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Abstract	
	
For	many	years,	research	related	to	the	concept	of	luxury	has	focused	on	the	

conspicuous	motivations	for	consuming	luxury	products.	This	is	however	no	

longer	the	case.	In	recent	years,	a	new	type	of	luxury	product	has	taken	the	

market	by	storm.	The	astounding	success	of	the	affordable	luxury	product	

category	has	lead	to	a	development	where	the	traditional	conceptualization	of	

luxury	is	in	the	midst	of	being	redefined,	and	this	has	created	a	need	to	

reexamine	and	reevaluate	some	core	assumption	related	to	luxury	research	and	-

marketing.		

	

The	redefinition	of	luxury	is	the	result	of	an	interdependent	relationship	

between	macro-	and	micro-level	sociocultural	dynamics.	In	the	post-modern	

reality	of	today,	the	macro-level	vertical	configuration	of	a	class-based	social	

hierarchy	has	been	replaced	by	a	horizontally	configured	constellation	of	

sociocultural	groups,	which	influence	individual	cognition	and	perception	at	the	

micro-level.	In	this	way,	consumers	of	affordable	luxury	products	represent	a	

distinct	segment	with	distinct	cognitive	dispositions	affecting	how	they	perceive	

luxury,	and	what	they	desire	to	accomplish	by	consuming	luxury	products.		

	

A	survey-based	quantitative	analysis	of	the	cognitive	dispositions	of	consumers	

who	prefer	affordable	luxury	and	consumers	who	prefer	traditional	luxury	

revealed,	that	consumers	of	affordable	luxury	are	more	motivated	by	hedonism	

and	subjective	image-congruency	than	consumers	of	traditional	luxury.	

Consumers	of	affordable	luxury	were	also	found	to	be	less	concerned	with	

monitoring	and	controlling	their	display	of	identity	than	consumers	of	

traditional	luxury.	This	uncoupling	of	conspicuousness	from	luxury	has	certain	

consequences	for	brand	managers	in	the	affordable	luxury	category.	Instead	of	

focusing	on	the	symbolic	and	externally	directed	dimensions	related	to	luxury	

consumption,	brand	managers	of	affordable	luxury	brands	should	focus	on	

promoting	the	experiential	aspects	of	their	brand.	This	implies	a	focus	on	

ensuring	that	the	identity	of	their	brand	is	in	sync	with	the	self-concept	of	their	

core	consumers.		
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Chapter	1		

Introduction		
	
	

	

Over	the	past	20	years,	the	global	market	for	luxury	products	has	experienced	

significant	growth	rates,	and	is	now	valued	at	over	€	1.000	billion	(Bain	&	

Company,	2016).	In	a	grand	perspective,	the	growth	within	the	luxury	market	

can	be	seen	as	the	result	of	both	increased	demand	and	increased	supply.	In	

terms	of	demand,	the	heightened	standards	of	living	in	existing	and	emerging	

markets	have	resulted	in	an	increase	in	the	disposable	income	for	large	portions	

of	the	global	population,	which	has	led	to	increased	expenditure	on	non-essential	

products.	In	terms	of	supply,	existing	as	well	as	new	brands	have	capitalized	on	

this	development	by	bringing	new	luxury	products	to	market	that	are	priced	at	a	

level,	which	allows	a	larger	segment	of	consumers	to	engage	in	luxury	

consumption.	This	development	is	commonly	referred	to	as	the	democratization	

of	luxury,	and	it	is	this	process	of	democratization,	which	has	lead	to	the	

emergence	of	a	new	product	category:	affordable	luxury	products.		

	

Affordable	luxury	products	are	characterized	by	having	a	level	of	quality,	

emotional	appeal,	and	symbolic	value	that	is	comparable	to	traditional	luxury	

products,	whilst	being	priced	at	a	significantly	lower	level,	and	distributed	more	

widely.	The	emergence	of	the	category	of	affordable	luxury	products	represents	

a	new	way	of	bringing	a	luxury	product	to	market,	which	contradicts	traditional	

wisdom	surrounding	luxury	products;	affordable	luxury	represents	a	breaking	

away	from	the	traditional	approach	of	maintaining	exclusivity	and	safeguarding	

brand	equity	by	setting	high	prices	and	keeping	product	volume	low.		
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Affordable	luxury	also	represents	a	new	way	of	conceptualizing	luxury;	whereas	

the	consumption	of	traditional	luxury	products	is	based	largely	on	the	symbolic	

value	that	these	products	possess,	the	consumption	of	affordable	luxury	is	

influenced	by	a	different	constellation	of	consumption	motives	and	values.		

	

Many	scholars	agree,	that	the	democratization	of	luxury	has	changed	both	

market-	and	consumer	dynamics.	As	with	all	socially	embedded	constructs,	the	

concept	of	luxury	is	undergoing	a	constant	transformation,	influenced	by	the	

cognition	and	behavior	of	new	generations.	In	this	way,	the	traditional	values	

associated	with	luxury	are	slowly	being	transformed.	The	question	is,	where	

these	values	are	headed.	In	order	to	be	successful,	brand	managers	of	affordable	

luxury	products	need	to	understand	this	development,	both	in	relation	to	macro-

level	sociocultural	dynamics	and	micro-level	identity-related	dynamics.	

Attaining	a	deep	understanding	of	how	these	dynamics	influence	consumer	

cognition	in	relation	to	the	definition	of	luxury	and	the	consumption	of	

affordable	luxury	products	can	help	ensure	the	future	profitability	of	affordable	

luxury	brands.	

	

Brand	managers	need	to	know	how	to	most	effectively	operate	within	this	new	

category,	and	this	requires	a	deep	understanding	of	what	makes	consumers	in	

the	affordable	luxury	category	tick.	Through	as	survey-based	quantitative	

analysis,	this	paper	will	provide	insights	related	to	how	the	cognitive	

dispositions	of	consumers	who	prefer	affordable	luxury	fashion	brands	are	

different	from	those	consumers	who	prefer	traditional	luxury	fashion	brands.	

This	will	be	achieved	by	measuring	the	relative	importance	of	consumption	

motives	for	these	two	groups	of	consumers,	and	analyzing	whether	they	differ	on	

key	parameters.	This	will	provide	brand	managers	with	an	informed	foundation	

for	implementing	brand	action	related	to	creating	brand	identities	and	

effectively	marketing	their	products	in	a	way	that	appeals	to	consumers	who	are	

likely	to	engage	in	the	consumption	of	affordable	luxury	products.		
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1.1	Research	Gap		
	
Even	though	the	democratization	of	luxury	is	happening	at	an	increasingly	rapid	

pace,	empirical	studies	that	seek	to	gain	a	deep	understanding	of	the	motives	

that	influence	the	consumption	of	affordable	luxury	products	are	not	yet	widely	

available.	Whilst	countless	studies	on	the	consumption	of	traditional	luxury	exist,	

the	study	of	affordable	luxury	as	a	distinct	product	category	is	still	in	its	infancy.	

A	search	of	CBS	library	database,	Google	Scholar,	and	the	web	in	general	for	

terms	such	as	“democratization	of	luxury”,	“masstige”,	“affordable	luxury”	and	

“accessible	luxury”	reveals	a	gap	in	the	literature,	and	I	was	only	able	to	find	a	

fairly	limited	number	of	studies	that	go	into	depth	with	the	dynamics	influencing	

the	consumption	of	affordable	luxury	in	particular.		

	

Whereas	it	is	not	possible	to	pinpoint	the	exact	reason(s)	for	the	apparent	lack	of	

research	within	the	area,	it	is	my	contention,	that	a	part	of	the	explanation	is	the	

fact,	that	a	lot	of	the	findings	within	the	area	of	traditional	luxury	are	also	applied	

to	the	management	of	affordable	luxury	products.	Whilst	I	believe	that	some	of	

the	dynamics	influencing	attitudes,	perceptions,	and	behavior	in	relation	to	the	

consumption	of	affordable	luxury	are	similar	to	those	influencing	the	

consumption	of	traditional	luxury,	it	is	relevant	to	carry	out	empirical	research	

that	can	facilitate	a	deeper	and	more	nuanced	understanding	of	how	consumers	

who	prefer	affordable	luxury	products	set	themselves	apart	from	consumers	

how	prefer	traditional	luxury	products.	

	

1.2	Focus	
	
The	luxury	market	can	be	seen	as	consisting	of	9	distinct	categories	such	as	

cruises,	fine	art,	food,	cars,	and	personal	luxury	(Bain	&	Company,	2016).	The	

focus	of	this	paper	will	be	on	the	product	category	of	personal	luxury.	Whereas	all	

luxury	product	categories	have	experienced	positive	growth	rates,	the	category	

of	personal	luxury	(watches/jewelry,	beauty,	and	apparel)	remains	the	core	and	

primary	driver	of	growth	within	the	market.		Since	the	mid	90’s,	the	market	for	

personal	luxury	has	grown	from	a	value	of	€73	billion	to	approximately	€249	
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billion	in	2016	(Bain	&	Company,	2016).	Apart	from	being	a	primary	driver	of	

growth	within	the	market	as	a	whole,	this	category	is	also	at	the	forefront	when	

it	comes	to	the	proliferation	of	affordable	luxury	products.	Whereas	traditional	

luxury	products	such	as	Louis	Vuitton,	Hermes,	and	Gucci	have	previously	

dominated	the	category,	this	is	no	longer	the	case.	Today,	brands	priced	at	a	

more	affordable	level	are	making	their	mark,	and	two	such	brands	(Coach	and	

Michael	Kors)	are	now	amongst	the	20	biggest	luxury	companies	worldwide	

within	their	category	(Deloitte,	2016).		

	

The	specific	focus	within	this	category	will	be	on	fashion	apparel.	Apparel	is	

responsible	for	approximately	23%	of	the	sales	within	the	category,	whereof	an	

approximated	40%	can	be	considered	affordable	luxury	(Bain,	2016).		

	

1.3	Research	Objective	
	
As	mentioned,	the	democratization	of	luxury	has	resulted	in	a	transformation	of	

the	concept	of	luxury.	Analyzing	the	way	in	which	this	transformation	may	have	

lead	to	the	emergence	of	distinct	cognitive	predispositions	in	relation	to	the	

consumption	of	affordable	luxury	fashion	products	is	the	overall	purpose	of	this	

paper.	Obtaining	an	understanding	of	how	consumer	cognition	in	relation	to	

affordable	luxury	fashion	may	differ	from	traditional	luxury	fashion	provides	an	

opportunity	of	crafting	a	more	appealing	brand	identity	that	relies	not	only	on	

traditional	approaches	towards	managing	and	marketing	luxury,	but	also	

incorporates	new	approaches	that	are	based	on	a	deeper	understanding	of	

affordable	luxury	fashion	consumption	in	particular.		

	

This	paper	will	operationalize	and	analyze	consumer	cognition	by	identifying	

and	analyzing	the	relative	important	of	the	different	consumption	motives	of	

consumers	who	prefer	traditional-	and	affordable	luxury	fashion	brands,	

respectively.	This	will	be	supplemented	by	an	analysis	of	the	degree	of	self-

monitoring	for	consumers	who	prefer	affordable	luxury	fashion	brands	and	

consumers	who	prefer	traditional	luxury	fashion	brands.	By	uncovering	the	

specific	configuration	of	consumption	motives	and	the	degree	of	self-monitoring	
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for	these	two	distinct	groups	of	consumers,	it	will	be	possible	to	put	forth	certain	

recommendations	for	brand	managers	in	the	affordable	luxury	fashion	category,	

which	may	differ	from	those	recommendations	that	can	be	found	in	the	

literature	surrounding	traditional	luxury	products.	Apart	from	identifying	

cognitive	differences	between	these	two	groupings,	it	may	also	be	possible	to	

identify	the	specific	demographic	profile	of	consumers	who	prefer	affordable	

luxury	fashion	products,	thereby	making	it	possible	to	effectively	target	the	right	

subset	of	the	population.	In	line	with	this,	the	objective	of	this	paper	is	to	

uncover:	

	

1. Whether	or	not	consumers	who	prefer	traditional	luxury	fashion	

brands	and	consumers	who	prefer	affordable	luxury	fashion	brands	

are	demographically	different	

	

2. 	Whether	or	not	these	two	groups	have	differentiating	cognitive	

dispositions	in	relation	to	the	consumption	of	luxury	

	

The	(possibly)	differentiating	cognitive	dispositions	in	relation	to	the	

consumption	of	luxury	will	be	analyzed	by	employing	an	analytical	framework	

capable	of	uncovering	individual	consumption	motives	and	values,	and	individual	

degree	of	self-monitoring.	The	subsequent	discussion	of	managerial	implications	

will	be	carried	out	on	the	basis	of	a	framework	that	was	developed	for	managers	

within	the	luxury	category.	
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1.4	Research	Questions	
	
As	a	basis	for	the	collection	and	analysis	of	data,	the	objectives	mentioned	above	

where	transformed	into	four	distinct	research	questions.	The	first	questions	is	

related	to	demographic	segmentation,	the	second	question	is	related	to	

consumption	motives,	the	third	question	is	related	to	degree	of	self-monitoring,	

and	the	last	questions	is	related	to	the	managerial	implications	of	the	findings:	

	

RQ	1:	Are	the	demographic	characteristics	of	consumers	who	prefer	

affordable	luxury	fashion	and	traditional	luxury	fashion	different?		

	

RQ	2:	Do	consumers	who	prefer	affordable	luxury	versus	traditional	luxury	

fashion	brands	have	differing	consumption	motives	in	relation	to	the	

consumption	of	luxury	products?	

	

RQ	3:	Is	there	a	difference	in	the	degree	of	self-monitoring	between	

consumers	who	prefer	traditional	luxury	and	affordable	luxury?	

	

RQ	4:	How	can	an	understanding	of	the	cognitive	dispositions	within	the	

two	groups	be	translated	into	concrete	brand	action	related	to	creating	an	

appealing	brand	identity	for	an	affordable	luxury	fashion	product?	
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Chapter	2		

Contextualizing	
the	Study	of	
Affordable	Luxury	
	
	
	

To	carry	out	an	analysis	of	current	state	and	future	prospects	related	to	the	

consumption	of	affordable	luxury	products,	it	is	essential	to	firstly	establish	a	

definition	of	what	the	concept	luxury	implies.	Throughout	time,	a	long	list	of	

experts	and	academics	have	put	forth	their	different	definitions	of	what	the	

concept	entails.	These	different	definitions	have	led	to	a	great	deal	of	semantic	

confusion	where	the	terms	“luxury”,	“prestige”	and	“status”	have	been	used	both	

interchangeably	and	with	differing	meaning.	A	philosophical	discussion	of	the	

possible	differences	between	these	different	labels	is	not	considered	relevant	for	

this	paper.	In	stead,	all	of	these	terms	are	considered	to	refer	to	the	same	type	of	

product,	which	will	be	referred	to	here	as	a	luxury	product.	

	

2.1	The	Traditional	Definition	of	Luxury	
	
The	semantic	confusion	within	the	field	of	luxury	research	is	a	natural	

consequence	of	the	attempt	to	pin	down	and	define	an	inherently	multifaceted	

and	context-dependent	concept.	The	fact	that	the	concept	of	luxury	can	be	

defined	in	so	many	ways	indicates,	that	a	range	of	factors	must	be	taken	into	

account	when	attempting	to	analyze	and	understand	the	consumption	of	luxury	
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products.	There	are	however	some	similarities	in	the	different	definitions	of	

luxury	products,	namely	that	a	luxury	product	is	one	of	high	emotional	

involvement	that	gains	its	value	primarily	from	providing	psychological	(as	

opposed	to	utilitarian)	benefits	for	the	people	who	consume	it	(Wiedmann,	

2009;	Kapferer,	1997;	Vigneron	and	Jonhnson,	2004;	Fionda	and	Moore,	2009).		

Luxury	products	are	associated	with	being	expensive,	of	high	quality,	hard	to	

obtain,	symbolically	salient,	and	capable	of	evoking	strong	emotions	(Nueno	and	

Quelch,	1998;	Bian	and	Forsythe,	2011).	All	of	these	traits	ensure	that	a	luxury	

product	is	priced	at	a	higher	level	than	other	products	with	comparable	

utilitarian	attributes.	

	

2.2	The	Emergence	of	Affordable	Luxury		
	
Historically,	it	was	only	the	rich	elite	that	consumed	luxury	products,	due	to	the	

fact	that	they	were	the	only	segment	of	the	population	who	could	afford	to	do	so.	

This	is	no	longer	the	case	today.	As	living	standards	across	the	globe	have	

increased,	so	has	the	disposable	income	of	a	large	part	of	the	population.	

According	to	OECD,	the	world’s	middleclass	population	is	set	to	hit	3.2	billion	in	

2020,	up	from	1.8	billion	in	2009	(Pezzini,	2012).	This	growing	middleclass	can	

afford	to	spend	a	sizable	amount	of	money	on	non-essential	products	such	as	

luxury	goods.	These	middle	market	consumers	are	constantly	“trading	up”	to	

higher	levels	of	symbolic,	experiential	and	qualitative	superiority	(Siverstein	and	

Fiske,	2003).	This	development	is	reflected	in	the	meteoric	rise	of	Affordable	

Luxury	as	a	product	category.	Having	enjoyed	significant	growth	rates	over	the	

past	decade,	the	global	market	for	affordable	luxury	is	expected	to	hit	USD	747	

billion	by	the	year	2021	(Bain	&	Company,	2016).		

	

2.3	New	Brands	Seizing	the	Opportunity	
	

Both	incumbent	as	well	as	new	manufacturers	of	luxury	products	have	noticed	

the	development	within	the	product	category	of	affordable	luxury,	and	are	

bringing	an	increased	amount	of	affordable	luxury	products	to	market	in	order	

to	capitalize	on	the	growing	segment	of	consumers	with	money	to	spend.	



	 	 	12	

This	has	led	to	the	emergence	of	3	types	of	affordable	luxury	products;	

Accessible	Super-Premium,	Old-Luxury	Brand	Extensions,	and	Mass	Prestige	aka.	

Masstige	(Silverstein	and	Fiske,	2003).	Accessible	Super-Premium	refers	to	those	

products	that	are	pried	near	the	top	of	their	category,	but	that	are	still	available	

to	the	majority	of	consumers.	These	are	products	such	Starbucks	or	Belvedere	

vodka.	Old-Luxury	Brand	Extensions	are	lower-priced	products	from	brands	that	

normally	produce	products	that	are	situated	in	the	higher	end	of	a	product	

category,	such	as	cheaper	line	extensions	from	luxury	fashion	companies.	Finally,	

Masstige	refers	to	products	that	have	found	equilibrium	between	price	and	

prestige,	or	between	“mass	and	class”.	These	products	are	positioned	and	

marketed	in	way	that	is	similar	to	traditional	luxury	brands,	and	seek	to	evoke	

the	same	consumer	response,	but	at	a	lower	price	point.	Masstige,	here	

conceptualized	as	affordable	luxury	products,	compete	on	many	of	the	same	

parameters	as	traditional	luxury	products,	but	are	priced	30-50%	lower	than	the	

traditional	luxury	products	in	the	same	category.	Whereas	traditional	luxury	

products	focus	on	a	niche	market	and	maintaining	a	high	price	point	that	limits	

product	adoption,	affordable	luxury	products	focus	on	the	mass	market	and	an	

affordable	price	point	that	encourage	a	broader	segment	of	consumers	to	take	

part	in	this	type	of	consumption	experience	(Silverstein	and	Fiske,	2003).		

	

2.4	Pricing	and	Distribution	as	Main	Differentiators	
	

For	traditional	luxury	products,	a	common	attitude	amongst	brand	mangers	is	

one	of	believing	that	luxury	products	are	bought,	not	sold	(Kapferer,	2009).	This	

attitude	influences	bot	the	pricing	and	distribution	of	the	traditional	luxury	

products.	These	products	gain	their	privileged	position	by	“dominating”	the	

consumer,	which	means	setting	high	prices	and	limiting	production	and	

distribution.	In	this	way,	traditional	luxury	products	ensure,	that	their	ability	to	

act	as	symbols	of	social	stratification	stays	intact	(Kapferer,	2009).	The	

democratization	of	luxury	has	resulted	in	new	products	that	are	priced	much	

lower	and	distributed	more	widely	than	traditional	luxury	products,	but	are	

marketed	and	positioned	as	possessing	many	of	the	same	experiential	and	

symbolic	characteristics	as	their	more	expensive	counterpart.		
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2.4.1	Pricing	
As	previously	mentioned,	luxury	is	normally	associated	with	being	expensive	in	

comparison	to	products	with	similar	tangible	attributes.	In	relation	to	affordable	

luxury,	the	question	becomes	whether	a	product	can	still	be	considered	luxury	

even	though	it	is	priced	at	a	level	where	a	large	segment	of	the	population	can	

afford	to	consume	it.	The	answer	to	this	question	depends	on	whom	you	ask.	

Whereas	some	market	insiders	insist	that	price	is	a	crucial	component	of	a	

luxury	product	and	that	there	is	no	such	thing	as	affordable	luxury,	others	view	

affordable	luxury	as	an	entirely	valid	product	category	(Chitrakorn,	2015;	Fury,	

2015).		

2.4.2	Distribution	
In	regards	to	distribution,	traditional	luxury	brands	control	their	channels	very	

carefully	in	order	to	ensure,	that	their	products	are	not	displayed	in	

environments	that	could	lead	to	brand	dilution.	Whilst	most	affordable	luxury	

brands	make	an	effort	to	control	their	distribution	channels,	they	are	not	always	

successful.	Seeing	as	they	are	targeting	a	broader	segment	of	consumers,	they	

are	forced	to	be	present	in	the	same	places	that	their	consumers	are.	Sometimes	

this	means	being	sold	side	by	side	with	brands,	which	do	not	aim	for	the	same	

level	of	prestige	and	exclusivity	that	affordable	brands	hope	to	be	associated	

with	(Silverstein	and	Fiske	2003).	The	model	below	(Model	1)	represents	an	

overview	the	different	types	of	luxury	products,	and	their	relative	placement	in	

relation	to	price	and	distribution.	

	

	

	

	

	

	

	

	

	

	

	

Model	1:	Luxury	type,	

price,	and	distribution	

(Source:	Rambourg,	2014)	
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Chapter	3		

Theory	
	
	
	

3.1	Theoretical	Context	
	
Over	the	course	of	the	past	40	years,	there	has	been	a	dramatic	shift	in	the	

theoretical	conceptualization	of	consumers	as	well	as	the	act	of	consuming.	

Theories	seeking	to	explain	and	predict	consumption	have	become	increasingly	

complex,	moving	from	a	behavioristic	premise	towards	more	of	an	emotionally	

driven	and	socioculturally	embedded	explanation	of	consumption	behavior.	The	

most	recent	paradigmatic	shift	within	the	theoretical	landscape,	broadly	referred	

to	as	the	interpretive	shift,	has	resulted	in	an	increased	focus	on	existential	rather	

than	cognitive	psychology	–	viewing	the	individual	consumer	not	as	homo	

economicus	but	as	homo	psychologicus.	This	approach	seeks	to	establish	a	holistic	

way	of	analyzing	how	and	why	consumers	act	as	they	do.	Here,	the	focus	is	more	

heavily	centered	on	process	rather	than	outcome	–	the	goal	is	to	explain	the	

composite	and	dynamic	experience	of	“consuming”	rather	than	the	simple	and	

static	act	of	“buying”.	Inherent	to	this	perspective	is	the	notion	that	consumers	

should	not	be	viewed	as	entirely	rational	beings,	but	as	emotionally	driven	

beings	motivated	by	the	symbolic,	hedonic,	and	aesthetic	nature	of	consumption	

objects	and	the	feelings	they	evoke	(Holbrook	&	Hirschman,	1982).	As	a	result	of	

this,	we	now	view	the	consumer	as	being	embedded	in	larger	sociocultural	

systems	that	play	an	active	role	in	creating	meaning	as	well	as	mediating	the	

transfer	of	this	meaning	within	and	across	a	subset	of	interconnected	

sociocultural	contexts.	In	this	way,	consumption	is	not	only	an	individual	act,	but	

“…consumption	is	a	social	act	and	cultural	event	too,	implying	traditions,	rituals	

and	symbolism	(culture),	socialization,	status	hierarchies,	and	ideology	(society),	as	
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well	as	conformity	and	deviance	(normativity)”	(Østergaard	and	Jantzen,	2000:	

21).	This	brief	overview	of	the	general	development	within	consumer	research	

provides	an	illustration	of	how	the	theoretical	conceptualization	of	the	act	of	

consuming	has	developed	throughout	the	years,	and	gives	some	context	in	

relation	to	how	we	study	consumption	today.	The	following	sections	will	rely	on	

theories	brought	forth	after	the	interpretive	shift,	seeing	as	these	theories	are	

most	adept	at	analyzing	and	explaining	consumer	cognition	when	it	is	influenced	

by	emotions,	desires,	and	sociocultural	context	

	

3.2	Theoretical	Framework	
	
Throughout	the	last	decades,	the	dynamics	influencing	the	consumption	of	

luxury	products	have	been	identified	and	analyzed	through	a	range	of	different	

theoretical	lenses.	For	example,	luxury	consumption	has	been	analyzed	as	a	

social	phenomenon,	as	a	carrier	of	meaning	and	symbolism,	an	extension	of	

identity,	and	as	an	emotional	experience	(Kapferer,	1998;	Dubois	et	al.,	2011;	

Vigneron	and	Johnson	1999,	2004;	Veblen,	1899;	Hirschmann	and	Holbrook,	

1982;	Levy,	1959;	Phau	and	Prendergast,	2000;	Murray	2002;	Belk,	1988;	

Wiedmann	et.al,	2009).		

	

The	theoretical	foundation	for	this	paper	is	built	upon	a	framework	for	

identifying	and	categorizing	consumption	motives	and	values,	which	was	

originally	developed	by	Wiedmann,	Hennings,	and	Siebels	(2009)	in	their	paper	

on	the	“Value-Based	Segmentation	of	Luxury	Consumption	Behavior”.	This	

framework	identified	4	overall	consumption	values,	and	a	range	of	subsequent	

consumption	values	that	are	associated	with	one	or	more	of	these	overall	values.	

To	avoid	confusion,	this	paper	will	refer	to	the	overall	consumption	values	as	

“consumption	motives”.	
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The	framework	developed	by	Wiedmann	et.al	(2009)	was	used	for	two	distinct	

purposes:	

	

1. As	the	foundational	model	for	discussing	the	theoretical	

conceptualization	of	consumption	motives	(presented	in	this	section)	

2. As	a	model	for	collecting	and	categorizing	the	empirical	data	(presented	

in	the	methodology	section)	

	

In	order	to	construct	a	comprehensive	theoretical	foundation	from	which	to	

subsequently	analyze	and	contextualize	the	findings,	I	considered	it	beneficial	to	

include	relevant	theoretical	insights	from	a	range	of	other	theories	covering	

topics	related	to	the	concepts	of	consumption,	product	symbolism	and	identity	

creation.	In	conjunction	with	the	work	of	Wiedmann	et.al	(2009),	these	theories	

provide	a	solid	theoretical	frame	from	which	the	analysis	can	be	carried	out.	

	

Before	presenting	a	detailed	description	of	the	different	types	of	consumption	

motives	that	are	related	to	the	consumption	of	luxury	products,	it	is	necessary	to	

present	some	key	definitions.	The	forthcoming	section	will	provide	an	

explanation	of	4	antecedent	concepts	that	represent	important	dynamics	in	the	

analysis	and	discussion	of	consumption	in	general,	and	luxury	consumption	in	

particular.	After	these	sections,	the	process	of	identity	creation	and	–display	at	

the	macro-level	will	be	discussed.	This	will	lead	into	the	main	theoretical	

framework,	which	presents	a	way	of	operationalizing	the	process	of	identity	

creation	and	–display	by	looking	at	how	these	processes	lead	to	the	emergence	

and	configuration	of	a	specific	set	of	consumption	motives.	In	this	way,	the	

theoretical	framework	moves	from	a	macro-	to	a	micro-perspective,	explaining	

how	sociocultural	context	influences	individual	cognition,	and	how	individual	

cognition	can	be	analyzed	in	terms	of	consumption	motives,	which	are	expected	

to	guide	individual	evaluation	of	affordable	luxury	products	as	well	as	receptivity	

to	brand	communication	within	the	luxury	product	category.		
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3.3	Antecedent	Concepts	
	

3.3.1	Consumer	Identity	
This	paper	takes	a	cue	from	Reed	et.al	(2012)	in	defining	identity	as	a	construct	

that	the	consumer	consciously	chooses	to	self-associate	with.	In	this	way,	it	is	the	

individual	consumers’	consciously	experienced	state	of	being	that	determines	

whether	or	not	he	can	be	categorized	as	embodying	a	specific	identity.	In	

addition	to	this	definition	of	identity,	this	paper	also	assumes	that	identity	can	be	

analyzed	from	an	outside	perspective	by	asking	the	consumer	to	be	reflective	

about	own	cognition	and	behavior.	It	is	assumed	that	consumers	actively	enact	

their	identity	through	the	consumption	and	use	of	symbolic	products,	and	that	they	

are	capable	of	providing	information	as	to	those	cognitive	dispositions	that	affect	

this	process.		

	

3.3.2	Extended	Self	
The	extended	self	refers	to	a	process	whereby	consumers	create	and	display	

identity	through	the	use	of	certain	products.	According	to	Belk	(1988),	“having”	

is	intrinsically	related	to	“being”.	In	his	view,	one	can	only	make	sense	of	being	

someone	through	the	experience	of	having	something,	and	people	use	their	

possessions	to	establish,	display,	and	strengthen	their	“being-ness”,	i.e.	identity.	
Belk	sees	identity	as	consisting	of	two	layers:	the	core	self	and	the	extended	self.	

The	core	self	is	made	up	of	the	body,	internal	processes	(ideas)	and	experiences.	

The	extended	self	is	made	up	of	people,	places,	and	possessions.	The	primary	

focus	of	Belk’s	theory	is	on	how	some	objects	come	to	act	as	extensions	of	self	

when	coming	into	possession	of	the	individual,	thereby	aiding	the	establishment	

and	ongoing	development	of	a	personal-	and	social	identity.		

Because	luxury	products	are	imbued	with	a	significant	amount	of	symbolic	value,	

such	products	are	very	adept	at	helping	the	consumer	with	creating	a	displaying	

identity	(Holt,	1995;	Vigneron	and	Johnson,	1999,	2004).	In	this	way,	

understanding	the	way	that	consumers	use	certain	products	to	create	and	

display	identity	involves	understanding	the	creation	and	utilization	of	product	

symbolism	as	part	of	an	extended	self.	
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3.3.3	Symbolism	
The	concept	of	product	symbolism	highlights	the	fact	that	some	of	the	products	

that	consumers	choose	to	buy	are	chosen	not	on	the	basis	of	utility,	but	on	the	

basis	of	how	well	they	let	the	consumer	create,	experience	and	display	a	specific	

identity.	The	symbolism	of	an	object	is	a	result	of	a	social	negotiation	that	takes	

place	within	a	given	sociocultural	context,	ultimately	determining	the	meaning	of	

this	object	and	what	it	represents.	Consumers	“…buy	things	not	only	for	what	they	

can	do,	but	also	for	what	they	mean”	(Levy,	1959:	118).	In	effect,	the	symbolic	

meaning	of	an	object	has	nothing	to	do	with	the	object	itself,	and	everything	to	

do	with	what	the	object	can	be	said	to	represent	to	self	and	others.	As	a	result	of	

this,	defining	as	well	as	decoding	the	symbolic	nature	of	an	object	always	

involves	other	people	(Belk,	1988;	Elliott,	1994).	Establishing	and	interpreting	

symbolic	meaning	should	be	viewed	as	an	ongoing	process	where	individual	

consumers	are	constantly	(re)defining	what	specific	objects	mean,	both	in	

relation	to	their	own	social	grouping	as	well	as	in	relation	to	other	groupings	in	

society	(Murray,	2002).	

	

Once	the	consumer	is	cognizant	of	the	symbolic	meaning	that	is	attached	to	a	

specific	object,	it	becomes	possible	to	use	it	as	part	of	internal	creation	and	

external	display	of	identity,	both	in	relation	to	self	and	relevant	others	(Holt,	

1995).	The	internal	and	“private”	utilization	of	product	symbolism	is	related	to	

consumer	emotions	and	experience	when	consuming	the	product,	whilst	the	

external	“public”	utilization	of	product	symbolism	is	related	to	notions	of	

displaying	identity	in	a	social	setting	(Wang	and	Wallendorf,	2006).	In	this	way,	

the	symbolic	meaning	of	an	object	is	used	both	to	experience	individual	identity,	

and	to	establish	and	reaffirm	social	identity	and	group	belonging	(Kleine	et	al.,	

1995).	The	consumption	of	different	objects	that	carry	different	types	of	

symbolic	meaning	makes	it	possible	for	consumers	to	curate	a	selection	of	

objects	that	each	reflect	a	specific	facet	of	identity,	whilst	also	representing	a	

holistic	expression	of	identity	when	taken	as	whole	(Wattanasuwan,	2005).		
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When	consumers	utilize	the	symbolic	meaning	of	certain	products	in	the	

creation	and	display	of	identity	they	do	not	always	opt	for	the	most	overt	and	

ostentatious	symbolism.	In	stead,	some	consumers	adopt	and	utilize	more	subtle	

or	abstract	symbols.	Understanding	and	utilizing	more	subtle	symbolism	

requires	a	deep	understanding	of	the	interplay	between	a	specific	sociocultural	

context	and	the	substance	and	meaning	of	a	specific	brand.	Because	of	this,	

having	the	financial	means	to	buy	a	product	does	not	necessarily	mean	that	the	

consumer	has	the	cultural	capital	to	take	full	advantage	of	the	inherent	

symbolism	of	a	specific	product	(Trigg,	2001).	Several	studies	have	found,	that	

consumers	who	have	a	better	understanding	of	sociocultural	context	and	

complex	product	symbolism	do	not	rely	as	much	on	overt	and	extravagant	

symbolism	to	display	identity	to	their	surroundings	(Mason,	1981;	Trigg,	2001).	

In	stead,	these	consumers	utilize	more	subtle	ways	of	creating	and	displaying	

identity.	

	

3.3.4	Conspicuous	Consumption	
Whether	or	not	a	product	is	considered	a	prestigious	product	within	certain	

social	circles	is	partly	due	to	its	conspicuousness.	Conspicuous	consumption	

describes	the	process	whereby	certain	symbolically	significant	objects	are	used	

in	relation	to	the	creation	and	display	of	status	and	identity	in	a	social	setting.	IN	

this	way,	consumption	objects	that	have	been	infused	with	a	certain	type	of	

symbolism	are	used	to	create	and	display	social	position,	identity,	and	values.	

Many	studies	have	analyzed	the	plethora	of	ways	in	which	consumers	utilize	

symbolic	objects	to	create	and	display	identity	in	a	social	setting	(Wang	and	

Wallendorf,	2006;	Heaney	et	al.,	2005;	Mazzocco	et	al.,	2012	Goldsmith	and	

Clark,	2005;	Vigneron,	1999;	Amaldoss	and	Jain,	2005;	Chaudhuri	and	Majumdar,	

2006).	As	previously	described,	the	establishment	of	meaning	and	symbolism	

always	involves	other	people.	Therefore,	the	individual	utilization	of	meaning	

and	symbolism	through	conspicuous	consumption	should	also	be	analyzed	as	a	

fundamentally	social	act	of	consumption	that	has	a	clear	social	purpose	

influenced	by	a	specific	configuration	of	consumption	motives.	When	

conspicuously	consuming	a	product,	consumers	automatically	communicate	

information	about	themselves	to	the	world	around	them.		
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For	many	consumers,	consuming	luxury	products	is	an	effective	way	of	

communicating	a	desirable	identity,	as	these	products	are	imbued	with	

prestigious	values	that	are	easily	decodable	for	relevant	reference	groups	

(Wiedmann	et.al,	2009).	

	

3.4	Macro-Level	Sociocultural	Scripts		
	

The	creation	of	identity	and	use	of	product	symbolism	can	be	seen	as	an	ongoing	

performance,	where	individuals	actively	embody	and	enact	personalized	

versions	of	what	this	paper	refers	to	as	macro-level	sociocultural	scripts,	which	

are	used	as	guidelines	for	cognition	and	behavior	within	a	specific	sociocultural	

context.	The	following	section	will	illustrate	how	individual	product	preference	

and	-constellation	of	consumption	motives	can	be	analyzed	in	relation	to	macro-

level	sociocultural	context.	This	will	provide	important	context	for	the	eventual	

discussion	of	managerial	implications	related	to	the	findings	of	the	analysis.	

Understanding	how	macro-level	dynamics	influence	micro-level	cognition	will	

allow	brand	managers	to	implement	brand	action	that	optimizes	the	chances	of	

long-term	profitability	by	taking	long-lasting	cultural	dynamics	into	account.	

	

3.4.1	Sociocultural	Scripts	
Postmodernity	has	brought	about	a	fragmented	social	reality	where	macro-level	

institutional-	and	cultural	frameworks	of	meaning	such	as	state,	family,	and	class	

no	longer	have	the	same	sociocultural	primacy	as	previously.	As	a	result,	the	

ability	of	these	institutions	to	influence	socio-cognitive	processes	at	different	

levels	of	society	has	been	significantly	diminished.	The	void	left	behind	by	the	

previously	dominant	frameworks	of	meaning	has	been	filled	by	a	range	of	lower-

level	groupings,	which	rely	on	idiosyncratic	normative	sociocultural	scripts	in	

their	efforts	to	make	sense	of	the	world.	These	groupings	constitute	the	

reestablishment	of	a	social	universe,	and	can	be	seen	as	representative	of	an	

active	and	collective	repossession,	reconstruction	and	reenactment	of	meaning	

and	identity,	(Cova	and	Cova,	2002).		
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A	grouping	of	consumers	is	a	fluid	social	construct	with	no	centralized	locus	of	

executive	control.	As	a	result	of	this,	geographical	proximity	is	not	a	prerequisite	

for	being	part	of	the	same	grouping,	and	many	groupings	can	be	categorized	as	

imagined	groupings	that	are	kept	alive	by	the	thoughts,	feelings,	and	fantasies	of	

the	group	members	(Muniz	and	O’Guinn,	2001).	It	is	by	being	part	of	a	grouping	

that	the	socially	embedded	consumer	internalizes,	reproduces,	and	alters	

meaning	in	an	ongoing	negotiating	of	individual-	and	collective	identity	(Muniz	

and	O’Guinn,	2001;	Cova	and	Cova,	2002).		

This	process	happens	on	the	basis	of	what	this	paper	refers	to	as	specific	

sociocultural	scripts.	These	scripts	act	as	normative	frameworks	that	determine	

how	a	person	with	a	specific	identity	is	expected	to	think,	feel,	act,	and	look	in	a	

specific	sociocultural	context	(Oyserman	cited	in	Reed	et.al,	2012;Murray,	2002;	

Chaney,	1996).	In	other	words,	sociocultural	scripts	influences	internal	cognition	

and	-affect	related	to	the	creation	and	embodiment	of	identity	(how	to	think	and	

feel),	and	also	influences	the	external	display	and	-enactment	of	identity	(how	to	

act	and	look)	in	a	specific	sociocultural	setting.	Embodying	and	enacting	a	

specific	identity	is	a	way	for	consumers	to	define	themselves	for	themselves	as	

well	as	for	other	people	in	the	same	sociocultural	context,	whilst	simultaneously	

claiming	their	position	in	a	grander	societal	narrative.		

	

The	model	on	the	next	page	(Model	2)	illustrates	this	relationship.	As	the	model	

illustrates,	the	macro-level	sociocultural	script/grouping	that	consumers	are	

part	of	affects	their	micro-level	creation	and	display	of	identity,	which	leads	to	a	

specific	constellation	of	consumption	motives,	and	finally	product	preference.		
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Model	2:	The	relationship	between	sociocultural	scripts,	identity,	cognition,	and	preference	(Source:	

Own	Creation)	

	

3.4.2	Sociocultural	Grouping	
Consumers	who	adhere	to	the	same	sociocultural	script	can	be	seen	as	part	of	

the	same	sociocultural	grouping,	and	these	two	constructs	engage	in	a	mutually	

constitutive	relationship.	Sociocultural	scripts	arise	out	of	a	collective	

negotiation	of	meaning,	and	this	collective	negotiation	of	meaning	must	happen	

at	the	group-level.	Without	a	common	sociocultural	script,	there	would	be	no	

basis	for	group-level	cognition	and	behavior,	but	without	a	common	group,	there	

would	be	no	common	script	in	the	first	place.	Once	consumers	come	together	

and	adhere	to	the	same	sociocultural	script,	this	script	is	responsible	for	guiding	

embodiment	and	enactment	of	a	specific	identity.		

	

As	with	all	other	inherently	social	phenomena,	sociocultural	scripts	should	be	

considered	dynamic	entities	in	a	constant	state	of	flux.	A	sociocultural	script	

gains	its	validity	from	the	fact	that	individuals	within	a	specific	grouping	adhere	

to	it	and	perpetuate	it.	If	the	collective	consensus	revolving	around	how	to	think,	
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feel,	look,	and	act	to	be	part	of	a	certain	grouping	changes,	the	script	will	be	re-

written.	Because	sociocultural	scripts	provide	the	basic	framework	for	individual	

sense	of	self,	consumers	are	not	free	to	invent	a	completely	new	script.	In	stead,	

they	build	on,	alter,	and	push	the	boundaries	for	what	has	already	been	

established.	

	

3.4.3	Multimembership	
In	a	complex	social	reality,	consumers	are	assumed	to	be	capable	of	navigating	

within	and	between	several	different	groupings,	adopting	and	employing	

appropriate	strategies	within	each	one	(Zerubavel,	1997;	Cova,	1997).	This	

means	that	consumers	have	internalized	several	sociocultural	scripts	

simultaneously.	As	a	result,	they	are	capable	of	modifying	the	display	of	identity	

in	accordance	to	the	sociocultural	context	that	they	find	themselves	embedded	in	

at	a	specific	point	in	time.	The	ability	to	employ	different	types	of	strategies	

comes	from	having	a	broad	“cultural	toolkit”,	which	allows	consumers	to	

maintain	membership	in	multiple	groups	at	once	(DiMaggio,	1997).		

	

It	is	important	to	note	that	although	individual	consumers	can	identify	with	an	

almost	limitless	array	of	groupings	and	subsequent	identities,	not	all	of	these	

identities	will	be	equally	prominent	parts	of	the	consumers’	self-definition	

(Kihlstrom,	1992).	Some	identity-constructs	will	be	more	integrated	with	the	

consumers’	sense	of	self	at	a	given	moment/context	and	thereby	also	have	more	

power	in	determining	cognition	and	behavior	at	this	moment	(Reed	et.al,	2012).	

Whether	or	not	a	specific	identity-construct	is	more	prominent	than	others	at	

any	given	time	can	be	seen	as	a	function	of	whether	or	not	the	consumer	is	

actively	embodying	and	enacting	this	identity.	
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3.5	Understanding	Consumption	Motives		
	

The	previous	section	illustrated	how	adhering	to	certain	sociocultural	scripts	

means	embodying/enacting	certain	norms,	which	ultimately	leads	to	the	

creation	and	display	of	a	specific	context-dependent	identity.	It	also	pointed	out	

how	one	way	of	analyzing	and	understanding	these	somewhat	abstract	concepts	

is	through	an	analysis	of	consumption	motives.	The	consumers’	desire	to	

embody/enact	a	certain	context-dependent	identity	is	expected	to	lead	to	the	

emergence	and	configuration	of	a	specific	set	of	consumption	motives.	These	

consumption	motives	are	expected	to	influence	consumer	behavior	in	relation	to	

product	preference.	

	

The	model	below	(Model	3)	is	an	illustration	of	this	relationship,	with	specific	

weight	on	the	different	consumption	motives	that	consumers	may	employ.	

	

	
Model	3:	The	relationship	between	sociocultural	scripts,	identity,	cognition,	and	preference	with	

specific	focus	on	consumption	motives	(Source:	Own	Creation)	
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The	different	categories	of	consumption	motives	illustrated	in	the	model	above	

(Financial,	Functional,	Individual,	Social)	are	based	on	the	categories	identified	

in	Wiedmann,	Hennings,	and	Siebels’	(2009)	work	on	the	value-based	

segmentation	of	consumption	behavior.	As	previously	mentioned,	their	work	

serves	as	the	overall	frame	for	identifying	and	classifying	consumption	motives	

and	the	values	associated	with	them.	The	model	below	(Model	4)	illustrates	the	

values	associated	with	each	category	of	consumption	motives.	

	

	

With	a	point	of	departure	in	this	model,	the	following	sections	will	present	a	

theoretical	discussion	of	each	consumption	motive	and	the	consumer	values	that	

are	associated	with	it.	In	doing	so,	relevant	insights	from	a	range	of	theories	that	

seek	to	describe	the	dynamics	related	to	different	types	of	consumption	motives	

will	be	incorporated,	thereby	creating	a	synthesized	theoretical	framework	

taking	several	theoretical	contributions	into	account.	

	
	
	

Model	4:	Consumption	motives	and	values	(Source:	Wiedmann	et.al,	2009)	
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3.5		 Financial	Consumption	Motive	
There	is	one	primary	value	that	consumers	are	concerned	with	when	consuming	

on	the	basis	of	a	financial	consumption	motive:	price.	

3.5.1	Price	
The	traditional	definition	of	conspicuous	consumption	is,	that	consumers	buy	

certain	products	based	on	how	well	these	products	express	the	highest	possible	

position	within	a	vertical	social	hierarchy.	In	this	view,	wealth	gives	a	high	

position	because	wealth	is	equated	to	power	and	social	status.	Therefore,	

consuming	expensive	products	signal	a	high	position	in	the	social	hierarchy	

(Mason,	1981;	Trigg,	2001;	Vigneron	and	Johnson,	1999).	In	this	way	some	

consumers	use	the	consumption	of	expensive	products	as	indicators	of	social	

prestige	(Wiedmann	et.al,	2009).	The	price	of	a	product	also	influences	several	

other	consumption	motives.	It	has	been	shown	that	consumers	equate	a	high	

price	with	good	quality	(Erickson	and	Johansson,	1995;	Wiedmann,	2009)	as	

well	as	exclusivity	and	rarity	(Dubois	and	Duquesne,	1993).	It	is	important	to	

note,	that	price	alone	is	no	guarantee	that	a	particular	product	will	be	perceived	

as	luxurious,	and	some	products	that	aren’t	necessarily	expensive	can	still	be	

viewed	as	luxury	if	they	are	imbued	with	a	certain	amount	of	sentimental	value	

(Wiedmann	et.al,	2009).	

	

3.6	Functional	Consumption	Motive	
The	values	associated	with	the	functional	consumption	motive	are	usability,	

quality,	and	uniqueness.		

3.6.1	Usability	
The	usability	of	a	product	refers	the	perceived	utility	of	a	product	in	relation	to	

characteristics	and	performance.	Consumers	expect	the	product	they	buy	to	

work	right,	last	a	long	time,	whilst	still	looking	good	(Wiedmann	et.al	2009).	Thi	

is	especially	true	for	luxury	products,	where	consumers	expect	a	high	degree	of	

usability	in	terms	of	superior	performance	on	key	product	characteristics	

(Vigneron	and	Johnson,	2004).		In	Wiedmann	et.al’s	(2009)	study,	usability	also	

refers	to	the	consumers’	view	of	luxury	as	a	product	category,	i.e.	whether	or	not	

luxury	products	as	a	whole	contribute	to	making	life	better	in	utilitarian	terms.	
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3.6.2	Quality	
Consumers	expect	luxury	products	to	be	of	high	quality	in	comparison	to	non-

luxury	products	(Vigneron	and	Johnson,	2004;	Wiedmann,	2009;	Hudders,	

2011).	This	means	an	expectance	of	superior	craftsmanship	and	materials,	and	

brands	that	are	considered	high	quality	maintain	their	position	by	actively	

reassuring	the	consumer	of	their	superior	quality.	Such	reassurance	is	not	

necessarily	accomplished	by	talking	about	specific	product	attributes,	but	can	

also	be	obtained	by	communicating	factors	such	as	the	tradition,	history,	

heritage	and	authenticity	of	the	brand	(Vigneron	and	Jonhson,	1999).	When	

emphasizing	the	long	history	and	heritage	of	a	brand,	this	prompts	many	

consumers	to	assume	a	certain	level	of	quality	and	excellence	(Fionda	and	

Moore,	2007).	Because	luxury	products	are	priced	much	higher	than	average	

consumer	products,	consumers	expect	these	products	to	be	of	the	very	best	

quality,	and	for	many	consumers,	it	is	logical	that	the	superior	quality	of	a	

product	will	automatically	lead	to	a	high	price.	In	this	way,	there	is	a	strong	

correlation	between	perceptions	of	price	and	assessment	of	quality	in	the	mind	

of	the	average	consumer.	Because	of	this,	even	though	a	consumer	might	not	

have	intimate	knowledge	of	a	specific	product,	it	may	come	to	be	considered	a	

high-quality	product	simply	based	on	its	price	(Vigneron	and	Jonhson,	1999).		

	

3.6.3	Uniqueness	
When	consumers	are	concerned	with	the	uniqueness	of	an	object,	this	is	related	

to	the	desire	to	embody	and	display	a	unique	identity	that	is	differentiated	from	

other	people	in	the	same	setting.	In	this	way,	the	quest	for	uniqueness	can	be	

equated	to	a	mental	disposition	of	anti-conformity	(Phau	and	Prendergast,	2000;	

Chan	et.	al,	2014).	The	functional	value	of	uniqueness	is	intertwined	with	the	

emotional	aspiration	towards	identity	creation,	and	the	desire	for	uniqueness	

leads	to	the	consumption	of	products	that	gain	their	symbolic	value	by	being	

differentiated	from	normal	product	choice,	or	products	are	out	of	reach	for	the	

majority	of	consumers.	From	a	managerial	perspective,	uniqueness	is	linked	to	

limited	availability.	This	limited	availability	can	be	a	result	of	the	pricing	of	the	

product	at	a	high	level,	using	rare	materials,	making	limited	editions,	limiting	

overall	supply,	selective	distribution,	and	creating	waiting	lists	(Kapferer,	2001;	
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Vigneron	and	Johnson,	1999,	2009;	Phau	and	Prendergast,	2000).	If	a	product	is	

only	available	in	a	limited	quantity	due	to	the	fact	that	only	a	limited	amount	has	

been	produced,	this	increases	the	consumer’s	evaluation	of	the	product.	If,	on	the	

other	hand,	the	product	is	only	available	in	a	limited	quantity	due	to	high	

demand	and	subsequent	low	inventory,	the	object	is	automatically	seen	as	less	

attractive	(Amaldoss	and	Jain,	2005;	Verhallen	and	Robben,	1995).	All	of	these	

factors	contribute	to	the	fact	that	the	perceived	value	of	a	luxury	product	

increases	when	its	perceived	uniqueness	increases	(Wiedmann	et.al,	2009;	Chan	

et.	al,	2014).		

	

3.7	Individual	Consumption	Motive	
The	values	associated	with	the	individual	consumption	motive	are	self-identity,	

hedonism,	and	materialistic	value.	

3.7.1	Self-Identity	
It	is	important	for	the	consumer	to	feel	that	the	identity	of	the	brand	is	in	sync	

with	their	personal	identity	and	self-concept	(Fournier,	1998).	Many	studies	

have	proved,	that	the	congruity	between	the	image	of	the	product	and	the	

consumers’	self-image	is	an	important	determinant	of	consumer	cognition	and	

behavior	(Wiedmann	et.al,	2009).	In	order	for	a	product	to	be	considered	an	

accurate	depiction	of	self,	consumers	must	feel	that	the	symbolic	nature	of	the	

product	that	they	consume	evokes	and	conveys	meaning	and	values	that	

correspond	to	their	self-concept.	Products	that	appeal	to	values	that	a	particular	

consumer	holds	dear	will	be	evaluated	more	favorably,	noticed	more	often,	and	

bought	more	frequently	(Kaminakis	et.al,	2014;	Graeff,	1996;	Banister	and	Hogg,	

2004).	In	this	way,	even	though	the	symbolic	value	of	a	product	gains	its	

legitimacy	from	a	collective	negotiation	of	meaning,	it	can	also	be	utilized	in	a	

personal	and	experiential	way	in	relation	to	establishing	and	experiencing	

identity.	This	is	based	in	the	fact	that	consumers	have	mental	constructs	of	what	

a	product	would	signal	if	consumed	in	public,	and	this	meaning	“spills	over”	into	

what	it	means	when	consumed	in	private	(Wiedmann	et.al,	2009;	Banister	and	

Hogg,	2004).	
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3.7.2	Hedonism	
The	hedonic	value	of	a	product	refers	to	the	subjective	emotional	benefits	that	

consumers	experience	whilst	consuming	it,	such	as	states	of	positive	and	

pleasant	emotional	arousal,	sensory	pleasure,	excitement,	and	self-gratification	

(Wiedmann	et.al,	2009;	Dubois	and	Laurent,	1994;	Vigneron	and	Johnson,	1999;	

Hudders,	2011;	Chan	et.	al,	2014).	Apart	from	this,	there	are	also	pleasant	

emotions	that	are	the	result	of	resting	the	eyes	on	something	that	is	aesthetically	

pleasing.	These	emotions	are	of	course	a	function	of	whether	or	not	the	

consumer	finds	the	style	and	design	of	the	product	beautiful,	but	also	whether	or	

not	the	consumer	is	able	to	link	this	sense	of	beauty	to	a	specific	brand	name,	

perhaps	even	without	seeing	the	label	(Brun	and	Castelli,	2013).	The	reliance	on	

emotional	value	is	particularly	salient	in	relation	to	the	consumption	of	luxury	

products,	and	several	scholars	have	identified	how	the	subjective	feelings	of	

personal	pleasure,	rewards,	and	fulfillment	are	closely	related	the	consumption	

of	luxury	products	(Wiedmann	et.al,	2009;	Dubois	and	Laurent,	1994;	Chan	et.	al,	

2014).	

3.7.3	Materialism	
The	last	value	that	plays	a	role	in	relation	to	the	individual	consumption	motive	

is	materialism.	The	more	materialistic	a	consumer	is,	the	larger	role	possessions	

will	play	in	the	consumer’s	life	(Wiedmann	et.al,	2009).	Materialistic	consumers	

tend	to	devote	a	lot	of	time	and	effort	to	product-related	activities,	and	use	these	

products	as	tools	when	making	sense	of	self	and	world	around	them	(Belk,	

1988).	For	these	consumers,	their	possessions	also	represent	an	effective	way	of	

communicating	their	identity	and	social	position	to	people	around	them	

(Wiedmann	et.al,	2009)	
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3.8	Social	Consumption	Motive	
The	value	associated	with	the	social	consumption	motive	is	prestige	in	social	

networks.	

3.8.1	Prestige	in	Social	Networks	
The	social	value	of	a	luxury	product	is	tied	to	the	fact	that	it	can	act	as	a	symbolic	

marker	of	group	belonging	(Vigneron	and	Jonhosn,	1999,	2004;	Hudders,	2011;	

Bian	and	Forsythe,	2011;	Wiedmann	et.al	2009).	As	previously	described,	

possessions	act	as	important	signifiers	and	affirmations	of	group	belonging.	

When	a	consumer	has	a	mental	representation	of	him/herself	as	belonging	to	a	

certain	grouping,	it	becomes	important	for	this	consumer	to	manifest	group	

belonging	by	engaging	in	similar	consumption	patterns	as	other	group	members.	

Not	to	have	what	significant	others	in	the	group	have	means	being	denied	the	

“recognition	and	love”	that	can	be	experienced	as	a	result	of	social	inclusiveness	

(Isaacs,	1935).	In	other	words,	by	consuming	a	specific	product,	these	consumers	

seek	to	align	their	display	of	identity	with	what	they	consider	an	archetypical	

user	of	the	product	is.	By	doing	so,	consumers	affiliate	themselves	with	(desired)	

others	through	product-use	in	a	social	setting	(Deeter-Schmelz	et	al.,	2000;	

Bearden	and	Etzel,	1982;	Banister	and	Hogg,	2002).		

Consumers	who	are	preoccupied	with	attaining	social	prestige	value	not	only	the	

utility	of	a	product,	but	also	the	financial	worth	and	ability	to	convey	status,	and	

success	in	a	social	setting.	In	this	way,	these	consumers	consider	the	public	

display	of	possessions	as	a	way	of	achieving	a	desirable	position	in	the	social	

hierarchy		(Chan	et.	al,	2014).	These	consumers	may	also	believe,	that	it	is	not	

possible	to	gain	social	recognition	and	happiness	without	owning	the	right	

products	(Wang	and	Wallendorf,	2006).	They	view	luxury	products	as	a	way	to	

become	more	happy,	and	will	have	a	tendency	to	measure	own	and	others	

success	in	accordance	to	the	things	they	own	(Vigneron	and	Johnson,	2004).	It	

should	therefore	come	as	no	surprise,	that	consumers	who	are	motivated	by	

social	prestige	prefer	products	that	are	consumed	in	public,	and	consume	these	

products	primarily	with	public	symbolism	and	social	visibility	in	mind	

(Wiedmann	et	al.,	2009;	Wang	and	Wallendorf,	2006).		

	



	 	 	31	

Research	has	shown	that	the	need	to	establish	and	express	social	belonging,	and	

the	aspiration	towards	belonging	to	a	certain	group,	leads	consumers	to	conform	

to	the	group	when	making	choices	in	relation	to	those	consumption	objects	that	

are	strongly	related	to	group	belonging.	By	conforming	to	the	group	when	

buying	certain	products,	consumers	hope	to	reaffirm	their	group	belonging	

whilst	also	differentiating	themselves	from	out-group	individuals.	However,	

consumers	also	differentiate	themselves	from	others	within	the	group.	This	is	

done	when	making	choices	related	to	the	lower	level	characteristics	of	those	

products	that	are	central	to	group	belonging.	This	differentiation	can	be	by	

choosing	a	color/edition	of	the	object	that	is	not	the	prevailing	choice	within	the	

group,	or	that	is	hard	to	obtain	(Chan	et	al.,	2012).	

When	utilizing	the	social	prestige	value	of	a	product,	consumers	simultaneously	

strive	for	goals	related	to	group	differentiation	and	assimilation	when	

consuming	objects	that	contribute	to	identity	establishment	and	-expression.	

This	process	reflects	the	need	to	create	and	display	a	multifaceted	identity	by	

simultaneously	being	part	of	a	group	by	conforming	to	social	norms,	but	also	

feeling	unique	and	special	by	breaking	social	norms	and	engaging	with	a	

sociocultural	script	that	is	qualitatively	different	than	the	one	dominating	the	

primary	reference	group	of	the	individual	consumer	(Wiedmann,	2009;	Ahuvia,	

2005;	McCracken,	1986;	Belk,	1988;	Holt,	1995).	In	this	way,	individual	identity	

projects	are	governed	by	the	equally	important	need	to	define	and	express	both	

“who	I	am”	but	also	“who	I	am	not”.	This	process	becomes	evident	through	a	

process	where	“…	the	sense	of	Who	I	Am	is	constantly	defined	and	refined	through	

perceived	contrast	to	others.	Hence,	personal	identity	does	not	reflect	a	stable	set	of	

essential	features,	but	is	negotiated	in	a	dynamic	field	of	social	relations”	

(Thompson	and	Hyatko,	1997,	21).	In	relation	to	the	consumption	of	luxury	

products,	this	means	that	consumers	consume	luxury	in	order	to	be	associated	

with	more	affluent	groups	whilst	simultaneously	distancing	themselves	from	

non-affluent	groups	(Wiedmann	et.al,	2009).	
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3.8	Overview	of	Consumption	Motives	and	Product	value	
	

The	table	below	(Table	1)	summarizes	the	4	different	consumption	motives	that	

influence	the	consumption	of	luxury	products,	the	values	that	are	associated	

with	them,	and	the	primary	product	characteristics	that	can	be	associated	with	

each	of	these	values.	It	is	important	to	remember	that	the	different	motives	are	

not	mutually	exclusive,	and	a	consumer	may	employ	one	or	all	of	them	at	the	

same	time.	In	different	consumption	situations,	consumers	may	find	a	

compromise	between	more	and	less	salient	values.		

	

A	preference	for	each	specific	motive	may	represent	a	specific	consumer	

segment,	but	some	consumers	may	belong	to	several	segments	simultaneously.	

	

Consumption	
Motives	 Financial	 Functional	 Individual	 Social	

Values	 Price	
Usability	
Quality	

Uniqueness	

Self-identity	
Hedonist	

Materialistic	

Social	Prestige	
	

Utilized	Object	
Characteristics	

Price	
relative	to	
other	

products	
with	

comparable	
utility	

Performance	
Excellence	

Craftsmanship	
Materials	
Scarcity	

	
Availability	
Proliferation	

Aesthetics	
Creativity	
Experience	
Authenticity	
Symbolism		
(personal)	

	

Symbolism	
(Social)	

	

Desired	
outcome	

Social	
Display	of	
Wealth,	

Power	and	
Status.	

	
	

Correct	
attributes	

	
Appropriate	
performance	

	
Social	Display	
of	uniqueness.	

	
Personal	
feeling	of	
uniqueness.	

	
	

Congruity	between	
product	and	experienced-	
or	idealized	sense	of	self	

	
Authenticity	

	
Emotional	arousal	

	
Sensory	Gratification	

	
	
	
	

Social	Display	of	
Group	Affiliation	
With	Desired	

others		
	
	

Social	Display	of	
Differentiation	
from	Undesired	

Others	
	
	

	

Table	1:	Consumption	motives,	values,	and	object	characteristics	(Source:	Own	Creation)	
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3.9	Moderating	Factor:	Self-Monitoring	
	
Research	has	shown,	that	the	relationship	between	consumer	identity	projects,	

consumption	motives,	and	consumer	behavior	can	be	moderated	by	degree	of	

self-monitoring.	The	model	below	(Model	4)	illustrates	how	this	moderating	

factor	influences	the	relationship	illustrated	in	the	previous	sections.	The	

following	section	will	go	into	detail	with	how	consumer	self-monitoring	can	

affect	consumer	cognition.		

	

	

Model	4:	The	moderating	effect	of	self-monitoring	(Source:	Own	Creation)	

	

3.9.1	High	vs.	low	Self-Monitoring	
A	consumers’	display	of	identity	is	influenced	by	the	degree	to	which	the	

individual	consumer	is	susceptible	to	interpersonal	influence	(Wiedmann	et	al.,	

2009;	Vigneron	and	Johnson,	1999).	The	more	reliant	a	consumer	is	on	the	

reaction	of	reference	groups	for	the	definition	of	self-concept,	the	more	

susceptible	to	interpersonal	influence	the	consumer	is.		
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Whether	or	not	a	consumer	scores	high	on	susceptibility	to	interpersonal	

influence	can	be	analyzed	in	relation	to	self-monitoring.	Self-monitoring	reflects	

the	degree	to	which	an	individual	is	concerned	with	projecting	the	“right”	self-

image	by	controlling	and	manipulating	presentation	of	self	in	a	social	setting	

(Graeff,	1996;	Browne	and	Kaldenberg,	1997;	Snyder,	1974).	Consumers	that	

score	high	on	self-monitoring	are	very	cognizant	of	what	others	expect	of	them,	

and	are	able	to	utilize	symbolism	and	social	cues	in	a	way	that	plays	into	these	

expectations	by	conforming	to	them	or	rebelling	against	them.	Consumers	that	

score	low	on	self-monitoring	tend	to	maintain	the	same	self-presentation	in	a	

variety	of	different	social	circumstances.	High	self-monitors	are	mostly	

concerned	with	“playing	a	role”	in	order	to	make	as	favorable	an	impression	as	

possible	on	the	people	in	their	social	environment	whilst	low	self-monitors	are	

more	preoccupied	with	presenting	true	and	authentic	picture	of	themselves	

regardless	of	the	social	context	that	they	may	find	themselves	in	at	any	given	

time	(Browne	and	Kaldenberg,	1997).	High	self-monitors	are	also	more	

concerned	with	physical	appearance,	more	cognizant	of	the	symbolic	nature	of	

clothing	and	other	personal	effects,	and	are	able	to	report	how	certain	behaviors	

result	in	certain	impressions	(Snyder	and	Cantor,	1980).		

	

Highly	self-monitoring	consumers	will	buy	products	that	have	symbolism	which	

is	clear,	powerful	and	easily	decodable	by	relevant	others.	The	ease	by	which	this	

symbolism	is	interpreted	by	other	people	can	depend	on	factors	such	as	how	

recognizable	the	style	and	design	of	the	product	is,	and	whether	or	not	the	

product	brandishes	logos.	The	more	overt	the	manifestation	of	

brand/logo/design/quality,	the	easier	it	will	be	for	other	people	to	notice	and	

decode	it	(Jang	et.	al,	2015).	Research	has	shown	that	need	for	status	is	what	

determines	whether	or	not	consumers	purchase	“quiet”	or	“loud”	products,	i.e.	

products	with	subtle	or	overt	manifestations	of	symbolism	(Han	et.	al,	2010).	A	

higher	need	for	status	indicates	a	higher	reliance	on	reactions	of	reference	

groups	for	the	definition	of	self.	A	higher	need	for	status	can	therefore	be	seen	as	

a	trait	of	a	consumer	that	will	score	high	on	self-monitoring.	
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Chapter	4		

Methodology	
	

	
The	following	section	will	provide	an	overview	of	the	methodological	approach	

that	was	used	to	structure	the	collection	of	empirical	data.	The	different	aspects	

of	the	methodology	will	be	discussed	in	the	natural	order	in	which	they	occur	in	

the	research	process.	

	

4.1	Philosophy	of	Science	
	
Seeing	as	the	underlying	philosophy	of	science	is	of	crucial	importance	to	the	

way	in	which	the	nature	of	reality	is	perceived,	it	is	beneficial	to	establish	the	

philosophical	point	of	view	of	this	paper	before	going	more	into	depth	with	the	

specific	methods	that	were	employed.	It	has	previously	been	put	forth,	that	the	

goal	of	this	paper	is	to	understand	the	specific	constellation	of	consumption	

motives	in	relation	to	the	consumption	of	affordable	luxury	fashion	products,	

which	creates	the	ability	to	provide	recommendations	for	the	creation	of	brand	

identity.	It	has	also	been	argued	how	the	emergence,	definition,	and	constellation	

of	these	consumption	motives	can	be	seen	as	the	result	of	a	complex	and	

multifaceted	social	process.	This	suggests	an	ontological	view	that	sees	reality	as	

a	social	construction	rather	than	an	objective	entity.	In	this	way,	the	data	that	

will	be	gathered	in	this	study	represents	a	“snapshot”	of	an	interchangeable	and	

socially	constructed	reality.	The	epistemological	view	that	follows	this	stance	

suggests	that	this	snapshot	can	in	fact	be	utilized	in	understanding	and	

explaining	consumption	behavior	and	thereby	provide	strategic	

recommendations	for	brand	managers.		
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The	specific	combination	of	worldview,	the	methods	used	to	gather	data	

(survey),	and	the	subsequent	reliance	on	interpretation	of	the	data,	suggests	a	

reliance	on	a	pragmatic	philosophy	of	science.	This	philosophy	of	science	

stipulates,	that	the	most	important	determinant	of	epistemology,	ontology	and	

axiology	of	a	study	is	the	research	question	(Saunders	et.al,	2009).	Answering	

the	research	question	in	the	best	way	possible	is	the	primary	concern.	In	this	

paper,	this	means	acknowledging	the	fact	that	the	processes	that	are	analyzed	

are	inherently	social,	but	still	relying	on	quantitative	methods	that	are	based	on	

an	existing	theoretical	framework	in	order	to	gain	as	large	an	empirical	

foundation	as	possible,	thereby	being	able	to	generate	as	valid	and	applicable	

insights	as	possible.		

	

4.2	Approach	
	
The	fact	that	the	theoretical	framework	was	in	place	before	the	collection	of	data	

began	means	this	study	utilized	a	deductive	approach.	The	deductive	approach	

was	a	natural	consequence	of	the	fact	that	a	large	amount	of	research	has	already	

been	carried	out	in	relation	the	consumption	of	luxury	products.	The	literature	

review	revealed	a	plethora	of	studies	that	were	all	dealing	with	the	same	

dynamics	in	a	range	of	different	ways	–	it	is	therefore	safe	to	assume	that	these	

dynamics	are	some	of	the	most	important	factors	to	take	into	consideration,	

eliminating	the	need	for	an	exploratory	and	inductive	approach	to	data	collection	

and	analysis.	In	stead,	this	study	is	descriptive	in	nature,	seeking	to	identify	the	

differential	cognitive	predispositions	of	groups	of	consumers	with	different	

preferences	and	analyzing	whether	these	differences	are	statistically	significant.	
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4.3	Research	Strategy	and	Choices	
	

4.3.1	Secondary	Literature	Review	
In	order	to	establish	a	theoretical	foundation	from	which	a	thorough	analysis	of	

the	research	question	could	be	carried	out,	an	extensive	literature	review	was	

conducted.	The	goal	of	this	review	was	to	uncover	research	and	theories	related	

to	consumer	behavior	and	-cognition	of	traditional	and	affordable	luxury	

products.	The	initial	focus	was	on	identifying	research	and	theories	that	revolve	

around	the	consumption	of	affordable	luxury	products.	As	the	search	progressed,	

it	was	clear	that	there	were	not	a	sufficient	amount	of	theories	dealing	with	

affordable	luxury	in	particular,	which	lead	to	a	shift	towards	identifying	theories	

that	are	related	to	the	consumption	of	traditional	luxury	products.	The	primary	

search	for	these	theories	was	carried	out	on	CBS	Library	and	the	subsequent	

associated	databases	such	as	ScienceDirect,	Ebsco,	and	Emerald.	Once	a	relevant	

theory	was	identified,	it	would	automatically	lead	to	further	reading	on	the	basis	

of	the	reference	section	in	the	specific	article.	

	

The	literature	review	was	used	to	gain	an	understanding	of	the	most	important	

dynamics	related	to	luxury	consumption	and	how	these	could	be	connected	in	a	

larger	theoretical	framework.	As	the	literature	review	progressed,	certain	

dynamics	were	found	to	play	an	important	role	across	a	range	of	theories	and	

articles.	Whilst	these	had	different	names	and	were	conceptualized	in	slightly	

different	ways,	they	were	essentially	different	ways	of	representing	the	same	

processes.	It	was	therefore	possible	to	synthesize	a	selection	of	different	theories	

into	a	cohesive	framework,	as	presented	in	the	theory	section.	In	this	way,	the	

literature	review	was	used	to	gain	an	understanding	of	the	most	important	

dynamics,	thereby	being	able	to	continually	refine	the	research	question	and	

objectives	in	order	to	provide	a	study	that	could	be	of	the	utmost	value	for	

brands	in	the	affordable	luxury	category.	
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4.3.2	Survey	
In	order	to	gather	the	primary	data	that	makes	up	the	empirical	foundation	for	

this	paper,	I	chose	to	use	a	survey.	One	of	the	big	advantages	of	using	surveys	is	

the	volume	of	data	that	can	be	obtained,	and	the	relative	ease	with	which	this	

data	can	be	compared	across	respondents.	A	survey	is	a	tool	that	helps	with	fact-

finding	by	asking	questions	to	determine	personality	characteristics	in	order	to	

understand	and	predict	behavior	(Saunders	et.al,	2009).	As	such,	using	surveys	is	

normal	when	taking	a	deductive	and	descriptive	approach	to	research,	as	it	

allows	for	structured	responses	to	a	predefined	area	of	interest,	and	thereby	the	

possibility	of	uncovering	relationships	between	different	dynamics	that	have	

previously	been	identified	in	the	literature	review.		

	

My	literature	review	uncovered	an	abundance	of	research	within	the	area,	

bringing	to	light	many	scientifically	established	causal	correlations	between	

several	important	concepts	within	the	luxury	product	category.	The	fact	that	so	

much	previous	research	agreed	on	the	existence	and	significance	of	a	fairly	

limited	set	of	consumption	motives	meant	that	my	research	could	take	a	point	of	

departure	in	analyzing	how	these	consumption	motives	influence	cognition	and	

behavior	in	relation	to	the	consumption	of	affordable	luxury	products.	In	other	

words,	I	did	not	set	out	to	discover	if	certain	dynamics	influence	consumption,	

but	rather	how	they	influence	consumption.	Therefore,	decided	to	go	for	a	data	

collection	method	that	I	considered	most	adept	at	uncovering	data	that	could	be	

operationalized	and	analyzed	in	a	way,	which	would	be	best	at	uncovering	causal	

correlation	between	preference	and	motives.		

	

4.4	Survey	design	
	

4.4.1	Utilizing	Known	Scale	to	Identify	Consumption	Motives	
As	put	forth	earlier,	this	paper	analyzes	consumer	perception	by	uncovering	the	

specific	constellation	of	consumption	motives	that	drive	consumers	with	

different	preferences.	Seeing	as	the	framework	established	by	Wiedmann	et.al	

(2009)	was	used	as	the	foundation	for	the	structuring	and	presenting	of	the	

different	types	of	consumption	motives,	it	made	sense	to	also	use	their	
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framework	for	gathering	data	relation	to	these	consumption	motives.	Using	their	

measurement	scale	presented	an	opportunity	of	working	with	a	method	of	data	

collection	that	had	already	been	empirically	tested	and	validated.	Not	only	did	

this	ensure	the	reliability	of	the	reliability	of	the	results,	but	also	it	also	

significantly	reduced	the	time	spent	on	developing	methods	for	collecting	data.	

	

Even	though	all	of	the	theories	that	have	been	used	in	the	theoretical	framework	

of	this	paper	have	valid	insights	into	the	topic	at	hand,	not	all	of	them	employ	

methods	of	data	collection	that	would	be	suitable	for	the	goal	of	this	paper.	Some	

theories,	such	as	Vigneron	and	Johnson	(1999)	are	built	on	studies	that	are	

concerned	with	measuring	brand-luxury	constructs	as	applied	to	specific	brands.	

Seeing	as	this	paper	is	concerned	with	uncovering	dynamics	related	to	the	

category	of	affordable	luxury	fashion	as	a	whole,	it	was	deemed	beneficial	to	

utilize	Wiedmann	et.al’s	(2009)	scale,	as	this	was	developed	to	measure	

phenomena	at	a	more	general	level	of	abstraction,	i.e.	values	related	to	luxury	

consumption	in	general.		

	

4.4.2	Utilizing	Scale	to	Evaluate	Degree	of	Self-Monitoring	
In	order	to	evaluate	degree	self-monitoring,	this	study	used	select	statements	

from	Snyder’s	(1974)	Self-Monitoring	Scale.	Just	as	with	the	scale	mentioned	

above,	this	scale	was	chosen	because	it	represents	a	tried	and	true	method	of	

uncovering	scientifically	reliable	insights.	The	scale	measures	the	degree	to	

which	consumers	consciously	utilize	impression-management	strategies	when	

they	are	in	a	social	setting.	The	type	of	impression-management	strategies	that	

the	scale	focuses	on	are	all	non-verbal	in	nature.	Because	of	this,	the	scale	was	

considered	a	good	match	for	analyzing	dynamics	related	to	the	topic	at	hand,	

seeing	as	fashion	products	can	also	be	viewed	as	types	of	non-verbal	impression	

management	strategies.	

	

In	the	original	Self-Monitoring	Scale,	respondents	are	asked	to	indicate	whether	

or	not	they	agree	with	25	individual	statements,	with	the	options	“True”	or	

“False”.	Seeing	as	the	goal	of	incorporating	the	Self-Monitoring	Scale	was	to	

analyze	the	degree	to	which	self-monitoring	could	be	correlated	to	category	
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preference,	this	binary	construct	was	changed	into	a	5-point	Likert	scale,	

matching	the	Wiedmann	scale.		This	made	it	possible	to	analyze	and	compare	

answers	from	the	two	scales.	The	chosen	statements	from	the	Self-Monitoring	

Scale	will	be	presented	in	the	next	section	and	can	also	be	found	in	the	survey	

(Appendix	1).	

	

4.4.3	Using	Likert	Scales	
All	of	the	statements	pertaining	to	consumption	motives	and	self-monitoring	

were	designed	as	rating	scale	statements	that	used	a	5-point	Likert	Scale	to	

measure	response.	Respondents	were	asked	to	rate	each	scale	item	in	relation	to	

the	degree	to	which	they	agreed	with	the	statement.		The	scale	was	presented	as	

follows:	

	

• 1	=	Strongly	Agree	

• 2	=	Agree	

• 3	=	Neither	Agree	Nor	Disagree	

• 4	=	Disagree	

• 5	=	Strongly	Disagree	

	

By	employing	Likert	scales,	it	is	possible	to	correlate	degree	of	agreement	to	a	

specific	number,	aggregate	the	numbers,	and	analyze	them	in	relation	to	each	

other	in	order	to	uncover	statistically	significant	variance	across	different	

respondents.	
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4.5	Survey	Structure		
The	following	section	presents	an	overview	of	the	way	in	which	the	survey	was	

structured.	Each	section	below	occurs	in	the	order	in	which	they	were	presented	

in	the	survey	itself.	

4.5.1	Demographic	Information		
Firstly,	the	respondents	were	asked	to	provide	some	basic	demographic	

information	about	themselves		

	

Question	 Option	1	 Option	2	 Option	3	 Option	4	 Option	5	
1.	What	is	
your	gender?	 Male	 Female	

	 	 	2.	What	is	
your	age?	 18-30	 31-40	 41-55	 Above	55	

	4.	Indicate	
your	highest	
level	of	
education	

No	Formal	
Education	

Tradesman	
(Carpenter/
electrician	

etc.)	
High	
School	

Bachelors	
Degree	

Masters	
Degree	or	
higher	

5.	What	is	
your	yearly	
income?	(in	
DKK)	

Below	
250.000	

250-
400.000	

400-
600.000	

More	than	
600.000	 	

Table	2:	Demographic	questions	(Source:	Survey)	

	

4.5.2	Information	on	Consumption	Motives	
Here,	the	respondents	were	asked	to	indicate	the	degree	to	which	they	agreed	

with	a	range	of	statements,	all	taken	from	the	previously	discussed	scale	first	

created	by	Wiedmann	et.al	(2009).	Combined,	all	of	the	statements	covered	the	4	

consumption	motives	presented	in	the	theory	section.	The	order	of	the	

statements	was	randomized	to	avoid,	that	respondents	would	get	into	a	process	

of	answering	consecutive	statements	dealing	with	the	same	motive	in	a	similar	

fashion.	The	randomized	order	in	which	the	statements	related	to	the	different	

motives	occurred	was	meant	to	keep	the	respondents	engaged	and	interested	by	

making	them	reflect	a	little	longer	on	each	separate	statement.	The	overall	

consumption	motives	and	the	individual	statements	that	were	used	to	uncover	

information	about	them	can	be	found	in	the	survey	(Appendix	1)	as	well	as	in	

the	table	below	(Table	3).	
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Statements	
pertaining	to	the	
Individual	Motive	

Statements	
pertaining	to	the	
Social	Motive	

Statements	
pertaining	to	the	
Financial	Motive	

Statements	
pertaining	to	the	
Functional	Motive	

2:	Luxury	is	pleasant	

13:	I	usually	keep	up	
with	style	changes	
by	watching	what	

others	buy	

6:	For	me,	luxury	
equals	a	high	price	

1:	In	my	opinion,	
luxury	is	useless	

8:	I	would	never	buy	a	
luxury	product	that	
doe	not	match	what	
and	who	I	really	am	

14:	Before	
purchasing	a	
product	it	is	

important	to	know	
what	brands	or	
products	to	buy	to	
make	a	good	
impression	on	

others	

17:	A	product	that	
does	not	have	a	high	
price	cannot	be	
considered	luxury	

3:	in	my	opinion,	
luxury	products	
cannot	be	mass	
produced	

9:	Buying	a	luxury	
product	is	a	way	of	

rewarding	myself	on	a	
special	occasion	

15:	Before	
purchasing	a	
product	it	is	

important	for	me	to	
know	what	others	
think	of	people	who	
use	certain	brands	

or	products	

18:	I	expect	to	pay	
more	for	luxury	
products	than	for	
other	types	of	
products	

4:	When	purchasing	a	
luxury	product,	I'm	
more	concerned	with	
performance	and	

quality	than	with	other	
people's	opinion	of	it	

10:	I	see	luxury	
consumption	as	a	way	
of	enjoying	myself	

16:	Before	
purchasing	a	
product	it	is	

important	for	me	to	
know	what	my	
friends	think	of	

different	brands	or	
products	

-	 5:	In	my	opinion,	
luxury	is	about	quality	

11:	In	my	opinion,	the	
consumption	of	luxury	
products	enhances	my	

quality	of	life	

17:	I	would	never	
buy	a	luxury	

product	that	makes	
a	bad	impression	

-	 -	

12:	In	my	opinion,	
luxury	consumption	is	
a	source	of	pleasure	

-	 -	 -	

Table	3:	Consumption	motives	and	corresponding	statements	(Source:	Survey)	

	

4.5.3	Information	on	Degree	of	Self-Monitoring	
Here,	the	respondents	were	asked	to	indicate	the	degree	to	which	they	agreed	

with	3	selected	statement	from	Snyder’s	(1974)	Self-Monitoring	scale.	These	

statements	be	found	in	the	survey	and	are	also	presented	in	the	table	below	

(Table	4).		
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Please	indicate	the	degree	to	which	you	agree	with	the	
following	statements	

I	would	probably	make	a	good	actor	

In	different	situations	and	with	different	people,	I	often	act	
like	very	different	persons	

Even	if	I	am	not	enjoying	myself,	I	often	pretend	to	be	
having	a	good	time	

Table	4:	Statements	from	the	Self-Monitoring	Scale	(Source:	Survey)	

	

4.5.4	Classifying	Consumers	Based	on	Consumption	Preference		
In	the	last	part,	the	respondents	were	asked	to	indicate	which	two	brands	that	

they	found	most	appealing	out	of	a	list	of	the	following	6	brands,	with	the	

possibility	of	indicating	if	they	did	not	know	one	or	more	of	the	brands:	

	

Which	of	the	following	brands	do	you	find	most	appealing?	

Versace	
Soulland	
Gucci	

Henrik	Vibskov	
Burberry	
WoodWood	

There	is	one	or	more	of	the	brands	that	I	don't	know	
	

	 Table	5:	Brand	appeal	(Source:	Survey)	

	

Out	of	this	list,	3	brands	(Soulland,	Henrik	Vibskov,	WoodWood)	represent	the	

affordable	luxury	category	whilst	3	brands	(Versace,	Gucci,	Burberry)	represent	

the	traditional	luxury	category.	These	specific	brands	were	chosen	because	they	

all	conform	to	the	definition	of	traditional	luxury/affordable	luxury	that	was	

presented	in	the	beginning	of	the	paper.		

	

The	brands	that	were	chosen	to	represent	the	traditional	luxury	category	were	

chosen	on	the	basis	of	assumed	brand	knowledge	within	the	target	population,	

as	well	as	the	fact	that	all	of	the	brands	are	known	for	both	their	male	and	female	



	 	 	44	

clothing,	thereby	ensuring	that	all	respondents	may	find	the	brands	appealing,	

regardless	of	gender.		

	

The	brands	that	were	chosen	to	represent	the	affordable	luxury	brands	are	all	

Danish.	The	decision	to	use	Danish	brands	as	representative	of	this	product	

category	was	made	on	the	basis	of	the	hope,	that	the	majority	of	respondents	

would	be	familiar	with	factors	such	as	the	image	of	the	brands,	what	they	stand	

for,	and	their	price	point.	According	to	O’cass	and	Frost	(2002)	consumer	to	do	

not	have	to	be	intimately	familiar	with	a	brand	in	order	to	identify	the	brand	as	a	

status	brand,	and	thereby	have	a	desire	or	willingness	to	(conspicuously)	

consume	it.	In	this	way,	consumers	are	capable	of	making	global	evaluations	of	

brands	based	simply	on	brand	names,	or	make	global	inferences	based	on	a	few	

the	things	that	they	already	know	about	the	brands.		

	

Lastly,	the	consumers	where	also	given	the	opportunity	of	indicating	that	they	

did	not	know	one	or	more	of	the	listed	brands.	This	way,	any	bias	as	a	result	of	

non-awareness	was	made	explicit,	which	made	it	possible	to	eliminate	these	

respondents	from	the	data	set	that	was	eventually	used	for	the	statistical	

analysis.	

	

Whether	or	not	consumers	were	classified	as	being	consumers	of	affordable	

luxury	or	traditional	luxury	depended	upon	whether	or	not	they	selected	two	

brands	that	were	both	in	the	same	product	category.	If	respondents	selected	one	

brand	from	each	luxury	category,	they	were	disqualified	from	the	data	set	that	

was	eventually	used	for	the	statistical	analysis.	Even	though	I	knew	that	this	

would	most	likely	result	in	a	certain	number	of	unusable	responses,	I	still	went	

ahead	with	this	way	of	classifying	the	two	types	of	consumers.	I	employed	this	

method	because	I	believed	that	the	majority	of	the	respondents	would	conform	

to	one	group	or	the	other.	

	

	

	



	 	 	45	

4.6	Sampling	
	
It	is	only	very	rarely	that	a	research	project	is	able	to	analyze	every	possible	case	

or	group	member	(census).	Therefore,	sampling	is	seen	as	a	useful	way	of	

generating	generalizable	insights	from	a	smaller	scale.	Sampling	refers	to	the	act	

of	analyzing	a	subset	of	consumers	and	using	the	results	of	this	analysis	to	make	

inferences	in	relation	to	the	population	as	a	whole	(Saunders	et.al,	2009).	In	the	

case	of	this	paper,	I	chose	to	select	my	sample	on	the	basis	of	convenience	

sampling,	which	means	using	data	from	those	cases	that	are	easiest	to	obtain.	

When	using	convenience	sampling,	there	is	however	a	risk	of	introducing	bias	

into	the	data	collection	method,	which	means	that	subsequent	generalization	

from	the	sample,	may	be	flawed	(Saunders	et.al,	2009).	In	spite	of	this,	this	was	

considered	the	best	method	given	the	time	allotted	for	the	data	collection	

process.	

4.6.1	Sample	Size	
The	generalizability	of	any	sample	that	is	meant	to	represent	a	bigger	population	

is	largely	dependent	on	the	size	of	the	sample.	The	larger	the	sample	size,	the	

more	accurate	statistical	inferences	can	be	made	on	the	basis	of	the	sample.	

Therefore,	a	larger	sample	size	helps	reduce	the	risk	of	drawing	erroneous	

conclusions	on	the	basis	of	the	data.	I	was	able	to	get	221	respondents	to	my	

survey	all	in	all.	Seeing	as	other	studies	in	the	area	of	luxury	consumption	have	

had	similar	sample	sizes,	I	was	content	with	the	size	of	my	sample.	

	

4.7	Validity	and	reliability	
	

4.7.1	Validity	
In	order	to	ensure	the	general	validity	of	the	answers	that	are	collected	in	a	

survey,	the	questions	must	be	formulated	in	a	way	that	leaves	little	room	for	

different	interpretations	or	misunderstandings	of	what	the	questions	addresses.	

This	means	that	special	care	should	be	given	to	the	wording	of	each	question	

(Saunders	et.al,	2009).	The	internal	validity	of	a	survey	refers	to	the	surveys	

ability	to	uncover	the	type	of	information	intended	by	the	researcher.	In	this	
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way,	ensuring	internal	validity	means	designing	a	survey	that	does	not	create	an	

alternative,	biased,	or	skewed	version	reality.	In	order	to	be	considered	valid,	the	

survey	must	be	capable	of	uncovering	reality	as	it	is.	The	fact	that	the	structure	

for	this	survey	is	based	on	peer-reviewed	research	from	an	accredited	source	

helps	ensure	the	internal	validity	of	the	study.	

The	predictive	validity	of	a	survey	is	concerned	with	whether	or	not	it	is	able	to	

make	accurate	measurements	and	predictions.	This	survey	uses	measurement	

questions	to	gauge	consumer	cognition.	In	order	to	estimate	the	predictive	

validity	of	this	study	it	would	require	following	consumers	over	a	longer	period	

of	time	or	selecting	different	samples	in	order	to	measure	if	the	results	of	the	

study	are	actually	present	and	consistent	in	a	real	life	situation.	

4.7.2	Reliability	
The	reliability	of	a	study	refers	to	its	consistency.	This	means	that	all	

respondents	must	consistently	interpret	the	questions	of	the	survey	in	the	same	

way,	which	should	be	the	way	the	researcher	intends.	A	reliable	survey	will	

produce	consistent	results	under	a	range	of	different	circumstances	and	at	

different	times.	This	means	that	the	survey	should	be	able	to	produce	the	same	

results	with	different	samples	and	different	methods	of	distribution.	In	order	to	

ensure	the		

4.8	Analyzing	the	data	
To	analyze	the	data,	I	used	the	statistics	program	SPSS.	I	transferred	the	data	into	

SPSS	by	assigning	a	numerical	value	to	each	piece	of	data,	thereby	being	able	to	

quantify	and	analyze	the	results.		
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Chapter	5		

Analysis	
	
	
	

The	total	number	of	respondents	to	they	survey	was	221.	Before	embarking	on	a	

further	analysis,	the	erroneous/incomplete	surveys	were	filtered	out	from	the	

results.	Seeing	as	the	primary	area	of	interest	was	analyzing	the	motives	of	those	

consumers	who	conformed	to	either	a	traditional	luxury	or	affordable	luxury	

preference	(by	indicating	two	brands	from	the	same	category),	those	consumers	

who	chose	one	brand	from	each	category		(18	respondents)	and	those	

consumers	who	indicated	that	they	did	not	know	one	or	more	of	the	brands	in	

question	(19	respondents)	were	also	excluded	from	the	further	analysis.	This	left	

a	total	of	181	respondents.	

	

5.1	Demographic	characteristics	of	the	sample	
	
Out	of	the	total	of	181	respondents,	123	respondents	(68%)	indicated	that	they	

prefer	affordable	luxury	and	58	respondents	(32%)	indicated	that	they	prefer	

traditional	luxury.	Females	made	up	the	majority	of	the	respondents	(63%),	and	

the	largest	age	group	was	18-30	year	olds,	with	70%	of	the	respondents	falling	

within	this	interval.	This	is	a	natural	consequence	of	the	fact,	that	the	survey	was	

distributed	within	my	network,	which	consist	mainly	of	people	within	this	age	

group.	Most	of	the	respondents	indicated	that	they	earn	less	than	250.000	DKK	a	

year	(65%),	which	also	makes	sense	when	taking	the	age	of	the	majority	of	the	

respondents	into	account.	The	demographic	characteristics	of	the	sample	are	

summarized	in	the	table	below	(Table	6).		
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		 		 Gender	 Age	 Yearly	Income	(DKK)	

		 Total	 Male	
Femal
e	

18-
30	

31-
40	

41-
55	 >	55	

<	
250.000		

250-
400.000		

400-
600.000		

>	
600.000		

Affordabl
e	luxury	
brands	

123	
68%	

43	
65%	

80		
70%	

91	
72%	

8		
35%	

12	
71%	

12	
86%	

91		
77%	

15		
54%	

10		
45%	

7	
	54%	

Tradition
al	Luxury	
Brands	

58		
32%	

24	
35%	

34		
30%	

36	
28%	

15	
65%	

5		
29%	

2		
14%	

27		
23%	

13	
	46%	

12		
55%	

6		
46%	

Total	
181	

100%	
67	

37%	
114	
63%	

127	
70%	

23	
13%	

17	
9%	

14	
8%	

118		
65%	

28		
15%	

22	
	12%	

13		
8%	

Table	6:	Demographic	characteristics	of	sample	(Source:	Survey)	

	

5.1.1	Identifying	a	Segment	for	Affordable	Luxury	
	
It	was	my	hope,	that	the	demographic	characteristics	of	consumers	that	fall	

within	the	two	preference-based	groupings	can	provide	some	clues	in	relation	to	

the	profile	of	consumers	who	are	most	likely	to	consume	affordable	luxury	

products,	and	thereby	which	segment	brand	managers	should	target.		

	

When	comparing	the	luxury	preference	to	the	demographic	characteristics,	it	is	

clear	that	there	is	no	big	difference	between	the	genders;	a	fairly	equal	amount	

of	men	and	women	prefer	affordable	luxury.	In	relation	to	age,	the	table	above	

reveals,	that	3	of	the	age	groups	(18-30,	41-55,	>55)	have	a	significantly	bigger	

percentage	of	consumers	who	prefer	affordable	luxury	to	traditional	luxury,	

whereas	consumers	aged	31-40	seem	to	prefer	traditional	luxury.	Seeing	as	the	

age	of	consumers	who	prefer	affordable	luxury	is	so	widely	distributed,	this	

parameter	cannot	act	as	an	effective	differentiator	in	relation	to	identifying	a	

specific	segment.	It	is	however	possible	to	infer,	that	consumers	who	belong	to	

the	oldest	cohorts	of	Generation	Y	and	youngest	cohorts	of	Generation	X	(31-40	

years	old)	prefer	traditional	luxury,	whilst	the	rest	of	the	sample	prefer	

affordable	luxury.	

	

In	relation	to	income,	it	is	clear	that	consumers	in	the	lowest	income-bracket	are	

much	more	likely	to	prefer	affordable	luxury.	As	income	increases,	respondents	

are	distributed	more	equally	between	affordable	and	traditional	luxury	
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preference.	It	is	however	not	possible	to	establish	a	clear	correlation	between	

income	and	affordable	luxury	preference,	as	a	majority	of	consumers	in	the	top	

income-bracket	also	prefer	affordable	luxury	products.		

	

All	in	all,	the	demographic	characteristics	of	the	two	consumer	groupings	cannot	

lead	to	the	identification	of	a	well-defined	segment	of	consumers	who	prefer	one	

type	of	luxury	to	the	other.	It	can	however	be	said,	that	there	is	a	correlation	

between	income	and	affordable	luxury	preference,	and	that	consumers	between	

the	ages	of	31-40	prefer	traditional	luxury.	

	

5.2	Analysis	of	the	sample	
	
The	survey	consisted	of	18	statements	that	were	extracted	from	Wiedmann	

et.al’s	(2009)	scale	measuring	the	value	perceptions	of	luxury	consumers.	These	

statements	were	carefully	selected	from	the	original	scale,	which	consisted	of	48	

statements.	The	statements	were	selected	on	the	basis	of	applicability	to	the	

current	study,	whilst	also	keeping	in	mind	that	it	was	necessary	to	have	

statements	that	could	reveal	information	about	each	of	the	4	consumption	

motives.		

	

5.3	Factor	analysis	
In	order	to	prove	that	the	framework	proposed	by	Wiedmann	et.al	(2009)	is	in	

fact	a	valid	way	of	grouping	consumption	motives,	a	factor	analysis	using	the	

principal	component	method	was	carried	out.	This	analysis	was	designed	to	

check	the	validity	of	the	overall	groupings,	and	thereby	minimize	the	total	

number	of	variables	in	the	data	set.		

5.3.1	KMO	and	Bartlett’s	Test	
Before	conducting	the	factor	analysis,	it	was	however	necessary	to	measure	the	

Kaiser-	Meyer-Olkin	(KMO)	value	in	order	to	determine	whether	or	not	the	data	

set	was	suitable	for	this	type	of	analysis.	
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	 Table	7:	KMO	and	Bartlett’s	Test	(Source:	SPSS)	

	

As	the	table	shows,	the	Kaiser-Meyer-Olkin	value	came	out	at	a	range	which	is	

considered	acceptable.	Furthermore,	Bartlett’s	test	of	Sphericity	also	reached	

significance	(sig=,00<,05).	These	tests	indicate,	that	carrying	out	a	factor	analysis	

is	in	fact	suitable	for	the	data	set.	

	

5.3.2	Pattern/Structure	Coefficients	
As	the	factor	analysis	below	(Table	8)	confirms,	analyzing	the	answers	in	terms	

of	4	overall	motives	is	in	fact	a	statistically	valid	construct.	The	factor	analysis	

revealed	4	factors	with	eigenvalues	that	are	greater	than	1.	These	4	factors	

explained	approximately	25%,	13%,	9%	and	7%	of	the	variance	within	the	

dataset.	The	four	components	combined	where	found	to	explain	a	total	of	over	

50%	of	the	variance	within	the	data	set.		
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Table	8:	Factor	Analysis	(Source:	SPSS)	

	

After	the	initial	factor	analysis,	a	Varimax	rotation	of	the	pattern/structure	

relationship	was	carried	out	(see	Table	9	on	the	next	page).	This	rotation	

resulted	in	the	redistribution	of	the	18	scale	items	within	the	dataset	into	the	4	

components	identified	above.		
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Table	9:	Varimax	Rotation	(Source:	SPSS)	

	

	



	 	 	53	

As	the	table	shows,	the	data	backs	up	the	statement-motive	relationship	

illustrated	in	Table	3	wherein	certain	statements	were	chosen	to	uncover	

information	about	certain	consumption	motives.	The	rotation	revealed	4	factors,	

which	correspond	to	the	4	consumption	motives	in	the	following	way:	

• Factor	1:	Individual	Motive	(Scale	item	2,8,9,10,11,12)	

• Factor	2:	Social	Motive	(Scale	item	13,14,15,16,17)	

• Factor	3:	Financial	Motive	(Scale	item	6,7,18)	

• Factor	4:	Functional	Motive	(Scale	item	1,3,4,5)	

	

As	the	distribution	shows,	all	of	the	scale	items	were	components	of	the	factors	

that	were	assumed	before	the	analysis	was	carried	out.	

	

5.3.3	Testing	for	Reliability	
Once	the	overall	factors	were	identified,	their	reliability	was	tested	utilizing	

Cronbach’s	Alpha.	The	values	of	Cronbach’s	Alpha	were	found	to	be:	

	

Cronbach's	Alpha	
F1:	0,762	
F2:	0,761	
F3:	0,718	
F4	:0,0656	

	

Seeing	as	an	overall	value	of		≥	0,6	is	acceptable	(Mitchell,	1996),		the	4-factor	

construct	iwasconsidered	reliable	for	this	analysis.	
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5.4	Analyzing	difference	in	consumption	motives	
	
Seeing	as	the	reliability	of	the	4-factor	construct	was	considered	valid,	the	

analysis	of	the	difference	between	consumers	who	preferred	affordable	luxury	

and	consumers	who	preferred	traditional	luxury	could	be	carried	out.	The	goal	of	

this	analysis	was	to	identify	and	compare	the	means	of	these	two	groups	in	

relation	to	the	4	identified	factors,	thereby	providing	statistical	evidence	for	

whether	or	not	these	two	groups	of	consumers	have	different	cognitive	

predispositions	when	it	comes	to	consumption	motives	in	relation	to	luxury	

products.	

	

In	order	to	uncover	this	information,	several	t-tests	were	performed.	In	these	

tests,	the	independent	variable	was	consumer	preference	(Affordable-	or	

Traditional	Luxury)	and	the	dependent	variables	were	consumers’	cognitive	

predisposition,	i.e.	the	degree	to	which	the	respondents	agreed	with	statements	

related	to	each	of	the	4	consumption	motives.		

	

5.4.1	Results	of	t-tests	
The	results	of	the	t-test	are	presented	in	the	tables	below,	Tables	9	and	10.	

Table	9:	t-test	group	statistics	(Source:	SPSS)	



	 	 	55	

Table	10:	Independent	samples	t-test	(Source:	SPSS)	

	

As	the	first	table	(Table	9)	shows,	the	means	for	the	two	groupings	of	

consumers	are	fairly	equal	in	relation	to	the	social	and	functional	motive,	but	

differ	in	relation	to	the	individual	and	financial	motive.	The	second	table	(Table	

10)	shows	that	Levene’s	test	for	equality	of	variance	is	correct	in	relation	to	the	

individual,	social,	and	functional	motive	(Sig=<,05).		For	the	financial	motive,	this	

is	not	the	case,	which	means	that	the	valid	values	for	this	dimension	are	to	be	

found	under	the	heading	where	the	equality	of	variance	is	not	assumed	

	

The	independent	samples	t-test	reveals	a	detailed	picture	of	the	mean	

differences	in	relation	to	the	4	motives.	A	summary	of	the	important	findings	

from	the	independent	samples	t-test	can	be	found	below	(Table	11).	As	the	table	

depicts,	there	is	a	minimal	and	non-significant	difference	in	the	means	between	

the	two	groups	in	relation	to	the	Social	and	the	Functional	consumption	motive.	

There	is	a	greater	difference	in	the	means	between	the	two	groups	in	relation	to	

the	financial	motive,	but	this	is	also	non-significant.	There	is	however	a	

significant	difference	in	the	means	between	the	two	groups	in	relation	to	the	

Individual	Motive.	
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Motive	 Mean	Difference	
Significance	(2-

tailed)	
Social	Motive	 0,00319	 Not	significant	(>,05)	
Functional	

Motive	 0,00225	 Not	significant	(>,05)	
Financial	Motive	 0,27379	 Not	significant	(>,05)	

Individual	
Motive	 0,28744	 Significant	(<,05)	

Table	11:	Summary	of	independent	samples	t-test	

	

From	this,	it	is	clear	that	consumers	who	prefer	affordable	luxury	and	consumers	

who	prefer	traditional	luxury	have	significantly	different	cognitive	dispositions	

when	it	comes	to	individual	motivations	for	consuming	luxury	products.	Table	9	

reveals	that	consumers	who	prefer	affordable	luxury	have	the	lowest	mean,	

which	indicates	that	these	consumers	agree	more	with	the	statements	related	to	

the	individual	motive	than	consumers	who	prefer	traditional	luxury.	

	

5.4.2	Analyzing	the	Influence	of	Self-Monitoring	on	Luxury	Preference	
In	order	to	gain	a	more	detailed	understanding	of	the	cognitive	predispositions	

of	consumers	who	prefer	affordable	luxury	and	consumers	who	prefer	

traditional	luxury,	an	analysis	of	how	luxury	preference	is	related	to	degree	of	

self-monitoring	was	carried	out.	As	mentioned	previously,	the	survey	contained	

3	statements	that	were	implemented	to	elicit	information	related	to	degree	of	

self-monitoring	(see	Table	4).		

	

An	independent	samples	test	was	carried	out	in	order	to	analyze	the	correlation	

between	self-monitoring	and	luxury	preference.	The	results	of	the	analysis	can	

be	seen	in	the	Table	12	below.	

.		
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Table	12:	independent	samples	t-test,	self-monitoring	(Source:	SPSS)	

	

As	the	table	shows,	there	is	not	significant	difference	in	the	mean	of	the	answers	

between	the	two	preference-groupings	in	relation	to	the	first	statement	(sig	

>,05).	For	the	statements	“In	different	situations	and	with	different	people,	I	

often	act	like	very	different	persons”	and	“Even	If	I	am	not	enjoying	myself,	I	

often	pretend	to	be	having	a	good	time	there	is	however	a	significant	difference	

between	the	means	of	the	answers	to	the	subsequent	statements	across	the	two	

groupings	(Sig=0,01	and	Sig=0,000).	

	

These	results	show,	that	consumers	who	prefer	traditional	luxury	products	also	

score	higher	in	relation	to	self-monitoring.	
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5.5	Answers	to	research	questions	
The	analysis	of	the	data	allowed	for	an	empirically	founded	answer	to	the	3	

research	questions	of	this	paper.	

	

RQ	1:	Are	the	demographic	characteristics	of	consumers	who	prefer	

affordable	luxury	and	traditional	luxury	different?		

	

The	descriptive	statistics	of	the	two	consumer	groupings	was	not	able	to	identify	

any	major	difference	in	the	demographic	profile	of	consumers	who	prefer	

affordable	luxury	and	consumers	who	prefer	traditional	luxury.	

	

RQ	2:	Do	consumers	who	prefer	affordable	luxury	versus	traditional	luxury	

have	differing	consumption	motives	in	relation	to	the	consumption	of	luxury	

products?	

	

The	inferential	statistical	analysis	of	the	dataset	revealed	no	significant	

difference	in	relation	to	3	of	the	4	consumption	motives.	There	was	however	a	

significant	difference	between	the	two	consumer	groupings	in	relation	to	the	

Individual	Motive;	consumers	who	prefer	affordable	luxury	place	a	larger	

importance	the	individual	motive	than	consumers	who	prefer	traditional	luxury.	

	

RQ	3:	Is	there	a	difference	in	the	degree	of	self-monitoring	between	

consumers	who	prefer	traditional	luxury	and	affordable	luxury?	

The	analysis	of	the	dataset	revealed,	that	consumers	who	prefer	traditional	

luxury	are	more	self-monitoring	than	consumers	who	prefer	affordable	luxury	
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Chapter	6		

Discussion	
	
	

The	following	section	will	discuss	the	results	of	the	analysis	in	light	of	the	

theoretical	insights	presented	in	the	beginning	of	this	paper,	as	well	as	selected	

theories	from	the	luxury	brand	management	literature.	The	discussion	of	the	

results	will	illustrate	the	way	in	which	brand	managers	within	the	field	of	

affordable	luxury	fashion,	can	use	the	insights	related	to	the	cognitive	

dispositions	of	consumers	who	prefer	affordable	luxury,	to	craft	a	brand	identity	

that	is	appealing	to	this	specific	subset	of	consumers.	By	implementing	a	

balanced	approached	that	combines	traditional	managerial	practices	related	to	

luxury	brand	management	with	insights	related	to	specific	cognitive	dynamics	of	

consumers	of	affordable	luxury,	brand	managers	have	an	opportunity	of	taking	

the	best	from	both	worlds.		

	

6.1	Identifying	a	Specific	Demographic	Segment	
	

As	the	analysis	made	clear,	it	was	not	possible	to	identify	a	specific	demographic	

segment	of	consumers	who	are	prone	to	prefer	affordable	luxury	to	traditional	

luxury.	Contrary	to	the	existing	literature	in	the	area,	variables	such	as	age	and	

income	did	not	seem	to	have	any	decisive	effect	on	product	preference	for	the	

sample	studied	in	this	paper.	It	should	however	be	noted,	that	the	vast	majority	

of	the	respondents	(70%)	where	in	the	age-bracket	18-30	years	old	which	may	

have	skewed	the	results.	The	second	largest	age-bracket	was	31-40	year	olds,	

and	this	segment	of	consumers	where	shown	to	prefer	traditional	luxury	to	

affordable	luxury.	Had	the	sample	been	larger	and	representative	of	a	wider	
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swath	of	consumers	at	all	ages,	it	is	possible	that	the	correlation	between	age	

and	luxury	preference	would	have	become	more	evident.			

	

As	a	result	of	the	predominance	of	younger	respondents,	the	majority	of	the	

respondents	(65%)	where	also	situated	within	the	lowest	income-bracket	

(>250.000	DKK/year).	This	can	also	be	expected	to	have	played	a	significant	role	

in	relation	to	the	distribution	of	luxury	preference.	Whereas	it	was	not	possible	

to	establish	any	clear	correlation	between	income	and	luxury	preference,	it	was	

however	clear,	that	respondents	in	the	lowest	income	bracket	where	much	more	

likely	to	prefer	affordable	luxury	than	consumers	in	the	higher	income	brackets.	

Whereas	77%	of	consumers	in	the	lowest	income	bracket	preferred	affordable	

luxury,	the	distribution	between	affordable/traditional	luxury	preferences	was	

closer	to	50/50	for	the	higher	income	brackets.		

	

6.1.2	Contextualizing	the	Demographic	Results	

As	put	forth	above,	it	was	not	possible	to	make	a	clear-cut	demographic	

segmentation	of	respondents	who	preferred	traditional-	and	affordable	luxury.	

There	are	however	several	indications	in	the	dataset	that	are	interesting,	and	

that	may	have	become	even	more	apparent,	had	the	sample	been	more	

representative	of	the	population	as	a	whole.	It	was	clear	that	the	majority	of	

Generation	Y	respondents	preferred	affordable	luxury	products.	Whilst	this	may	

have	something	to	do	with	disposable	income,	it	can	also	been	seen	in	the	light	of	

a	specific	cognitive	makeup	of	this	younger	generation.		

	

It	is	estimated	that	this	generation	will	comprise	80%	of	the	global	workforce	

before	2018	(Stein	and	Sandburn,	2013).	Seeing	as	this	generation	is	the	most	

rapidly	growing	segment	of	the	workforce,	special	attention	must	be	paid	to	

their	consumption	patterns	and	cognitive	dispositions	in	relation	to	luxury.	

Apart	from	being	the	future	of	the	workforce,	this	generation	is	also	the	future	

luxury	consumer.	Before	the	recession	in	‘08,	the	older	generations	(Generation	

X	and	Baby	Boomers)	were	responsible	for	approximately	70%	of	worldwide	

luxury	spending.	By	2011,	these	generations	were	only	responsible	for	40%	of	
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the	spending	within	the	market	as	a	whole.	On	the	contrary,	over	the	course	of	a	

few	years,	the	total	expenditure	of	Generation	Y	on	luxury	products	increased	by	

33%	(Giovannini	et.al,	2015),	and	these	numbers	are	expected	to	increase	in	the	

time	to	come.	This	development	is	a	clear	indication,	that	luxury	brand	managers	

must	take	younger	generations	into	consideration	when	devising	and	executing	

brand	action.		

	

Whereas	older	generations	associate	luxury	with	aristocracy	and	high	price-

points,	Generation	Y	consumers	are	much	more	prone	to	viewing	luxury	as	a	

right	and	not	a	privilege	(Silverstein	and	Fiske,	2013).	This	means	that	

Generation	Y	consumers	expect	wide	availability	of	luxury	products	that	they	can	

actually	afford.	Generation	Y	consumers	are	highly	brand	conscious	and	are	

constantly	looking	to	enhance	their	perceived	level	of	consumption-related	

quality	and	taste.	Even	though	this	generation	is	more	brand	conscious	than	

previous	generations,	it	not	as	brand	loyal.	Because	of	this,	Millenials	are	likely	to	

consume	a	wide	assortment	of	brands	that	position	themselves	at	very	different	

price	points	(Giovannini	et.al,	2015).	It	should	therefore	come	as	no	surprise	that	

affordable	luxury	brands	were	shown	to	be	most	popular	within	this	generation.	

The	market	as	whole	is	being	redefined	as	new	generations	are	becoming	more	

affluent,	and	so	is	the	very	concept	of	luxury	-the	traditional	values	associated	

with	luxury	are	slowly	being	transformed.		

	

6.2	Identifying	Specific	Cognitive	dispositions	
	

The	analysis	revealed	no	significant	difference	related	to	3	of	the	4	consumption	

motives	across	the	two	preference-based	groups.	It	was	however	possible	to	

identify	a	significant	difference	in	relation	to	the	Individual	Motive.	Here,	

consumers	who	indicated	that	they	preferred	affordable	luxury,	were	much	

more	likely	to	emphasize	the	individual	dimension	of	luxury	consumption.	In	

order	to	translate	this	finding	into	strategic	recommendations,	the	following	

sections	will	contextualize	this	finding	in	relation	to	both	a	macro-level	

discussion	of	societal	dynamics	and	a	micro-level	discussion	of	individual	

cognition	and	identity.		
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6.2.1	Contextualizing	Consumer	Cognition	in	Relation	to	Macro-level	Dynamics	
The	first	part	of	the	theory	section	described	how	certain	macro-level	

sociocultural	scripts	could	be	seen	as	influencing	the	cognition	of	consumers.	

The	following	discussion	will	interpret	the	findings	of	the	analysis	in	view	of	this	

macro-level	sociocultural	context.	Understanding	how	the	zeitgeist	of	the	

sociocultural	environment	influences	consumer	cognition	is	an	important	part	of	

understanding	the	bigger	picture	that	will	affect	consumer	cognition	and	action	

in	the	years	to	come.	Because	of	this,	contextualizing	the	findings	of	the	analysis	

in	relation	to	the	macro-level	forces	that	animate	and	influence	consumer	culture	

presents	valuable	addition	to	the	micro-level	understanding	of	consumer	

dynamics.	The	model	below	(Model	3.1)	highlights	the	area	of	inquiry	for	this	

section.		

	

Model	3.1:	Specific	focus	on	macro-level	context	(Source:	Own	Creation)	

	

As	previously	described,	the	concept	of	conspicuous	consumption	is	of	vital	

importance	when	analyzing	and	discussing	the	consumption	of	luxury	products.	

Traditional	wisdom	within	the	study	of	luxury	consumption	emphasizes	the	

ability	of	a	luxury	product	to	act	as	a	tool	that	helps	establish	and	convey	social	
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stratification	and	status	on	the	basis	of	its	overt	symbolism,	which	more	often	

than	not	is	closely	related	to	the	high	price	of	the	product.	The	findings	of	the	

analysis	carried	out	above	contradict	this	relationship	between	luxury	and	

conspicuousness	by	highlighting	the	fact	that	consumers	who	prefer	affordable	

luxury	assign	greater	importance	to	the	individual	and	experiential	aspects	of	

luxury	consumption.	When	discussed	in	relation	to	macro-level	dynamics,	this	

finding	can	be	said	to	be	a	reflection	of	a	shift	in	the	collective	consciousness	

surrounding	luxury	consumption.	

	

In	recent	times,	several	scholars	have	argued,	that	luxury	consumption	does	not	

need	to	equal	conspicuous	consumption	(Eckhardt	et.al,	2014).	In	stead,	

inconspicuous	luxury	consumption	is	seen	as	a	phenomenon	that	is	gaining	an	

increasingly	important	place	within	the	luxury	category.	This	development	can	

be	seen	as	an	inward	hedonistic	turn,	wherein	the	experiential	aspects	of	luxury	

consumption	are	becoming	increasingly	important	to	new	generations	of	

consumers	(Trigg,	2001;	Atwal	and	Williams,	2009;	Eckhardt	et.al,	2014).	One	

reason	for	this	turn	towards	experiential	consumption	is	what	has	been	referred	

to	as	“The	Death	of	Class”.	This	refers	to	the	development	wherein	the	

classification	of	society	on	the	basis	of	a	vertical	and	hierarchical	class-structure	

as	a	function	of	monetary	capital	has	been	replaced	by	a	horizontal	configuration	

of	social	class	based	on	lifestyle	choices	(Eckhardt	et.al,	2014).	This	does	not	

mean	that	class	privilege	and	rank	is	non-existent.	It	does	however	mean,	that	

the	reductionist	configuration	of	class	as	a	function	of	monetary	capital	is	being	

replaced	by	a	more	complex	and	composite	class	model.		

	

In	line	with	this,	the	findings	of	the	analysis	showed,	that	consumers	who	prefer	

affordable	luxury	place	a	larger	emphasis	on	the	individual	consumption	motive,	

indicating	that	for	these	consumers,	the	overt	symbolism	of	traditional	luxury	is	

being	replaced	by	the	more	subtle	symbolism	of	affordable	luxury	products.	

Whereas	traditional	luxury	is	used	as	a	tool	to	signal	status	to	the	rest	of	society	

as	a	whole,	affordable	luxury	is	about	enjoying	the	experiential	aspects	of	luxury	

consumption.	This	development	is	also	supported	by	the	findings	of	the	analysis,	
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as	it	revealed	that	consumers	who	prefer	affordable	luxury	traditional	luxury	are	

less	self-monitoring	in	relation	to	their	social	presentation	of	self.	

	

The	findings	of	the	analysis	also	revealed,	that	a	high	level	of	income	does	not	

necessarily	lead	to	preferring	traditional	luxury	to	affordable	luxury.	When	

viewed	from	a	macro-level,	this	finding	can	be	linked	to	the	overall	state	of	the	

economy	and	the	public	sentiment	towards	the	most	affluent	members	of	

society.	Even	though	global	living	standards	as	a	whole	are	increasing;	the	gap	

between	the	richest	10%	and	the	rest	of	the	population	is	becoming	increasingly	

large.	Not	only	are	the	rich	becoming	richer,	they	are	also	getting	an	increasing	

amount	of	bad	press.	The	post-recession	public	discourse	surrounding	the	most	

affluent	members	of	society	has	been	characterized	by	an	increasing	amount	of	

stigma,	both	warranted	and	unwarranted.	This	may	discourage	some	of	the	

consumers	who	can	actually	afford	to	buy	luxury	of	buying	it,	thereby	avoiding	

possible	backlash	from	lower	economic	tiers.	This	development	can	be	seen	not	

only	in	Western	Europe,	but	is	also	beginning	to	make	its	mark	in	China	and	

other	emerging	economies.	Whereas	the	richest	consumers	in	these	countries	

were	previously	known	for	flaunting	their	wealth	in	what	some	deemed	too	

flashy	and	almost	vulgar	ways,	there	is	a	new	impetus	towards	consuming	more	

subtle	luxury	products	in	these	countries	as	well	(Rambourg,	2014).	

	

Another	macro-level	dynamic	that	influences	cognition	in	relation	to	luxury	

consumption	is	the	increased	availability	of	counterfeit	luxury	products.	It	is	a	

well-established	fact,	that	consumers	at	all	levels	of	society	emulate	the	

consumption	patterns	of	higher	social	classes,	even	if	they	cannot	entirely	afford	

to	do	so.	One	way	that	consumers	who	cannot	afford	to	but	their	way	to	symbolic	

saliency	attain	it	anyway	is	through	the	consumption	of	counterfeit	luxury	

products.	For	lower	class	consumers,	this	provides	an	opportunity	of	feeling	

equal	to	more	affluent	consumers.	Studies	have	shown	that	for	many	consumers,	

this	feeling	is	still	powerful,	even	if	it	is	based	on	a	false	premise	(Eckhardt	et.al,	

2014).	For	affluent	consumers,	the	wide	availability	of	the	same	symbolic	

markers	that	traditionally	belonged	to	them	leads	to	brand	dilution,	and	a	

subsequent	desire	to	distinguish	themselves	from	non-affluent	consumers.	One	
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way	of	doing	to	is	by	turning	towards	consuming	products	with	more	subtle	

symbolism.	

6.2.1	Contextualizing	Consumer	Cognition	in	Relation	to	Micro-level	Dynamics	
The	second	part	of	the	theory	section	described	how	micro-level	dynamics	

related	to	identity	creation	and	display	can	affect	consumer	cognition	by	leading	

to	a	specific	disposition	of	consumption	motives.	Contextualizing	the	findings	of	

the	analysis	by	discussing	them	as	a	function	of	micro-level	individual	identity	

projects	provides	a	solid	foundation	from	which	brand	managers	can	develop	

and	implement	a	brand	identity	that	appeals	to	consumers	of	affordable	luxury	

products.	The	model	below	(Model	3.2)	highlights	the	area	of	inquiry	for	this	

section.	

	

Model	3.2:	Specific	focus	on	micro-level	context	(Source:	Own	Creation)	

	

As	mentioned	several	times,	the	findings	of	the	analysis	showed,	that	consumers	

who	preferred	affordable	luxury	place	more	emphasis	of	the	individual	

consumption	motive.	As	put	forth	in	the	theory	section,	the	individual	motive	can	

be	linked	to	hedonism	as	well	as	a	desire	to	experience	image-congruity	between	

perceived/idealized	self,	and	product	consumption.	In	other	words,	consumers	
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who	prefer	affordable	luxury	are	preoccupied	with	the	experiential	aspect	of	

consumption	as	well	as	consuming	products	that	they	feel	match	their	identity.		

The	two	aspects	of	hedonism	and	image-congruity	that	make	up	the	individual	

consumption	motive	are	closely	related.	When	consumers	are	motivated	by	

hedonistic	motives,	they	search	for	pleasure,	enjoyment,	and	emotional	arousal	

through	the	act	of	consuming	certain	products.	When	they	are	motivated	by	

image-congruity,	they	search	for	products	imbued	with	a	type	of	symbolism	that	

are	in	line	with	their	sense	of	self.	An	important	point	in	this	respect	is	the	fact,	

that	this	search	for	a	match	between	“characteristics	of	self”	and	“characteristics	

of	the	product”	is	not	something,	which	is	driven	by	a	desire	to	eventually	

portray	and	express	self	in	a	social	setting.	The	findings	related	to	self-

monitoring	of	consumers	who	prefer	affordable	luxury	highlights	this	fact.	They	

showed,	that	consumer	who	preferred	affordable	luxury	where	much	less	

concerned	with	moderating	and	controlling	their	social	portrayal	of	self,	than	

consumers	who	preferred	traditional	luxury.	In	this	way,	the	search	for	image-

congruity	is	to	be	seen	as	closely	related	to	the	hedonist	aspects	of	the	individual	

motive,	as	this	search	is	motivated	by	subjective	experience	of	congruity	rather	

than	the	social	display	of	it.	In	line	with	this,	some	scholars	argue	that	the	

increased	proliferation	of	affordable	luxury	product	consumption	should	lead	to	

a	re-conceptualization	of	luxury.	Instead	of	viewing	luxury	consumption	solely	as	

an	expressive	way	of	displaying	social	class	in	a	vertical	hierarchy,	luxury	is	

becoming	a	more	subjective,	impressive	and	emotional	experience	(Hudders,	

2011;	Eckhardt	et.al,	2004,	Silverstein	and	Fiske,	2003;	Kapferer	and	Bastien,	

2009;	O’Cass	and	Frost,	2002).		

	

6.3	Limitations	
In	order	to	present	a	well-rounded	discussion	of	the	findings,	some	of	the	

limitations	of	the	study	need	to	be	addressed.	Firstly,	it	must	be	acknowledge	

that	the	size	of	the	sample	that	formed	the	basis	for	the	analysis	was	in	the	low	

end	of	the	spectrum.	As	mentioned,	other	published	studies	within	the	same	

sphere	had	a	comparable	sample	size,	but	these	studies	utilized	their	sample	in	a	

different	way.	The	sample	that	was	used	in	this	paper	was	divided	into	two	

categories:	traditional	luxury	preference	and	affordable	luxury	preference.	
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Whereas	the	category	of	affordable	luxury	was	of	a	satisfactory	size,	the	category	

of	traditional	luxury	could	have	been	larger.	That	being	said,	the	analysis	was	

still	able	to	uncover	significant	correlations	within	the	data.	

	

Second,	the	survey	was	structured	in	a	way	that	measured	category	preference	as	

opposed	to	actual	consumption.	Whereas	I	do	believe	that	consumers	who	chose	

2	brands	that	fell	within	the	same	category	are	more	likely	to	actually	consume	

these	types	of	products	in	a	real	life	setting,	there	is	still	some	way	to	go	from	

indicated	preference	to	actual	consumption	behavior.	The	chosen	structure	of	

the	survey	was	however	considered	the	most	appropriate	way	of	gaining	a	large	

enough	number	of	respondents,	as	it	would	have	taken	too	long	to	identify	the	

same	number	of	respondents	if	one	of	the	selection	criteria	would	have	been	

active	consumption	of	products	within	one	of	the	two	categories.	

	

Third,	one	might	question	whether	or	not	consumers	chose	brands	based	on	

brand	preference	or	category	preference.	As	described	earlier,	respondents	where	

asked	to	indicate	which	brands	appealed	to	them	the	most.	Whereas	their	

responses	where	interpreted	as	category	preference,	some	of	the	respondents	

may	have	selected	brands	on	the	basis	of	a	specific	brand	preference.	This	is	

however	considered	a	minor	problem,	as	preferring	certain	brands	within	a	

category	is	considered	closely	related	to	also	preferring	the	overall	category	

itself.	

	

Lastly,	consumers	who	indicated	a	category	preference	cannot	be	expected	to	

always	conform	to	this	specific	category.	As	discussed	in	the	theory	section,	

individual	consumers	can	identify	with	a	long	list	of	identities	across	a	range	of	

different	social	situations.	Therefore,	assuming	that	there	is	one	identity	

construct	which	influences	behavior	at	all	times	can	lead	to	an	oversimplification	

of	the	cognitive	dynamics	at	play	in	different	sociocultural	contexts.	It	is	however	

worth	noting,	that	the	most	dominant	identity	construct	at	any	given	time	is	the	

one	which	the	consumer	self-identifies	with.	Therefore,	the	responses	to	the	

survey	are	considered	a	valid	representation	of	the	consumers	identity	at	that	

specific	moment	in	time.	
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Chapter	7		

Managerial	
Implications	
	
 

The	discussion	of	the	findings	carried	out	above	highlighted	several	important	

points	that	brand	managers	in	the	affordable	luxury	fashion	category	must	take	

into	account	when	designing	and	executing	brand	action.	Having	a	deep	

understanding	of	the	type	and	strength	of	the	motives	that	consumers	who	

prefer	affordable	luxury	utilize	when	consuming	luxury	is	a	prerequisite	of	

success	both	in	the	short	and	the	long	term.	From	the	discussion	of	the	findings,	

it	is	clear	that	consumers	of	affordable	luxury	are	motivated	not	only	by	

symbolic,	but	also	experiential	motives.	This	presents	both	challenges	and	

opportunities	for	brand	managers.	The	challenge	lies	in	creating	a	product	and	

brand	identity	that	resonates	with	consumers	on	an	emotional	level.	The	

opportunity	lies	in	the	fact	that,	if	successful,	consumer	purchase	and	loyalty	is	

nearly	guaranteed.	Whereas	consumers	who	are	only	interested	in	the	symbolism	

of	a	product	will	drift	from	one	symbol	and	logo	to	another,	consumers	who	are	

interested	in	the	substance	of	a	product	will	remain	loyal,	and	will	make	up	the	

foundation	of	core	customers	that	will	ensure	long-term	profitability	(Kapferer	

and	Bastien,	2009).	As	such,	the	question	becomes	how	to	most	effectively	

communicate	the	substance	of	a	brand	in	a	way	that	makes	consumers	who	

prefer	affordable	luxury	come	into	resonance	with	it.	With	a	starting	point	in	the	

Brand	Identity	Prism	developed	by	Kapferer	(2008),	the	following	section	will	

discuss	the	different	areas	that	brand	managers	must	pay	attention	to	in	this	

respect.	
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	7.1	The	Brand	Identity	Prism	
	
The	following	section	will	present	an	overall	discussion	of	the	areas	that	brand	

managers	within	the	affordable	luxury	fashion	category	should	be	aware	of	when	

establishing	and	communicating	brand	identity.	As	Kapferer	and	Bastien	(2009)	

put	it,	“there	is	no	luxury	without	brands”	(103),	and	a	strong	brand	is	an	

important	facet	in	the	luxury	consumption	experience.	A	strong	brand	is	a	brand	

with	a	high	degree	of	positive	brand	equity,	which	ensures	favorable	consumer	

response	to	the	brand	action	and	communication	(Keller,	2012).	As	previously	

shown,	brand	mangers	within	the	field	of	affordable	luxury	fashion	should	focus	

on	increasing	brand	equity	by	(a)	developing	a	brand	identity	that	resonates	

with	the	identity	of	its	target	audience,	whilst	also	(b)	focusing	on	the	

experiential	aspects	of	product	consumption.		

	

7.1.2	Developing	Strong	Brand	Identity	
Building	a	brand	identity	that	resonates	with	consumers	is	a	question	of	building	

a	coherent	brand	identity	that	clearly	communicates	the	essential	values	and	the	

“profound	truth”	of	the	brand	across	all	touch-points	(Kapferer	and	Bastien,	

2009).	This	means	clearly	communicating	what	the	brand	stands	for,	what	it	

does,	and	for	whom.	By	taking	a	stand	and	boldly	expressing	this	truth,	the	brand	

provides	consumers	with	the	type	of	“symbolic	material”	that	allows	them	to	

determine	whether	or	not	the	brand	resonates	with	how	they	see	themselves.	

	

The	luxury	brand	identity	prism	seen	in	Model	5	below	(Kapferer,	2008)	

illustrates	the	different	facets	of	the	brand-consumer	relationship,	and	can	act	as	

a	guide	for	brand	managers	when	determining	how	the	brand	should	express	its	

truth,	and	address	its	core	consumers.	The	prism	is	to	be	understood	as	all	those	

factors	that	play	a	role	in	mediating	the	brand-consumer	relationship,	and	all	of	

these	are	either	under	direct	or	indirect	control	of	the	brands’	managers.	If	

managed	successfully,	a	strong	and	cohesive	brand	identity	will	lead	to	strong	

symbolic	and	emotional	ties	to	those	consumers	who	are	brought	into	resonance	

with	it.	In	accordance	to	the	findings,	brand	managers	should	especially	focus	on	

the	internal	facets	of	brand	identity	related	to	brand	personality	and	culture,	
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which	provides	consumers	with	the	opportunity	of	using	the	brand	as	part	of	a	

specific	self-concept.	

	

	

Model	5:	The	Brand	Identity	Prism	(Source:	Kapferer,	2008)	

	

	

7.2	Focusing	on	Experiential	Marketing	
	
The	importance	of	the	individual	motive	for	consumers	who	prefer	affordable	

luxury	also	gives	an	indication	of	the	type	of	USP	that	brand	mangers	should	

focus	on	communicating.	Managers	are	best	off	with	taking	a	post-modern	

approach	to	marketing	the	product,	which	is	based	on	viewing	consumers	as	

driven	primarily	by	internal	and	subjective	emotions	(Atwal	and	Williams,	

2009).	Taking	this	stance	implies	focusing	on	effectively	communicating	the	

experiential	benefits	of	consuming	the	product	by	ensuring	that	all	brand	action	

and	communication	creates	is	synthesized	totality	that	focuses	on	evoking	

internal	states	of	being	rather	external	states	of	being	(Tsai,	2005).		
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In	other	words,	the	symbolic	dimension	takes	a	backseat	to	the	experiential	

dimension.	This	has	certain	consequences	in	terms	of	marketing	spend.	Whereas	

traditional	luxury	brands	are	dependent	on	a	high	degree	of	brand	awareness	in	

the	general	population,	affordable	luxury	is	not.	As	mentioned	in	the	theory	

section,	the	symbolic	value	of	any	product	is	a	collective	creation.	The	ability	of	a	

traditional	luxury	product	to	symbolically	signal	status	and	wealth	within	a	given	

social	context	relies	upon	other	consumers	knowing	how	much	it	costs.	If	other	

consumers	do	not	know	the	product,	it	looses	its	ability	to	act	as	a	tool	for	social	

signaling	of	hierarchical	positioning.	Seeing	as	affordable	luxury	products	are	not	

as	dependent	on	the	symbolic	dimension,	spending	marketing	resources	on	

creating	brand	awareness	in	the	population	as	a	whole	is	not	as	necessary.	

Instead,	managers	of	affordable	luxury	brands	can	divert	these	resources	

towards	targeting	only	those	core	consumers	who	are	likely	to	purchase	the	

product.		

	

7.3	Identifying	and	Segmenting	Core	Consumers	
	
The	analysis	carried	out	in	this	paper	represents	a	good	starting	point	and	guide	

for	a	deeper	analysis	aimed	at	uncovering	the	specific	characteristics	of	core	

consumer.	The	analysis	was	aimed	at	understanding	consumer	cognition	and	

motivation	in	relation	the	product	category	of	affordable	luxury	fashion	as	a	

whole.	Once	this	type	of	research	has	been	carried	out,	it	provides	a	good	

foundation	for	analyzing	consumer	cognition	and	action	at	the	brand	level.		

If	brand	managers	want	to	gain	an	even	better	understanding	of	the	strength	and	

position	of	their	brand	in	the	minds	of	their	core	consumers,	they	can	take	a	

point	of	departure	in	the	Individual	Motive,	and	conduct	in-depth	interviews	

aimed	at	uncovering	dynamics	related	to	their	emotional	states	when	consuming	

the	brand,	their	sense	of	self,	and	how	well	they	feel	the	brand	represents	who	

they	consider	themselves	to	be.	If	this	is	done	as	a	comparative	analysis,	it	will	be	

possible	to	assess	own	brand	position	vis	a	vis	competitors,	and	identify	relative	

strengths	and	weaknesses.	  
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Chapter	8		

Conclusion	
	
	

The	quantitative	analysis	carried	out	in	this	paper	revealed	how	consumers	who	

prefer	affordable	luxury	products	and	consumers	who	prefer	traditional	luxury	

products	have	different	cognitive	dispositions	in	relation	to	the	act	of	consuming	

luxury.	It	was	shown,	how	the	specific	configuration	of	consumption	motives	that	

these	two	groups	utilize	in	their	consumption	of	luxury	differed	in	relation	to	the	

importance	assigned	to	the	Individual	Consumption	Motive.	Furthermore,	it	was	

also	revealed	that	consumers	who	prefer	traditional	luxury	are	more	self-

monitoring	than	consumers	who	prefer	affordable	luxury.	

These	findings	indicate,	that	consumer	who	prefer	affordable	luxury	differ	in	the	

way,	that	they	are	more	concerned	with	the	internal	emotional	experience	of	

consuming	luxury	than	the	external	symbolic	significance.	This	internal	

emotional	experience	can	be	linked	to	feelings	of	pleasure	and	excitement	as	

well	as	the	perceived	congruity	between	the	image	of	a	luxury	product	and	the	

consumers’	sense	of	self.	

The	findings	can	be	viewed	in	relation	to	both	macro-	and	micro-level	dynamics.	

When	contextualized	in	relation	to	a	macro-level	sociocultural	perspective,	they	

can	be	seen	as	the	result	of	a	shift	in	the	collective	consciousness	surrounding	

the	act	of	consuming	luxury.	The	overt	display	of	wealth	aimed	at	establishing	

and	displaying	position	in	a	vertical	social	hierarchy	is	being	replaced	by	a	more	

subtle	display	of	identity	in	a	horizontal	configuration	of	sociocultural	groupings.	

When	contextualized	in	relation	to	a	micro-level	identity	perspective,	the	

findings	indicate,	that	the	increased	proliferation	of	affordable	luxury	products	

can	be	related	to	a	shift	in	the	values	surrounding	the	nature	and	function	of	
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specific	luxury	products.	Consumers	who	prefer	affordable	luxury	differ	from	

consumers	who	prefer	traditional	luxury	by	assigning	more	importance	to	

whether	or	not	the	image	of	the	product	is	in	sync	with	how	they	view	

themselves.	

For	managers	of	affordable	luxury	products,	these	findings	present	an	

opportunity	of	improving	the	way	in	which	they	establish	and	communicate	

brand	identity.	By	focusing	on	establishing	and	communicating	the	subjective	

and	experiential	facets	of	the	brand	experience,	they	can	provide	consumers	

with	an	opportunity	of	using	their	brand	as	a	way	of	materializing	and	

experiencing	their	subjective	sense	of	self.	Understanding	what	is	most	

important	to	their	core	consumers	also	allows	managers	of	affordable	luxury	

brands	to	refine	the	way	in	which	they	analyze	the	motivations	of	their	target	

segment.	By	focusing	on	exploring	how	their	core	consumers	experience	the	act	

of	consuming	the	brand,	and	how	they	use	the	brand	as	a	felt	sense	of	self,	can	

provide	valuable	insights	that	can	guide	future	brand	positioning	and	

communication.		
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Appendix	
	
	
	



Personal Information

Your Attitude Towards Luxury Products

1. What is your gender?

Male

Female

2. What is your age?

18-30

31-40

41-55

Above 55

3. Indicate your highest level of education

No Formal Education

Tradesman (carpenter, electrician etc.)

High School

Bachelors Degree

Masters Degree or higher

4. What is your yearly income? (in DKK)

Below 250.000

250-400.000

400-600.000

More than 600.000



Page 1

Your Attitude Towards Luxury Products

 Strongly agree Agree

Neither agree nor

disagree Disagree Strongly disagree

In my opinion, luxury is

useless

Luxury is pleasant

In my opinion, true

luxury products cannot

be mass produced

When purchasing a

luxury product, I'm more

concerned with

performance and quality

than with other people's

opinion of it

In my opinion, luxury is

about quality

For me, luxury equals a

high price

A product that does not

have a high price cannot

be considered luxury

5. Your opinion on luxury



 Strongly Agree Agree

Neither Agree Nor

Disagree Disagree Strongly Disagree

I would never buy a

luxury product does not

match what and who I

really am

Buying a luxury product

is a way of rewarding

myself on a special

occasion

I see luxury

consumption as a way of

enjoying myself

In my opinion, the

consumption of luxury

products enhances my

quality of life

In my opinion, luxury

consumption is a source

of pleasure

6. Your opinion on the consumption of luxury products



 Strongly Agree Agree

Neither Agree nor

Disagree Disagree Strongly Disagree

I usually keep up with

style changes by

watching what others

buy

Before purchasing a

product it is important to

know what brands or

products to buy to make

a good impression on

others

Before purchasing a

product it is important for

me to know what others

think of people who use

certain brands or

products

Before purchasing a

product it is important for

me to know what my

friends think of different

brands or products

I would never buy a

luxury product that

makes a bad impression

I expect to pay more for

luxury than for others

types of products

7. Your consumption of luxury



The statements below concern your personal reaction to a number of situations. No two statements

are exactly alike, so consider each statment carefully before answering.

Your Personality

Your Attitude Towards Luxury Products

 Strongly Agree Agree

Neither Agree nor

Disagree Disagree Strongly Disagree

I would probably make a

good actor

In different situations

and with different

people, I often act like

very different persons

Even if I am not enjoying

myself, I often pretend to

be having a good time

8. Please indicate the degree to which you agree with the following statements



Your Brand Preferences and Spending on Fashion Products

Your Attitude Towards Luxury Products

9. Which of the following brands do you find most appealing? (Please choose 2)

If you dont know one or more of the brands, please indicate this in the checkbox at the bottom

Versace

Soulland

Gucci

Henrik Vibskov

WoodWood

Burberry

There is one or more of the brands that i do not know
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