proposed in various resell platforms. 

Consequently, this affect the uniqueness value attached to the item: the rarer it is, the more 

expensive and therefore more valuable it gets. 

It is not an easy concept to explain, because rarity is not solely dependent on the number 

of items released, but also on how difficult the mechanisms are to buy it. The purchasing 

process might involve a daily update on raffle dates and hours, or queuing in front of stores 

for several hours before they open. All these factors together constitute a sense of luxury 

for Supreme. 
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“Every other brand besides Supreme sees a design that sells out, and so they make it over 

and over. But if Supreme knows an item is selling, they’ll stop making it, never make it 

again, and try something else. (N10)” 

“So, they only produce a limited stock to create that hype (Interviewee 6).” 

 

Therefore, rarity implies a sense of “feeling special” arising from the feeling of wearing 

something that no one else has. Wearing or simply purchasing the rarest product of the 

collection, allows you to be appreciated and greeted in your network, causing a sense of 

luxury while wearing Supreme. 

 

“Limited production means that you will feel special because no one in your network will 

have the same items (Interviewee 3).” 

 

 
 

5.3.5 Individual Dimension 
 

Wearing Supreme creates an emotional value, that goes beyond a pure functional utility. It 

seems that not only buying, but also following the brand, creates a connection with all the 

people belonging to the Supreme community. You become an advocate, the cool guy, a part 

of a movement that is setting the new fashion trends. This impacts your feelings and the 

way you see yourself while wearing the brand: it luxurious feeling, a hedonic value. 

 

“Supreme is cool, so you feel cool as well (Interviewee 5)” 

 

Not only Supreme, as previously explained, allows you to be part of the community, it allows 

you to be accepted by the community. Knowing that people feel jealous, or genuinely envy 

what you wear, makes you feel good. This is a luxurious feeling connected to the expression 

of self-identity, on how someone feels after having purchased Supreme. 
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“Because they are also interested in streetwear and I just had to show them that I got it. 

Yes, they were jealous, and it felt good (Interviewee 5).” 

“It’s sad but if you buy these items, it’s because you want to share it somehow with peers 

and friends (Interviewee 1).” 

 

 
 

5.3.6 Social Dimension 
 

Supreme items are perceived as unique or rare, and this affects not only the price but also 

how the brand is overall perceived. You are sure that, if you wear Supreme, you are going 

to be part of a community of trendsetters, the “Supreme community”. 

 

“With Supreme it’s like you belong to a community. People have similar interest to you 

when they wear it as well (Interviewee 7).” 

 
When you wear Supreme, you know that everyone thinks you are cool. This goes beyond a 

simple feeling of self-realization, because it raises you to an “influencer level” in your 

network: you become the “cool guy”. This luxurious feeling is refereed as conspicuousness. 

 

“… preserve their coolness and the mass will follow (Interviewee 8).” 

“… cool because if I see someone wearing a Supreme t-shirt, most likely I think he’s cool 

(Interviewee 3).” 

 

Then, everyone knows Supreme, that is a core strength. It is more difficult for consumers 

wearing less popular brands to be recognized, instead in the case of Supreme they are sure 

to wear something desired, unique and popular. 
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“Supreme has been the most desired clothing brand for anyone involved in streetwear.” 

(N5) 

 

Influencers are a big slice of the cake that is making Supreme popular. On Instagram, 

Facebook, Twitter and other social media platform, together with concerts, exhibitions, 

shows, influencers are wearing Supreme. These public figures gather hundreds of 

thousand, if not millions of followers around them. That means, a strong desire is created to 

“be like him/her” and wearing the same items. The Supreme phenomenon has gone viral in 

this sense, but most importantly in an uncontrolled way. In fact, influencers are not 

sponsored by Supreme, but wear the brand because this it is a part of the “feeling cool” 

dimension they need to present to their followers. 

 

“… it is so easy for everyone to feel so cool as rapper and famous people (Interviewee 8).” 

 

Supreme is a source of inspiration, they decide the trend and they can market almost 

everything right now. That means, it is extremely easy to communicate the possession of it, 

while everyone knows about them. 

 

“… they don’t follow trends, they are the trends (Interviewee 1).” 

“Trendsetting. Massive influence on basically everything in fashion. Inspirational 

(Interviewee 8).” 

 

Furthermore, the brand is prestigious, it allows to communicate with your network just  

sharing a picture on social media. This conveys value in your social network, a luxury 

perception feeling. 

 

“… but for sure to all my friends especially the ones that I know have an interest in the 

brand (Interviewee 3).” 

“I would define the brand prestigious in this sense (Interviewee 3).” 

 

At last, social media has played a central role in the development of the brand. Influencers 

are a phenomenon created through the increasing accessibility of social media platforms. In 
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order to have an idea to what is happening in the fashion world, there is not anymore the 

exclusive need to buy magazines. You can simply stay updated on the latest developments 

in fashion through social media (e.g. Instagram, Twitter or Facebook). Therefore, it comes 

also easier to share with a lot of people what you are wearing and similarly trying to influence 

your network. 

 

“People that are really focused on social media buy Supreme. I think, if you don’t follow 

these people, you wouldn’t buy Supreme and you would stick with the mass market and 

with regular brands (Interviewee 6).” 
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5.4 Perceived Luxury Brand Identity Model 
 

 
Figure 5: Themes affecting Perceived Luxury Brand Identity 

 

Starting from the research question, the attempted model aims to explain why the chosen 

brand Supreme is perceived as luxury. To do so, the themes identified in the empirical study 

are first described, then related to the dimensions taken from the existing literature. 

In conclusion, a table is built with the identified themes and related descriptions, derived 

from both Brand Identity Prism and Luxury Vale Perception. 

 
Table 16: Perceived Luxury Brand Identity and themes descriptions 

Theme Description 
Involvement Extensive and pro-active consumer 

engagement: staying updated, queuing in 

front of the store, etc.  

Loyalty Rapid change of brand taste. 
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Popularity Commonly acknowledged, liked and 

desired by others. 

Influencers Opinion-leaders, that create desire and 

foster a sense of inspiration for consumers.  

Social Media Staying updated and sharing information 

on social media platforms.  

Prestige High esteem in the eyes of others.  

Trendsetting Being forward-thinking and a source of 

inspiration for others.  

Coolness Being commonly desired: brand 

authenticity, no brand dilution, influencers, 

community feel; mirrored in consumers 

self-identity.  

Desired peer recognition Creating a desire to be praised by others.  

Community Having a group of like-minded consumers 

sharing similar traits attached to the brand.  

Proudness Feeling of satisfaction after an intricate 

buying process.   

Quality Degree to which consumers care about 

product materials.   

Rarity Sensation of “feeling special” from wearing 

something that no one else has. 

Uniqueness Perceived by peers as something limited.  

Price Retail price within a determined price 

range.  

Resell Resell price higher than retail price.  
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6. Discussion 
 

6.2 Theoretical Contributions 
 

As previously conceptualized, two paradigm shifts in Luxury and Brand Identity are 

occurring, due to a rapidly changing and more interconnected society. Service has become 

the common denominator for exchange, enhancing the role of interactions between 

stakeholders, interconnectivity and consumer involvement in the value-creations process 

(Merz, He, & Vargo, 2009). 

 

As society, and concurrently luxury and brand identity meanings, are evolving, so is the 

fashion industry. The streetwear fashion industry, specifically, has been selected because 

of its popularity, that has recently seen a peak, although being present in the market for 

decades with similar products. Business collaborations with traditional luxury brands are 

becoming more frequent; the result is that streetwear fashion brands are at the centre of 

attention in the fashion world. According to the authors, a valid answer for this increasing 

popularity has to be derived from a new meaning of luxury.  

 

First, academically speaking, modern luxury does not alone explain this phenomenon, but 

needs to integrate considerations about modern brand identity, although no attempt in the 

existing literature has been made until now. 

As a dynamic concept, brand identity needs to maintain long lasting and consistent 

references, meanwhile ensuring flexibility to respond to fast market changes (Kapferer & 

Bastien, 2009). It seems to be a suitable concept to discuss about, considering modern 

society. This is an interesting aspect, that has driven the authors into studying the 

intersection between the two literatures. 

 

Second, the Kapferer Brand Identity Prism (1994) by itself, does not convey any information 

about luxury perception. That means, if the perceived luxury of a brand needs to be studied, 
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the model needs to absorb some consideration from the luxury literature, as, for instance, 

the experiential dimension that is completely missing. 

 

In conclusion, considering all aspects, a new concept, defined as “Perceived Luxury Brand 

Identity” is introduced by the authors. The concept needs to encompass every dimension of 

“modern luxury”, together with the dynamic nature and the modern understanding of brand 

identity. 

Following the empirical case, the concept helps to understand why streetwear fashion 

brands start to be perceived by as luxury consumers. This leaves also space for 

generalization regarding other streetwear brands, the whole industry or even the whole 

luxury sector, as it will be discussed in future research. 

 

 
Figure 6: Perceived Luxury Brand Identity 
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Perceived luxury brand identity is understood through the identified themes and represents 

the first outcome of the intersection between the literature of luxury and brand identity. 

 

6.3 Managerial Implications 
 

On the one hand, according to traditional literature, brand managers deal with a static nature 

of brand identity, therefore seeking to present an idealized view of the brand, encompassing 

positive values and/or trying to disguise unwanted and/or negative aspects (Goffman, 1967). 

By consistently acting in such a way, managers actively control the impressions that the 

brand leaves on others, primarily consumers (Hatch & Schultz, 2004). 

 

On the other hand, nowadays brands managers do not anymore need to try to narrow the 

gap between brand image and brand identity, but they must manage brand identity in a way 

that retains both consumer and brand’s face through proactive adjustments. 

Considering the shift to a society in which service is the common denominator of exchange 

and brands are built at an emotional and experiential level, consumers are not anymore 

passive receivers of meaning. That means, managers should adopt a “moderating” role, not 

controlling communities but ensuring that consumer experience is positive. The aim is to 

create a flexible environment, in which natural dialogues and interactions within the 

communities are fostered (Iglesias & Bonet, 2012). 

These considerations are also found in modern luxury brand management. Complex 

interactions and dialogue between the brand owner, customer, employee and other social 

constitutes within the brand owners’ network like brand communities or the industry itself 

are constant (Tynan & McKechnie, 2009). 

 

At last, Perceived Luxury Brand Identity, drawn out from the intersection between the two 

literatures, gives some interesting insights and sets some guidelines for brand managers 

operating in the streetwear fashion industry. 

It is clear how community is a key point of focus for brand managers. To continuously 

engage customers, managers should provide enough information to the brand ecosystem, 

to keep customers “hooked”. For example, customers willing to queue in front of the store 
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represent the brand ambassador’s community. Before a new collection is released, brand 

managers need to make sure ambassadors have enough information about what products 

the collection will offer.  

In disclosing brand related information, managers should find a balance to keep the brand 

exclusive, mysterious and exciting, on the one hand, and not to lose touch with their brand 

ecosystem through being too confidential, on the other.  

 

Releasing brand related information has also significant importance for the resell market. 

Resellers are a main factor to drive the hype around a brand, spreading the word about new 

collections and setting the financial value of the product, with the aim of achieving a 

maximum resell margin. 

If managers fail to consider resell price as fundamental, they might lose grip in the market. 

Moreover, also retail price needs to be seen in a new perspective: even though people are 

willing to buy a t-shirt for ten times the retail price, it does not mean the price should be set 

accordingly.  

 

Perceived Luxury Brand Identity presents loyalty as being “loyal to the hype” around a brand 

rather than being loyal to the brand itself.  

This means, managers should ensure a continuous hype, or buzz, around the brand and 

create excitement for the newest collections. As the hype around a brand is mainly created 

in and evolving from social media platforms, managers should pose great emphasis on on-

line communication. For example, they can make the brand promoted by influencers, 

ensuring that consumers would feel “cool” while wearing or simply experiencing the brand.  

The Supreme case teaches how managers should not let influencers “sponsor” the brand 

conspicuously. This goes hand-in-hand with the previous consideration about adopting a 

more moderating and flexible management style. 
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6.4 Limitations and Future Research  
 

The first limitation of the research regards the generalizability of the findings, due to: single-

case study, industry choice, limited sample and heterogeneous sample choice.  

Regarding the choice to conduct a single-case study, future research could initially aim to 

broaden the diversity and number of streetwear fashion brands analysed.  

This, to investigate whether findings would prove similar results, or if new themes emerge. 

The results of the brand game, have to be used as a starting point to find other examinable 

streetwear fashion brands (Supreme, Yeezy, Gosha Rubchinskiy, A Bathing Ape, Fear of 

God, Off-White). Also, comparative studies with traditional luxury brands (D&G, Chanel, 

Dior, Hermes, Prada, Versace, Rick Owens) could offer new interesting insights. 

 

Then, other single-case and multi-case studies could be conducted. The aim could 

potentially not only be to build a more comprehensive definition of Perceived Luxury Brand 

Identity, but, also, to develop a scale measuring if and to what extent a streetwear fashion 

brand is perceived as luxury.  

Other single-case studies are needed because to prove why also other streetwear fashion 

brands could be perceived as luxury. Therefore, rich descriptions and new high-quality 

theory development need to be set in place (Baxter & Jack, 2008). 

Nevertheless, findings will not be generalizable to the whole fashion industry, that is why 

multi-case studies need to be conducted. This because, comparative studies aim to find 

analogies through replication logics, cross-similarities among cases and, more generally, 

common characteristics between brands (Stake, 1995). Furthermore, with new research 

questions aiming to explain not “how”, or “why”, but “in what extent” (e.g. building a 

measurement scale), single-case studies might not be suitable anymore (Yin, 1994). 

 

Regarding the sample size of the interviews, obviously more primary data allow to get new 

interesting insights. Also, interviewing more people would help to dilute the drawbacks of 

using a heterogeneous sample. Data would become more similar to real life-settings, 

increasing opportunities for a cross-case research. Then, using a homogeneous sample 
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could eliminate variations regarding one or more sociodemographic factors, therefore 

eliminating noise related to those sociodemographic factors and increasing data quality. 

The research has been constrained only to people living in Denmark. In future, it is 

interesting to understand how the concept could be generalized or developed according to 

country-specific considerations.  

Regarding the gender, only men have participated in the research, simply due to causality.  

In future research, it would be beneficial to collect data from women, in order to triangulate 

the result of the existing research. 

 

The second limitation is time: few months have been available to collect data. An implication 

is that the researchers have not considered the business side, that means what is Supreme 

brand managers’ intended brand identity. 

Businesses within the fashion industry apparently build a shelter around their employees, to 

safeguard their brand interests, and as a result it is very hard to enter in contact with them. 

Having at disposal longer time would allow to find new ways to break this communication 

barrier. 

Nevertheless, secondary data can be obtained through corporate website or netnography, 

although not sufficient for having a complete understanding of how a brand tries to build 

their intended brand identity.  

 

Further, it could be worthwhile to investigate the intended brand identity in relation to luxury 

through the Kapferer´s Brand Identity Prism. With primary data, researchers could the 

missing facets, Physique, Personality, Culture, to determine the intended brand identity and 

investigate a new perspective on the intersection with the luxury dimensions. While doing 

that, future research could also investigate the intersection of Kapferer’s construct with the 

construct presented by Moore & Fionda (2009).  

Aspect such as luxury communication strategies, product integrity, heritage, or environment 

experience, have not been considered during the research, being the focus solely on 

consumer’s perspective. Surely, accessing primary data from brands, could pave the way 

for introducing a Luxury Intended Brand Identity definition. 
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As the findings are limited to streetwear fashion brands, future research could extend the 

field of study to other non-luxury fashion segments or product categories to investigate if 

they are perceived as luxury.   

The aim would be to extend the definition of Perceived Luxury Brand Identity to brands 

operating in other industries, and see if the identified themes are concurrent, or if they will 

be defined differently. 

 

Future researchers should not exclude the possibility to use quantitative or mixed methods, 

hypothetically implement to test relationships between themes through surveys, 

questionnaires or other tools. 

A limitation of the model presented in the research is that themes are identified and 

attributed to the dimensions of luxury and to the Brand Identity Prism, according to a coding 

scheme subjectively decided by the authors. Quantitative methods would provide 

quantifiable, more structured, laid out and most important objective answers (Creswell, 

2002). 

 

As a consequence of a wider sample size, or the use of surveys, financial incentives might 

be introduced, even though risking to have more “fabricated information”. Not giving 

incentives, could make the research ending up in a small data sample (especially surveys, 

that requires more participants than interviews), or demotivated people (Yancey, Ortega, & 

Kumanyika, 2006). 

 

 

 

 

 

 

 

 

 

 



   87 

7. References 
Aaker , D. A. (1996). Buildings strong brand. Free Press. 

Aaker, D. (1991). Managing Brand Equity: Capitalizing on the Value of a Brand Name. 

New York, NY: Free Press. 

Aaker, D., & Joachminsthaler, E. (2000). Brand leadership. New York: Free Press. 

Ali, M. (2016, July 19). Vice. Retrieved from Why Are So Many People Obsessed with 

Supreme?: https://www.vice.com/en_us/article/5gq393/supreme-and-the-

psychology-of-brand-devotion 

Allmark, P. J. (2009). Ethical issues in the use of in-depth interviews: literature review and 

discussion. Research ethics review, 5(2), 48-54. 

Arienti, P. (2018, May 11). Deloitte. Retrieved from Global Powers of Luxury Goods 2017: 

https://www2.deloitte.com/content/dam/Deloitte/global/Documents/consumer-

industrial-products/gx-cip-global-powers-luxury-2017.pdf 

Arnould, E., & Thompson, C. (2005). Consumer Culture Theory (CCT): twenty years of 

research. J Consum Res, 31(4), 868–82. 

Atwal, G., & Williams, A. (2009). Luxury brand marketing – The experience is everything! 

Journal of Brand Management, 338-346. 

Bauer, M., Hemetsberger, A., & Von Wallpach, S. (2012). (2012). Because I’m worth it’ – 

Luxury and the construction of consumers’ selves. pp.3 - 21. Advances in 

Consumer Research, 3-21. 

Bauer, M., Von Wallpach, S., & Hemetsberger, A. (2011). My Little Luxury': A Consumer-

Centred, Experiential View. Journal of Research and Management, 40, 57–68. 

Baxter, P., & Jack, S. (2008). Qualitative Case Study Methodology: Study Design and 

Implementation for Novice Researchers. The Qualitative Report, 13(4), 544-559. 

Bazeley, P. (2007). Qualitative data analysis with NVivo. London: Sage: Sage. 

Belk, R. W. (1988). Possessions and the Extended Self. Journal of Consumer Research, 

15(2), 139–168. 

Belk, R., Fischer, E., & Kozinets, R. V. (2013). Qualitative consumer & marketing research. 

London: SAGE. 

Bernard, D., & Laurent, G. (1996). The Functions of Luxury: a Situational Approach to 

Excursionism. Advances in Consumer Research, 23, 470-477. 



   88 

Bernard, H. (1988). Research Methods in Cultural Anthropology. Newbury Park, California. 

Berry, C. (1994). The Idea of Luxury: A Conceptual and Historical Investigation. 

Cambridge, MA: Cambridge University Press. 

Berry, S. T. (1994). Estimating Discrete-Choice Models of Product Differentiation Steven 

T. Berry The RAND Journal of Economics Vol. 25, No. 2 (Summer, 1994), pp. 242-

262. The RAND Journal of Economics, 25(2), 242-262. 

Beverland, M. (2004). Uncovering “the theoriesin-use”: Building luxury wine brands. 

European Journal of Marketing, 38(3-4), 446–466. 

Borgatti, S. P. (2006). Identifying sets of key players in a network. Computational, 

Mathematical and Organizational Theory, 21–34. 

Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand Experience: What Is It? How 

Is It Measured? Does It Affect Loyalty? Journal of Marketing, 73, 52–68. 

Bringer, J., Johnston, L., & Brackenridge, C. (2006a). Using computer assisted qualitative 

data analysis software to develop a grounded theory project. Field Methods, 245–

266. 

Chevalier, M., & Mazzalovo, G. (2008). Luxury Brand Management: A World of Privilege. 

Singapore: Wiley and Sons. 

Cohen, D., & Crabtree, B. (2006). Qualitative Research Guidelines Project. Princeton, NJ: 

RWJF. 

Collins, J., & Porras, J. (1994). Built to last: successful habits of visionary companies. New 

York: Harper Collins. 

Corbin, J., & Strauss, A. (1990). Grounded Theory Research: Procedures, Canons, and 

Evaluative Criteria. Qualitative Sociology, 3(1). 

Creswell, J. W. (2002). Educational research: Planning, conducting, and evaluating 

quantitative. Prentice Hall. 

Csaba, F., & Bengtsson, A. (2006). Rethinking Identity in Brand Management. London: 

Routledge. 

Czarniawska, B. (1997). Narrating the Organization: Dramas of Institutional Identity. 

Chicago: University of Chicago Press. 

Da Silveira, C., Lages, C., & Simões, C. (2013). Reconceptualizing brand identity in a 

dynamic environment. Journal of Business Research, 66(1), 28-36. 



   89 

D'Arpizio , C. (2017, December 22). Insights. Retrieved from Bain & Company: 

http://www.bain.com/publications/articles/luxury-goods-worldwide-market-study-fall-

winter-2017.aspx 

DeLanda, M. (2006). A new philosophy of society; assemblage theory and social 

complexity. London: Continuum. 

Denzin, N., & Lincoln, Y. (1998). The Landscape of Qualitative Research: Theories and 

Issues. Thousand Oaks (CA): Sage. 

Dittmar, H. (1994). Material possessions as stereotypes: Material images of different 

socio-economic groups. Journal of Economic Psychology, 15(4), 561–585. 

Douglas, D. (1979). Understanding everyday life: Toward the reconstruction of sociological 

knowledge. Chicago: Aldine. 

Dubois, B., & Duquesne, P. (1993). The Market for Luxury Goods: Income versus Culture. 

European Journal of Marketing, 27(1), 35-44. 

Dubois, B., & Laurent, G. (1994). Attitudes Towards the Concept of Luxury: an Exploratory 

Analysis. Asia Pacific Advances in Consumer Research, 1, 273-278. 

Dyer, W. G., & Wilkins, A. L. (1991). Better Stories, Not Better Constructs, to Generate 

Better Theory: A Rejoinder to Eisenhardt. The Academy of Management Review, 

16(3), 613-619. 

Eisenhardt, K. M., & Graebner, M. E. (2007). challenges, Theory building from cases: 

opportunities and. Academy of Management Journal, 50(1), 25-32. 

Erickson, G. M., & Johansson, J. K. (1985). The Role of Price in Multi-Attribute Product 

Evaluations. Journal of Consumer Research, 12(2), 195–199. 

Erickson, G., & Johansson, J. K. (1985). The Role of Price in Multi-Attribute Product 

Evaluations. Journal of Consumer Research, 12(2), 195-199. 

FAO. (1990). The idea, methods and tools for participatory assessment, monitoring and 

evaluation in community forestry. Rome: Food and Agriculture Organization. 

Feigin, J. R., Orum, A. M., & Sjoberg, G. (1991). A case for case study. Chapel Hill: The 

University of North Carolina Press. 

Fernandez, M. (2015, December 14). Youtube. Retrieved from Inside Supreme's 

Underground Reselling Economy (Sold Out Pt. 1): 

http://www.complex.com/style/the-greatest-streetwear-brands/ 



   90 

Fisher, C. D., & To, M. L. (2012). Using experience sampling methodology in 

organizational behavior. Journal of Organizational Behavior, 33(7), 865-877. 

Fournier, S. (1998). Consumers and their brands: developing relationship theory in 

consumer research. J Consum Res, 24(4), 343–373. 

FoXmA983. (2015). Reddit. Retrieved from So does Supreme actually make quality 

material, or is everyone just falling victim to branding?: 

https://www.reddit.com/r/streetwear/comments/2dznyr/so_does_supreme_actually_

make_quality_material_or/ 

gautam_grge. (2018, April 12). Instagram. Retrieved from Supreme on Instagram: 

https://www.instagram.com/p/BhefmcenJ9U/?hl=de&taken-by=supremenewyork 

Gentry, J. W., Sanjay, P., Clifford, S., & Commuri, S. (2001). How now Ralph Lauren? The 

separation of brand and product in a counterfeit culture. Advances in Consumer 

Research, 258–265. 

Gioia, D., Price, K., Hamilton, A., & Thomas, J. (2010). Forging an identity: an insider–

outsider study of processes involved in the formation of organizational identity. Adm 

Sci Q, 55(1), 1–46. 

Glaser, B. (1992). Emergence v Forcing Basics of Grounded Theory Analysis . Mill Valley, 

CA: Sociology Press. 

Goffman, E. (1967). On face-work, an analysis of ritual elements in social interaction. 

Interaction ritual, essays on face-to-face behavior. New York;. 

Gustafsson, J. (2017). Single case studies vs. multiple case studies: A comparative study. 

Academy of Business, Engineering and Science Halmstad University. 

Harris, J. (2015, December 14). Youtube. Retrieved from Inside Supreme's Underground 

Reselling Economy (Sold Out Pt. 1) : 

https://www.youtube.com/watch?v=PbsTo_JsoD0 

Hatch, M., & Schultz, M. (2004). Organizational identity. Oxford, UK: Oxford University 

Press. 

Heckathorn, D. D. (2002). Respondent-Driven Sampling II: Deriving Valid Population 

Estimates from Chain-Referral Samples of Hidden Populations. Social Problems, 

11–34. 

Heidegger, M. (1927). Sein und Zeit. Tübingen: Max Niemeyer Verlag. 



   91 

Hemetsberger, A., & Mühlbacher, H. (2009). Do Brands Have an Identity? A Critical 

Reflection and Extension of the Brand Identity Construct. Proceedings of the 38th 

EMAC Conference. Nantes, France. 

Hillebrand, B., Driessen, P., & Koll, O. (2015). Stakeholder marketing: theoretical 

foundations and consequences for marketing capabilities. Journal of the Academy 

of Marketing Science, 43(3), 411–428. 

Holt, D. B. (1995). How consumers consume: A typology of consumption practices. 

Journal of Consumer Research, 1–16. 

Hundreds, B. (2011, June 21). Complex. Retrieved from Bobby Hundreds' 50 Greatest 

Streetwear Brands of All Time: http://www.complex.com/style/the-greatest-

streetwear-brands/ 

Hundreds, B. (2017, February 16). Complex. Retrieved from "It's Not About Clothes": 

Bobby Hundreds Explains Why Streetwear Is a Culture, Not Just Product: 

http://www.complex.com/style/2017/02/what-is-streetwear-by-bobby-hundreds 

Hutchison, A. J., Johnston, L., & Breckon, J. (2011). Grounded Theory-Based Research 

within Exercise Psychology: A Critical Review. Sheffield, UK: Sheffield Hallam 

University, Faculty of Health & Wellbeing. 

Hypebeast. (2018, May 11). Hypebeast. Retrieved from James Jebbia: 

https://hypebeast.com/people/james-jebbia 

Iglesias, O., & Bonet, E. (2012). Persuasive brand management: How managers can 

influence brand meaning when they are losing control over it. Journal of 

Organizational Change Management, 25(2), 251-264. 

Kapferer. (1997). Strategic brand management: Creating and sustaining brand equity long 

term Kapferer. London: Kogan Page. 

Kapferer, J. N., & Bastien, V. (2009, March). The specificity of luxury management: 

Turning marketing upside down. Journal of Brand Management, 16(5-6), 311-322. 

Kapferer, J.-N. (1994). Strategic Brand Management: New Approaches to Creating and 

Evaluating Brand Equity. Kogan. 

Kauppinen-Räisänena, H., Björkb, P., Lönnströmc, A., & Jauffretd, M.-N. (2018). How 

consumers' need for uniqueness, self-monitoring, and social identity affect their 

choices when luxury brands visually shout versus whisper. Journal of Business 

Research, 72-81. 



   92 

Kemp, S. (1998). Perceiving luxury and necessity. Journal of Economic Psychology, 19, 

591-606. 

Kierkegaard, S. (1843). Repetition: A Venture in Experimenting Psychology. Princeton, NJ: 

Princeton Univerity Press. 

Kleine, R., Kleine, S., & Kernan, J. (1993). Mundane consumption and the self: a social-

identity perspective. J Consum Psychol, 209–235. 

Kleine, S. S., Kleine, I. R., & Laverie, D. A. (2004). Exploring how role-identity 

development stage moderates person-possesion relations. Research in Consumer 

Behavior, 1-65. 

Kornberger, M. (2010). Brand Society - How Brands Transform Management and Lifestyle. 

Cambridge University Press, 87-114. 

Kornum, N., Gyrd-Jones, R., Al Zagir, N., & Brandis, K. A. (2016). Interplay between 

intended brand identity and identities in a Nike related brand community: Co-

existing synergies and tensions in a nested system. Journal of Business Research. 

Kozinets, R. V. (1997). “I Want to Believe:” A Netnography of the X-Philes’ Subculture of 

Consumption. Advances in Consumer Research, 470–475. 

Kozinets, R. V. (2002). The Field Behind the Screen: Using Netnography for Marketing 

Research in Online Communities. Journal of Marketing Research, 61–72. 

Kozinets, R. V. (2006). ‘Netnography’ in Handbook of Qualitative Research Methods in 

Marketing B2 – Handbook of Qualitative Research Methods in Marketing. In R. 

Belk. 

Laforest, J. (2007). Indicateurs de vulnérabilité associés à la sécurité d’un territoire . 

Québec: Institut national de santé publique du Québec. 

Lancaster, K. (1966). A New Approach to Consumer Theory. Journal of Political Economy, 

74, 132-157. 

Leibenstein, H. (1950). Bandwagon, Snob, and Veblen Effects in the Theory of 

Consumers’ Demand. Quarterly Journal of Economics, 183-207. 

Lichtenstein, D. R., Ridgway, N. M., & Netemeyer, R. G. (1993). Price Perceptions and 

Consumer Shopping Behavior: A Field Study. Journal of Marketing Research, 

30(2), 234-245. 

Lipovetsky, G., & Gallimard, R. E. (2003). Le Luxe Eternel, de l'Age du Sacré au Temps 

des Marques. Paris. 



   93 

Lucarelli, A., & Hallin, A. (2014). Brand transformation: A performative approach to brand 

regeneration. Journal of Marketing Management, 84–106. 

Lury, C. (2004). Brands. The logo of the global economy. London: Routledge. 

Lynn, M. (1991). Scarcity effects on value: A quantitative review of the commodity theory 

literature. Psychology and Marketing, 45–57. 

Madhavaram, S., Badrinarayanan, V., & McDonald, R. E. (2005). Integrated marketing 

communication and brand identity as critical components of brand equity strategy: A 

conceptual framework and research propositions. Journal of Advertising, 34(4), 69-

80. 

Mandrik, C. A. (1996). Consumer Heuristics: the Tradeoff Between Processing Effort and 

Value in Brand Choice. Advances in Consumer Research, 23, 301-307. 

Maslow, A. (1970). Motivation and personality. New York: Harper & Row. 

Mason, J. (2002). British Library Cataloguing in Publication Data: SAGE Publications Ltd . 

Mason, R. (1984). Conspicuous Consumption: A Literature Review. European Journal of 

Marketing, 18(3), 26. 

matt. (2009, February 23). Hypebeast. Retrieved from Supreme 2009 Sping/Summer 

Collection: https://hypebeast.com/2009/2/supreme-2009-springsummer-collection 

Mehta, A. (1999). Using self-concept to assess advertising effectiveness. Journal of 

Advertising Research, 39(1), 81–89. 

Menendez, E. (2018, March 8). Hypebeast. Retrieved from To Survive, Streetwear Must 

Abandon Sexism : https://hypebeast.com/2018/3/sexism-streetwear-women-boys-

club 

Merz, M., He, Y., & Vargo, S. (2009). The evolving brand logic: a service-dominant logic 

perspective. Academy of Marketing Science, 37(3), 328–344. 

Miles, M., & Huberman, A. (1994). Qualitative Data Analysis. Thousand Oaks, CA: Sage. 

Monroe, K. B., & Krishnan, R. (1985). The Effect of Price on Subjective Product 

Evaluations. In In Perceived Quality (pp. 209-32). Lexington MA: Jacob Jacoby and 

Jerry Olsen. 

Moore, C. M., & Fionda, A. (2009). The anatomy of the luxury fashion brand. Journal of 

Brand Management, 16(5-6), 347-363. 

Mumby, D. K., & Clair, R. P. (1997). Organizational discourse. London: Sage. 



   94 

Nelly. (2016, July 19). Vice. Retrieved from Why Are So Many People Obsessed with 

Supreme?: https://www.vice.com/en_us/article/5gq393/supreme-and-the-

psychology-of-brand-devotion 

Nia, A., & Zaichkowsky, J. L. (2000). Do counterfeits devalue the ownership of luxury 

brands? Journal of Product & Brand Management, 9(7), 485-497. 

Nietzsche, F. (1873). Philosophy and Truth: Selections from Nietzsche’s Notebooks of the 

Early 1870s. Atlantic Highlands, NJ: Humanities Press. 

Nueno, J. L., & Quelch, J. A. (1998). The mass marketing of luxury. Business Horizons, 

61-68. 

Oberg, E. (2015, December 14). Yotutube. Retrieved from Inside Supreme's Underground 

Reselling Economy (Sold Out Pt. 1) : 

https://www.youtube.com/watch?v=PbsTo_JsoD0 

Okonkwo, U. (2007). Luxury Fashion Branding. Hampshire: Palgrave Macmillan. 

Okonkwo, U. (2009). The luxury brand strategy challenge. Journal of Brand Management, 

16(5-6), 287-289. 

Pantzalis, I. (1995). Exclusivity strategies in pricing and brand extension. Unpublished 

doctoral dissertation. Tucson: University of Arizona. 

Peter. (2013, November 5). The New Yorker. Retrieved from Flipping Supreme: 

https://www.newyorker.com/culture/culture-desk/flipping-supreme 

Phau, I., & Prendergast, G. J. (2000). Consuming luxury brands: The relevance of the 

‘Rarity Principle’. Journal of Brand Management, 8(2), 122–138. 

Prahalad, C., & Ramaswamy, V. (2000). Co-opting customer competence. Harv Bus Rev, 

79–87. 

Robinson, O. (1995). Sampling in Interview-Based Qualitative Research: A Theoretical 

and Practical Guide. Qualitative Research in Psychology, 17(1), 89-113. 

Robinson, O. C. (2014). Sampling in Interview-Based Qualitative Research: A Theoretical 

and Practical Guide. Qualitative Research in Psychology, 25-41. 

Robinson, O. C., & Smith, J. A. (2010a). Investigating the form and dynamics of crisis 

episodes in early adulthood: The application of a composite qualitative method. 

Qualitative Research in Psychology, 170-191. 

Rorty, R. (1989). Contingency, Irony, and Solidarity. Cambridge: Cambridge University 

Press. 



   95 

Said, E. W. (1978). Orientalism. London: Penguin Books. 

Scott, S. G., & Lane, V. R. (2000). A stakeholder approach to organizational identity. The 

Academy of Management Review, 25(1), 43–62. 

Seidel, S., & Urquhart, C. (2013). On emergence and forcing in information systems 

grounded theory studies: the case of Strauss and Corbin. Journal of Information 

Technology, 28(3), 237-260. 

Sekora, J. (1977). Luxury: The Concept in Western Thought, Eden to Smollett. The Johns 

Hopkins University Press. 

Sheth, J. N., Bruce, I. N., & Gross, B. I. (1991). Why we buy what we buy: A theory of 

consumption values. Journal of Business Research, 22(1), 159–170. 

Sheth, J. N., Newman, B. I., & Gross, B. L. (1991). Why we buy what we buy: A theory of 

consumption values. Journal of Business Research, 159–170. 

Sirgy, M. J. (1982). Self-Concept in Consumer Behavior: A Critical Review. Journal of 

Consumer Research, 9(3), 287-300. 

Smith, J. B., & Colgate, M. (2014). Customer Value Creation: A Practical Framework. 

Journal of Marketing Theory and Practice , 7-23. 

Smith, J., Flowers, P., & Larkin, M. (2009). Interpretative phenomenological analysis: 

theory, method, research. London: Sage. 

Snob, B., & Leibenstein, H. (1950). Veblen Effects in the Theory of Consumers' Demand. 

The Quarterly Journal of Economics, 64(2), 183-207. 

Snyder, C. R., & Fromkin, H. L. (1977). Abnormality as a positive characteristic: The 

development and validation of a scale measuring need for uniqueness. Journal of 

Abnormal Psychology, 86(5), 518–527. 

Stake, R. (1995). The Art of Case Study Research: Perspective in Practice. London: Sage. 

Supreme Leaks News. (2018, May 11). Instagram. Retrieved from Supreme Leaks News: 

https://www.instagram.com/supreme_leaks_news/?hl=de 

Tajfel, H., & J.C., T. (1979). An integrative theory of intergroup conflict. In: AustinWG, 

Worchel S, editors. The social psychology of intergroup relations. Monterey, CA: 

Brooks-Cole. 

Truong, Y., McColl, R., & Kitchen, P. J. (2009). New luxury brand positioning and the 

emergence of masstige brands. Journal of Brand Management, 16(5), 375-382. 



   96 

Tsivrikos, D. (2016, July 19). Vice. Retrieved from Why Are So Many People Obsessed 

with Supreme?: https://www.vice.com/en_us/article/5gq393/supreme-and-the-

psychology-of-brand-devotion 

Tynan, C., & McKechnie, S. (2009). Experience marketing: a review and reassessment. 

Journal of Marketing Management, 25(5-6), 501-517. 

Vargo, S., & Lusch, R. (2004). Evolving to a new dominant logic for marketing. J Mark, 

68(1), 1–17. 

Vickers, J. S., & Renand, F. (2003). The marketing of luxury goods. The Marketing 

Review, 459-478. 

Vickers, J. S., & Renand, F. (2003). The Marketing of Luxury Goods: An exploratory study 

– three conceptual dimensions. The Marketing Review, 3(4), 459-478. 

Vigneron, F., & Johnson, L. (2004). Measuring perceptions of brand luxury. Journal of 

Brand Management, 11(6), 484-506. 

Vigneron, F., & Johnson, L. W. (1999). A review and a conceptual framework of prestige-

seeking consumer behavior. Academy of Marketing Science Review, 1–15. 

Von Wallpach, S., Hemetsberger, A., & Espersen, P. (2016). Performing identities: 

Processes of brand and stakeholder identity co-construction. Journal of Business 

Research, 443–452. 

Voyer, Kastanakis, & Rhode. (2016). Co-creating stakeholder and brand identities: A 

cross-cultural consumer perspective. Journal of Business Research, 399-410. 

Warde, A. (2005). Consumption and Theories of Practice. Journal of Consumer Culture, 

5(2), 131-153. 

Westbrook, R. A., & Richard, L. O. (1991). The dimensionality of consumption emotion 

patterns and consumer satisfaction. Journal of Consumer Research, 18(1), 84–91. 

Whetten, D. (2006). Strengthening the Concept of Organizational Identity. J Manag Inq, 

15(3), 219–34. 

Wiedmann, K.-P., Hennigs, N., & Klarmann, C. (2012). Luxury consumption in the trade-off 

between genuine and counterfeit goods: What are the consumers’ underlying 

motives and value-based drivers? Journal of Brand Management, 19(7), 544-566. 

Wiedmann, P. K., Hennigs, N., & Siebels, A. (2007). Measuring consumers’ luxury value 

perception: A cross-cultural framework. Academy of Marketing Science Review, 

7(7), 333-361. 



   97 

Yancey, A., Ortega, A., & Kumanyika, S. (2006). Effective recruitment and retention of 

minority research participants. Annual Review Public Health, 1–28. 

Yeoman, I., & McMahon-Beattie, U. J. (2006). Luxury markets and premium pricing. 

Journal of Revenue and Pricing Management, 4(4), 319–328. 

Yin, R. (1994). Case study research: Design and methods (2nd ed.). Beverly Hills, CA: 

Sage Publishing. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



   98 

8. Appendix 
 

 
Appendix 1: Luxury Construct (Vigneron, Franck, Johnson 2004) 

 



   99 

 
Appendix 2: Luxury Value Perception (Hennings, Wiedmann & Siebels, 2007) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



   100 

8.1 Netnography 
 

N1 
 

FoXmAn983: “I wouldn’t say everything is that high of quality, but they’re 

hoodies/zips/jackets are made with very good material and made very well” (FoXmA983, 

2015) 

 

N2 
 

Emily Oberg: “Has become a standard to contemporary cool.” – 04:17 (Oberg, 2015) 

 

N3 
 

gautam_grqe: “Love supreme” (gautam_grge, 2018) 

 

N4 
 

matt: “Everything is fire as usual.” (matt, 2009) 

 

N5 
 

James Harris: “Supreme has been the most desired clothing brand for anyone involved in 

streetwear.” – 08:24 (Harris, 2015) 

 

N6 
 

Enrique Menendez: “Streetwear as a culture is built on an unwavering sense of 

community...” (Menendez, 2018) 
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N7 
 

Musa Ali: “In some regards, what makes people buy Supreme is the competitive, social 

aspect – to be able to go out in public and feel like you’re less likely to be wearing clothes 

that everyone else is wearing.” (Ali, 2016) 

 

N8 
 
Dr. Dimitrios Tsivrikos: ”they look to particular T-Shirt inspire or impress peers who share 

the same kind of interests as them, who will recognize that.” (Tsivrikos, 2016) 

 

N9 
 
Nelly: “People want to be seen wearing Supreme, and there’s no better way to communicate 

that than with the box.” (Nelly, 2016) 

 

N10 
 

Peter:” Every other brand besides Supreme sees a design that sells out, and so they make 

it over and over. But if Supreme knows an item is selling, they’ll stop making it, never make 

it again, and try something else.” (Peter, 2013) 

 

N11 
 

Peter: “Supreme is the only brand whose clothing becomes more expensive as time 

passes.” (Peter, 2013) 

 

N12 
 

James Harris: “Supreme is the most re-selling worth clothing brand in the world. Period.”  - 

11:47 (Harris, 2015) 

 



   102 

8.2 Code Scheme 
 

Selective Code Axial Code Sample Quote 

Brand Perception Price “… it’s expensive, unique, 

and especially people that 

know about it will cheer you 

for the purchase 

(Interviewee 1).”  

 

“Trendy, expensive, trendy 

more than expensive, cool, 

hyped (Interviewee 3).” 

 

“So I would say in a sense 

of price it’s high end 

(Interviewee 6).”  

 

“… because it can be very 

expensive (Interviewee 6).” 

 

 Quality “People don’t buy Supreme 

because of their quality, but 

because people want to be 

a part of a cultural 

belonging community 

(Interviewee 3).” 

 

“And I felt the quality. And 

the quality was not that 

good (Interviewee 6).” 
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“Their quality is not really 

top notch (Interviewee 6).” 

 

“I wouldn’t say everything is 

that high of quality…(N1)”  

 

 Coolness “I feel cool, because not so 

many people know what 

you are wearing 

(Interviewee 1).”  

 

“I think it is really cool 

(Interviewee 3).”  

 

“… cool because if I see 

someone wearing a 

Supreme t-shirt, most likely 

I think he’s cool 

(Interviewee 3).” 

 

“They don’t have brand 

ambassadors but cool 

people are wearing it 

(Interviewee 3).” 

 

“Trendy, expensive, trendy 

more than expensive, cool, 

hyped (Interviewee 3).” 

 

“Supreme is cool, so you 

feel cool as well 

(Interviewee 5).” 
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“I think, it still inhibits values 

that it is seen as very cool 

(Interviewee 5).” 

 

“… these streetwear 

preserve their coolness the 

mass will follow 

(Interviewee 8).”  

 

“it is so easy for everyone 

to feel so cool as rapper 

and famous people 

(Interviewee 8).” 

 

“Has become a standard to 

contemporary cool (N2).” 

 

 Popularity  “Suddenly it became 

extremely hyped due to 

social media (Interviewee 

1).” 

 

“With hype I mean that 

brands are present on 

social media, everywhere 

(Interviewee 1).”  

 

“Trendy, expensive, trendy 

more than expensive, cool, 

hyped (Interviewee 3).” 
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“They’re just very popular 

(Interviewee 4).”  

 

“Love Supreme (N3)”  

 

“Everything is fire as usual 

(N4)”  

 

“Supreme has been the 

most desired clothing brand 

for anyone involved in 

streetwear (N5).” 

 

 Trendsetting  “… they don’t follow trends, 

they are the trends 

(Interviewee 1).” 

 

“They understand how 

trends are changing. 

Everyone needs to share 

on social networks what are 

they doing, they wanna be 

present, as similar to 

influencers (Interviewee 1).” 

 

“Trendy, expensive, trendy 

more than expensive, cool, 

hyped (Interviewee 3).” 

 

“Trendsetting. Massive 

influence on basically 

everything in fashion. 
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Inspirational (Interviewee 

8).” 

 

“…Supreme, hate it or like 

it, they are very much 

themselves. And I think 

people appreciate that 

about them. That it’s not 

inspired by anything else 

(Interviewee 8).” 

 

 Prestige “..but for sure to all my 

friends especially the ones 

that I know have an interest 

in the brand. I would define 

the brand prestigious in this 

sense (Interviewee 3).” 

 

“When you get it, it’s kind of 

a good feeling. A dopamine 

kick. I just feel, that there’s 

this prestige related feeling 

(Interviewee 7).” 

 

 Uniqueness “… it’s expensive, unique, 

and especially people that 

know about it will cheer you 

for the purchase 

(Interviewee 1).”  

 

“You feel super cool if 

something is unique, like 



   107 

Supreme right now 

(Interviewee 1).” 

 

“Limited production means 

that you will feel special 

because no one in your 

network will have the same 

items (Interviewee 3).” 

 

 Proudness “Still it is expensive, so they 

feel proud to wear 

something non accessible, 

outcome of an effort 

(Interviewee 4).” 

 

“I feel, when I wear it, proud 

to wear it (Interviewee 5).”   

 

“When I found this box logo 

shirt online, I was really 

really proud of myself. That 

I was able to find this 

hidden treasure and was 

able to afford it. It feels 

good buying it. Definitely 

(Interviewee 5).” 

 

“People get a feeling of 

proudness when wearing it. 

People want to show this 

off, because they know that 
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it is hard to get (Interviewee 

7).” 

 

Brand Ecosystem Community  “If I refer to the group, 

people share a feeling to be 

perceived as cool 

(Interviewee 1).”  

 

”In general I would say the 

share the necessity to being 

unique, show off, part of a 

secret community of people 

that know something about 

the brand and they pay a lot 

because they are going to 

be accepted by this group 

(Interviewee 1).” 

 

“You feel good because of 

social media influence, 

possibility to share it with 

your peers. You are “in the 

group” if you buy and you 

must share it (Interviewee 

2).” 

 

“People don’t buy Supreme 

because of their quality, but 

because people want to be 

a part of a cultural 

belonging community 

(Interviewee 3).” 
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“Customers need to create 

a relationship with the 

brand, because the 

distribution system is built in 

this way. You need to be 

updated with all drops, 

raffles, shops that sell 

limited stuff. If you do not 

manage to buy in common 

ways, you need to 

understand how to get that 

specific item elsewhere. 

You must stay in 

connection with the brand 

and be always updated 

(Interviewee 4).” 

 

“But I think, they really work 

well together in terms of 

community management 

(Interviewee 5).”  

 

“I think, Supreme has 

become a culture. I think, 

when you buy Supreme you 

become part of this culture. 

Part of this young youth 

group (Interviewee 6).“ 

 

“You want to be a part of 

this culture (Interviewee 6).” 
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”I think it’s a feeling of being 

connected to something. 

Being part of something big, 

rather than just wearing a 

brand (Interviewee 7).”  

 

“I think it’s a feeling of being 

connected to something. 

Being part of something big, 

rather than just wearing a 

brand. It’s the same thing 

as I told before. To get the 

feeling that come with 

wearing Supreme 

(Interviewee 7).” 

 

“With Supreme it’s like you 

belong to a community. 

People have similar interest 

to you when they wear it as 

well (Interviewee 7).”  

 

”… preserve their coolness 

the mass will follow 

(Interviewee 8).“ 

 

“Streetwear as a culture is 

build-on an unwavering 

sense of community… (N6)”  
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“In some regards, what 

makes people want to buy 

Supreme is the competitive, 

social aspect—to be able to 

go out in public and feel like 

you're less likely to be 

wearing clothes that 

everyone else is wearing 

(N7)."  

 

 Social Media “They follow, social media. 

They follow a lot of famous 

people. Through that 

channel, they get their 

inspiration (Interviewee 6).” 

 

“People that are really 

focused on social media 

buy Supreme. I think, if you 

don’t follow these people, 

you wouldn’t buy Supreme 

and you would stick with the 

mass market and with 

regular brands (Interviewee 

6).” 

 

 Influencers “They understand how 

trends are changing. 

Everyone needs to share 

on social networks what are 

they doing, they wanna be 
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present, as similar to 

influencers (Interviewee 1).” 

 

“So Supreme right now is 

really really in fashion 

because of influencer 

marketing (Interviewee 3).”  

 

“The guys that can’t afford 

it, sit on Instagram and see 

these famous rappers on 

influencers wearing 

Supreme just start to grow 

a feeling that they need to 

buy some pieces (Interview 

3).” 

 

“They kids will still wear it, 

as long as the cool famous 

people will wear it. So, I 

don’t think this will end 

sometime soon 

(Interviewee 8).”  

 

“it is so easy for everyone 

to feel so cool as rapper 

and famous people 

(Interviewee 8).” 

 

“They keep sending free 

stuff to them and all the 
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other guys will follow 

(Interviewee 8).” 

 

 Target Group  “Supreme targets mostly 

males, between 14 and 25 

years old. The brand 

appeals to everyone, both 

rich and poor (Interviewee 

4).” 

 

“They used to target 

skaters. So I would say 

younger people. Okay, now 

we have old skaters as well, 

but it used to be younger. I 

think, now they are target 

basically everyone who has 

an interest in fashion 

(Interviewee 5).” 

 

“So, it’s maybe 20-35 

mostly male they target 

(Interviewee 5).” 

 

“I would probably say. Boy 

and Girls 15/16-30 years. 

And I would say it’s people 

who have fashion-instinct. 

People who care about 

themselves. About their 

outer appearance. Who 

care about joining that 
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culture. People who are 

focused on fashion and 

want to differentiate 

themselves in a way 

(Interviewee 6).” 

 

“There is a difference 

between who they want to 

target and who is the real 

target group. Because the 

group that Supreme really 

wants to target are the 

famous people, the main 

influencers of a group. 

Because then it will drip 

down to their follower and 

who look up to them. They 

target mainly on an 

influencer level (Interviewee 

7).” 

 

”I don’t think Supreme 

cares anymore who buys it. 

In the beginning it was very 

much for the skaters, the 

cool guys (Interviewee 8).”  

 

 Desired peer recognition  “It’s sad but if you buy these 

items, it’s because you 

wanna share it somehow 

with peers and friends 

(Interviewee 1).” 
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“… it’s expensive, unique, 

and especially people that 

know about it will cheer you 

for the purchase 

(Interviewee 1).”  

 

”Because they are also 

interested in streetwear and 

I just had to show them that 

I got it. Yes, they were 

jealous and it felt good 

(Interviewee 5).”  

 

“…they look to inspire or 

impress peers who share 

the same kind of interests 

as them, who will recognize 

that particular T-shirt (N8).”  

 

“People want to be seen to 

be wearing Supreme...(N9)” 

 

Purchasing Experience  Rarity  “… but still limited, difficult 

to find (Interviewee 1).”  

 

“… it is not easy to get it 

(Interviewee 4).”  

 

“So they only produce a 

limited stock to create that 

hype (Interviewee 6).” 
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“Every other brand besides 

Supreme sees a design that 

sells out, and so they make 

it over and over. But if 

Supreme knows an item is 

selling, they’ll stop making 

it, never make it again, and 

try something else (N10).”  

 

 Resell  “But considering the fact, 

that you have to get this 

box logo shirt you have to 

go to third-parties like 

personal shoppers who get 

you these things. You have 

to pay a high price 

(Interviewee 5).” 

 

“And once it’s sold out you 

cannot get it anywhere else 

despite second market 

opportunities. You can get it 

second hand, but then it 

becomes often 3 or 4 times 

the price, because of 

demand and supply 

(Interviewee 6).” 

 

“Considering the resell price 

it is, because people cannot 

afford the pricy items. It’s 
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only people who have 

money who can do that 

(Interviewee 7).” 

 

“Supreme is the only brand 

whose clothing becomes 

more expensive as time 

passes (N11).”  

 

“Supreme is the most re-

selling worth clothing brand 

in the world. Period N(12).”  

 

 Brand Experience “It’s more an experience 

when you buy Supreme, 

you go, find out what it is, 

you go in the secret shop, 

or you participate a raffle 

etc. (Interviewee 1).” 

 

“If you look at Supreme and 

they are having a new drop 

of a new line. You have to 

wait hours in line, even 

days to get the newest 

clothing (Interviewee 5).” 

 

 Loyalty  “I don’t think Supreme has 

loyal customers 

(Interviewee 2).” 
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“Yes, but loyal for a short 

period of time. I am not 

sure, that there are so 

many guys being loyal to 

Supreme for ten years. But 

many people have a phase, 

where they are very loyal 

(Interviewee 8).” 
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8.3 Interview Guide 
 

Introductions 

 

Presentation of ourselves 

Brief presentation about why we are there 

 

Stage 1 – Introductions 
 

1. What’s your name?  

2. How old are you?  

3. What is your current occupation and highest level of education?  

 

Stage 2 - General information related to the topic 
 

4. How would you describe yourself?  

5. Who do you want to be? (flexible) 

 

Stage 3 - Awareness, attitudes &/or behaviour related to particular issues 
 

6. Do you have an interest in streetwear fashion?  
 
BRAND GROUPING ACTIVITY 
 

Task: Group brands together in two groups 
 

• Versace 

• Dior 

• D&G 

• Hermes  

• Yves Saint Laurent  
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• Chanel 

• Prada 

• Supreme 

• Off-White 

• Yeezy  

• Fear of God 

• A Bathing Ape 

• Rick Owens 

• Gosha Rubchinskiy 

 
7. Why do you group these brands together? Do you feel they share certain 

characteristics? 

8. What brands do you like most? Why? 

9. Do you actually own some pieces? 

10. How do you feel wearing that particular brand? (flexible) 

11. Why do you think people wear these brands? 

 
Stage 4 - Attitudes specific to the targeted objective & constructive suggestions for 
improvement 
 
Introducing our researched brand Supreme. 

 

12. Are you familiar with the brand Supreme? Do you own some items? 

 

IF YES 
 

1. How would you describe the brand Supreme? (flexible) 

2. Do you buy Supreme because of its quality? Please elaborate 

3. What’s you feeling after having purchased a Supreme item? Do you tell your peers 

about it for example? (Prestige + Self-Extension) à Self-Image + Reflection 

4. Do you feel people wearing Supreme share your similar personal characteristics? 

(like being extrovert, shy, cool, etc.) à Personality 
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5. What’s Supreme target group in your opinion? 

6. Do you perceive Supreme as a luxury brand? If yes, why? If not, how do you perceive 

it? 

7. Why do you think Supreme is so in fashion right now? Do you consider yourself a 

loyal customer? à Relationship 

 

IF NOT 
 

1. How would you describe the brand Supreme? (flexible) 

2. Do you think people buy Supreme because of its quality? Please elaborate 

3. How do you think people feel having purchased a Supreme item? (Prestige + Self-

Extension) à Self-Image + Reflection 

4. Do you feel people wearing Supreme share similar personal characteristics? (like 

being extrovert, shy, cool, etc.) à Personality 

5. What’s Supreme target group in your opinion? 

6. Why do you think Supreme is so in fashion right now? How would you describe its 

customer fan base? à Relationship 

7. Do you perceive Supreme as a luxury brand? If yes, why? If not, how do you perceive 

it? 
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8.4 Transcribed Interviews  
 

Interview 1: Franco 
 

1. What’s your name? 

 

Franco, Italian 

 

2. How old are you? 

 

26 

 

3. What’s your highest level of education and occupation? 

 

Bachelor’s Degree until 3 years ago in KEA. I am working for a design company right now. 

 

5. How would you describe yourself? 

 

Curious guy, really creative, I like to discover new stuff every time. I apply it to also my job. 

I am also very determined, and I like always staying at the top of knowing things around 

me. 

 

6. Who do you want to be in the future? 

 

Professionally I would like to own a company in 3 years. I would like to become more 

extrovert, speak with more people. 

 

7. Let’s come into the topic, fashion. Do you have an interest in streetwear 
fashion? 

 

Yes 
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8. Game 

 

Group A: 

⁃  D&G 

⁃  Chanel 

⁃  Dior 

⁃  Hermes 

⁃  Prada 

⁃  YSL 

⁃  Versace 

⁃  Rick Owens 

 

Group B: 

⁃  Supreme 

⁃  Yeezy 

⁃  Gosha 

⁃  BAPE 

⁃  Off-White 

⁃  Fear of God 

 

9. Why did you group together these brands? 

 

It’s difficult because if you consider not only the regular, but also the retail price, I’d say the 

price is almost the same in both groups. I put together brands that I feel having more hype 

right now. With hype I mean that brands are present on social media, everywhere. People 

feel cool to wear these hyped brands. You feel super cool if something is unique, like 

Supreme right now. 

This is different by Versace for instance, you can be perceived as a rich kid if you fire a 

Versace t-shirt when you are young and your friends not even know is a Versace. 

 

11. Among these do you have a favourite brand? 
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Off-White is my favourite brand. They made this collaboration with Nike that I really like. 

Products are very expensive, but still limited, difficult to find. If you manage to win a raffle, 

you can cop Nike collaborations with the designer, Virginia Abloh, you are strong. 

 

14. Do you own some pieces of these brands? 

 

I own an Off-White sweater. 

 

15. How do you feel when you wear that sweater? 
 

I feel cool, because not so many people know what you are wearing. Maybe now Off-

White is different because is becoming quite popular. The logo is displayed quite widely so 

it becomes easily recognizable if you have a basic knowledge about the brand. 

I feel special, not only for the price you pay that is satisfying as well, but I kinda feel that in 

this new streetwear wave you need to perceive yourself cool before the others. You are 

cool because you own that kind of sweater and then people follow. 

 

16. Why do you think people buy Off-White and these brands? 
 
If I refer to the group, people share a feeling to be perceived as cool. Supreme is a 

particular case, also BAPE. In this category are all brands that you buy because they’re 

super hyped, limited and make you feel “the cool guy” when you wear them 
 

18. Introduction of Supreme: are you familiar with this brand and do you own 
some items? 

 

Yes I am familiar, a lot, and I own 3 t-shirts and one hat. 

 

19. How would you describe the brand Supreme? 
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It’s a brand that built its reputation changing a lot throughout the years, starting like a 

garage brands, wore by few people. Suddenly it became extremely hyped due to social 

media. They make cool stuff becoming influencers in their industry, they don’t follow 

trends, they are the trends. 

 

21. Do you think people buy Supreme due to its quality? 
 

Absolutely not. Nowadays you don’t really care about the quality anymore, even though 

you’re paying high price, you just do it for exclusiveness, not for the quality. You really 

don’t care, I can’t really say even if it’s high quality or not. 

 

22. How would you feel wearing or right after having purchased Supreme items? 
Would you share the fact you purchased a Supreme t-shirt with your 
network? 

 

It’s sad but if you buy these items, it’s because you wanna share it somehow with peers 

and friends. Also because you need for approval, it’s expensive, unique, and especially 

people that know about it will cheer you for the purchase. This is another interesting 

aspect. 

 

24. Do you feel people wearing Supreme share similar traits? 
 

It depends, now is a mass brand so difficult to say. In general I would say the share the 

necessity to being unique, show off, part of a secret community of people that know 

something about the brand and they pay a lot because they are going to be accepted by 

this group. 

 

25. What’s Supreme target group in your opinion? 
 

It’s everyone. At the beginning is targeting everyone in the market. When it comes to re-

sell, it might be only people with high interest in streetwear. On the other hand it can be 

everyone, from the old guy to the young teenager. 
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28. Do you perceive Supreme as a luxury brands? Elaborate 
 

Difficult question, is not luxury on how much it cost because the retail price is pretty low. 

It’s more an experience when you buy Supreme, you go, find out what it is, you go in the 

secret shop, or you participate a raffle etc. 

After all the efforts you put into this process, you feel rewarded as well as buying a LV 

brand. 

 

29. Why is Supreme in fashion? 

 

They understand how trends are changing. Everyone needs to share on social networks 

what are they doing, they wanna be present, as similar to influencers. There’s the need to 

tackle different personalities, connecting and collaborating with plenty of different brands - 

even with brands that have nothing to do with Supreme (e.g. Scarface). I don’t think these 

two brands share any value, but they are still co-creating their products. This 

encompasses a high understanding of what luxury means right now. 

 

Interview 2: Liafi Studio 
 

1. What’s your name? 

 

Alexandre 

 

3. How old are you? 

 

31 

 

4. What’s your highest level of education and occupation? 

 

I am the owner of Liafi Studio, and I attended art school 
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6. How would you describe yourself? 

 

Creative, open minded, curious 

 

7. Who do you want to be in the future? 

 

I want to be me just older. I am pretty happy right now, maybe with a kid. 

 

8. Let’s come into the topic, fashion. Do you have an interest in streetwear 
fashion? 

 

Actually I am not that interested in streetwear. I started the store selling really high end 

products, like Dior, I used to work as Storm fashion. I attracted a lot of customers from my 

previous store. I only made money, back in the days, when people come and buy top 

product for 2000 kr (300€). 

Now it can happen that a kid comes in and buy a random t-shirt for 800 kr. I am just selling 

more right now. Streetwear is crazy right now, especially in Denmark. 

 

9. Game 

 

Group A: 

⁃  D&G 

⁃  Chanel 

⁃  Dior 

⁃  Hermes 

⁃  Prada 

⁃  YSL 

⁃  Versace 

⁃  Fear of God 

 

Group B: 

⁃  Supreme 
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⁃  Yeezy 

⁃  Gosha 

⁃  BAPE 

⁃  Rick Owens 

⁃  Off-White 

 

10. Why did you group together these brands? 

 

(Refereeing to group A)  

This is for people that know something about fashion, especially Rick Owens. It’s more like 

dark fashion. The others in the group are brands that everyone knows but no one can 

afford. 

 

(Refereeing to group B)  

These are most of my customers. Not independent, not so creative, they don’t think for 

themselves, they must look as the guys sitting next to them. It could be anything but 

they’re gonna buy it. For them is piling up stocks that they can’t re-sell in future on 

Facebook. 

 

12. Among these do you have a favorite brand? 
 

I like Rick Owens, because you can see is Rick Owens without any logos. The whole style, 

black, big, lazy. I owned some pieced but not right now. 

 

15. How do you feel when you wear a Rick Owens pair of shoes? 

 

It’s not my style, I like the style. I like the way that you wear something that people don’t 

recognize, but just you. I don’t feel that I can wear it by myself right now - like also other 

brands. 
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16. Why do you think people buy or wear Rick Owens? 
 
This took a turn a couple of years ago, when famous influencers like Asap Rocky started 

to wear them or other hip-hops guys wearing big shoes. The old school underground 

fashion looking still wear them. Now also small kids get access to these shoes and wear 

them. 

 

17. Introduction of Supreme: are you familiar with this brand and do you own 
some items? 

 

Yes, but I don’t own any items 

 

19. How would you describe the brand Supreme? 
 

Boring, but the brand is exciting to follow because it’s crazy how good they are to keep it 

going. Most of the brands are hyped for three years then they die. 

If you take any of the group B brands compared to group A, these are real designed 

branded t-shirts. Supreme is really easy to buy instead. 
 

20. Do you think people buy Supreme due to its quality? 
 

No they buy it because they want to look as their friends, people from MTV or whatever. 

 

22. How would you think people feel wearing or right after having purchased 
Supreme items? 

 

You feel good because of social media influence, possibility to share it with your peers. 

You are “in the group” if you buy and you must share it. 

 

23. Do you feel people wearing Supreme share similar traits? 
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There are some groups with similar traits, mostly I would say guys shopping Supreme are 

teenagers basically. They are blind for anything else than Supreme - nothing else works 

for them. It’s pretty weird but I get it. When you buy Supreme you don’t loose money, you 

can sell it again to anyone in the web.  

It’s just a shame that a small underground brand doesn’t get a chance because is not 

Supreme. 
 

25. What’s Supreme target group in your opinion? 
 

They don’t target young kids. It started with skateboarding so consequently they include 

young kids. Every hyped brand will get in a moment or another to young guys. 
 

26. How would you describe the relationship between Supreme and its 
customers? 

 

I don’t think Supreme has loyal customers. They’re just not creative. 

 

29. Do you perceive Supreme as a luxury brands? Elaborate 
 

No, the quality is not luxury, the brand doesn’t start out to be luxury, it was for skaters. 

They made some collaborations with Louis Vuitton but it still not luxury. It is a weird mix, 

and that is what is cool about it. 

It might sound I hate the brand, but I think is cool in the way they operate. I don’t like what 

coming out of it, how the community behaves, buys it, they way they start to shop with 

each other or talk stupid on Facebook. 

 

 

Interview 3: Aksel 
 

1. What’s your name? 

 

My name is Aksel. 
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4. How old are you? 

 

24 years old, Norwegian male living in Copenhagen. 

 

5. What’s your highest level of education and occupation? 

 

Currently enrolled in a master degree program in CBS, 5 years of education (bachelor + 

master). I work part-time next to my studies. 

 

7. You don’t work in fashion-related business, aren’t you? 

 

No 

 

8. How would you describe yourself? 

 

Active, organized, driven, crazy 

 

9. Who do you want to be in the future? 

 

I would like to be a respected individual, in different communities. I would like to have a 

good and stable job, in order to maintain me and my family. I want to be able to do the 

things I want in life. 

 

10. Let’s come into the topic, fashion. Do you have an interest in streetwear 
fashion? 

 

100% yes 

 

⁃  Game 

 

Group A: 
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⁃  D&G 

⁃  Chanel 

⁃  Dior 

⁃  Hermes 

⁃  Prada 

⁃  YSL 

⁃  Versace 

⁃  Rick Owens 

 

Group B: 

⁃  Supreme 

⁃  Yeezy 

⁃  Gosha 

⁃  BAPE 

⁃  Off-White 

⁃  Fear of God 

 

Fear of God kinda in between. I categorized group B as high fashion. Off-white could be 

actually both.  

 

13. Why did you group together these brands? 

 

(Refereeing to group A)  

Expensive, traditional luxury brands, French, Italian. Because of the price point, but also 

because they are old-fashioned. 

 

(Refereeing to group B)  

Grouped high end streetwear, FoG, not Off-White, has a high price point, not considering 

second hand re-selling, but in store. 

FoG can go in both places, but I felt at the end to put it in group B. 

 

16. How would you describe the characteristics of group A and group B? 
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(Refereeing to group A)  

Expensive, limited, long history, deep roots in the fashion industry 

 

(Refereeing to group B)  

Trendy, expensive, trendy more than expensive, cool, hyped 

 

17. Among these do you have a favorite brand? 

 

I like Hermes for accessories and leather goods, also Prada, Dior I really like. 

FoG, Off-white and Supreme 

 

18. Just pick 2, do you feel these brands share some characteristics? 

 

Yes they do in some ways. Re-seller market of Group B the price is super high, also five or 

more times the retail price or even more. They are both very limited in quantity, produced 

limited. 

That’s the biggest pinpoint. 

 

20. What does Supreme and Gosha have in common that Hermes and Prada do 
not have? 

 

Youth culture probably, Instagram, fashion communities. Streetwear communities more 

than fashion. 

 

21. Do you own some pieces of these brands? 

 

Yes I do, Hermes, D&G, Versace, YSL parfumes or Dior but that doesn’t really count. 

I own Gosha T-shirt, had a BAPE cap. 

 

23. How do you feel when you wear a BAPE hat with respect to D&G? 
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I would feel good if the t-shirt, in general, and compliments my outfit. 

I would use these nicer and more expensive brands in group A, for different social settings 

than group B. If I go out to nice restaurants with my girlfriend, I would probably wear 

something in A bracket. If I go out or chill, or in a club, I would use group A. 

 

24. Why do you think people buy Hermes or Gosha? In the two brackets? 
 

Group B: people have an interest in the history of the brand and in the streetwear culture. 

They might follow some “role models”, inspired by for instance Kanye West when you buy 

new Yeezy. 

It’s a matter of culture, social belongings I guess. 

 

26. Do you think people wear these brands for the same reasons you explained 
me before? 

 

It depends on the person, it is subjective 100%. If you go to a restaurant with your 

girlfriend you’re probably not gonna wear a Supreme t-shirt; or maybe you would but 

you’re going to have a jacket over. 

 

27. Introduction of Supreme: are you familiar with this brand and do you own 
some items? 

 

I don’t own but I am very familiar with the brand, I think it is really cool. I haven’t bought 

anything because I can’t afford it. I mean, I can but I am not going to spend a ridicoulous 

amount of money for a t-shirt like that. I couldn’t make the drop when it comes online 

 

30. How would you describe the brand Supreme? 
 

Innovative in the way the prompt collaborations; cool because if I see someone wearing a 

Supreme t-shirt, most likely I think he’s cool. I guess is superficial but I see this like that. 
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30. You mentioned that Supreme items might cost too much for you. Do you 
regard it as an expensive brand? 

 

It is expensive especially due to the re-sell, but retail price are not comparable to, for 

instance, Hermes or Prada. I don’t want to pay 200€ for a Supreme t-shirt 

 

21. Do you think people buy Supreme due to its quality? 
 

People don’t buy Supreme because of their quality, but because people want to be a part 

of a cultural belonging community. 

 

22. How would you feel wearing or right after having purchased Supreme items? 
 

People will feel extetics (?), great because the purchase comes out of a learning phase 

before the “drop”. Limited production means that you will feel special because no one in 

your network will have the same items. 

 

23. Would you share the fact you purchased a Supreme t-shirt with your 
network? 

 

Not in a social network setting, but for sure to all my friends especially the ones that I know 

have an interest in the brand. I would define the brand prestigious in this sense. 

 

24. Do you feel people wearing Supreme share similar traits? 
 

Yes I guess. I think it really depends. I have a friend deeply into Supreme and he’s the 

most quiet guy I know, although very outgoing on social media. Other friends are very 

extrovert instead. They are both cool individual, aware of fashion, art and culture. 
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25. What’s Supreme target group in your opinion? 
 

Supreme targets mostly males, between 14 and 25 years old. The brand appeals to 

everyone, both rich and poors. The guys that can’t afford it, sit on Instagram and see these 

famous rappers on influencers wearing Supreme just start to grow a feeling that they need 

to buy some pieces. Also rich kids thing is cool because is so limited and they’re able to 

buy. 

 

26. What’s the key to “be in fashion” of Supreme right now? 
 

I think all collaborations with different people are appealing to many different kinds of 

people; not only skaters. For instance North Face collaboration can attract people into 

mountains or nature. Limited supply is the key for success. They don’t have brand 

ambassadors but cool people are wearing it. 

 

27. How would you describe the relationship between Supreme and its 
customers? 

 

On-line brand communities are present, following blogs. I am not sure yet, but I assume 

that you get a thank you e-mail after purchase to get you into a community. 

 

28. Do you perceive Supreme as a luxury brands? Elaborate 
 

I don’t perceive it as a luxury brand, because luxury brands for me it’s not necessarily 

price. It’s more the fact it wasn’t a luxury brand before that interests me about Supreme - 

this transformation in the last 10 years with internet, social media, is fantastic. I perceive it 

an high end streetwear brand at the moment. 
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Interview 4: Kuba 
 

1. What’s your name? 

 

Jakub 

 

5. How old are you? 

 

23 

 

6. What’s your highest level of education and occupation? 

 

Studying in CBS, Master’s degree program, living in Copenhagen. I work at the moment 

part-time in a digital marketing company. 

 

8. How would you describe yourself? 

 

I am still looking for my roots in life, I currently focus on finishing my studying. I have some 

interests like sport and fashion. I still don’t know which way I’m gonna choose, both 

personal career and place on Earth. 

 

9. Who do you want to be in the future? 

 

I would love to run my own business, having free time next to the business, that’s it. 

 

10. Let’s come into the topic, fashion. Do you have an interest in streetwear 
fashion? 

 

Yes I am highly interested in streetwear, mainly small brands. Most of my clothes I got for 

free for promoting these brands. I worked with streetwear, when I was working in a botique 

as a manager for a Polish brand in Warsaw. 
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11. Game 

 

Group B: 

⁃  D&G 

⁃  Chanel 

⁃  Dior 

⁃  Hermes 

⁃  Prada 

⁃  YSL 

⁃  Versace 

⁃  Rick Owens 

 

Group A: 

⁃  Supreme 

⁃  Yeezy 

⁃  Gosha 

⁃  BAPE 

⁃  Off-White 

⁃  Fear of God 

 

Group A, streetwear; Group B luxury. 

 

11. Why did you group together these brands? 

 

I recognized all these brands, although I don’t own pieces. 

 

(Refereeing to group A)  

Too expensive, mainly because of the brands, probably with good quality but I have no 

idea about it. Most of the people can’t afford it. 

 

(Refereeing to group B)  
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Brand that I recognize that my friends like, that some of them would love to own. They are 

also expensive but wore by younger people I think. 

 

14. Among these do you have a favourite brand? 

 

Supreme is a phenomena, really interesting brand. I also like Off-White that is really 

famous in the last years, mainly for the collaboration with Nike. Also Gosha that I also 

gave an interview about once. It is another phenomena, famous for two years. It is 

importing East Europe into the Western world, Russian alphabet, etc. 

 

17. Do you own some pieces of these brands? 

 

I don’t. 

 

18. How do you feel when wearing or buy these brands? Like Supreme, Off-
White, Gosha 

 

For me wearing these brands is nothing to be proud of. I really don’t like big logos, stating 

or showing off that I am wearing Supreme. I like small logos or no branding, no show off, 

making people know it is expensive. 

When I would wear some of these stuff, I will always have in the back of my mind that I am 

wearing something limited, most of the people would love to wear it, it is not easy to get it. 

 

19. What do you think other people feel instead? 
 
Probably generally people would feel better, they care about these items, they know this is 

their passion. Still it is expensive, so they feel proud to wear something non accessible, 

outcome of an effort. 
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21. How would you describe the brand Supreme? 
 

It’s a marketing phenomenon. They sell really regular clothes, but the brand is so hyped 

right now. People would kill for their stuff. 
 

22. Do you think people buy Supreme due to its quality? 
 

I don’t think so. As I told you quality is similar to any other brand. It is mainly about brand, 

logo and hype. I tried and saw this stuff I am sure the quality is nothing special. I even 

know some other cheap brands from Poland with no more the same quality. In my opinion 

to be that expensive it should have a really high quality but is not like that. 

 

24. Do you think people reflect some of their own traits when they wear 
Supreme? 

 
So for me is more about the brand like Adidas or Nike. With those you can really feel the 

connection because they run huge marketing campaigns, for example “Just do it” or all 

these slogans. They are promoting lifestyles, drinks, etc. Supreme is nothing like that, it is 

only about hype. 
 

25. What’s Supreme target group in your opinion? 
 

Teenagers from rich families. 

 

27. So, when they strategically think about who they want to target, they say “rich 
teenagers”? 

 

No, but they know that these are the people that are buying it, but probably they don’t want 

it. This is what at the end what it is. 

If I am the marketing manager, I want to target people living in big cities, looking for people 

that want to stand out from the crowd, something different from H&M, Zara, that everyone 

is wearing. 
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At the end, these people result to be young people. 

 

28. Can you elaborate on “standing out from the crowd”? Also D&G customers 
might buy items to stand out. 

 

Most of the clothes from these brands are not really a good design (Group B). They’re just 

very popular. If jeans are not popular, for instance, they just create a like of jeans, 

extremely hyped and limited and suddenly jeans are popular again. Although most of the 

designs are not good, but surely recognizable. This is not happening for D&G. 
 

31. How would you describe the relationship between Supreme and its 
customers? 

 

Customers need to create a relationship with the brand, because the distribution system is 

built in this way. You need to be updated with all drops, raffles, shops that sell limited stuff. 

If you do not manage to buy in common ways, you need to understand how to get that 

specific item elsewhere. You must stay in connection with the brand and be always 

updated. 

 

31. Do you perceive Supreme as a luxury brands? Elaborate 
 
People who really know what Supreme is, they perceive it as a luxury brand. Mainly 

because of the price, but also because it’s limited, and this feature is peculiar to luxury 

brands. 

People are living an experience when they buy Supreme. The community of fans is so big 

right now that it’s easy to keep the pace, being updated. 
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Interview 5: Anton 
 

1. What’s your name? 

 

Anton 

 

6. How old are you? 

 

27 

 

7. What’s your highest level of education and occupation? 

 

So, last year I graduated from CBS in Brand Management and Communications. Right 

now, I am working as a brand manager for SaaS-based software company and that’s 

about it.  

 

9. How would you describe yourself? 

 

Okay, that’s a tough one. I would say, I am an open-minded and so very tolerant person. I 

think in terms of work I am rather the creative type than the analytical type. I would say I 

am very detail oriented and ambitious to achieve my personal goals.  

 

10. Who do you want to be in the future? 

 

I want to continue my path I am going. I want to work in a creative field as well in brand 

management. Maybe, establish my own brand. So, working more independently. I think it 

is important, to enfold who I really am. I can’t be constraint by an entity.  

Personally, if I am continuing the path I am going, being open-minded and having an 

interest in different cultures and always being on the hunt for the latest trend. I think this 

will encourage my personal development, not knowing where this is going to be. But I 

think, I want to be very happy in what I am doing in my life.  
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11. Let’s come into the topic, fashion. Do you have an interest in streetwear 
fashion? 

 

Yes, very much. I have a general interest in fashion and especially in streetwear fashion. I 

like to wear it. And I think I spent a lot of money on it.  

 

12. Game 

 

Group A: 

⁃  D&G 

⁃  Chanel 

⁃  Dior 

⁃  Hermes 

⁃  Prada 

⁃  YSL 

⁃  Versace 

⁃  Rick Owens 

 

Group B: 

⁃  Supreme 

⁃  Yeezy 

⁃  Gosha 

⁃  BAPE 

⁃  Off-White 

⁃  Fear of God 

 

12. Why did you group together these brands? 

 

If I look at the second pot with D&G and Prada and Versace etc. etc.. I think, I consider 

these as more established clothing or luxury brands in that sense. They have a long 

heritage. They are well known. They somehow incorporate the same values, in my 

personal opinion.  
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On the other hand, we have young and fresh oriented streetwear brands like Supreme. I 

mean Supreme exists since the early 90s, but now the last couple of years they really 

picked up. They are really innovative in what they do. Speaking about Yeezy, speaking 

about Off-White and Gosha Rubchinsky. These are all brands, that I feel hit the tone of 

time right now. And I would say, if I compare both pots, we have, on the one hand, modern 

brands, with Supreme etc. and, on the other hand, with YSL etc. is more like traditional 

brand. That’s how I group them.  

 

15. Among these do you have a favorite brand? 

 

I really what is Prada doing at the moment. In regards to a traditional brand, they are really 

fresh. But my all time favorite. I mean you see it. I am wearing it. Not from head to toe, but 

wearing the cap and the T-shirt from Supreme. For me it’s a story of success over the last 

30 year. They are very very innovative, influencing the whole streetwear scene. And so 

influencing, this time the more traditional and classic fashion scene. I think, they are really 

ground breaking in what they are doing and I really love their cloth they are making.  

 

18. Do you own some pieces of these brands? 

 

Yes, as you see, I have a couple of pieces from Supreme. I have Gosha Rubchinsky as 

well. I just sold my old pair of Yeezy. I have YSL boots and yea so.  

 

19. How do you feel when you wear that sweater? 
 

I think, if we compare Prada and Supreme. Prada is a very classical brand. It’s very 

understatement, if you wear it. You most of the time don’t see that its Prada. Now, they are 

changing it a bit. But if considering the more classical line. Supreme, is different. If, I wear 

Supreme everyone will recognize the brand. I mean, a couple of weeks back I bought a 

box logo T-shirt just like the plain white T-Shirt with the red logo. This is super hard to get. 

And kind of expensive. I feel, when I wear it, proud to wear it. Like, of course, when you 

wear these brands you feel somehow include these brands into your self-identity. Supreme 

is cool, so you feel cool as well.  
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20. Why do you think people buy these brand and how do they feel? 
 
If you look at Supreme and they are having a new drop of a new line. You have to wait 

hours in line, even days to get the newest clothing. Then you see people posting about it. 

That they just bought the newest stuff. Last year it was GDC and Supreme. I think they 

feel the same. They feel somehow proud. It’s an achievement to get the limited stuff. So, I 

think they feel the same how I described it before, yes.  

 
 

22. Introduction of Supreme: are you familiar with this brand and do you own 
some items? 

 

Yes.  

 

23. How would you describe the brand Supreme? 
 

Supreme is basically a skate brand. It started as a skate brand. I think, it still inhibits 

values that it is seen as very cool. Even, with this long background it is a very innovative 

brand. It really hits the tone of time and shape and influences fashion a lot.  

 

25. Do you think people buy Supreme due to its quality? 
 

These brands you don’t buy because of their quality. If you want to have quality, you buy 

Patagonia. Because it’s simply among the best. No, it’s not about quality. It is just about 

style and brand for me. 

 

26. How would you feel wearing or right after having purchased Supreme items? 
Would you share the fact you purchased a Supreme t-shirt with your 
network? 
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Yes, as I described before. When I copped a. Copped means that I was able to buy it. 

When I found this box logo shirt online, I was really really proud of myself. That I was able 

to find this hidden treasure and was able to afford it. It feels good buying it. Definitely.  

It might sound a bit off, but of course I posted a picture on my Story on Instagram. I mean, 

I have to show my friends. Because they are also interested in streetwear and I just had to 

show them that I got it. Yes, they were jealous and it felt good. Even if it’s stupid it is 

somehow part of this shopping experience.  

 

28. Do you feel people wearing Supreme share similar traits? 
 
I think, nowadays, if we think about Supreme. Everyone wears it. From the kids around 

here in Copenhagen until adult. Really everyone who can afford it. So, I think there are 

definitely some characteristics. They are interested in fashion. You somehow have to be 

extroversive, if you wear a box logo T-Shirt, because it’s an extroversive item and brand. 

So, I think, yes, they share some of the same values. Even though, there are different age 

groups involved.  

 

29. What’s Supreme target group in your opinion? 
 
That’s a really difficult question. They used to target skaters. So I would say younger 

people. Okay, now we have old skaters as well, but it used to be younger. I think, now they 

are target basically everyone who has an interest in fashion. Mostly young people. So 

regarding the price point, which is not very high. But the exclusive stuff is very hard to get 

and I think Supreme knows it, that I had to pay an extraordinary price to pay that box logo 

shirt. So, it’s maybe 20-35 mostly male they target. That’s my opinion.  

 

32. Do you perceive Supreme as a luxury brands? Elaborate 
 

If I look again for instance at Prada. This feels like a traditional luxury brand in that sense. 

Because it’s been there for so long. And it’s so important for fashion. But now. You can get 

a T-shirt, if you are able to buy it, what I don’t think so for 40€. Which is not considered 

luxury. But considering the fact, that you have to get this box logo shirt you have to go to 



   147 

third-parties like personal shoppers who get you these things. You have to pay a high 

price. So I would say, yes it is luxury. Because, if you see someone wearing Supreme you 

don’t think: “ okay he just went online and bought it there”. No you think: “Okay, he 

probably got it on IG from a personal shopper and he paid ten times the price for it”. That’s 

how you perceive these brands nowadays, because they have such a limited quantity. And 

that dictates  the prices. We have to understand luxury in that sense a bit different. Not 

dictated by the retail price.  
 

32. Why is Supreme in fashion? 

 

That’s a good question. As I told you, it’s a very innovative brand these days influencing 

what we perceive as cool. With all these gadgets they release. Influencing the fashion as 

well. But I think, they really work well together in terms of community management. They 

know how to place their product, before actual releasing them. I don’t know, if you know 

Gully Guy Leo (Influencer). I mean, they are not officially sponsored, but they have these 

important influencers. And they are very very good to create a hype and I think that’s what 

it makes it so successful.  

 

33. Do you consider yourself a loyal customer of Supreme?  
 

I think, I really like. It depends on the item. So I don’t really have preference. But with 

Supreme, it’s really special. I need in my wardrobe a couple of Supreme items because I 

really like what they are doing. You can name me maybe a loyal customer even though I 

don’t have many pieces. But I think I  am gonna like it for a long time. It’s always difficult to 

say in fashion, but I think I am wearing it now for 4-5 years and I don’t think I won’t quit 

wearing it for another 4-5 year. So yes, I definitely see myself as a loyal customer. 
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Interview 6: Henning 
 

1. What’s your name? 

 

Henning 

 

7. How old are you? 

 

26 

 

8. What’s your highest level of education and occupation? 

 

My current occupation is, I have my own fashion brand. I am the CEO of Audace 

Copenhagen. My highest education is a Bachelor and I am doing a Master Degree right 

now. Hoping to finish this summer.  

 

10. How would you describe yourself? 

 

I would say, I am open-minded and I am curious about new things. I am willing to try out 

new things. I am quite spontaneous.  

 

11. Who do you want to be in the future? 

 

I would say. I would probably like to be more stable in life. Like stability would be a word 

that I am trying to seek. Right now my life if not really stable it’s quite chaotic. So in the 

future I would like to be more mature in a way that I can get my life together.  

 

12. Let’s come into the topic, fashion. Do you have an interest in streetwear 
fashion? 

 

Yes, I have. I follow quite a lot brands. I am also having my own brand. I have a great 

interest in fashion in general.  
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13. Game 

 

Group A: 

⁃  D&G 

⁃  Chanel 

⁃  Dior 

⁃  Hermes 

⁃  Prada 

⁃  YSL 

⁃  Versace 

⁃  Rick Owens 

 

Group B: 

⁃  Supreme 

⁃  Yeezy 

⁃  Gosha 

⁃  BAPE 

⁃  Off-White 

⁃  Fear of God 

 

13. Why did you group together these brands? 

 

In relation to Group A, it’s traditional brands. They have been there for ages. They are 

more classy and classic in their style. It’s more high end luxury goods. Like the classical 

ones, that everybody knows. It’s just classic and elegant stuff.  

In Group B, you see, I don’t want to say new and upcoming. But, you haven’t really seen 

them before the 21st century, I would say. Brands, like Supreme and Yeeyz it’s something 

like they are in a sense streetwear and it is really hyped streetwear. When I see these 

brands, I associate them with a huge amount of influencers. Like famous influencers or 

famous people who wear their stuff. And through social media, a social hype got created 

around it. 
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Whereas Group A are huge fashion houses. They have been there for hundreds of years 

most of them. 

Group B you can categorize as streetwear. It’s more for young people. I would say like 

that.  

 

16. Among these do you have a favorite brand? 

 

If I had to pick one. My style is not that streetwear influenced. So, I like. I would pick one 

out of Group A. It would be YSL. I like that a lot. But they are really really expensive. I don’t 

have any, I just like them. I think their way of branding, the way I perceive them. I receive 

them in a very nice way. I think they produce very nice items. And their outer appearance, 

their image is really good. So overall I see them as a strong brand. But most likely I like 

their stuff, their design.  

 

19. Do you own some pieces of these brands? 

 

No.  

 

20. Can you imagine, how customer feel wearing these brands?  
 

It’s people who mostly likely, have worked really really hard and finally get a piece of 

they’ve always wanted. A piece of their dreams. And that feel must have been. Of course 

you have worked really hard and want so want to show what you’ve purchased. So to 

show that you have in a sense good taste. Because it’s a little bit, I would say, it’s a niche. 

It’s not mass market at all. So you also want to differentiated yourself from your others.  

 

21. Why do think people wear these brands?  
 
The two big reasons are, one you want to show of your wealth. You worked hard to earn 

this money so you want to present that. The other reason could be, that you like these 

brands for their style, not because it’s expensive. More, because they have good designer 
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fashion and that it aligns with your own taste. That’s why you buy them. So these I would 

say are the two biggest reasons.  

 

23. Introduction of Supreme: are you familiar with this brand and do you own 
some items? 

 

Yes.  

No, I haven’t owned anything.  

 

24. How would you describe the brand Supreme? 
 

A couple of years back, I have seen Supreme for the first time. I was confused about the 

hype around the brand. Because I just saw the white T-shirt with the red logo saying 

Supreme. And I just thought “Why is this so hyped?”. And I felt the quality. And the quality 

was not that good. But it was really really hyped, because of the SoMi (Social Media). But I 

would say, Supreme today is one of those streetwear brands that have been really really 

successful in their branding, because of their impact on young people. Through social 

media, they have created one of the most hyped brands I have ever seen. Now that, 

they’ve collaborated with more traditional brands like LV. Now you connect Supreme 

somehow differently. I usually saw them as a regular streetwear brand, but now they are 

doing a lot of collaborations with other brands. It has become somewhat next level to me. I 

would say, most of their pieces are regular pieces. Their quality is not really top notch. It’s 

more their branding, that make people to buy it for such a resell-price. Because quality and 

design-wise it’s not really and argument.  

 

26. Do you think people buy Supreme due to its quality? 
 
The brand and not the quality is an buying argument.  
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27. Can you imagine how people feel right after having purchased Supreme 
items? Do you think they share the fact they’ve purchased a Supreme t-shirt 
with their network? 

 
I think, Supreme has become a culture. I think, when you buy Supreme you become part 

of this culture. Part of this young youth group. And of course you want to share it, because 

it can be very expensive. You want to be a part of this culture. 

 

29. Do you feel people wearing Supreme share similar traits? 
 
It’s difficult to say. In my point of view, I would say they are a bunch of young people. I still 

think it mostly young people who buy it. Somewhat between 15/16 until 30 years old. 

These group of people I would probably say, they are really outgoing. They follow, social 

media. They follow a lot of famous people. Through that channel, they get their inspiration. 

SoMi today is a really strong phenomena and it created. It is not only one place it is world 

wide. People get connected with Supreme through social media and through influencers. 

All these people have somehow an addiction to their phone or social media. People that 

are really focused on social media buy Supreme. I think, if you don’t follow these people, 

you wouldn’t buy Supreme and you would stick with the mass market and with regular 

brands.  

 

30. What’s Supreme target group in your opinion? 
 
I would probably say. Boy and Girls 15/16-30 years. And I would say it’s people who have 

fashion-instinct. People who care about themselves. About their outer appearance. Who 

care about joining that culture. People who are focused on fashion and want to 

differentiate themselves in a way.  

 

33. Do you perceive Supreme as a luxury brands? Elaborate 
 
In a sense, I would say it is a luxury brand. Like Yeezy had become a very hyped brand. 

Meaning that a lot of their items are limited stock. So they only produce a limited stock to 
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create that hype. And once it’s sold out you cannot get it anywhere else despite second 

market opportunities. You can get it second hand, but then it becomes often 3 or 4 times 

the price, because of demand and supply. So I would say in that sense, the price is 

becoming really high end. So I would say in a sense of price it’s high end, and in a sense 

of branding as well it’s high end. So in that sense it could be considered a high end/ luxury 

good.  

 

34. Why is Supreme in fashion? 

 
It’s really really hyped, because of the power of social media. I think when you have the 

top ten Hollywood stars wearing Supreme and also the famous artists and musicians 

wearing it. It’s just creating something really really strong. And I’ve always believed that 

influencers are the ones who decide what is in or what is not. Also the other day, as you 

can see. Just because Rihanna didn’t like what Snapchat did. Snapchat made this joke 

about Rihanna. About some domestic violence. So Rihanna made an IG post about it. 

Saying that this is not okay. So Snapchats stocks dropped hugely. So these influencers 

can be so powerful in many aspects. So Supreme right now is really really in fashion 

because of influencer marketing.  

 

 
Interview 3: Nicolas 
 
 

1. What’s your name? 

 

Nicolas 

 

2. How old are you? 

 26 

 

3. What’s your highest level of education and occupation? 
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My current occupation is, that I am the owner of the shop Hypetrade. I have one shop in 

Copenhagen and one shop in Aarhus, Jutland. My highest education is a diploma in 

Marketing Economics.  

 

4. How would you describe yourself? 

 

I am willing to take some risks and therefore I started that business. I saw a place in the 

market for a shop like this in Denmark, because I saw other countries having this. I felt that 

Denmark and especially Copenhagen was missing this kind of shop. That’s why I opened 

it.  

 

5. Who do you want to be in the future? 

 

I want to do what I’d like to do and that’s having a shop that is including my personal 

interests. Combining my personal interest with a job would be the perfect future for me.  

 

6. Let’s come into the topic, fashion. Do you have an interest in streetwear 
fashion? 

 

Yes, of course. It was more natural in the start. Now it has become more a job than an 

interest. Which is good and bad. In the start there was natural motivation because my 

interest was so big for it. Now with the people getting so young now and so on, it’s hard to 

have the same understanding as them compared to my start back then.  
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Game 

 

Group A: 

⁃  D&G 

⁃  Chanel 

⁃  Dior 

⁃  Hermes 

⁃  Prada 

⁃  YSL 

⁃  Versace 

⁃  Rick Owens 

 

Group B: 

⁃  Supreme 

⁃  Yeezy 

⁃  Gosha 

⁃  BAPE 

⁃  Off-White 

⁃  Fear of God 

 

 

7. Why did you group together these brands? 

 

Group A he defines as high end brands. Luxury brands for older target group.  

Group B he describes as streetwear brands.  

 

In Group A, this is where the high end brands are. They are priced at the same level. If you 

can say it like that. D&G I don’t know. It’s a bit more cheap, in my opinion, than the other 

brands here. But it’s for a big target group.  

I think the Group B, which are the streetwear brands have a more limited target group.  
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8. Among these do you have a favorite brand? 

 

I think it would be Supreme. I also like YSL.  

 

9. Do you own some pieces of these brands? 

 

Yes, I do own something of Supreme. Not as many pieces as people would think. In 

comparison, to the fact that I am the owner of the shop and we sell that a lot.  

 

10. Can you imagine, how customer feel wearing these brands?  
 

I would describe it as a feeling. As being part of something. Being part of a group. If you 

wear it and you see another guy, you always almost know each other. Know what they 

stand for. It’s a feeling when you wear it.  

 

And in comparison to YSL? Do you own something of it?  

Yes I own something. I like vintage stuff and I have a couple of shirts of YSL.  

It’s not the same thing as Supreme. If people wear YSL, they want to feel not better than 

anyone else but they got a luxury feeling to it. And they feel that they are wearing 

something, that means they can be perceived as a person that has success in life. And 

that’s the difference between Supreme and YSL.  

 

With Supreme it’s like you belong to a community. People have similar interest to you 

when they wear it as well.  

 

11. Why do think people wear these brands?  
 

12. Introduction of Supreme: are you familiar with this brand and do you own 
some items? 

 

Yes. 
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13. How would you describe the brand Supreme? 
 
Supreme has been successful and thought after for a long time since the beginning in 

1994. Back then it’s been a skater brand. Now it’s more a peoples brand. It’s not only 

skater anymore who wear it. I would come back to talk about the feel when you wear it. 

And I think that’s the biggest. You cannot describe it. It’s just a feeling. And the brand is so 

hyped right now. You have famous people wearing it and everyone wants to wear and own 

it. Especially the spare items. It’s just amazing how they built it up and where they are right 

now.  

 

14. Do you buy Supreme due to its quality? 
No. It’s only based on the brand. On its brand identity that come with it.  

 

15. How do you feel right after having purchased Supreme items? Do you 
share the fact that you’ve purchased a Supreme t-shirt with your network? 

 

I almost always post it on Instagram or Facebook. Facbook not anymore. You only use 

Instagram or Snapchat to share your purchases. Almost everytime.  

 

16. Do you feel people wearing Supreme share similar traits? 
 
I think it’s a feeling of being connected to something. Being part of something big, rather 

than just wearing a brand. It’s the same thing as I told before. To get the feeling that come 

with wearing Supreme. People get a feeling of proudness when wearing it. People want to 

show this off, because they know that it is hard to get.  

 
17. What’s Supreme target group in your opinion? 

 

There is a difference between who they want to target and who is the real target group. 

Because the group that Supreme really wants to target are the famous people, the main 

influencers of a group. Because then it will drip down to their follower and who look up to 

them. They target mainly on an influencer level. Right now, it’s pretty much everyone. 
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18. Do you perceive Supreme as a luxury brands? Elaborate 
 

I perceive it as a streetwear brands. Depends if you consider luxury on a price level or on 

a quality level of the material. If it’s on the quality level it’s not a luxury brand. Considering 

the resell price it is, because people cannot afford the pricy items. It’s only people who 

have money who can do that.  

It is difficult to say. You can argument for and against Supreme being a luxury brand.  

 

19. Why is Supreme in fashion? 

 

Because, I think, people like to own a brand that is not easy to get. When you get it, it’s 

kind of a good feeling. A dopamine kick. I just feel, that there’s this prestige related feeling. 

It’s very hard to answer this question. They’ve always been around and always been 

popular to have. Some of those people, who have been into fashion the most, have always 

worn it. But now, these people are against it, because it is becoming mainstream. I don’t 

know if that answers the question.  

 

 

Interview 4: David 
 
 

1. What’s your name? 

 

David 

 

2. How old are you? 

 

21 

 

3. What’s your highest level of education and occupation? 
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My highest level of education is gymnasium. I am  a partner and owner of a streetwear 

store called Siersted.  

 

4. How would you describe yourself? 

 

I am a very creative minded person. I try live everyday joyful and I don’t want to work for 

anybody. I want to make my job my hobby. Living day by day.  

 

5. Who do you want to be in the future? 

 

No, I wouldn’t say I have a personal goal for myself. I want to be able to live freely. To 

achieve economic and creative freedom, to do what I want to do. That’s what I find 

important.  

 

6. Let’s come into the topic, fashion. Do you have an interest in streetwear 
fashion? 

 

Yes. I have this store together with a friend of mine. And that’s a huge part of our lifes. 

 

Why are you interested in streetwear? Can you elaborate a bit more?  

I’ve always been interested in fashion. From being a little kid, following trends. I think after 

finishing gymnasium, I was in a state of mind where I thought “what do I want do to with 

my life?”, “what interests do I have?”, “where do I want to be in 10 years?”. I wanted to 

have my own store, like so many young people want to do. And then I thought “why 

waiting 10 years?”. My education was learning day by day. So I started saving up. Now we 

are here after two years.  
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7. Game 

 

Group B: 

⁃  D&G 

⁃  Chanel 

⁃  Dior 

⁃  Hermes 

⁃  Prada 

⁃  YSL 

⁃  Versace 

⁃  Rick Owens 

 

Group A: 

⁃  Supreme 

⁃  Yeezy 

⁃  Gosha 

⁃  BAPE 

⁃  Off-White 

⁃  Fear of God 

 

8. Why did you group together these brands? 

 

These three streetwear brand (OFF-White, Fear of God, Supreme) try to move to into 

high-end.  

Group A, these brands are based more on personal brands as you know most of the 

owners. They are fast growing streetwear brands.   

Group B is more big companies. Very luxury and high end brands  

 

9. Among these do you have a favourite brand? 

 

I’m not so loyal to brands.  
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I think Gosha is doing really well, in terms of keeping the price fair but still doing creative 

pieces. Basically, Supreme is doing the same, but right now they are so hyped, especially 

in Denmark where so many young kids are wearing it. They have some stupid items as 

well.  

I think Dior from a more aesthetic perspective is very much something I can relate to.   

 

10. Do you own some pieces of these brands? 

 

I’ve probably owned something from Gosha, Dior, some Supreme and A Bathing Ape, too. 

Maybe some Prada.  

 

11. Can you imagine, how customer feel wearing these brands?  
 
The more over-branded they are, the more as a part of it you feel. However, I don’t like it, 

because I think it’s a little bit less unique, if you buy that much into a brand. Personally, I 

am more comfortable with not branded stuff, where it’s more about the fit and the quality.  

I don’t like it when it’s i.e. recognizable as Gosha. Even though, I like what Gosha is doing. 

But I don’t want people to think “Oh, that’s a Gosha Jacket – How cool you are”. Yes, I 

want to be more understated. I want to buy stuff because I like it and not because of the 

brand.  

 

12. Why do think people wear these brands?  
 
I think these streetwear brands (talks about Supreme and Gosha) are tremendously 

talented at being important and keeping the price point at a place, where the masses have 

easy access to it. Sometimes, it is limited and hard to get. But you can always buy 

something of them. With the price point starting at 40€ or something it is so easy for 

everyone to feel so cool as rapper and famous people. As long as Supreme, Gosha and 

all of these streetwear preserve their coolness the mass will follow. They kids will still wear 

it, as long as the cool famous people will wear it. So, I don’t think this will end sometime 

soon.  
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There are very few brands, that are doing original design and stuff like that. Gosha and 

Supreme, hate it or like it, they are very much themselves. And I think people appreciate 

that about them. That it’s not inspired by anything else. They do it at a price point where 

people can access it.  

 
13. Introduction of Supreme: are you familiar with this brand and do you own 

some items? 
 

Yes, I am familiar with it. Right now I don’t own anything of Supreme, but in the past I did.  

 

14. How would you describe the brand Supreme? 
 

Trendsetting. Massive influence on basically everything in fashion. Inspirational – Basically 

coming from nothing with being a skate brand. And now they are doing collaborations with 

Louise Vuitton. I think it’s mad nice. But very commercial as well.  

 

15. Do you think people buy Supreme due to its quality? 
 

There’s no doubt, that it’s not the highest quality you can get. But in terms of original 

design. If I would buy a logo-less jacket, I would be very satisfied regarding the price point. 

If you compare it to other brands at the same price point the quality is very much out there. 

But no, I am not buying it for the quality only. There are so many brands, that are so 

quality based. That’s a mission they are not going to win. And they are not trying to win, 

cause that would waste their prices too.  

 

16. Do you remember how you felt after buying Supreme? Did you share the 
fact that you’ve purchased a Supreme t-shirt with your network? 

 

Yes, definitely. When I was more into brands like Supreme and Gosha, the more branded 

stuff, it was definitely like being seen and people should recognize it. So yes, it was part of 

it.  
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17. Do you feel people wearing Supreme share similar traits? 
 
I think, Supreme is such a big brand now. You see editorial women wearing Supreme. You 

see rappers wearing Supreme, small kids wearing it. I think, there are some for the final 

customer, the one that carries the brand. There are definitely come characteristics in 

common. But there are some many different types coming in that wear Supreme. Plus it is 

different from country to country. If you go to London, you think “Oh, Supreme that very 

cool now”, because many old guys are wearing it. Having a great style and mixing it with 

other brands and stuff like that. In Denmark, it’s more younger people wearing it. Thus, 

influencing my perception of it.  

 
18. What’s Supreme target group in your opinion? 

 
The masses. I don’t think Supreme cares anymore who buys it. In the beginning it was 

very much for the skaters, the cool guys. Now, they are selling 200.000 per T-Shirt. If you 

are selling that much, it’s not about the customers anymore. It’s for the venture funds.  

 

19. Do you perceive Supreme as a luxury brands? Elaborate 
 
Definitely not. I think, because of the access to it, the price point and the quality of it. I 

mean if you have T-Shirts around 40€ and you can buy it all over the internet. It’s mainly 

the price point and the quality. But of course, if they do luxury collaboration they have 

some luxury aesthetics and luxury feelings. It’s not a luxury brand, it’s not.  

 

20. Why is Supreme in fashion? 

 

I think, Supreme is in fashion, because their strategic job is very well planned. They have a 

lot of high influential friends of the brand. They keep sending free stuff to them and all the 

other guys will follow. Due to their size they can produce so many different styles, that 

there’s something for everybody. So I think Supreme will be in fashion for many years to 

follow.  
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21. Do you think they have loyal customers? 
 
Yes, but loyal for a short period of time. I am not sure, that there are so many guys being 

loyal to Supreme for ten years. But many people have a phase, where they are very loyal. 

And then there come some new guys to be loyal to. I think, it will be as trendy as it is now. 

I think 5 years back Supreme was also very big and trendsetting.  

 


