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Abstract 

Addressing the distinct and heterogeneous generation of Millennials, this master thesis touches upon 

the continuously evolving and complex nature of the luxury fashion industry. Due to its ever-increas-

ing competition and nearly saturated market environment, the industry faces challenges such as find-

ing new and various ways of approaching its customers. In this regard, customer engagement is of 

powerful relevance. Since this field extensively focuses on customers, the inclusion of their self-

concept is indispensable to gain an in-depth understanding of customers operating within the luxury 

fashion industry. Concerning the Millennials, as a promising segment with an increasing purchasing 

power, current literature lacks a holistic understanding of this generation’s perception of engagement 

with regard to the luxury fashion industry. Applying an exploratory qualitative study with a sample 

of Millennials, the study aims to answer the research question of what types of customer engagement 

with luxury fashion brands exist and how such customer engagement influences the customer’s self-

concept. In this regard, 19 different types of customer engagement are identified, which are classified 

amongst four categories (offline, online, offline & online, mind). Concerning the self-concept as a 

multi-dimensional construct, the study concludes in 15 ways of how customer engagement with lux-

ury fashion brands influences the self-concept, which are assigned to the respective dimension of the 

self (actual self, ideal self, social self, or ideal social self). The presentation of the findings thereby 

results in a conceptual model entailing both the identified customer engagement types as well as how 

customer engagement with luxury fashion brands influences the self-concept. 

 

Keywords: Millennials, Luxury Fashion Brands, Customer Engagement, Self-Concept 
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1. Introduction 

The luxury fashion industry is defined by its complexity, its continuous evolvement, and an increas-

ingly fierce competition (Cabigiosu, 2020; Prentice & Loureiro, 2018). Further, the industry com-

prises the most recognized and prestigious brands worldwide (Fionda & Moore, 2009; Vickers & 

Renand, 2003). Especially in recent years, luxury fashion brands face the challenge of developing 

specific marketing strategies that capture the momentum and demonstrate innovation, while preserv-

ing the traditional and exclusive image of the brand (Tynan et al., 2010). 

In such an intensifying competitive environment, it becomes key to retain the customers’ loyalty to 

the brand while attracting new customers and building long-lasting customer relationships with them 

(Cabigiosu, 2020; Hallowell, 1996; Kim & Ko, 2010; Loureiro & Araújo, 2014). In this regard, cus-

tomer engagement serves as an effective tool to work towards such customer loyalty and the corre-

sponding profitability of the customer (Kumar & Pansari, 2016). Customer engagement thereby rep-

resents a construct that has only recently been addressed in academia. In particular, the customer 

perspective is rarely taken into conjunction with the respective customer-based antecedents and out-

comes (Prentice & Loureiro, 2018). 

In customer engagement context, the Millennials represent a particularly interesting and distinctive 

generation. They are the first generation to grow up in the age of digitalization and therefore show a 

competent and natural understanding of social media. This in turn considerably influences their de-

cision-making process (Burnasheva et al., 2019). At the same time, however, a certain appreciation 

and expectation of offline experience in the context of consumption is revealed amongst the respec-

tive generation (Deloitte, 2017). This implies the emergence of new possibilities to approach the 

customer, especially in the luxury fashion sector. While engagement taking place online – especially 

with regard to social media – is becoming increasingly important, offline engagement is still de-

manded and appreciated amongst the generation (Deloitte, 2017). The Millennial’s eagerness to en-

gage only and offline, combined with its heterogeneity, need for uniqueness and its increasing pur-

chasing power in the luxury fashion sector, turns the Millennials into an attractive and strategically 

important generation. This offers the possibility to be holistically explored and examined with regard 

to its engagement in the luxury fashion industry (Burnasheva et al., 2019; Giovannini et al., 2015). 

Since it is particularly in the field of customer engagement that the focus is on the customer, it is 

essential to thoroughly recognize and understand customer needs before they can be integrated into a 

marketing concept. In order to holistically understand the customers, in turn, it is essential to 



Master Thesis | Amelie Christin Schwickert & Katharina Schaab 

 2 

understand their self-concepts (Mittal, 2015). Especially in the context of consumer behavior, the 

self-concept is assigned a crucial role as purchase behavior is oftentimes strongly influenced by the 

(aspired) image one has of oneself (Onkvisit & Shaw, 1987). Customer engagement, in turn, can be 

classified as part of consumer behavior. Consequently, it is fundamental to understand the customer 

deeply in order to understand customer engagement in the context of luxury fashion brands. 

Considering the Millennials in the light of the luxury fashion industry, luxury fashion brands have to 

find ways how to properly reach the generation of Millennials and how to connect them to their own 

brand in the long run. Looking ahead, the Millennials will take up an ever-increasing share of the 

customer segment of luxury fashion brands (Cabigiosu, 2020; D’Arpizio & Levato, 2019). Luxury 

fashion brands must therefore succeed establishing a long-term relationship with this generation al-

ready at this point in time. In this regard, customer engagement is one of the main drivers of customer 

loyalty and strong customer relationships (Verhoef et al., 2010). 

However, as the luxury fashion industry distinguishes itself in many aspects from fast fashion or other 

industries, it can be assumed that the nature of customer engagement in connection with luxury fash-

ion brands also differs. Therefore, it is not possible to draw conclusions about the luxury fashion 

industry from the findings regarding customer engagement with other industries. This calls for an in-

depth exploration of Millennial customer engagement and its connection to the customer’s self-con-

cept within the luxury fashion industry. 

The study thereby aims to contribute to the existing literature in the fields of luxury fashion, customer 

engagement and the customer’s self-concept by interrelating and viewing the fields holistically. More 

precisely, this master thesis aims to shed light on the following research question by carrying out a 

fundamental study with a sample of Millennials: What are the different types of customer engagement 

with luxury fashion brands, and how does such customer engagement influence the customer’s self-

concept? 

To answer this research question, the master thesis is structured as follows: First, an overview of the 

existing literature is given. To begin with, the three different areas – luxury fashion brands, customer 

engagement and the self-concept – is reviewed. Thereby, luxury fashion brands are defined by mov-

ing from the term luxury to luxury fashion brands and defining and categorizing them according to 

the different dimensions, in order to create a tangible understanding of the construct. In the same vein, 

an insight into the luxury fashion industry is given and the Millennials as a relevant customer segment 

within the industry are introduced. Afterwards, the customer engagement construct is presented and 
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defined followed by a definition of the self-concept. Subsequently, various studies are reviewed 

which combine the three sections – luxury fashion brands, customer engagement, and self-concept – 

and illustrate the interrelationships between them. This finally yields in an identification of the re-

search gap and the development of the research question. 

Second, an introduction and discussion of the methodological choice is provided, in order to describe 

and justify the method of investigation. Thereby, insights with regard to the chosen research philos-

ophy, approach to theory development, methodological choice, as well as strategy is given. Lastly, 

the data collection and data analysis are thoroughly discussed which includes a description of the 

chosen technique to generate the data, a detailed description of and justification for the sample as 

well as an elaboration on the applied coding procedures. The study thereby follows an Interpretivist 

philosophy combined with a qualitative and exploratory approach to theory development. Conducting 

semi-structured in-depth interviews and analyzing them with a Grounded Theory approach in a sub-

sequent open, axial, and selective coding process serves as the data generation process. 

Third, based on the previously performed analysis, the findings of the study are presented and inter-

preted. Following this procedure, the different types of customer engagement with luxury fashion 

brands, which are carried out amongst the sample, are presented first. Subsequently, it is highlighted 

how customer engagement in general influences the customer’s self-concept by categorizing the in-

fluences according to the different dimensions of the self-concept. Conclusively, 19 different types 

of customer engagement with luxury fashion brands and 15 ways on how customer engagement with 

those brands influences the customer’s self-concept are conceptualized in a model. 

Lastly, the generated findings are translated into theoretical contributions and managerial implica-

tions which underline the relevance of the conducted research. Furthermore, the study is critically 

reviewed in the light of occurring limitations whilst simultaneously providing opportunities for future 

research. 
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2 Literature Review 

In order to holistically define the background of the intended research, a literature review is carried 

out. This will first provide an insight into luxury fashion brands, focusing on luxury brands and cat-

egorizing them, as well as giving insights on the luxury fashion industry and the Millennials as a 

specific customer segment. Subsequently, the literature review will define the construct of customer 

engagement followed by a holistic definition of the self-concept and its respective dimensions. Based 

on these three fields, interrelated research streams are presented in order to provide an overview of 

the status quo in the respective literature and to guide towards the research gap. 

 

2.1 Luxury Fashion Brands 

In order to develop a clear understanding of luxury, it is first necessary to establish a thoroughly 

understanding of the term which is carried out by defining and categorizing luxury fashion brands. 

Focusing first on luxury in general and then narrowing down to luxury fashion brands serves to clearly 

define and categorize the respective brands. Furthermore, the industry, that the brands are operating 

in, is elaborated on in order to provide an understanding of the environment. Lastly, the Millennials 

as a particular customer segment are highlighted, in order to introduce the generation researched on 

and its attitudes as well as behaviors within the luxury fashion industry. 

 

2.1.1 Defining and categorizing luxury brands 

Within the existing literature, there are many different definitions of luxury or luxury brands as until 

now, no fixed definition has been agreed upon in the academia context (e.g., Choi, 2003; Kang & 

Park, 2016; Wiedmann, Hennigs, & Siebels, 2009). Accordingly, Kapferer (1997) even defines it as 

an “elusive concept” (Kapferer, 1997, p. 44). Respectively, one can identify various understandings 

that focus on different components of the term luxury. 

Traditionally, the understanding of luxury is shaped by supposing that it is something beyond what 

is necessary, whereby, in this context, the term necessity is often made conditional on availability and 

exclusivity (Bearden & Etzel, 1982; Mühlmann, 1975; Reith & Meyer, 2003). Other authors thereby 

even take this a step further and define luxury as a non-necessity and superfluity (Csaba, 2008; De 

Barnier, Rodina, & Valette-Florence, 2006; Dubois, Laurent, & Czellar, 2001; Jäckel & Kochhan, 

2000). Kemp (1998) adds that it is not all-encompassing to define luxury solely on the basis of 
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necessity. Instead, he proposes that the desire for e.g. the respective product must be included in the 

definition of luxury. Moreover, luxury goods are defined as those serving the owner beyond the func-

tional benefit and convey prestige (Grossman & Shapiro, 1988). 

Luxury brands (LBs) are oftentimes defined by their assigned characteristics. Accordingly, LBs are 

exemplarily defined by their premium quality and appealing aesthetics and design (Hudders, 2012). 

Furthermore, LBs are characterized as exclusive which is linked to the brands being offered at high 

prices and being rarely available (Catry, 2003; Kapferer & Bastien, 2009; Tynan et al., 2010). Taking 

up on the price aspect, LBs are oftentimes connected to a not quite reasonable price-performance 

ratio, meaning the price does not necessarily justify the function of the product (Deloitte, 2017). In 

addition, LBs are characterized by offering premium products and providing the customer with pleas-

ure and an emotional bond (De Barnier et al., 2012; Hagtvedt & Patrick, 2009). 

Highlighting selected studies in the context of LB research and in order to define LBs in a more 

precisive way, Kapferer (1998) aims to shed light on what LBs and luxury mean in general. He 

thereby concludes that “there is no single and homogeneous vision of what a luxury brand is” 

(Kapferer, 1998, p. 44) and clusters the responses into four groups and subsequently four types of 

perceptions of LBs. The first one particularly values the aspects beauty, excellence of products, 

magic, and uniqueness in LBs. The second, in contrast, especially weighs creativity, sensuality, 

beauty, and magic whilst uniqueness and excellence of products are of less importance. The third type 

perceives the beauty of the products and the magic conveyed by LBs. It is also considered to be 

particularly important that the brands are classic. Lastly, the fourth group values that luxury products 

are only accessible for an exclusive group of customers and – due to their high price – accessible only 

by people assigned as wealthy (Kapferer, 1998). 

Vigneron and Johnson (1999) emphasize the prestige aspect of LBs and differentiate between three 

levels of prestige: luxury-, upmarket-, and premium brands. They thereby establish a definition of 

LBs according to which they reach the extreme end of prestige brands by encompassing several val-

ues, both physical and psychological. As such values, one understands perceived conspicuous value, 

perceived unique value, perceived social value, perceived hedonic value, and lastly, perceived quality 

value (Turunen, 2017; Vigneron & Johnson, 1999). 
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Dubois, Laurent, and Czellar (2001) add on this by investigating in a cross-cultural study on LBs, 

and concluding in six different facets of LBs. Accordingly, the first aspect associated with LBs is 

excellent quality which summarizes qualitative ingredients, components, and craftsmanship of the 

products provided by LBs. The very high price as the second component stands for expensiveness 

and premium prices. Third, scarcity and uniqueness are embodied by LBs being available in a limited 

number. Fourth, LBs are defined by aesthetics and polysensuality which is justified by LBs standing 

for beauty, art and something to dream about. As a fifth aspect, ancestral heritage and personal 

history are linked with LBs as they stand for tradition, long history and passing-on to generations. 

Lastly, superfluousness is connected with LBs because they are perceived as partially non-functional 

and useless (Dubois et al., 2001).  

Tynan et al. (2010) contribute by emphasizing more key identifiers of LBs such as expensive and 

non-essential products and services which demonstrate to be rare, exclusive, prestigious, and authen-

tic. Moreover, their associated customer experience conveys a high symbolic and emotional or he-

donic value according to the authors (Tynan et al., 2010). 

As previously elaborated on, academia lacks a commonly agreed upon definition of luxury. There-

fore, some authors approach luxury by subdividing it into several categories in order to make it more 

tangible and easier to grasp. Thereby, it is conspicuous that the majority of the studies arrange the 

brands in a hierarchic way, which follows the approach that various concepts of luxury suggest it to 

be positioned at the high-end of the brand continuum or referring to the brand pyramid at the top (e.g. 

Kapferer, 2008; Turunen & Laaksonen, 2011; Vigneron & Johnson, 2004). 

As such, Heine (2012) classifies LBs into four distinct categories – namely entry-level-, medium-

level-, top-level- and lastly, elite-level brands – whereby the distinction is made in relative terms with 

other LBs. The entry-level holds the lowest position and describes those brands that directly follow 

the premium segment and are therefore not yet perceived and identified as LBs. Following these are 

the medium-level brands, which are already extensively recognized as LBs and entail e.g., Dolce & 

Gabbana or Escada. According to Heine (2012), top-level brands, however, can be categorized as 

those, that consumers undoubtedly perceive as LBs; Cartier or Luis Vuitton serve as examples for 

this category. Lastly, at the top of the categorization are elite-level LBs, which include niche brands 

in the top segment and serve as benchmarks for the highest quality and exclusivity within the industry 

(Heine, 2012). 
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Further scholars distinguish and carry out categorizations based on the attributes of the products 

(Turunen, 2015). Such categorization is exemplarily carried out by Kapferer (2008): By developing 

a luxury pyramid with regard to the different business models carried out in the respective market, 

the top of the pyramid refers to a unique work and materialized perfection with the creator’s signature 

engraved and is called the griffe. Below that category, Kapferer (2008) places the luxury brand which 

he defines as a production of small series within a workshop, handmake work, and very fine craft-

manship. Hermès and Cartier are stated as examples for the according category. The base of the pyr-

amid consists of the categories the upper-range brand and the brand, whereby the first refers to series, 

factory and highest quality in the category, whilst the latter is characterized by indicators such as 

mass series and cost pressure. Throughout the entire pyramid, however, a focus of the product itself 

becomes strongly apparent (Kapferer, 2008; Turunen, 2015). An overview of the according pyramid 

is provided in the following (see figure 1). 

 

Figure 1: The pyramid brand and business model in the luxury market (adapted from Kapferer, 2008, p. 98) 
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Vigneron and Johnson (1999) conduct a differentiation based on the different levels of prestige that 

are delivered and distinguish between luxury, upmarket, premium brands, as well as other brands. 

Accordingly, luxury represents the highest level of prestige within the categorization, with prestige 

and quality being indicated by a high price. 

Corbellini and Saviolo (2010) further elaborate on this by linking a high price with the accessibility 

of a LB on the one hand, and by also drawing a distinction between different levels of luxury on the 

other. Thereby, they distinguish between the categories masstige, accessible luxury, luxury, and su-

preme luxury (Corbellini & Saviolo, 2010). 

Different scholars, however, challenge such hierarchical structures of brands and stress that instead, 

the consumer almost exclusively classifies brands based on personal customer experience and in re-

lation to the experience made with other luxury brands (Turunen, 2015). The authors’ conducted 

qualitative study reveals that context and time aspects are of relevance. Furthermore, the results 

demonstrate, that a categorization of the brands is carried out rather in a non-hierarchical way where 

“the brand characteristics were perceived as differentiating features, but not as better or worse com-

pared to each other” (Turunen, 2015, p. 126). Thus, a rigid hierarchical division of brands is rather 

unlikely to be presumed (Turunen, 2015). 

In contrast, however, there are also study results which indicate that a distinction between different 

levels of luxury is perceived from the consumer's perspective. Thus, De Barnier et al. (2012) conclude 

that consumers can perceive and determine a distinction between three levels of luxury, namely, ac-

cessible, intermediate and prototypical inaccessible luxury (De Barnier et al., 2012). The three levels 

are illustrated in figure 2. 

 

Figure 2: The three levels of luxury brands (adapted from De Barnier et al., 2012) 

INACCESSIBLE 
LUXURY

INTERMEDIATE LUXURY

ACCESSIBLE LUXURY 
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By regarding the different approaches to define and categorize LBs, an overview of the existing lit-

erature is provided. Similar to the varying definitions of the luxury term, there is no agreement on an 

all-encompassing and general categorization of LBs in the academic literature as the presented mod-

els differ in the amount and type of dimensions. However, due to a strong customer focus, which is 

taken upon in the investigation at hand, the model of De Barnier and her colleagues (2012) is deemed 

best applicable and most relevant, and therefore serves as the base for the understanding of LBs in 

the following course of the investigation. 

 

2.1.2 Focus on luxury fashion brands 

Within the luxury segment four main categories can be distinguished. These comprise fashion – in-

cluding couture, ready-to-wear, and accessories – perfumes and cosmetics, wine and spirits, as well 

as watches and jewelry (Fionda & Moore, 2009; Jackson, 2004). Chevalier and Mazzalovo (2008) 

expand these categories by six additional fields: luxury automobiles, hotels, tourism, private banking, 

home furnishing and airlines. Narrowing down on the luxury fashion industry, the respective field 

can in turn be divided into different sub-categories entailing apparel, accessories, handbags, shoes, 

watches, jewelry, and perfume (Chevalier & Mazzalovo, 2008; Vigneron & Johnson, 2004). 

According to Fionda and Moore (2009) luxury fashion brands (LFBs) hold a unique position which 

they justify by three main reasons. First, LFBs represent a large share of sales within the luxury 

industry and are linked to a strong growth within the respective product category (Fionda & Moore, 

2009). Secondly, Fionda and Moore (2009) stress the complexity of marketing LFBs, due to seasonal 

changes in the industry and the number of items being marketed under the respective brand name 

(Bruce & Kratz, 2007; Jackson, 2004; Moore & Birtwistle, 2004; Okonkwo, 2007). Lastly, the LFBs’ 

unique position within the luxury industry is attributed to the fact that marketing is stated as more 

difficult and cost-intensive, particularly due to distribution-related factors (Chevalier & Mazzalovo, 

2008; Jackson & Shaw, 2004; Moore & Birtwistle, 2004). 
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Similar to LBs, LFBs are defined by their respective characteristics and dimensions. Nueno and 

Quelch (1998) thereby stress key attributes of LFBs such as a relevant marketing program or a global 

reputation of the brand. Furthermore, and with regard to the product and design of LFBs, the authors 

point out premium quality, heritage of craftsmanship, uniqueness, a recognizable style or design as 

well as the ability to time design shifts when category is fashion intensive. Lastly, the dimensions of 

limited production runs in regard to exclusivity as well as the personality and values of the brand’s 

creator are emphasized (Nueno & Quelch, 1998). 

Phau and Prendergast (2000) particularly stress four different dimensions of LFBs. As such they point 

out a well-known brand identity, quality, evoking exclusivity and lastly the increasing of brand aware-

ness as part of the communications strategy of the LFB (Phau & Prendergast, 2000). 

The model of Alleres (2003) includes six different dimensions which are stated as important for LFBs. 

In this regard, he emphasizes the brand name including the brand logo as a key element. Furthermore, 

recognition symbols and creations such as iconic product designs. Moreover, the creators themselves 

are deemed as crucial as well as the LFB’s locations and history (Bruce & Kratz, 2007). 

In the approach of Okonkwo (2007), a distinct brand identity, a global reputation, and an emotional 

appeal are highlighted as key themes of LFBs. Furthermore, innovative, creative, unique, and ap-

pealing products, as well as consistent delivery of premium quality and heritage of craftsmanship are 

deemed crucial in the regard of the products and design of the LFB. Lastly, the author emphasizes 

the premium price, exclusivity in goods productions, high visibility, as well as tightly controlled dis-

tribution as dimensions of LFBs (Okonkwo, 2007). 

Fionda and Moore (2009) review the previously mentioned studies investigating the different dimen-

sions of LFBs and moreover, carry out a case study and conclude in nine different dimensions which 

are considered as crucial for an LFB. An overview of those elements can be seen in table 1. First, the 

authors regard a clear brand identity as essential for an LFB. This includes not only a clear under-

standing of the brand itself and its values but also its emotional appeal which should also be reflected 

in the LFB’s global marketing strategy (Fionda & Moore, 2009). Second, Fionda and Moore (2009) 

put emphasis on the marketing communications. More precisely, the study points out direct market-

ing, sponsorships, fashion shows, celebrity endorsement, advertising, as well as PR as important di-

mensions of LFBs. In terms of product integrity as a third dimension, functionality, quality, crafts-

manship as well as innovation and seasonal products are deemed crucial (Fionda & Moore, 2009). 

Fourth, design signature is stated as a key dimension. More precisely, this entails iconic products, 
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creative direction, brand livery, and a recognizable style. In addition, a premium price being con-

sistent with the positioning of the brand, as well as the exclusivity provided by limited edition and 

exclusive ranges are pointed out as important dimensions of LFBs. Seventh, the heritage of the LFB 

including its history and brand story is deemed an essential dimension. Moreover, the authors point 

out the environment and service as a crucial dimension. More precisely, these entail a globally con-

trolled prestige distribution, superior service, as well as direct owned stores and flagship stores. 

Lastly, culture, including the internal commitment to the brand as well as partnership commitment to 

it, is identified as a key dimension of an LFB (Fionda & Moore, 2009). 

 

 
Table 1: The components of a luxury fashion brand (adapted from Fionda & Moore, 2009, p. 359) 

 

By conducting a case study with different companies, the study takes on a rather company-based 

perspective. However, as the previously mentioned study provides a sufficient and holistic overview 

of the dimensions to be taken into regard when focusing on LFBs, the review of Fionda and Moore 

(2009) is taken as a basis for the understanding of LFBs in the context of the master thesis at hand.  

CLEAR BRAND IDENTITY  
• Emotional appeal/ aspirational  
• Brand values/ DNA 
• Global marketing strategy 

MARKETING COMMUNICATIONS 

• Direct marketing  
• Sponsorship  
• Fashion shows  
• Celebrity endorsement  
• Advertising 
• PR 

PRODUCT INTEGRITY  
• Functionality, quality, and craftsmanship 
• Innovation and seasonal products 

DESIGN SIGNATURE  
• Iconic products 
• Creative direction  
• Brand livery  
• Recognizable style  

PREMIUM PRICE  • Consistent with positioning 

EXCLUSIVITY • Limited editions  
• Exclusive ranges 

HERITAGE • History and/ or brand story 

ENVIRONMENT & SERVICE 
• Globally controlled prestige distribution 
• Superior service  
• Direct owned stores & flagship stores  

CULTURE • Internal commitment to the brand  
• External partnership commitment to the brand  
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2.1.3 The luxury fashion industry 

Concerning LFBs, it further becomes crucial to understand the environment, in which the respective 

brands operate, namely the luxury fashion industry. The fashion industry itself can be described as 

large, complex and is further characterized by a continuous evolvement, steady growth as well as a 

fierce competition (Cabigiosu, 2020; Ko et al., 2016; Okonkwo, 2007). This can be traced back, 

amongst others, to the main growth drivers of recent years: a high variety of alternative products, the 

rise of online (sales) channels, and the increase in expenditure by young generations (Cabigiosu, 

2020; Prentice & Loureiro, 2018; Wiedmann & Hennigs, 2012). 

Accounting for 34% of the revenues of the luxury goods in 2019, the luxury fashion segment shows 

– compared to 2018 – a sales increasement of 9% and reaches a revenue of US$ 106 billion. Dividing 

the luxury fashion segment into luxury footwear and -apparel, the latter takes up 68% of the revenue 

in the luxury fashion industry (Lüdemann, 2020). 

Within the industry, it can be further recognized that the market is becoming increasingly consoli-

dated around several key players which consist largely of conglomerates. Amongst those, LVMH 

(Moët Hennessy Louis Vuitton S.E., based in France), Richemont (based in Switzerland), the Gucci 

Group (based in Italy), and Prada (based in Italy) emerge as the leading companies within the respec-

tive industry (Okonkwo, 2007). Moving from a company- to a brand perspective, the following three 

LFBs stand out as the leading three most valuable brands worldwide: Louis Vuitton with a value of 

US$ 51700 million, Chanel with one of US$ 36120 million, and lastly, Hermès with one of US$ 

33008 million (Schept, 2020). 

Within the luxury industry several challenges for the operating brands occur, of which a few are 

mentioned in the following. Generally speaking, the LFBs have to constantly deliver and maintain 

exclusive and unique experiences, which furthermore, need to be differentiating, in order to prevail 

in the competitive landscape of the industry (Atwal & Williams, 2009). Moreover, the industry faces 

challenges such as the democratization of luxury, meaning the increasing availability of luxury goods 

(Cabigiosu, 2020; Featherstone, 2014), as well as the fear of counterfeiting of luxury goods, which 

occurs in parallel markets to the respective industry (see e.g., Kapferer & Michaut, 2014; Nia & 

Zaichkowsky, 2000; Romani, Gistri, & Pace, 2012; Valette-Florence, 2012). 
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With regards to the customer base within the luxury fashion industry, it becomes apparent that the 

number of Chinese customers is increasing and is to a large extent responsible for the general market 

growth in 2019 (Cabigiosu, 2020; D’Arpizio & Levato, 2019). Apart from that, reports demonstrate 

that the luxury fashion customer shows changed behaviors: The customer is more present towards 

the brands, shows openness towards new business models and value propositions, and furthermore, 

increasingly values the social responsibility of LFBs. Also, the customer becomes more emotional, 

meaning a higher appreciation of combining the tangible product with intangible experiences and 

ideas. Lastly, studies show that the customer of LFBs is getting younger on average: In the personal 

luxury goods sector the Baby Boomers still account for 38% of customers, but the Millennials already 

represent 35% of the customer base and are expected to already account for 45% of customers by 

2025 (Cabigiosu, 2020; D’Arpizio & Levato, 2019). 

 
2.1.4 Millennials as a core segment 

Amongst the customers of LFBs, Millennials – also known as the Generation Y – are assigned a 

decisive and important role and emerge as a growing market segment for the luxury fashion industry 

(Giovannini et al., 2015; Lenhart et al., 2010). Within the scientific literature, there is no commonly 

accepted definition of the age range of Generation Y (Deloitte, 2017). Following recent definitions 

in literature, however, a wide range of studies and reports focuses on the age range from those who 

are born between the years 1981 and 2000 (Deloitte, 2017; Kaifi et al., 2012; Kapferer & Michaut-

Denizeau, 2019) and define the age group as the „first generation to come of age in the new Millen-

nium” (Pew Research Center, 2010, p. 4). 

According to the literature, the generation of the Millennials is particularly distinctive by a few char-

acteristics and thus clearly distinguishes itself from previous generations like the Baby Boomers and 

Generation X. As such characteristics, one can, first of all, point out a high affinity towards technol-

ogy. This is mainly rooted in the fact that the generation has grown up with the Internet and is there-

fore shaped and impacted by its values (Fromm & Garton, 2013; Taylor, 2016). This goes hand in 

hand with the fact that the generation is marked by its engagement in online activities related to 

communication and entertainment. This includes not only social networking, but also e.g. listening 

to music, reading blogs and similar activities. Social media in particular holds a special role in this 

context, as – amongst the Millennials – they can be regarded as a tool for establishing and developing 

relationships with brands (Chu & Kamal, 2011). Apart from such technical focused characteristics, 

the Generation Y is further defined by advocating a mindset of sharing, collaboration and, partly, a 
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free economy. Furthermore, Millennials are particularly characterized as preferring idealism over 

materialism and, therefore, rather value experiences than possessions (Deloitte, 2017; Lu et al., 2013). 

Special characteristics of the Millennials also become apparent when considering their consumer be-

havior and thereby particularly focusing on the consumption of luxury goods. It can be observed that 

the segment is not only showing an increasingly positive attitude towards the consumption of luxury 

goods but is also the fastest growing segment in terms of purchases of LBs. Thereby, the Millennials’ 

spending on such products exceeds that of almost all other demographic groups (Halpert, 2012). 

Moreover, in comparison to Generation X, Millennials begin at a much earlier age with the consump-

tion of luxury (Jay, 2012). 

Along with their high affinity for technology and growing up with the Internet, the information search 

and retrieval become relevant for the Millennials, which is primarily shaped and determined by social 

media. However, research on the Generation Y also shows that buying decisions are based on differ-

ent channels of information and influence. More precisely, this entails multiple sources such as tra-

ditional magazines, videos, websites, blogs and the like (Deloitte, 2017). This results in a large 

amount of information being available to the Millennials, which they in turn use for their purchasing 

decisions. 

Above all, this shows its impact in terms of brand loyalty. Due to the large amount of information 

available to Generation Y, which can be constantly renewed and expanded at the same time, Millen-

nials are characterized by a rather low brand loyalty – compared to former generations – and are more 

inclined to switch back and forth between brands at high frequency. Such rather low brand loyalty is 

thereby particularly evident in highly mature markets (Deloitte, 2017). However, at the same time the 

Millennial is marked by a very high brand consciousness (Fernandez, 2009), while buying and en-

gaging with a wide range of brands in terms of characteristics such as price, prestige or similar 

(Giovannini et al., 2015; Loroz & Helgeson, 2013). Furthermore, the Generation Y is characterized 

by a “distinctive consumer mindset and propensity for brand engagement” (Deloitte, 2017, p. 6). 
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Millennials are furthermore claimed to view the consumption of luxury as something self-evident, to 

which they have a right, rather than seeing it as a privilege (Silverstein & Fiske, 2008). The Genera-

tion Y’s mindset reveals to be rather self-directed, meaning that Millennials purchase luxury goods 

in order to treat themselves. This is accompanied by the fact that in connection with the purchase of 

luxury goods above all the mood of treating oneself or giving oneself a good feeling is associated. 

Although the opinions of others are perceived, for the Millennials themselves it is rather irrelevant to 

impress others with the purchase and possession of luxury goods or to follow the influences of others. 

This results in luxury consumption being a strongly self-centered action amongst the generation of 

Millennials (Deloitte, 2017). 

Contrary to the previous literature, some authors identify the generation as valuing to show and rec-

ognize brands in order to display a certain status (Eastman & Liu, 2012). Furthermore, the Millennials 

are defined by high self-esteem and a high level of self-monitoring (Loroz & Helgeson, 2013). They 

are characterized as „individuals with high public self-consciousness who tend to make purchasing 

decisions based on the influence and opinions of their peers” (Giovannini et al., 2015, p. 23). In the 

area of luxury fashion, public self-consciousness, meaning the tendency of basing purchase decisions 

on other’s opinions (Fernandez, 2009), and self-esteem in particular, show a significant influence on 

brand consciousness and thus on the motivation to buy luxury goods as well as on the brand loyalty 

of the generation (Giovannini et al., 2015). Other studies highlight, that Millennials are often still in 

the process of finding and forming their self-identity, thus establishing characteristics such as high 

public self- and brand-consciousness ( Eastman & Liu, 2012; Gurau, 2012). 

In summary, the Millennials become not only an interesting, but also a promising, influential, and 

dominant target group that poses new challenges to the luxury industry, which in turn makes an un-

derstanding of the mindset and actions of Generation Y indispensable. 
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2.2 Customer engagement 

After introducing literature in the field of LFBs, the following chapter focuses on customer engage-

ment (CE). In the last decade, research in this field has received an increased attention, being seen as 

a tool to promote customer purchases and brand loyalty (Prentice et al., 2019). Thereby, the focus 

lies on conceptualizing the CE construct and investigating possible effects for companies and brands. 

Thereby, most studies take a company perspective (Gummerus et al., 2012; Jaakkola & Alexander, 

2014; Kumar et al., 2010; Vivek et al., 2012), whereas customer-based research has received little 

attention (Prentice & Loureiro, 2018; van Doorn et al., 2010) 

Through various efforts such as enhancing brand reputation and customer satisfaction (Kumar & 

Pansari, 2016) or providing and attracting with rewards (van Doorn et al., 2010), companies try to 

engage customers with their brands and products. Whilst these external incentives can lead to an 

increased CE, personally oriented motives from the customer side can also show a similar effect, 

however, call for no or minimal costs and efforts for the brand (Prentice & Loureiro, 2018). Therefore, 

a customer-centered approach to CE provides an important perspective for brands: It allows them to 

optimize their CE strategies and to better integrate the customer’s perspective into marketing activi-

ties. Thus, CE is to be elaborated on in more detail in the following chapter, whereby a particular 

emphasis will be put on the different definitions of the construct, including psychological as well as 

behavioral aspects. 

 

2.2.1 Defining customer engagement  

The term engagement has been defined in a wide manner, and various constructs have been devel-

oped, that illuminate different perspectives, dimensions and contexts, whereby the customer often 

acts as the focal engagement subject (Bowden, 2009; Patterson et al., 2006; Sprott et al., 2009). Ac-

cording to Hollebeek (2011b, p. 787) engagement represents an “individual-specific, motivational, 

and context-dependent variable emerging from two-way interactions between relevant engagement 

subject(s) and object(s)”. The conceptualizations of engagement range across several disciplines such 

as sociology, psychology, political science, and organizational behavior, indicating a prominence of 

a multidimensional perspective of engagement (Brodie et al., 2011). Marketing literature addresses 

the engagement term by referring to customer engagement (e.g. Bowden, 2009; Brodie et al., 2011) 

or consumer engagement (Brodie et al., 2013). Furthermore, consumer brand engagement or cus-

tomer brand engagement is often interrelated with CE as long as the focal object, the individual 
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engages with, is a brand (Hollebeek, 2011a; 2011b; Hollebeek et al., 2014). Thereby, the different 

expressions are sometimes used interchangeably. 

Literature addressing business to customer relationships often link the terms engage or engagement 

to customer and/ or brand experience, creativity, collaboration, emotion, learning, and/ or brand com-

munity interactions (Brodie et al., 2011). According to Jaakkola and Alexander (2014), engaged cus-

tomers are voluntarily contributing their resources to enhance brand equity. Hence, understanding CE 

has become increasingly important within the marketing literature, originating from the need to un-

derstand the behaviors and thinking processes of individuals interacting with brands without neces-

sarily purchasing them (Vivek et al., 2012).The literature reveals different authors showing varying 

foci in their investigations and definitions of CE, which will be discussed in the following. 

Patterson et al. (2006, p. 3), describe CE as “the level of a customer’s various ‘presence’ in their 

relationship with a service organi[z]ation” and adapt Salanova et al.'s (2005) employee engagement 

model to the customer perspective. Thereby, the authors reveal four dimensions, namely absorption, 

dedication, vigor, and interaction. The latter two represent the behavioral dimensions of engagement, 

while absorption relates to the degree of customer concentration on a certain brand or organization 

and reflects the cognitive dimension of engagement. Lastly dedication represents the customer’s 

sense of belonging to the brand, thus reflecting the emotional dimension (Patterson et al., 2006). 

Similarly, Vivek et al. (2012) define CE as the intensity of an individual’s involvement with an or-

ganization’s offerings and/ or activities, either initiated by the customer or the organization and argue 

that it entails cognitive, emotional, behavioral as well as social dimensions. 
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Another author using multiple dimensions (cognitive, emotional, behavioral) for defining CE is 

Hollebeek (2011a, 2011b) who states that CE is the level of a customer’s motivational brand-related 

and context-dependent state of mind characterized by specific levels of activities in direct brand in-

teractions. Furthermore, she develops a model which highlights the relationships between involve-

ment, CE and customer loyalty, whereby CE has a positive influence on the quality of the customer-

brand-relationship by fostering trust, commitment and customer satisfaction. Consequently, CE re-

sults in being an important driver of customer loyalty in the proposed model (Hollebeek, 2011b). 

Mollen and Wilson (2010, p. 920) highlight another perspective of CE by identifying engagement as 

an “affective and cognitive commitment to the brand”. Here too, various dimensions are taken into 

account, such as the dimensions of cognitive processing as well as of satisfying of instrumental- and 

experiential value. Due to its focus on online engagement, however, this study must be considered 

with constraints (Mollen & Wilson, 2010). 

Brodie et al. (2011) build on the conceptualizations developed by Hollebeek (2011a, 2011b), Mollen 

and Wilson (2010) and Patterson et al. (2006) by defining CE as a psychological state that occurs due 

to customer experiences with a brand in service relationships. However, Brodie et al. (2011) highlight 

that engagement is nevertheless a dynamic, iterative process that evolves context-dependently. 

Hence, their definition is applicable across a broad range of situations. Furthermore, the authors men-

tion that the concept of CE is subject to cognitive, emotional and/ or behavioral dimensions, and that 

it plays an important role in order to understand other relational concepts such as involvement and 

loyalty as these are potential consequences of iterative CE processes. This general definition of CE 

is based on five fundamental propositions derived from an analysis of the usage of the term engage-

ment in the social science, management, and marketing academic literatures. Moreover, the funda-

mental propositions serve for distinguishing the concept of CE from other relational concepts, includ-

ing participation and involvement. Those five propositions comprise the following characteristics of 

CE: psychological state, dynamic and iterative process, central role within a nomological network, 

multi-dimensional, and context dependent (Brodie et al., 2011). 

Bowden (2009) also considers CE as a psychological process, rather than a rigid state, as it maps the 

diverse customer attitudes that have potential to end in positive brand-related consequences. She pro-

poses a framework for the process of CE, emphasizing that customer-brand relationship evolve 

through increased experiences. Resultantly, she defines CE as a process that models the underlying 

procedures of customer loyalty and the mechanisms by which loyalty may be maintained. Focusing 
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on existing customers, Bowden (2009) suggests that customer-brand relationships and strategies for 

engaging customers vary, depending on their purchase behavior (e.g. first-time or repeat purchasers). 

Although her model of CE is developed with regard to the hospitality sector, it proposes a generalized 

process of CE. Thus, it is potentially applicable to a broad range of other categories (Bowden, 2009). 

The following table summarizes the previously presented definitions (see table 2). 

 

 
Table 2: Definitions of customer engagement (adapted from Kumar and Pansari, 2017, p. 299) 

  

AUTHORS DEFINITION DIMENSIONALITY 

Patterson et al. (2006) 
The level of a customer’s various “presence” 
in their relationship with a service 
organization 

• Absorption 

• Dedication 

• Vigor 

• Interaction 

Vivek, Beatty, and 
Morgan (2012) 

The intensity of an individual’s participation 
and connection with the organization’s 
offerings and activities initiated by either the 
customer or the organization 

• Cognitive 
• Emotional 

• Behavioral 

• Social 

Hollebeek (2011a) 

The level of a customer’s motivational, 
brand-related and context-dependent state 
of mind characterized by specific levels of 
cognitive, emotional, and behavioral 
activity in brand interactions 

• Cognitive 

• Emotional  

• Behavioral 

Mollen and Wilson 
(2010) 

The customer’s cognitive and affective 
commitment to an active relationship with 
the brand as personified by the website or 
other computer-mediated entities designed 
to communicate brand value 

• Cognitive Processing 
• Satisfying of instrumental- and 

experiential value 

Brodie et al. (2011) 

Customer engagement (CE) is a 
psychological state that occurs by virtue of 
interactive, co-creative customer 
experiences with a focal agent/object (e.g., 
a brand) in focal service relationships. It 
occurs under a specific set of context- 
dependent conditions generating differing 
CE levels; and exists as a dynamic, iterative 
process within service relationships that 
cocreate value 

• Multidimensional concept: Portraying 
the relevant dimensions generically in 
order to be sufficiently broad to 
encompass any context-specific 
expression of the CE concept  

Bowden (2009) 

A psychological process that models the 
underlying mechanisms by which customer 
loyalty forms for new customers of a service 
brand as well as the mechanisms by which 
loyalty may be maintained for repeat 
purchase customers of a service brand 

• Cognitive 
• Emotional  

• Behavioral 
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2.2.2 Customer engagement behaviors 

Amongst the definitions and components of the CE construct, customer engagement behaviors 

(CEBs) take on a prominent role. Van Doorn et al. (2010) discuss the concept of CEB in a customer-

brand relationship with the focal point of behavioral aspects of the relationship. Accordingly, they 

state that CEB refers to any firm-customer interaction that goes beyond the sole purchase or servicing 

process, resulting from motivational drivers. Their approach provides a unifying framework that com-

prises numerous customer behaviors influencing the firm and its brand that are likely to be different 

manifestations of CE. These behavioral expressions include, among others, retention, cross-buying, 

sales and transaction metrics, word-of-mouth, customer recommendations and referrals as well as 

blogging and web postings. Thereby, it is important to take into account that the behavioral manifes-

tations can be both positive and negative. Like many of their colleagues, van Doorn et al. (2010) 

develop a multi-dimensional approach in order to embrace different ways in which customers may 

choose to engage. In their research, the authors propose five dimensions of CEB: valence, form or 

modality, scope, nature of its impact, and customer goals. In accordance with van Doorn et al.'s 

(2010) view, Bolton (2011) comments that managers often focus on CE behaviors that go beyond 

purchases such as word-of-mouth activity, recommendations, customer-to-customer interactions as 

well as customer-initiated interactions with brands. 

Kumar et al. (2010) also generally agree with van Doorn et al.'s (2010) definition of CE. However, 

they argue that customer purchases from the firm have to be included as well, since purchasing is a 

behavior that naturally arises when engaging with the brand. Moreover, Kumar et al. (2010) mention 

that purchasing an item or using a service is a behavioral manifestation that can result from similar 

motivational drivers. With this background, the authors define and propose that the CE framework 

has four core dimensions, consisting of customer lifetime value (CLV), customer referral value 

(CRV), customer influence value (CIV), and customer knowledge value (CKV). Accordingly, they 

mention several behavioral expressions that can be linked to each of the dimensions such as general 

customer purchasing behavior (linked to CLV), including up- and cross-selling, or customer referral 

behavior (linked to CRV). Moreover, the authors link providing feedback to other customers or the 

brand itself to the dimensions of CIV and CKV. 
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Building on the introduced concept of CE as behavioral manifestation by van Doorn et al. (2010), 

Gummerus et al. (2012) analyze the relationship between customer behavioral engagement, relation-

ship benefits, satisfaction and loyalty in context of online brand communities. The authors suggest 

that this type of CE is directly linked to the emergence of new media, enabling customers to carry out 

firm-related behaviors of which many did not exist a decade ago, including both, purchase and non-

purchase behavior (Libai, 2011). According to Gummerus et al. (2012), such behaviors include inter 

alia online discussions, commenting, information search, and opinion polls. 

Likewise, Schivinski et al. (2016) refer to online CE and empirically test a scale for CE with brand-

related social media content. The authors thereby refer to online CEB types, previously defined by 

Muntinga et al. (2011). The latter propose three types of online CEBs based on the degree of customer 

activeness, developed in the general online context to social media. These include consumption, con-

tribution, and creation, sorted from least to most active. Schivinski et al. (2016) interpret that passive 

consumption of brand-related content represents a minimum level of engagement (e.g. reading brand 

posts and following brand on social media). Contribution captures CEBs such as liking, sharing and 

commenting on brand posts, representing medium-level CE. Lastly, creation represents the strongest 

level of CE, indicating that customers go beyond the process of consumption or supporting the brand 

by creating own content such as posts or reviews related to the brand (Schivinski et al., 2016). 

Similar to Muntinga et al. (2011) and Schivinski et al. (2016), van Doorn et al. (2010) state that CE 

also encompasses co-creation, based on Lusch and Vargo's (2006, p. 284) definition, in which co-

creation is described as “the involvement of the (customer) participation in the creation of the core 

offering itself. It can occur through shared inventiveness, co-design, or shared production of related 

goods”. Accordingly, co-creation emerges when customers participate through various behaviors, 

that are customizing the customer-brand-experience. These behaviors include inter alia providing 

feedback for brands, and exchanging information with other customers, which are to be classified as 

CEBs (van Doorn et al., 2010). Furthermore, Hoyer et al. (2010) point out that engaged customers 

play an important role in the development of new services and products as well as in co-creating 

experience and value (Schmitt et al., 2009), indicating that co-creation can be regarded as part of 

CEB. 
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Following the structure of the preceding chapter, table 3 summarizes the definitions of CEB. Accord-

ing to Lemon and Verhoef (2016), the differences in conceptualizing and operationalizing the CEB 

construct can be explained by the rather newly emerging CEB research stream, which is still evolving, 

especially in the fields of online brand communities and social media marketing. Moreover, Haurum 

(2018) assesses the previously mentioned definitions of CEB as not being conclusive and lacking 

proper understanding of what the construct consists of. 

 

Table 3: Definitions of customer engagement behaviors (adapted from Kumar and Pansari, 2017, p. 299)  

AUTHORS DEFINITION BEHAVIORAL EXPRESSIONS 

Van Doorn et al. (2010) Customers’ behavioral manifestation toward a 
brand or firm, beyond purchase, resulting from 
motivational drivers 

• Retention 

• Cross-buying 

• Word-of-mouth 

• Customer recommendations 

• Referrals 
• Blogging and web-posting 

Gummerus et al. (2012) A number of behaviors that strengthen 
consumers‘ relationship with the brand, which 
go beyond the traditional customer loyalty 
measures, such as frequency of visits, purchasing 
behavior, and intended behaviors 

(CEB in online brand communities) 

 

• Online discussions 

• Commenting  

• Information search 

• Opinion polls 

Schivinski et al. (2016) A set of brand-related online activities on the 
part of the consumer that vary in the degree to 
which the consumer interacts with social media 
and engages in the consumption, contribution, 
and creation of media content 

(Based on consumer’s online brand-related 
activities (COBRAs) framework, first introduced 
by Shao (2009)) 
 

Three types of online behavior: 

• Consumption 

• Contribution  
• Creation 

Van Doorn et al. (2010) 

& Lusch and Vargo 
(2006) 

Customer engagement also encompasses 
customer cocreation. According to Lusch and 
Vargo (2006, p. 284), customer cocreation 
‘‘involves the (customer) participation in the 
creation of the core offering itself. It can occur 
through shared inventiveness, co-design, or 
shared production of related goods.’’ Thus, 
cocreation occurs when the customer 
participates through spontaneous, discretionary 
behaviors that uniquely customize the customer-
to-brand experience (beyond the selection of 
predetermined options as in coproduction) 

 

• Shared inventiveness 

• Co-design  

• Shared production of related goods 

Kumar et al. (2010) Agree with van Doorn et al. (2010) that 
engagement is ‘‘a customer’s behavioral 
manifestation toward a brand or firm’’ and that 
it ‘‘results from motivational drivers,’’ but Kumar 
et al. (2010) also argue that it would be 
incomplete without the inclusion of customer 
purchases from the firm 
 

• Customer purchases 

• Customer referrals 
• Customer influence 

• Customer knowledge 
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2.3 Customer’s self-concept 

Within the marketing area, a paradigm shift can be observed which exceeds the focus from a cus-

tomer-centric marketing, in which the customer shows a need for strongly influencing marketing, to 

a customer-driven marketing (Merrilees, 2016). In this context, the term self-concept (SC) can be 

considered to play an elementary role, highlighting the importance of understanding customers and 

their needs (Burden & Proctor, 2000). 

Similar to the previously discussed concept of CE (see chapter 2.2), the SC of individuals is examined 

from different perspectives and is presented as a multi-dimensional construct in the literature to date. 

Solomon et al. (2006) highlight the various theoretical vantage points from which the self can be 

examined: a psychoanalytical perspective, whereupon the self is seen “as a system competing forces 

riddled with conflicts” (Solomon et al., 2006, p. 208), a behavioristic perspective, after which the self 

is constructed out of conditional responses, and lastly from a cognitive orientation (Solomon et al., 

2006). Taking on such cognitive orientation, the self is described as “an information processing sys-

tem, an organization force that serves as a nucleus around which new information is processed” 

(Solomon et al., 2006, p. 208). 

There is some ambiguity and inconsistency in the literature about the precise conceptualization of the 

SC, as some researchers treat the SC as a single variable, whereby the SC is defined as the individual’s 

actual perception of oneself. Accordingly, the SC is referred to as actual self, basic self, extant self 

or solely as self. However, it becomes evident that the SC consists of two or more components, 

whereas the dimensions actual self and ideal self are particularly prominent (e.g. Hong & Zinkhan, 

1995; Rogers, 1951). Furthermore, the influence of others is considered, and terms such as looking 

glass self, social self-image and ideal social self-image emerge accordingly (e.g. Cooley, 1902; 

James, 1910; Mead, 1934; Sirgy, 1980). Throughout the literature, the terms self and self-image are 

often used interchangeably. 

Despite the fact that the literature lacks a general consensus concerning the precise conceptualization 

of the SC (Hong & Zinkhan, 1995), one of the most prominent definitions of the SC is proposed by 

Rosenberg (1979, p. 7), who defines the SC as “the totality of the individual’s thoughts and feelings 

having reference to himself1 as an object”. Similarly, Rogers (1959, p. 200) describes the SC as “the 

organized, consistent conceptual gestalt composed of perceptions” about oneself. The following 

 
1 In order to maintain the flow of language, the following refers exclusively to the male form of the individual, participant or the like. 
This, however, solely intends to simplify the readability of the master thesis at hand and does not mean that any other gender is ex-
cluded. 
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section gives an overview of the existing literature with regard to the dimensions of the SC as well as 

related components and constituent elements. 

Cooley (1902) and James (1910) are amongst the first psychologists who extensively conduct re-

search about the self. Cooley (1902, p. 136) defines the self as “that which is designated in common 

speech by the pronouns of the first singular person, I, me, my, mine, and myself” and states that the 

self can only be identified through subjective feelings. This definition, however, is criticized by 

Epstein (1973) as according to him, it lacks meaningful referents or the self’s circular character. 

Cooley (1902) introduces the concept of the so-called looking glass self, by which he describes the 

process of imagining the reactions of others towards the individual. According to this theory, indi-

viduals define themselves by reading signals off others and projecting the perceived impression of 

them to themselves. Therefore, the resulting looking glass image, that individuals receive, depends 

upon whose views are considered and can differ accordingly. By introducing the looking glass self, 

the social influence on the self is first considered. 

James (1910), on the other hand, identifies two different approaches on the self, one in which the self 

is seen as having an executive function, described as knower, and one in which the self is seen as an 

object of what is known. As the author regards the concept of the self as knower not significantly 

contributing to the understanding of behavior, he focuses mainly on the self as an object of what is 

known. Accordingly, James (1910) identifies the latter as consisting of everything the individual per-

ceives as belonging to him. In the same vein, the author introduces a material self, a social self, and 

a spiritual self. The material self is an extended self, containing the individual’s own body, his family 

and his possessions. The social self contains the perception, that others have of the individual, which 

is similar to Cooley's (1902) concept of the looking glass self. Lastly, the spiritual self includes the 

individual’s desires and emotions. Furthermore, the author proposes that all aspects of the self can 

evoke feelings of an enhanced self-esteem as well as a dissatisfaction. Self-esteem can thereby be 

understood as the positive facet of an SC and is often related to the acceptance of others (Solomon et 

al., 2006). 
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As already mentioned by Cooley (1902) and James (1910), Mead (1934) also focuses on the social 

aspect relating to the SC and proposes that it arises in social interactions as individuals are concerned 

about how they are perceived by others and how others react to them. Over time, they learn to assess 

these reactions and begin to behave accordingly. By including how others would respond to certain 

actions, individuals gain a form of inner guidance that stabilizes their behavior when there is no ex-

ternal pressure. Consequently, one concludes that there are as many selves as there are social roles, 

which in turn is depended on the respective individual (Mead, 1934). 

Along with James (1910) and Rogers (1959; 1951), Lecky (1945) is one of the authors who regards 

the SC as not only a useful, but also a necessary construct. This is due to the SC being considered the 

most central concept in psychology, providing the only perspective from which to understand an 

individual’s behavior. The author recognizes the SC as the core of the personality, whereby the latter 

is defined as an “organization of values that are consistent with one another” (Lecky, 1945). The so-

called organization of the personality is regarded as dynamic since it contains a continuous integra-

tion of new ideas and thoughts as well as the rejection or adaptation of former ideas. This continuous 

process is assumed to be carried out in a unified system whose preservation is therefore essential. 

Thereby the SC, as the core part, plays an important role to fulfil as it helps to determine which 

concepts are acceptable to be included in the overall personality organization (Lecky, 1945). 

In support of the social aspect of the SC, Grubb and Grathwohl (1967) state the self as not developing 

out of an individual process, but out of the reaction of others, from which one's own self-perception 

ultimately emerges. They base their argument on the statement of Rogers (1951, p. 498) that “as a 

result of the interaction with the environment, and particularly as a result of evolutional interactions 

with others, the structure of the self is formed”. It is further proposed that individuals possess the 

basic motive to fulfill one’s potential and achieve the highest level of human-beingness. In order to 

achieve this self-actualization, individuals must be in a state of congruence, which occurs when the 

individual’s ideal self is congruent with their actual self (Rogers, 1951). Thereby, the ideal self refers 

to the version of the self, which the individual strives most to be and to which he attributes the highest 

value. The actual self or the self is described as the individual’s perception of himself (Rogers & 

Koch, 1959). 
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Following the previously mentioned definition of Rosenberg (1979, p. 7), the SC has a complex 

structure and is composed of various attributes, with some having a greater impact of the self than 

others. Rosenberg (1979) states a minimum of nine dimensions, which characterize the structure of 

the SC: content, direction, intensity, salience, consistency, stability, clarity, verifiability, and accu-

racy. Furthermore, the author refers to four SC formation principles, which guide the development 

of an individual’s SC. The principles are reflected appraisal, social comparisons, self-attributions, 

and psychological centrality. 

Schenk and Holman (1980, p. 610) state that the image of the self contains “attitudes, perceptions, 

and feelings about what is the individual’s character, and what should be the appropriate behavior in 

the situation”. Like other researchers in this field, the authors suggest that the SC has multiple facets 

and thereby introduce the situational self-image. Schenk and Holman (1980) describe the latter as a 

result of the individual’s perception of his own self-image, as well as the perception of others in a 

specific situation. 

Sirgy (1980) goes beyond the duality dimension by referring to the actual self-image, ideal self-im-

age, social self-image, and ideal social self-image. Thereby, he extends the existing self-images of 

the actual and ideal self by adding a social component to the construct: The social self shows simi-

larity to the looking glass self – introduced by Cooley (1902) – and is defined as the image that the 

individual believes others have of him, whereas the ideal social self is defined as the image that the 

individual would like others to have about him. 

Onkvisit and Shaw (1987) state that the SC is essential to research in the field of consumer behavior 

as many purchases or the interaction with certain brands are directly influenced by the individual’s 

self-perception. The individual continuously examines his environment, including an evaluation of 

himself as part of the environment. Resultingly, the SC is determined in a social frame of reference 

as it concerns feelings and ideas that the individual has about himself regarding others. Therefore, the 

respective self-perception is based on an interplay between his own thoughts and the thoughts of 

others about him. Moreover, Onkvisit and Shaw (1987) describe the formation of the SC as a lifelong 

and evolving process, whereby the adaptions of the SC eventually slow down when the individual 

gets older. 
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Furthermore, the authors claim that the SC has five characteristics, which affect the individual’s be-

havior and help to understand how the SC operates: First, the SC is not inborn but must be learned in 

a continuous and active process. Second, although an individual’s self-perception changes over time 

and with new experiences, the SC per se is relatively stable and consistent. Third, the SC is purposeful 

as it protects and enhances an individual’s ego. Fourth, the SC is unique for every individual. Lastly, 

the effect of the SC can be both, positive and negative (Onkvisit & Shaw, 1987). 

Douglas et al. (1967; cited in Onkvisit & Shaw, 1987, p. 17), agree with the multidimensionality of 

the SC and propose at least four relevant components: real self, self-image, ideal self, and looking 

glass self. The different dimensions relate to how a person really is, how the person sees himself, how 

the person would like to be and how he thinks others perceive him (in ascending order). According 

to Onkvisit and Shaw (1987), these dimensions and perceptions potentially vary in a great manner, 

while still existing simultaneously. However, in most cases these dimensions overlap at least to a 

certain degree, although this varies amongst individuals. 

Hong and Zinkhan (1995) add that the SC is not the existential self which is separated from the 

individual’s perception but refers to his subjective thoughts about himself. Accordingly, the SC is an 

image that is shaped by the individual who holds the SC. In their research, the authors analyze the 

relationship of the SC and advertising effectiveness and stress the necessity to select one or a few 

dimensions out of the multi-faceted concept in order to properly conduct in this field. Accordingly, 

the SC is defined as the actual self, which is the way individuals perceive themselves, and as the ideal 

self, which is the ideal state of their imaginative self. Both dimensions are distinguished by stating 

that the actual self is based on the actual perception the individual has of himself, while the ideal self 

is based on the individual’s imagination of the ideal self-state. Furthermore, according to Hong and 

Zinkhan (1995) the ideal self is seen as reference against which the actual self is compared to. 

(Solomon et al., 2006). 
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Solomon et al. (2006) agree as they refer to the SC as individual expression of who the person is and 

who he strives to be one day. Conclusively, the prominently highlighted aspects of the dynamic and 

context-dependent nature of the SC are incorporated in the following (Grubb & Grathwohl, 1967; 

Lecky, 1945; Onkvisit & Shaw, 1987; Schenk & Holman, 1980). The SC is thereby regarded as multi-

dimensional. Following the assumption of Hong and Zinkhan (1995), however, a focal point is set on 

four concrete dimensions, in order to conduct a reasonable scientific approach. During the thesis at 

hand, it is thereby focused on the dimensions actual-, ideal-, social- and ideal social self (Sirgy, 

1980). An overview of those dimensions and the according applied definitions is provided in table 4. 

 

 
Table 4: The four dimensions of the self-concept (adapted from Sirgy, 1980, p. 351)  
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2.4 Interrelating the concepts 

Following the introduction of LFBs, CE and SC, this chapter presents literature illustrating interrela-

tions between the respective fields. As mentioned in chapter 2.1.2, LFBs show a high symbolic value. 

Therefore, the purchase of or the engagement with such brands is often related to an underlying 

meaning, deeper than the mere satisfaction of basic needs, given that such products are of less neces-

sity in everyday life. As mentioned previously, luxury consumption results in self-centered actions 

amongst Millennials (Deloitte, 2017). Moreover, public self-consciousness and self-esteem show a 

significant influence on the motivation to buy luxury goods and also on the brand loyalty of the Mil-

lennial generation (Giovannini et al., 2015). Accordingly, the SC appears to be a relevant topic within 

the industry, and it becomes crucial to better understand how the dimensions of the SC are influenced 

in order to adapt and design marketing activities respectively. In this context, it is also essential to 

shed light on CE with LFBs and how it is related to the SC, as it constitutes an important tool to retain 

customers and to offer them a certain experience. Therefore, the following sections will outline the 

role of the SC when customers are engaging with brands, as well as the customer’s SC and CE in 

regard to the luxury fashion industry. 

 

2.4.1 Customer engagement and customer’s self-concept 

CE research to date takes a strong firm perspective and has concentrated on the benefits that compa-

nies can derive from engaged customers and/ or how the construct is composed (see chapter 2.2). 

However, the value that customers can gain from engagement behavior and how this may affect their 

SC is mainly neglected. But as the customer is often the focal object of engagement for companies, 

it is especially important to examine their perspective in order to better understand and address their 

behavior (e.g. Bowden, 2009; Patterson et al., 2006; Sprott et al., 2009). 

In the course of research on drivers and consequences of CE, a number of concepts/ terms similar to 

the SC are mentioned such as a sense of ownership, value congruity, self-brand association, brand 

self-congruity, self-interest motivations and emotional attachment (e.g. Chiang et al., 2017; 

Hollebeek et al., 2014; Jaakkola & Alexander, 2014; J. Kumar & Nayak, 2019; Kumar & Pansari, 

2017; Sprott et al., 2009). Moreover, there is a strong focus on the customer’s purchasing behavior in 

the literature, which can be considered part of CE. Thus, the following sections will first address 

potential drivers and consequences of CE and subsequently elaborate on how the purchasing behavior 

of customers can affect their self and vice versa. 
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2.4.1.1 Drivers and consequences of customer engagement 

With regard to CE, potential scenarios that might motivate customers to engage with a brand as well 

as the resulting consequences of the engagement process for the customer and the brand become 

relevant. Again, the marketing literature provides various approaches, which will be discussed in 

more detail in the following section. 

J. Kumar and Nayak (2019) investigate psychological drivers behind CE with brands as well as the 

role of the customer’s attachment and loyalty to the brand with regard to the CE framework. Accord-

ingly, they propose two psychological motivations to CE, namely a sense of ownership towards the 

brand and value congruity. The prior aspect is connected to the study of Jaakkola and Alexander 

(2014) who state that a sense of ownership towards an object (e.g. an item of a specific brand) facil-

itates the voluntary contribution of customers’ resources toward the focal object, potentially resulting 

in stimulation of CEB with the related brand. Value congruity is the perceived similarity between the 

brand’s and customers’ values, involving a mental comparison of the consumer’s self-schema and 

the perceived brand-schema according to the congruity theory (Johar & Sirgy, 1991; Sirgy et al., 

1991; Tuškej et al., 2013). Furthermore, they find brand attachment and brand loyalty to act as con-

sequences of CE, which is in accordance with Hollebeek et al. (2014) and Sprott et al. (2009). The 

latter state that engagement with brands results in psychological consequences such as enhanced self-

brand association and brand possession recall, which are considered to be essential elements of brand 

attachment and brand loyalty. 

France et al. (2016) investigate customer-centered influences of CE with brands and therefore adopt 

Hollebeek et al.'s (2014) conceptualization, as it highlights the psychological nature of the CE concept 

and aligns the dimensions to the psychological characteristics of the engagement state. However, the 

authors adjust Hollebeek et al.'s (2014) model and neglect the behavioral dimension. This serves both, 

the notion of CE as a psychological concept as well as the differentiation of the created model from 

the concept of customer brand co-creation. France et al.'s (2016) integrated model of CE suggests 

that there are firm-led and customer-centered influences, whereby firm-led means that the initial ac-

tion is taken by the firm. The customer-centered influences are comprised of brand self-congruity 

and brand involvement, which draws on the existing literature (Hollebeek et al., 2014; Sprott et al., 

2009). Further, the model shows that the customer-centered influences dominate the direct influence 

upon CE, while firm-led drivers influence to a smaller extent. The model supports findings from prior 

research suggesting that consumers, who show higher brand engagement, are more likely to derive 
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value from and create value for the brand (France et al., 2015; Ramaswamy & Ozcan, 2013; Tregua 

et al., 2015). Consequently, France et al. (2016) state that CE influences the brand’s value as well as 

the consumer’s loyalty towards the brand. 

In their study, Chiang et al. (2017) investigate on the drivers of CE behaviors in social network brand 

communities and conclude customer-learning motivations and collaborative learning being two im-

portant drivers of CEB. Thereby, learning motivation is defined as “the extent to which an individual 

engages in an activity to obtain knowledge, skills or experiences or to solve a problem” (Chiang et 

al., 2017, p. 1451). Collaborative learning refers to customers’ social interactions related to their ac-

tivities in online brand communities, such as answering questions of other consumers. Their data 

supports the notion that these self-interest motivations aim to solve customers’ information needs, 

leading to an enhanced engagement behavior (Chiang et al., 2017). 

 

2.4.1.2 Customer’s self-concept and purchasing behavior 

According to Sirgy (1982), the SC has an important influence on the customer’s decision making, 

product- and brand selection. Furthermore, several authors confirm a relationship between SC and 

purchase decisions (e.g. Grubb & Grathwohl, 1967; Solomon & Assael, 1987; Solomon et al., 2006). 

When consuming products or interacting with brands, individuals learn that such products or brands 

are able to help them to activate and define specific roles or perceptions of themselves. Some are even 

considered essential with regard to certain social roles, almost representing a part of the individual’s 

self (Solomon & Assael, 1987). Part of the SC consists of how one thinks one is perceived by others 

and as clothing, jewelry, furniture, cars and so on influence the perception of oneself and others, it 

can be assumed that they also contribute to defining the SC. Similarly, products can provide a mean 

for individuals to determine their SCs and social identity (Solomon et al., 2006). Furthermore, in 

addition to the consumption or ownership of specific brands or products, the consideration of indi-

vidual’s leisure activities might lead to inferences about the individual’s personality. 

Levy (1959), specifically addresses the behavior of consumers and argues that consumers are not 

functionally oriented, but rather significantly influenced by symbols emerging through the identifi-

cation of goods. This argument has led customer research to consider the potential influence of the 

customer’s SC on their consumption behavior and several SC models have been developed following 

his proposition. Among others, Grubb and Grathwohl (1967) base their research on Levy (1959), and 

bring Roger's (1951) argument (see chapter 2.3) to a product level: Self-support and self-enhancement 
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can occur through associations with products that have a desirable social meaning and thus can trigger 

a favorable reaction from others in the social interaction process. The authors have developed a model 

according to which there are two ways in which the purchase and consumption of products is self-

enhancing. On the one hand, an individual's SC is maintained and reinforced if the acquired product 

is publicly accepted and can be considered to support and comply with its own SC. On the other hand, 

the authors also find that self-enhancement might not solely occur through a personal, internal and 

intra-action process, but also in an interaction process: The effect of the purchase on the individual 

ultimately depends on the fact that the product stands for a publicly recognized symbol. Thus, through 

this recognition, these symbols evoke a certain reaction from the individual, encouraging his original 

self-feelings. Resultingly, individuals use products as symbols to evoke desired reactions from other 

individuals. The following figure (see figure 3) showcases the proposed relationship of the consump-

tion of products as symbols to the SC including two means of self-enhancement by Grubb and 

Grathwohl (1967). 

 

 

Figure 3: Relationship of the consumption of goods as symbols to the self-concept (adapted from Grubb & Grathwohl, 1967, p. 25) 

 

Furthermore, the authors name three essential aspects in relation to the SC and consumption behav-

ior. Firstly, the SC is of importance to the individual, and their behavior is oriented in such a way that 

the SC is protected and enhanced. Second, buying, showing and using products carries a certain sym-

bolic meaning that is visible to the individual himself, but also to others. And last, the consumption 

behavior of an individual is oriented in a manner that an individual’s SC is enhanced by consuming 

products that communicate a certain symbolic meaning (Grubb & Grathwohl, 1967). 
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2.4.2 Luxury (fashion) brands and self-concept 

Since LFBs usually show a strong customer orientation, addressing customer’s SC is crucial in the 

context of the luxury fashion industry (Kisabaka, 2001). However, existing literature rather refers to 

related terms such as self-expression, self-confidence, self-presentation, self-fulfillment, self-gift giv-

ing, congruity with internal self, and self-directed pleasure instead of including the holistic perspec-

tive of the self. Similar to the previous chapter, a focus on the relationship between the SC and the 

purchasing behavior of customers in the luxury context is revealed. Purchasing such brands allows 

customers to satisfy specific psychological needs “by symbolizing a certain consumption pattern and 

portraying a specific social class or by communicating meaning about their self-image and enhancing 

their self-concept” (Nia & Zaichkowsky, 2000, p. 487). This becomes particularly evident when in-

vestigating motivations and consequences of purchasing L(F)Bs. In such studies, the self is frequently 

referred to. 

Taking a look at the fashion industry in general, several concepts within consumer behavior, which 

are related or similar to the SC, can be identified as the most relevant and prominent ones as well as 

typical for the fashion sector (Cardoso et al., 2010). Self-expression through fashion is one of these 

characteristic constructs and is assigned a significant role (e.g Cass, 2001; Cox & Dittmar, 1995; 

Mckinney et al., 2004). Several academic studies show evidence for customers often choosing their 

clothes according to how they could improve their image or communicate their identity to the outside 

world (e.g. Auty & Elliott, 1998; Mckinney et al., 2004; Shim & Bickle, 1994). Cardoso et al. (2010) 

relate this back to Belk’s (1988) theory of possessions and the extended self, in which he highlights 

customers seeing their belongings as a part of themselves. This, in turn, entails that people search for 

and choose products which correspond with their selves (Sivadas & Venkatesh, 1995). Mittal (2006) 

further argues that possessions define the customer due to two main reasons: First, as they spend time 

and resources to decide for, buy and use an item; and second, as they wear products to express their 

inner self and to show others what they stand for. This is particularly important if the products help 

to communicate parts of one’s own SC, which in turn creates involvement and affection (Mittal, 

2006). Particularly the area of fashion, in this regard, can serve as a tool to create a message (Auty & 

Elliott, 1998) and to represent what the individual is like (Cass, 2001) by demonstrating “an important 

symbolic consumption decision of consumers” (Cardoso et al., 2010, p. 641). Consuming and using 

the respective products can thereby serve to satisfy psychological needs for e.g. the creation of an 

SC, the strengthening and expression of one’s own identity and the confirmation of one’s own indi-

viduality (Escalas, 2004). 
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Especially fashion products in the luxury segment have a high potential to be used by customers as a 

tool to display themselves in a certain way and to express themselves: According to Giovannini et al. 

(2015) luxury fashion products are typical examples of symbolic consumption as these are often 

linked with attributes such as high quality, exclusiveness, high price and social visibility. Further-

more, the authors mention that such products can provide the self-expression and self-image enhance-

ment function due to their strong associations (Giovannini et al., 2015). 

According to Souiden et al. (2011), luxury products can display wealth, social status and enhance the 

SC, which aligns with previous findings. The authors examine the relationship between conspicuous 

consumption of luxury fashion accessories and the desire to show social status, express self-image 

and enhance self-esteem. 

Berry (1994), Corneo and Jeanne (1997), O’Cass and Frost (2002) and Johnson (1999) state that the 

symbolic meaning, which is linked to LBs, is usually the desire to impress others. This is due to the 

purchase and the ownership of such brands being able to create a certain social image, which is often 

positively perceived by the environment because it inter alia shows prominent achievements. Such 

showing of prominent achievements is considered to be part of the theory of impression management. 

This encompasses that customers are influenced by their internal drive to create a favorable image 

through their purchase behavior (Eagly & Chaiken, 1993; Mandrik, 1996; Sallot, 2002). 

Especially customers of a younger age range are looking for products which they consider as prestig-

ious. Accordingly, products associated with specific designers, brand names or trends are further 

valued as these products are perceived as fulfilling some types of social requirements (Heaney et al., 

2005). Consuming products based on such criteria can be categorized as social consumption motiva-

tions, referring to individuals who consume certain products with the main reason of displaying their 

consumption behavior to others. According to Mason (1981), the wish to impress others by being 

able to afford brands within the luxury segment motivates customers, while social consumption mo-

tivations raise customers’ awareness of social signals linked to certain brands (Gil et al., 2012). 
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However, various authors stress that social oriented motives are not sufficient to provide a holistic 

understanding of LBs consumption. Accordingly, Tsai (2005), Vigneron and Johnson (1999) and 

Wong and Ahuvia (1998) analyze LB consumption in a broader perspective and thereby go beyond 

the notion of buying to impress others in the context of LFBs. 

Tsai (2005) builds on the study of Wong and Ahuvia (1998) and thereby identifies three personally 

oriented consumption rationales for luxury goods, namely personally affective benefits, personally 

symbolic benefits, and personally utilitarian benefits. The first refers to the aspect of self-giving gift 

as luxury products provide individuals with hedonic pleasure for the self. Second, personally sym-

bolic benefits bear on luxury products as facilitators for customer’s internal self-expression. Lastly, 

personally utilitarian benefits stem from the conformity of the product, the individuals’ attitudes and 

tastes for quality. Tsai (2005, p. 3) states “that personal orientation towards luxury-brand consump-

tion is anteceded by self-directed pleasure, self-gift giving, congruity with internal self, and quality 

assurance”. Also, Puntoni (2001) confirms a significant impact of self-congruity on luxury-brand 

purchases. Thereby, rather private conscious customers, with a stronger personally oriented disposi-

tion, consume LBs mainly because there is a congruity between the brand’s image and their internal 

self (Puntoni, 2001). 

Accordingly, two kinds of motivation emerge as to why luxury goods are consumed in the literature. 

On the one hand, there are external motivations (signal wealth), where individuals are eager to present 

their consumption behavior to the public in order to demonstrate a certain status (O’Cass & Frost, 

2002). On the other hand, there are internal motivations (self-reward), relating to “luxury consump-

tion based on emotions, state of mind and subjective sensations related to an individual's self-percep-

tion” (Amatulli & Guido, 2011, p. 124). Thereby, two effects of luxury become apparent, namely 

interpersonal effects and personal effects; the first are thereby categorized as other-referenced, the 

latter as self-referenced (Amatulli & Guido, 2011). 
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Interpersonal effects comprise the inclusion of the external environment in the decision-making pro-

cess of consuming luxury goods, and thus relate to social positioning, and status symbol accumulation 

(Fionda & Moore, 2009; Truong et al., 2008). Personal effects, on the other hand, refer to personal 

or cultural intentions when consuming luxury goods, such as the search for pleasure, originality, and 

perfection (Dubois & Duquesne, 1993). Accordingly, individuals are able to externalize luxury in 

order to demonstrate a certain status to their environment, to imitate individuals, who they admire, to 

compete with others, or to be part of a certain group. Simultaneously, individuals can internalize 

luxury if driven by “aesthetic pleasures, cultural or personal sensibility to certain values” (Amatulli 

& Guido, 2011). Thereby, individuals refer to criteria, such as their individual style or taste, when 

choosing products. Moreover, Amatulli and Guido (2011) link internalized luxury to self-directed 

pleasure, self-gift giving, and the congruity with internal self. Although the concepts of externalized 

and internalized luxury are regarded as opposite motivations, they potentially co-exist (Amatulli & 

Guido, 2011). 

On top of that, Amatulli and Guido (2011) show an approach in which they suggest different attrib-

utes, consequences and values that determine purchase intentions for luxury fashion goods. With 

regard to the overall values that are (potentially) addressed by luxury fashion goods, self-confidence 

as a terminal value and self-presentation as an instrumental value are the most prominent ones. Ac-

cording to the authors, the main factors contributing to self-confidence are thereby distinction and 

feeling at ease as consequences and relationship and well-being as instrumental values. As part of 

the study, self-fulfillment is identified as a further terminal value which is addressed by luxury fash-

ion. In this case, distinction as a consequence and gratification as an instrumental value are identified 

as the main contributors. Thus, the results show that LFBs are mainly bought to match the customer’s 

lifestyle by matching the individual’s inner motives and drivers (Amatulli & Guido, 2011). 
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In her study, Hudders (2012) puts special emphasize on the investigation of the relating purchase 

motives in the context of LBs and thereby differentiates between expressive and impressive motives. 

Expressive motives refer to “the consumption of luxury brands because they signal hidden infor-

mation about the owner to significant others” (Hudders, 2012, p. 610), whilst impressive motives 

relate to sensory gratification and pleasure to consumers (emotional focus) on the one hand, and 

superior product quality (functional focus) on the other hand (Hudders, 2012). Hudders’ (2012) study 

reveals that consumers attach more importance to the impressive motives than to the expressive ones 

in the context of LB consumption. She thereby aligns with previous studies which put emphasize on 

consumers mainly looking for emotional satisfaction when purchasing luxury items (Kapferer & 

Bastien, 2009; Roux & Floch, 1996; Silverstein & Fiske, 2003; Tsai, 2005). 
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2.2.1 Customer engagement and luxury (fashion) brands 

Historically, the relationship of LBs with their customers is characterized by the dominant position 

of LBs, who were in control of the entire brand communication and how the brand is perceived and 

experienced from the outside (Doyle et al., 2008). With the development of social media in particular, 

this changed and unilateral communication is no longer an option. In addition, customers are increas-

ingly demanding sensory and intellectual experiences to connect with the brand, although they often 

question the authenticity and truthfulness of experiences initiated by brands (Gilmore & Pine II, 

2009). CE offers LFBs the opportunity to develop and optimize the relationship with their customers: 

A strong relationship can be established with customers who can then become so-called fans of the 

brand and promote the brand and its products accordingly (Sashi, 2012). However, only a few authors 

deal with CE within the luxury fashion context to date. Thereby, research is primarily related to the 

social media sector, which will be highlighted in more detail in the following section. 

Among the few authors taking a customer-based approach to CE are Prentice and Loureiro (2018), 

who investigate on CE with a focus on behavioral engagement manifestations in the case of LBs. 

Thereby, the authors adapt van Doorn et al.'s (2010) integrative CE model in order to understand the 

antecedents and consequences of CE in the luxury (fashion) industry. Antecedents refer to social 

motives such as desire and social value, whereas consequences are represented by subjective well-

being. According to Gable (2006), social motives reflect the human need for affiliation or fear of 

rejection. Furthermore, social motivational processes such as desire and social value drive consumers 

to act, which is likely manifested in their willingness to engage with a brand (Perugini & Bagozzi, 

2004). Subjective well-being refers to consumers’ individual feeling of happiness and joy when own-

ing luxury items and interacting with the brand (Bhullar & Malouff, 2013; Etkin, 2016; Loureiro & 

Panchapakesan, 2017). Hence, Prentice and Loureiro (2018) base their proposed framework on the 

findings from Fionda and Moore (2009) and Peterson et al. (2008), who state that customers who are 

motivated by a desire and the exclusivity of social value, strive to engage with the brand’s community 

in order to get affiliation, reflecting a well-lived life or subjective well-being. Furthermore, CE is 

assessed by using Kumar et al.'s (2010) four engagement dimensions: purchase, referral, influence, 

and knowledge. The results generated by Prentice and Loureiro (2018) indicate that desire and social 

value have a significant impact on all CE dimensions. However, only the dimensions of purchase and 

influence are significantly affecting the customer’s subjective well-being, while referral and 

knowledge have very little effect on the customer’s positive feelings. 
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Pentina et al. (2018) introduce a categorization of social media engagement behaviors in the luxury 

domain by identifying such behaviors of luxury customers as well as the corresponding motivations. 

The latter refer to incentives that drive CEBs with LBs as well as with other social media users, who 

also engage with LBs. Applying an inductive, exploratory approach, the study reveals eleven discrete 

behaviors exhibited by luxury brand followers (see figure 4). 

 

 

Figure 4: Luxury consumer social media (here SM) engagement behaviors (here EBs) (adapted from Pentina et al., 2018, p.7) 

 

The CEBs are discovered based on (1) effort, commitment, interactivity, and creativity employed by 

customers and (2) brand and brand’s advertising or other consumers and social contacts. Moreover, 

the authors find that underlying motivations of various CEBs represent various degrees of complex-

ity. While less effortful behaviors such as clicking and posting impersonal comments are driven by 

needs for information, socialization, status, entertainment and relationship maintenance, socially tar-

geted behaviors such as mentioning friends in comments are initiated by rather complex combinations 

of the prior mentioned needs. Similarly, CEBs involving greater effort such as posting photos and 

selfies also evoke combined motivations and are mainly driven by status and impression management 

(Pentina et al., 2018). 
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Liu et al. (2019) comment that Pentina et al. (2018) conceptualize CE as a multi-dimensional con-

struct composed of cognitive, emotional, and behavioral aspects but only measure behavioral engage-

ment and thereby neglect the cognitive and emotional facets of CE in social media. Moreover, they 

criticize that most of the studies, which focus on the behavioral aspect of CE, merely measure con-

sumers’ intentions instead of their actual behaviors. The authors further point out that such studies 

investigate only a few LBs, which makes it difficult to generalize the findings to a wider set of LBs. 

Consequently, Liu et al.'s (2019) research utilizes big data to gain insights on actual CEBs resulting 

from a LB’s social media marketing activities. Their study draws upon Kim and Ko's (2012) dimen-

sions of LBs’ social media marketing efforts, while CE is measured as a reflection of Schivinski et 

al.'s (2016) three types of CEB with brand related social media content (see chapter 2.2.2). Liu et al.'s 

(2019) results show that the foci of the social media marketing activities entertainment, interaction, 

and trendiness have significantly positive effects on CE. Customization, in contrast, does not signif-

icantly affect CE. However, throughout the study, the authors take a firm perspective and solely in-

clude Twitter as social media platform. 

One of the most recent studies in the field of CE and social media is carried out by Bazi et al. (2020), 

who investigate what motivates consumers to engage with LBs. Thereby, the authors develop a the-

oretical framework, including cognitive, emotional and behavioral dimensions of engagement based 

on Hollebeek et al. (2014). In total, 13 motivations are revealed, which are further grouped into six 

dimensions, namely perceived content relevancy, brand-customer relationship, aesthetic motives, so-

cio-psychological motives, brand equity, and technology factors (Bazi et al., 2020). The authors 

briefly refer to the SC by including the dimension of socio-psychological motives, which contains 

the factors actual self-congruency, status signaling and enhance and maintain face.  
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3 Research gap and research question 

Throughout the literature, it becomes apparent that there is a relation between the luxury industry and 

the customer’s self, with luxury fashion products being used to express something or to improve one’s 

feeling. However, in the context of the luxury (fashion) industry, the SC is only superficially touched 

upon and only fractions of the SC are considered. Thereby, terms such as self-expression, self-esteem, 

self-gift giving, self-confidence, self-presentation and/ or self-fulfillment are used (e.g. Amatulli & 

Guido, 2011; Cass, 2001; Cox & Dittmar, 1995; Giovannini et al., 2015; Mckinney et al., 2004; 

Souiden et al., 2011). These are usually directly related to possessions and purchasing behavior, not 

including what is beyond or may precede the purchase. 

Further, literature indicates that if products are used to communicate parts of the customer’s SC, it 

can create involvement and affection as a consequence (Mittal, 2006). Also, involvement serves as an 

often-mentioned essential component within the CE framework (e.g. Brodie et al., 2011; Hollebeek, 

2011b; Vivek et al., 2012). Moreover, existing research strongly supports the role of the SC as a 

partial determinant of customer behavior, as it shows a decisive influence on the customer’s decision 

making, product- and brand selection (e.g. Grubb & Grathwohl, 1967; Sirgy, 1982; Solomon et al., 

2006; Solomon & Assael, 1987). Adding on this and taking into account that CE is considered as a 

part of customer behavior, it can be anticipated that the SC also plays an important role in the context 

of CE. This becomes evident in literature addressing the drivers and consequences of CE, and thereby 

interrelating both concepts. In this regard, the SC is regarded as both a driver and/ or a consequence 

of CE (e.g. Hollebeek et al., 2014; J. Kumar & Nayak, 2019; Sirgy et al., 1991; Sprott et al., 2009). 

Again, instead of using the term SC, related concepts such as self-brand associations, brand self-

congruity, or value-congruity, referring to customers’ self-schema are used (e.g. France et al., 2016; 

Johar & Sirgy, 1991; J. Kumar & Nayak, 2019; Sirgy et al., 1991; Sprott et al., 2009; Tuškej et al., 

2013). Research regarding consumption behavior and the customer’s SC is more extensive, address-

ing symbolic consumption and possessions being able to determine and enhance the SC as well as 

social identity (e.g. Cardoso et al., 2010; Giovannini et al., 2015; Prentice et al., 2019; Solomon et 

al., 2006). However, purchasing represents only a fraction of the broad concept of CE, leaving aside 

many other potential engagement types. 

Only a few authors address CE in the luxury context to date (e.g. Bazi et al., 2020; Liu et al., 2019; 

Pentina et al., 2018; Prentice & Loureiro, 2018). Throughout the existing literature in the field of CE 

and CEB in the luxury (fashion) industry, it becomes apparent that research is primarily related to the 
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social media sector. This can be explained with the relatively recent emergence of  social media, due 

to which customers perform various company-related behaviors that did not exist before (Cabigiosu, 

2020; Skiera et al., 2010). Yet other types of engagement, which are still relevant despite the increased 

use of social media, were not considered and research falls short of describing and classifying actual 

actions undertaken by customers (Pentina et al., 2018). Furthermore, the multi-dimensional nature of 

CE and a holistic examination of the concept in the respective industry is neglected. Particularly, 

solely selected CEBs are examined in more details, whereby CE in form of a specific mind-set is 

rather overlooked. In relation to research concerning CE with L(F)Bs, the SC has only been superfi-

cially addressed by referring to subjective well-being, self-expression and the satisfaction of the con-

sumer's ideal desired state as possible consequences (Prentice & Loureiro, 2018) and to actual self-

congruency, status signaling and enhance and maintain face as socio-psychological motives of CE 

with LBs (Bazi et al. 2020). 

Drawing on the reviewed literature, it becomes apparent that customer engagement and the cus-

tomer’s self-concept are interconnected concepts in relation to luxury fashion brands, whereby an 

intersection of the three research streams has not yet been thoroughly investigated. Conclusively, a 

research gap can be indicated which is illustrated in the following (see figure 5). 

 

 
Figure 5: Interrelation of customer engagement, customer's self-concept, and luxury fashion brands  
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Despite the abundance of research of SC and customer behavior, literature addressing the fields of 

CE and SC in the context of LFBs are limited and mainly focus on purchase behavior and the motives 

of buying such brands. Furthermore, there is a lack in research investigating on how customer behav-

ior, specifically CE, is able to influence the dimensions of the SC and how engagement or the pos-

session of LFBs might impact the SC. On top of that, studies incorporating multiple dimensions of 

the self and investigating how they might be influenced by engaging with LFBs, are not existent. 

Consequently, this area is still unexamined in academia, especially with regard to the generation of 

Millennials. 

This leads to the following study, whose purpose is to expand on previous research by examining the 

influence of CE on the customer’s SC with LFBs and by identifying engagement types within the 

respective industry. Combining these three topics, the study aims to close the identified research gap 

by uncovering the different types of CE in the luxury fashion industry and the influence of CE with 

LFBs on the SC, which is not previously addressed in the literature. Therefore, the following research 

question will be investigated on: 

 

What are the different types of customer engagement with luxury fashion brands,            

and how does such customer engagement influence the customer’s self-concept? 

 

It is relevant to address this gap as the competition in the luxury fashion industry is becoming in-

creasingly fierce, given that there is a growing number of product alternatives as well as marketing 

and sales channels, strongly influenced by the emergence of social media and online commerce 

(Abtan et al., 2016; Cabigiosu, 2020; Prentice & Loureiro, 2018). Companies are forced to find op-

portunities to retain their customers (Banyte & Dovaliene, 2014), whereby customer loyalty plays a 

crucial role in securing a competitive advantage and maintaining business profitability (Kim & Ko, 

2010; Loureiro & Araújo, 2014; Reichheld & Schefter, 2000). However, customer commitment and 

loyalty are decreasing as luxury customers do not stick to one specific brand and do not solely rely 

on trusted LB names anymore, which highlights the challenges such brands are facing (Shukla et al., 

2016). Especially Millennial customers show such rather disloyal behaviors (Deloitte, 2017). In a 

complex and continuously evolving business environment, such as in the luxury fashion industry, 

engagement measures by various means provide an effective approach to address this issue: They 

have the potential to promote sales, improve product quality, increase customer satisfaction, decrease 
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costs and risks as well as rise the competitive advantage (Brodie et al., 2013; Di Gangi & Wasko, 

2009; Kumar & Pansari, 2016). Moreover, CE as a new perspective for customer relationship man-

agement is able to generate outcomes such as customer retention, customer value and new product 

advantages, which inter alia determine corporate value (Verhoef et al., 2010). According to several 

reports, engaged customers “represent an average 23% premium in terms of share of wallet, profita-

bility, revenue, and relationship growth over the average customer” (Gallup, 2014). At the same time, 

disengaged customers account for a 13% discount in the same categories. In the field of LFBs the 

topic CE becomes particularly relevant, as it is a tool for brands to connect more deeply with its 

customers and to build loyalty without compromising their status (Biggs, 2020). Especially the con-

sumption behaviors of Millennials, who value experiences rather than materialism, influence the 

whole industry and thus transform CE into a promising field for LFBs (Deloitte, 2017; Lu et al., 

2013). Moreover, Millennials in particular expect multiple channels through which they can engage 

with brands, making a classification of engagement types in the luxury industry increasingly relevant 

for marketers (Abtan et al., 2016). 

Whilst most researchers and practitioners are focused on conceptualizing and operationalizing the CE 

model in general, very few studies have attempted to apply a customer-based approach to fully un-

derstand the impacts that engagement activities with LFBs can have. This study aims to shed light on 

the void in research by addressing CE with LFBs and its impact on the customer’s SC as a four-

dimensional concept, whereby CE is holistically considered. This will create a basis for academia to 

develop first hypotheses for further research and can give practitioners first insights on what engage-

ment types exist and on how CE influences their customers with regard to their SCs. This in turn, 

serves to properly approach the Millennial customer. 
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4 Methodology 

After giving a thoroughly overview of the relevant literature and defining the research gap as well as 

the according research question, the following chapter comprehensively deals with the selected meth-

odological approach and its implementation within the master thesis at hand. 

In this context, the so-called research onion (see figure 6) according to Saunders et al. (2016) is 

followed: First, an understanding of the adopted philosophy of science and approach to theory devel-

opment is given. Furthermore, a detailed overview of the applied methodological choice, strategies, 

time horizons as well as techniques and procedures in the context of the data collection and -analysis 

are provided. 

 

Figure 6: The research onion (adapted from Saunders et al., 2016, p. 124) 
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4.1 Philosophy 
4.1.1 Ontology and epistemology 

Throughout the research, a certain epistemological and ontological perspective is adopted, which 

serves as the basis for the way of thinking and reasoning during the research. Applying this view 

therefore assumes a certain understanding of the reality, knowledge, and the way in which research 

is to be conducted. Since the philosophy of science perspective thus directly influences the research 

strategy and the methods chosen, its identification is essential (Creswell, 2009; Saunders, Lewis, & 

Thornhill, 2009). 

Regarding the adapted research philosophy, epistemology and ontology present two fundamental 

thinking patterns of research philosophy as they influence the way that research is regarded (Saunders 

et al., 2009). Accordingly, they influence the way this study is approached. 

Concerning the ontology, one addresses which nature of reality is adapted, whereby it is differentiated 

between an objective and subjective view on social entities (Saunders et al., 2009). Whereas objec-

tivism regards social entities as existent in reality external to social actors, a subjective view holds the 

position that reality is socially constructed and is therefore oftentimes associated with the term Social 

Constructivism. More precisely, this entails that reality is socially constructed, meaning that “social 

phenomena are created from perceptions and consequent actions of social actors” (Saunders et al., 

2009, p. 110). Furthermore, as part of the process of social interaction, those phenomena are con-

stantly revised. The worldview shapes the research approach by assuming that meaning is created by 

socially reconstructing the social entities’ reality and that, consequently, individuals perceive situa-

tions differently, which is assumed as the reality (Saunders et al., 2009). It further shapes the approach 

to researchers as it becomes the researcher’s role “to seek to understand the subjective reality of the 

customers in order to be able to make sense of and understand their motives, actions and intentions 

in a way that is meaningful” (Saunders et al., 2009, p. 111). 
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The term epistemology concerns “what constitutes acceptable knowledge” (Saunders et al., 2009, p. 

112). With regards to the research at hand, the Interpretivist worldview is applied, which aims for the 

understanding of differences between humans as social actors. Thus, the worldview regards 

knowledge as subjective meanings and social phenomena (Saunders et al., 2009). For the research at 

hand, it thereby becomes important for the researcher to take an empathetic stance, in order to “enter 

the social world of [the] research subjects and understand their world from their point of view” 

(Saunders et al., 2009, p. 116). Consequently, it is aimed to understand the different CE types and the 

influence of CE with LFBs on the customer’s SC by taking the individual social contexts into mind 

and regarding the several participants as social actors whose unique and subjective meanings and SCs 

are regarded as the knowledge to be elaborated on. This adopted perspective lays the foundation for 

the later selected approaches, strategies and techniques. 

  

4.1.2 Double hermeneutics  

As referred to in the previous chapter (see chapter 4.1.1), an Interpretivist perspective entails to em-

pathetically interpret the participant’s socially constructed reality. Consequently, such research ap-

proach is of high subjectivity. In this regard, it becomes crucial to consider the research in the light 

of hermeneutics, which is regarded as the methodology of interpretation (Mantzavinos, 2020). 

Following the approach of Nørreklit (2006), one differentiates between reflexive- and constructive 

double hermeneutics. The first refers to a single loop reflexive hermeneutics, whilst constructive dou-

ble hermeneutics, can be defined as “an active understanding, that automatically positions the actor 

in relation to the phenomenon and activating the responses judged appropriate through the experi-

ences of the actor” (Nørreklit, 2006, p. 4). 

The reflexive approach is characterized by positioning the actor’s pre-understanding behind each ac-

tor’s mind. Thereby, such a pre-understanding is a framework, which automatically interprets the 

actor’s environment, and thus representing an “universal medium for meeting the world and the 

other” (Nørreklit, 2006, p. 5). Accordingly, the process of understanding each other happens as an 

interaction between the two pre-understandings – which adjust to each other – in a single hermeneutic 

circle. This, however, displays a simplification since only knowledge of the pre-understanding of the 

other actor is gained. As pre-understandings vary in different situations, an understanding of such is 

not the same as understanding the person himself (Nørreklit, 2006).  



Master Thesis | Amelie Christin Schwickert & Katharina Schaab 

 48 

The double hermeneutics approach addresses this and adds on the reflexive approach as it differenti-

ates between two hermeneutic circles. More precisely, it comprises an inner and outer hermeneutic 

circle. The outer one thereby presents the reflexive approach, whilst the inner hermeneutic circle 

regulates the relation between the actors and their respective pre-understanding and therefore “con-

trols the interpretation of the situation and thus which pre-understanding skills the actor applies” 

(Nørreklit, 2006, p. 8). The outer circle thereby serves as a mediating tool to get in touch with the 

inner circle (Nørreklit, 2006). 

As the research at hand belongs to the social studies, it entails that both, the researcher and the par-

ticipant being researched on, are active participants within the dialogue. More precisely, both partic-

ipants are constantly making sense of and interpreting each other’s delivered meaning which leads to 

a complexity of meaning-making (Mills et al., 2010). For the research to be carried out, this implies 

that an extended interpretation has to take place, so that not only what the participant says, but also 

the individual background of the participant himself has to be interpreted. In this regard, double her-

meneutics request researchers to “examine the discursive effects of a given research context, within 

which discourse and meaning-making are produced by both the context and by the researcher’s in-

teractions and interpretations of and with said context” (Mills et al., 2010, p. 324). 

Thus, it becomes crucial to consider double hermeneutics, when shedding light on the different CE 

types with LFBs and the influence of such CE on the customer’s SC, because it appears indispensable 

to have the respective context in mind and to include it. Also, it becomes crucial, to keep in mind that 

the related subjectivism is strongly dependent on the researcher’s purpose, perspective and his way 

of concluding. Thus, potentially resulting limitations need to be considered (Mills et al., 2010). 
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4.2 Approach to theory development 

Within the study, theory is accessed by applying an abductive approach, which describes a mixture 

of both inductive and deductive elements and aligns with the overall research philosophy. Further, it 

represents an approach that serves as a premise for the later on applied Grounded Theory (GT) strat-

egy (Schutt, 2019). 

Referring to the inductive elements of the study, an inductive logic works in the way that “known 

premises are used to generate untested conclusions” (Saunders et al., 2016, p. 145). One thereby starts 

from the specific and then aims to generalize. Data serves as a tool “to explore a phenomenon, identify 

themes and patterns and create a conceptual framework” (Saunders et al., 2016, p. 145). Following 

the inductive approach, the researchers aim to make sense out of the interview data and result in a 

theory. The approach enables to understand a problem in detail and, in accordance with social studies, 

argues that a cause-effect link cannot be made “without an understanding of the way in which humans 

interpreted their social world” (Saunders et al., 2009, p. 126). Furthermore, an inductive approach 

implies advantages such as holistically concerning the context, allowing to consider alternative ex-

planations for what is going on, and diving deep into why phenomena are occurring and happening 

(Saunders et al., 2016). 

Following a GT strategy, which will be discussed in more detail in chapter 4.4, mainly inductive 

elements are applied as the inductive approach is originally strongly connected with the strategy of 

GT. However, more recently, it is argued that the strategy also includes deductive elements, which 

follows the logic that the conclusion holds true when the premises hold true (Saunders et al., 2016). 

In this approach, one works from the general towards the specific and data serves to “evaluate prop-

ositions or hypotheses related to an existing theory” (Saunders et al., 2016, p. 145). 

Thus, the way of moving towards theory can be regarded as a rather abductive approach (Charmaz, 

2011; Strauss & Corbin, 1998; Suddaby, 2006). As such, one understands the collection of data for 

the purpose of “explor[ing] a phenomenon, identify[ing] themes and patterns, locat[ing] these in a 

conceptual framework and test[ing] this through subsequent data collection” (Saunders et al., 2016, 

p. 145). The individual elements, which either show a rather inductive or deductive character in the 

present study, will be discussed in more detail with regard to the applied strategy GT (see chapter 

4.4).  
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4.3 Methodological choice 
4.3.1 Qualitative research design 

In the course of the master thesis, it is essential to define the research design, which serves as a 

framework for the research to be conducted and specifies details of the individual procedures 

(Malhotra, Nunan, & Birks, 2017). Aligned with an Interpretivist philosophical view and an abductive 

approach towards theory development, a methodological choice focusing on qualitative data is likely 

to take place (Saunders et al., 2016). A qualitative research design is characterized by studying “par-

ticipants’ meanings and the relationship between them” (Saunders et al., 2016, p. 168). As part of a 

qualitative research design, the data collection is furthermore non-standardized, mostly based on the 

spoken word without a numerical interpretation and the researcher is required, inter alia, to show 

sensibility, in order to gain insights to the data provided by the participants. In this respect, a mono 

method qualitative study, which is characterized by a single data collection, is chosen to answer the 

research question (Saunders et al., 2016; Schutt, 2019). 

In order to gain insights concerning the influence of CE with LFBs on the customer’s SC and to shed 

light on the different CE types within the respective industry, a qualitative research design is first and 

foremost deemed most applicable as it “capture[s] social life as participants experience it rather than 

in categories predetermined by the researcher” (Schutt, 2019, p. 74). This becomes crucial as the 

customer’s SC can be characterized as a highly individual and diverse construct, meaning that each 

participant enters the study with a different starting point, which must be considered individually. 

The great diversity amongst the target group of the Millennials also contributes to this requirement, 

which makes an individual approach further on indispensable (e.g. Lantos, 2014). Thus, it is fist re-

quired to elaborate on each participant’s SC, in order to give a thoroughly and detailed understanding 

of the influence on the SC, which in turn must be explained and assessed individually. In line with 

that, each individual’s understanding and personal interpretation with regard to luxury must be dis-

covered, which further implies each individual’s connection with LFBs. Qualitative research thereby 

serves as a well-suited research design and “a means for exploring and understanding the meaning of 

individuals (…) ascribe to a social or human problem” (Creswell, 2009, p. 4). It further takes the 

contextual factors into consideration, which potentially allows to dig deep into the perceived influ-

ence of the CE with LFBs and thereby aims for the understanding of individual perceptions and points 

of views in rich detail and embedded in a complex situation (Saunders et al., 2016). 
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However, a qualitative research design also raises some potential challenges, which are roughly ad-

dressed in the following (for a detailed discussion of the limitations see chapter 7.3). First and fore-

most, the entire research is characterized by a high degree of subjectivity. This means that both data 

collection and -analysis are highly dependent on the subjectivity and skills of the researcher in ques-

tion and can therefore possibly turn out to be slightly biased. On the one hand, this subjectivity threat-

ens the thorough transparency of the conclusions drawn and, on the other hand, makes it impossible 

to generalize them in the later process (Bryman, 2012). In addition, qualitative studies pose the risk 

of misinterpretation. The participant expresses his perception or reality in his own words, so that this 

can be considered a reproduction of his mental representation of reality. The researcher must in turn 

interpret them, which bears the risk of possibly drawing false conclusions from what the participant 

says. However, in order to ensure that the conclusions drawn are as comprehensible as possible, the 

respective statements are each backed up with quotations from the participants. 

 
4.3.2 Exploratory research character 

Considering the research question dealing with the different types of CE within the luxury fashion 

industry and the perceived influences of CE with LFBs on the customers’ SC, only studies that partly 

touch upon these areas or only take up two of the three fields can be found. Research, that considers 

the three concepts and investigates on their interrelation as proposed in the study at hand, cannot be 

found within the existing scientific literature for the time being (see chapter 3). Consequently, the 

study at hand adopts an exploratory research character, which is reflected throughout the entire re-

search process – meaning the data collection and -analysis – and furthermore determines the strategies 

and actions taken upon. Moreover, the explorative character of the research is in line with the Inter-

pretivist perspective that is followed. 
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An exploratory research design can be defined as “a flexible and evolving approach to understanding 

(…) phenomena that are difficult to measure” (Malhotra et al., 2017, p. 69). Furthermore, the ap-

proach is marked by small sample sizes and emphasizes the understanding of problems (Malhotra et 

al., 2017; Saunders et al., 2009). It aims to find out “what is happening to seek new insights, to ask 

questions and to assess phenomena in a new light” (Robson, 2002, p. 59). 

With regard to the research at hand, the aim is to deal with the customer’s perspective in an unbiased 

way, so that his view and perception can be taken without reference to hypotheses, which in turn is 

enabled by the explorative approach. In the context of the research question, it becomes crucial to 

find out “what meanings [the customers] give to their actions, and what issues concern them” (Schutt, 

2019, p. 66). In the context of research, therefore, an explorative approach is suitable not only because 

it is in alignment with the philosophical perspective, but rather because the focus is on exploring the 

different CE types as well as how CE with LFBs influences the SC and on developing an understand-

ing for that (Saunders et al., 2016). This in turn encourages the discovery of new insights instead of 

testing developed hypotheses. 

 
4.4 Strategy 

The research strategy presents a link between the philosophical view and the subsequent choice of 

methods for data collection and -analysis (Denzin & Lincoln, 2011). 

Following the adapted ontological and epistemological view, it is decided for Grounded Theory as 

the research strategy, which is characterized as one of the most common strategies amongst social 

studies and thus, well applicable for the nature of qualitative research. It thereby refers to both the 

strategy and the data collection and -analysis (Saunders et al., 2016). It furthermore logically follows 

the chosen abductive approach, the exploratory research character and the chosen qualitative meth-

ods. 
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GT, originally developed by Glaser and Strauss (1967), is defined as “a process to analy[z]e, interpret 

and explain the meanings that social actors construct to make sense of their everyday experiences in 

specific situations” (Saunders et al., 2016, p. 193). The strategy puts specific emphasis and scope on 

the discovery of theory which arises from the data. 

While there are slightly different approaches within the field of GT, differing for example in the 

degree of flexibility applied (Charmaz, 2000), there are some key elements which are constantly em-

phasized across the different orientations. Some of those are explained in more detail in the following. 

First, since GT is predominantly associated with an inductive approach, high importance is attached 

to the data in terms of theory generation. In this respect, the process of coding is assigned a crucial 

role since it serves as a tool to reorganize the conducted data. Whilst there are different approaches 

to carry out the coding in GT, it is here decided to divide the process into three stages following the 

approach of Strauss and Corbin (1998). Consequently, the coding process consists of an open, axial, 

and selective coding. The first thereby refers to a first labeling of the data, the second focuses on the 

recognition of relationships between the codes as well as organizing them into categories, and the 

latter characterizes the integration of categories, in order to produce theory (Strauss & Corbin, 1998). 

A detailed discussion of the coding process is given later on in the data analysis (see chapter 4.7.2). 

As a second key element, the process of constant comparison is deemed crucial. It involves that each 

of the coding items is compared with both the existing data as well as with categories established 

within the previous process of coding. Thereby, the aim is to seek out similarities and differences, in 

order to facilitate the subsequent analysis. Highlighting this part, the way of thinking can partly be 

defined as inductive and partly as deductive. As data needs to be categorized in new codes, one thinks 

inductively. However, when assigning codes to already in the process defined categories and thus 

when testing the already defined abstract generalizations, one can speak of a deductive way of think-

ing (Strauss & Corbin, 1998). Combining both, the overall process of gaining insights can be catego-

rized as an abductive approach (Charmaz, 2011; Reichertz, 2007; Suddaby, 2006). 
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Third, the targeted selection of cases, namely the purposive sampling, is crucial in the context of GT. 

This serves the purpose of forming a theory from the specific cases, but not to demonstrate represent-

ativeness across the whole population (Charmaz, 2006). In this regard, the participants are required 

to fulfill previously defined criteria which are potentially insightful towards the research question 

(Strauss & Corbin, 1998). A detailed description on the sample will be given in chapter 4.6.1.2. 

This leads to the fourth key element, which is the theoretical saturation. The principle is thereby 

applied to both the data collection and -analysis. The first refers to the fact that the sample is expanded 

until no further insights are generated by adding more cases. Consequently, at such point, theoretical 

saturation would be reached (Saunders et al., 2016). The latter regards the data analysis as it entails 

that the existing categories within the code scheme appear as sufficient (Bryman, 2012). 

All of the above stated key elements yield in GT presenting a strategy which enables to systematically 

and thoroughly analyze the data. Although that the GT method has its drawbacks such as the produc-

tion of a large – sometimes difficult to manage – amount of data, its requirement for skillful research-

ers, and no standardization in rules for the identification of categories (Bryant & Charmaz, 2007), it 

appears as a well suited strategy, in order to answer the research question at hand. 

This is due to several advantages: As the different types of CE within the luxury fashion industry and 

the influence of the CE with LFBs on the customer’s SC is rarely investigated on yet, GT with its 

exploratory character presents a well-qualified method (Milliken, 2010). In addition, the method is 

characterized by an unbiased view towards the research topic. By avoiding assumptions in terms of 

types and influences of CE, a neutral and not biased view on the activities and opinions in a social 

context is provided (Simmons, 2006). This in turn aids the achievement of an understanding of social 

phenomena without the existence of theories or paradigms in that field (Engward, 2013). Lastly, GT 

enables to shed light on a wide range of diverse phenomena and helps to offer insights about deter-

mining what actually happens. By doing so, it reveals in-depth insights allowing the research question 

to be answered in depth and detail. 
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4.5 Time horizon 

As part of the research design, it also becomes crucial to decide for a time horizon. In this regard, one 

distinguishes between a cross-sectional and a longitudinal research. For the research at hand, it is 

decided for a cross-sectional study, which is characterized as a “study of a particular phenomenon 

(…) at a particular time” (Saunders et al., 2016, p. 200). 

This is largely due to the scope of the master thesis. Since the thesis is time constrained and has to be 

completed within a certain time frame, it is not possible to conduct a long-term study within the given 

time frame. Moreover, the research question does not aim to shed light on a progress, but instead on 

the existing CE types within the luxury fashion industry and the influence of CE with LFB on the 

customer’s SC for the time being. This is illustrated by the fact that the interviews are conducted 

within a short time frame of two weeks (see chapter 4.6.2.2). 

 

4.6 Data collection 

Aligned with the previously stated qualitative approach and exploratory research design, the follow-

ing chapter is focused on the actual data collection. Thereby, the sample and the according sampling 

strategy will be presented. Furthermore, the applied method of conducting semi-structured in-depth 

interviews will be elaborated on in detail. 

 

4.6.1 Sample and sampling technique 

4.6.1.1 Purposive sampling strategy  

Within the scope of the study, a non-probability sampling technique as a method, commonly used in 

qualitative research approaches, is chosen. Probability sampling techniques, in contrast, are rather 

associated with survey or experimental research strategies and are therefore rather unsuitable for the 

study at hand (Saunders et al., 2009). In this regard, the sample is not generated randomly, but on the 

basis of subjective judgement. 
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More precisely, purposive sampling is identified as the most adaptable and reasonable sampling strat-

egy linked to the research at hand. This method allows to choose cases that are most likely to answer 

the research question and furthermore, enables to “select cases that are particularly informative” 

(Saunders et al., 2009, p. 237). Additionally, it is of high importance to choose a sample of partici-

pants who are willed to give personal and sensitive in-depth insights within the context of LFBs, SC 

and CE (Bryman, 2012). As another advantage of the purposive sampling strategy one can point out 

its time- and cost efficiency (Black, 2010). 

As part of such a purposive sampling strategy, a homogeneous sample is recruited. Accordingly, the 

study focuses on one particular sub-group and the participants have to meet certain, previously de-

fined criteria. This allows to generate particularly deep insights in a focused area and to investigate 

on the research question in great depth (Saunders et al., 2009). In order to select the participants 

according to the sampling strategy, a screener questionnaire is first applied. This enables to select 

qualified participants who meet the criteria relevant to the research question, in order to provide deep 

insights in the field that can be traced back to their personal circumstances. An exemplary version of 

the screener questionnaire can be found in the appendix (see appendix A). 

In order to participate in the study at hand, it is mandatory to fulfill the following five criteria. First, 

the participants must be part of the Millennial generation in terms of age. In line with the definition 

adopted in the literature review (see chapter 2.1.4), participants are required to be born within the 

years 1981 and 2000. In this regard, the Generation Y presents a dominant and moreover, promising 

target segment within the luxury market and thus, demonstrates an interesting and challenging seg-

ment. 

Second, the screener ensures a broadly consistent definition of LFBs amongst the participants and 

guarantees industry awareness by means of unaided recall and recognition of brands. Thus, an appro-

priate understanding of LFBs amongst the sample is provided. 

Third, with regards to behavioral and psychological means in terms of the investigated concepts, only 

participants who have purchased or were given at least one LFB within the preceding two years and/ 

or are just interested in LFBs and would potentially purchase such brand. This ensures a basic per-

sonal interest in LFBs and also guarantees that the participants are sensitized to the topic, have back-

ground knowledge in the sense of experience with LFBs and are able to answer potential interview 

questions on a personal level. 
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Fourth, only participants who have previously engaged with an LFB are qualified to take part in the 

study. Therefore, the participants are requested to state if they have conducted CE within the luxury 

fashion industry, and more precisely, which kinds of CE they have carried out. 

Lastly, the sample is supposed to be as evenly distributed as possible in terms of gender. Likewise, 

there should be as much diversity as possible within the nationalities of the individual participants, 

so that different demographics and, correspondingly, a non-culturally biased interpretation can be 

assumed. 

 
4.6.1.2 Sample size and description 

The sample size in qualitative studies is for the main part significantly smaller than that of quantitative 

studies, which can be argued, among other things, by the focus on generating detailed in-depth in-

sights rather than testing hypotheses (Malhotra et al., 2017). The sample size amongst qualitative 

studies is often not decided on a priori, but within the course of the research. According to GT, the 

sample size is determined by the time at which theoretical saturation is reached (see chapter 4.4). This 

means that no further insights are gained by adding participants and that informational redundancy 

appears (Sandelowski, 1995; Sim et al., 2018). However, the sample size represents a parameter that 

is strongly dependent on the subjective perception of the researcher. 

Due to time efficient reasons, however, the researchers decide to determine the sample size in ad-

vance. Oftentimes, the sample size within qualitative studies is therefore determined by the rule of 

thumb, meaning different studies varying in their proposals for sample size. Accordingly, recommen-

dations for studies applying the GT approach vary between five and 35 participants (Sim et al., 2018). 

Subsequently, it is decided to organize a total of twelve interviews, which represents a realistic and 

appropriate number of participants in the scope of the research. 
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In addition to the twelve interviews to be conducted, it is decided to carry out two interviews for the 

purpose of a pre-test – one with a female, and one with a male participant. This gives the opportunity 

to test the guide with regard to the question’s comprehensibility as well as to gain first insights with 

regard to whether the question structure generally follows the logic of the unbiased participants or 

can be flexibly adapted to it. 

In total, the respective sample consists of 14 participants of which 50% are female and 50% are male. 

Amongst the participants, eight different nationalities and five different places of residence are rep-

resented. More precisely, the sample contains of participants with an Austrian, Bulgarian, Danish, 

Filipino, French, German, Italian, and Swedish nationality, currently living in Denmark, France, Ger-

many, Portugal and the United States of America. Furthermore, there is a mix between professionals 

and students, although the majority of the participants are enrolled at a university (10 out of 14), 

which has to be considered in the context of the representativeness of the sample. Due to the fact that 

the recruitment of the participants is affected by the prevailing circumstances regarding the Covid-19 

pandemic, it is necessary to mostly rely on the researchers’ extended personal network. This, in turn, 

justifies a slight bias towards German participants. A detailed listing of the sample can thereby be 

derived from table 5. 

 
Table 5: Description of the sample 

  

INTERVIEW AGE GENDER NATIONALITY RESIDENCE OCCUPATION SCHEDULED DATE 

1 25 Female German Denmark Student  27.03.2020 

2 25 Male German Germany Professional  28.03.2020 

3 28 Female Filipino USA Professional 29.03.2020 

4 32 Female German Germany Professional 30.03.2020 

5 26 Male Swedish Denmark Student 31.03.2020 

6 26 Male Austrian Denmark Student 01.04.2020 

7 31 Male Bulgarian USA Professional 01.04.2020 

8 24 Female German Denmark Student 02.04.2020 

9 21 Male French France Student 02.04.2020 

10 24 Female French Denmark Student 02.04.2020 

11 25 Male German Germany Student 03.04.2020 

12 26 Female Danish Denmark Student 03.04.2020 

13 25 Female Italian Denmark Student 03.04.2020 

14 27 Male German Portugal Student 09.04.2020 
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4.6.2 In-depth interviews 

In line with the explorative research character, the different CE types within the luxury fashion in-

dustry and the perceived influence of CE with LFBs on the customers’ SC is investigated in the form 

of in-depth interviews as the primary data collection. Accordingly, the following chapter discusses 

the character and design of the interviews as well as the concrete procedure within the interview 

guide. 

 
4.6.2.1 Interview characterization 

As part of the study at hand, a total amount of 14 semi-structured in-depth interviews – including two 

pre-tests – is conducted, in order to carry out an explorative study. 

Generally speaking, an interview is described as a “purposeful discussion between two or more peo-

ple” (Saunders et al., 2009, p. 318). Particularly focusing on the semi-structured and in-depth ap-

proach, those types of interviews can be characterized as non-standardized (Saunders et al., 2009). 

The in-depth interview itself is defined as “an unstructured, direct, personal interview in which a 

single participant is probed (…) to uncover underlying motivations, beliefs, attitudes and feelings on 

a topic” (Malhotra, Nunan, & Birks, 2017, p. 209). Thereby the researcher is provided with a list of 

themes which needs to be covered. However, he is assigned the flexibility to switch between topics, 

ask ad-hoc questions and adapt to the flow of conversation. As such, the interview type aligns with 

the exploratory character as it provides an approach which is flexible and adaptable to changes 

(Saunders et al., 2016). 

Considering the applied philosophy, the research question at hand, and the following of an explora-

tory approach, semi-structured in-depth interviews are most applicable (Cooper & Schindler, 2008; 

Saunders et al., 2009) as they appear to be helpful in terms of “find[ing] out what is happening [and] 

to seek new insights” (Robson, 2002, p. 59). Such type of interviews thereby shows several ad-

vantages. 
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The research question aims to focus on the individual customers because the individually performed 

CE with LFBs is considered. In-depth interviews thereby enable “to understand the meaning of the 

participant’s experiences and life worlds” (Malhotra et al., 2017, p. 209) by socially and interperson-

ally interacting with the participant. Meaning is drawn from interpreting what the participant says 

(Malhotra et al., 2017). Particularly with regard to the individual and unique nature of the SC and an 

individual interpretation of it (Onkvisit & Shaw, 1987) – as well as with regard to the diverse char-

acteristics and perspectives amongst the Millennials – in-depth interviews enable researchers to get 

involved with the single participants and empathize with their individual lifeworld. As the participants 

can be assumed to have different backgrounds with regard to CE, it is of great importance, especially 

in the context of the research question, to grasp the individual and personal perspectives of the par-

ticipants and to understand them in depth. Furthermore, the SC can be seen as a very personal con-

struct, which requires that the individual interviewees reveal highly personal information. In order to 

avoid biased answers due to social pressure in the presence of other participants – e.g. in a focus 

group – a one-on-one interview represents a reasonable method (Malhotra et al., 2017). 

With respect to methodological implementation, there are further advantages: The chosen approach 

enables to rather explore the participant’s life world than to confirm assumptions (Healey & 

Rawlinson, 1994). Furthermore, the researcher is given the opportunity to adapt flexibly to the par-

ticipants’ conversational structure and, for example, to ask ad hoc questions, which goes along with 

the individual observation of the participants (Saunders et al., 2016). Lastly, the interviewer is as-

signed a rather passive role which allows the interviewee to give extensive and detailed responses 

(Bryman, 2012). Some drawbacks come a long with it, which are discussed in detail in the chapter 

concerning the limitations (see chapter 7.3), in conclusion, however, semi-structured in-depth inter-

views are chosen as the most suitable methodology in regard to the research question at hand. 
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4.6.2.2 Interview design 

The 14 interviews – including the two pre-tests – are conducted with participants who match the 

criteria stated above. All of the interviews are carried out within a time frame of two weeks – more 

precisely from March 27th until April 24th, 2020. Due to the Covid-19 pandemic and the resulting 

restraint of contact, all interviews are conducted via FaceTime. Caused by that, it is not thoroughly 

possible to control potential disruptive factors to which the candidates are exposed during the inter-

view. However, this approach enables the researchers to reach out to participants located in five dif-

ferent countries (see chapter 4.6.1.2). The duration of each interview is between 40 minutes and one 

hour. All interviews are recorded by audio. 

The data collection is thereby organized as follows: First, based on the defined sample criteria, a 

screener questionnaire including the stated criteria is developed (see chapter 4.6.1.1, see appendix 

A). In a second step, the semi-structured interview guide is designed. Third, through the extended 

social network of the researchers, people are contacted who would generally be suitable for the re-

search. Once initial approval is given, the screener is filled out by the participants to again ensure that 

they would meet the sample criteria. As a result, appointments for the interviews are scheduled. 

Fourth, pre-tests are carried out with two of the participants. This enables to check whether the type 

of questions is generally understandable for the interviewees and whether they are logically compre-

hensible. Changes for the guide are identified and the guide is adjusted accordingly. Fifth, the re-

maining twelve interviews are conducted and, with the consent of the participants, recorded by audio. 

Sixth, all of the 14 interviews are transcribed which is assisted by the online software Otter. As re-

quested by the respective participants, five of the interviews are firstly conducted in German, so that 

they are translated into English afterwards. The 14 English transcripts can be found in the appendix 

(see appendix E). 

 

4.6.2.3 Interview guide  

As previously stated, the semi-structured in-depth interviews are structured and conducted with the 

assistance of an interview guide. A complete version of the guide can be retrieved from the appendix 

B. 

The guide is divided into five different chapters – namely Introduction, Warm up: Luxury Fashion 

and Your Lifeworld, Luxury Fashion Brands and Self-Concept, Luxury Fashion Brands, Self-Concept 

and Customer Engagement, and Goodbye. However, those solely serve as an orientation for the 
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researchers to structure the interview. Whilst, the first and last chapters mainly serve to give the par-

ticipant a pleasant beginning and end of the interview, the other three chapters each address a specific 

thematic area. In the course of the interview and along the different chapters, the overall research 

question is constantly considered and deepened more and more towards the end of the interview. By 

doing so, it is aligned with the exploratory research character, since the interview starts with a broad 

focus and narrows down in the further course (Saunders et al., 2016). Within the individual chapters, 

potential questions with respective sub-questions are listed to holistically cover the thematic area 

summarized in the chapter. Thereby, the questions show an open character, which is illustrated by 

question words such as “how” and “what”. Following the semi-structured approach, however, it is 

again emphasized that the several questions rather serve as an orientation than as a strict stipulation. 

As a consequence, in the course of the data collection, some areas are particularly concentrated on, 

while others are somewhat neglected in order to adapt to the GT approach and the associated adapta-

tion to the growing state of knowledge by the conduction of each interview (Saunders et al., 2016). 

In the following, the several chapters of the interview guide are shortly presented in terms of their 

content and purpose. 

The Introduction is divided into two sections and mainly serves to convey a pleasant and welcoming 

atmosphere. A welcome and presentation of the interviewer as well as a short overview of the inter-

view process is given. In addition, the participant is informed about the overarching research purpose 

and the anonymous and confidential treatment of the data. Furthermore, the interviewee is given the 

opportunity to ask questions before the beginning of the interview. In the second part of the introduc-

tion the participant is asked a few questions regarding the current living situation and hobbies. This 

serves above all to loosen up the discussion atmosphere and to establish a familiar relationship be-

tween the interviewer and interviewee. 

The chapter Warm up: Luxury Fashion Brands and Your Lifeworld serves above all to sensitize the 

interviewee for the topic of LFBs and to create awareness for the role they play in the interviewee’s 

life. Accordingly, the interviewee is inter alia asked to give a personal definition of the term LFB and 

to describe their meaning in the own lifeworld. Furthermore, the interviewee is briefly asked to guide 

through his or her own history with LFBs, in order to shed light on when interest for LFBs in general 

arose and how it changed over time. Lastly, the interviewee is requested to give an example of a 

particular LFB and to describe the image he has in mind. Not only does this raise the interviewees 

awareness of the issue, but it also ensures, once again, that interest and personal knowledge as well 

as a personal, illustrative image of LFBs is evident. 
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The third chapter – Luxury Fashion Brands and Self-Concept – starts by raising awareness for the 

interviewee’s own SC. Thus, the interviewee is asked to reflect on his own image as well as the 

presumed outward appearance. After sensitizing for this topic, the interviewee is asked to relate this 

to the fashion context by asking questions such as “In which way is dealing with LFBs related to your 

personality?”. Furthermore, it is reflected whether the interviewee identifies a match between his 

(aspirational) SC and the presented brand’s image. It is also dived deep into the motivation behind 

selecting LFBs, the interviewee deals with in his everyday life. This chapter further serves to work 

towards the overarching research question and to gain first insights of the connection between CE 

and the interviewee’s SC. 

The fourth chapter interrelates all of the three considered concepts – LFBs, SC, and CE – and thus 

regards the overall research question. First, the interviewee is asked to present his or her own under-

standing of CE and is moreover required to give examples on how to execute such engagement with 

LFBs in particular. Afterwards the interviewee is requested to elaborate on a specific example of CE 

with LFBs that he or she has already done. Thereby, the interviewee is allowed to refer to examples 

that he or she already gave in the screener questionnaire. This mostly pays off the first part of the 

overall research question. Within the last two sections, the participant’s overall motivations behind 

as well as his or her personal outcome by engaging with LFBs are elaborated on. The latter thereby 

dives deep into the perceived benefits and influences in regard to the customer’s SC and thus, strongly 

focuses on the latter part of the overall research question. It should be noted, however, that the find-

ings with regard to the research question were not only drawn from this section of the guide but were 

generated throughout the entire interview course. 

Lastly, in the Goodbye chapter the interviewee is given the opportunity to add information, that was 

not part of the questions so far, and to ask questions. 

  



Master Thesis | Amelie Christin Schwickert & Katharina Schaab 

 64 

4.7 Data analysis 

The following chapter presents an overview of the applied data analysis method after conducting 

semi-structured in-depth interviews. First, the nature of qualitative data and -analysis including its 

specific characteristics is discussed in more detail. This is followed by a detailed overview of the 

coding process according to GT and the three respective stages. 

 

4.7.1 The nature of qualitative data and -analysis 

Qualitative data collection and -analysis – compared to the quantitative ones – are distinguished by 

being interactive and interrelated. In this regard, the nature of qualitative data is assigned a special 

role as it is provided in a non-standardized form and is characterized by its large volume, variety and 

complexity due to the fact that they have to be considered within their initial social context. This 

yields in an usually extensive and dense abstraction and description of the data (Brekhus et al., 2005; 

Dey, 1993; Saunders et al., 2016). Following the Social Constructivist and Interpretivist view, the 

data is provided in a way in which it requires interpretation of meanings which is embedded in the 

spoken (textual) word. In addition, it must be considered that the participant expresses meaning in 

the light of his or her interpretation of reality (Saunders et al., 2016). 

The aim of the analysis is therefore to make sense of the meanings which are individually and socially 

constructed. Thus, it is required to approach the data in a sensitive manner, in order to seek for the 

meaning behind what is expressed by the participants, which is achieved “through the use of concep-

tuali[z]ation” (Saunders et al., 2016, p. 569). Further, it is important to point out that, in this regard, 

the qualitative research depends on the interaction between the data collection and -analysis to allow 

meanings to be explored and clarified (Saunders et al., 2016). 
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4.7.2 Coding process  

As referred to in chapter 4.4, coding serves as the underlying tool to carry out the analysis and presents 

an essential processes within GT (Bryman, 2012). Coding in the context of qualitative data analysis 

entails “labelling each unit of data (…) with a code that symboli[z]es or summary[z]es that extract’s 

meaning” (Saunders et al., 2016, p. 580). The coding procedure addresses the non-standardized form 

of the qualitative data and serves in order to classify it into categories. Thereby the qualitative data 

becomes more structured and manageable (Saunders et al., 2016). Aligned with the GT, which serves 

as both strategy and method, it presents an iterative process with the aim of discovering relevant 

themes, and subsequently developing a theory out of the categorized of data. The relevance of each 

code can, inter alia, be justified by its reoccurrence (Strauss & Corbin, 1998). 

The codes are thereby created in vivo and not with a clearly defined framework or hypothesis back-

ground based on already existing theory. Thereby, theory is developed throughout the process of the 

data collection and -analysis. It is aimed to gather the meanings out of the perception and social 

contexts of the participants in the context of the research question and to correspondingly draw theo-

retical conclusions (Saunders et al., 2016). Aligned with the GT key element of constant comparison, 

the codes are repeatedly revised and adapted in the light of the added interviews and throughout the 

course of the analysis process (Bryman, 2012). 

In regard to the research at hand, the coding process is oriented on the approach of Strauss and Corbin 

(1998). The coding process is differentiated in three parts, which lastly yield in grounded theories 

(see figure 7). Each of the three stages – open, axial, and selective coding – is elaborated on in more 

detail within the following chapters. 

It should be noted that the coding process is carried out by both of the researchers and with the help 

of the software NVivo. 

 
Figure 7: Coding process according to Corbin & Strauss (1998) (adapted from Saunders et al., 2016) 
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4.7.2.1 First stage: Open coding 

Following the approach of Strauss and Corbin (1998), the coding process starts with the first stage, 

namely open coding. As such, one understands “the disaggregation of data into units” (Saunders et 

al., 2016, p. 595), which entails that text passages in the transcripts, that are considered relevant for 

the research question in the widest sense, are assigned a label that roughly summarizes the content of 

the text passage. In this manner, the entire data is covered. Following the GT’s key element of con-

stant comparison, it must be thereby ensured that data sets with very similar contents are given the 

same label during the coding process. Throughout the entire coding process, emphasis is put on the 

derivation of meaning, which is deemed the overall objective (Saunders et al., 2016; Strauss & 

Corbin, 1998). As a result of such open coding, one achieves “the creation of a multitude of concep-

tual labels related to the lower level of focus and structure” (Saunders et al., 2016, p. 596). 

In regard to the investigation of the different types of CE within the luxury fashion industry and the 

influence of CE with LFBs on the customers’ SC, a large number of frequently occurring concepts 

were initially noted in the so-called nodes. Thereby, it is first of all attempted to include all relevant 

phenomena that can be broadly linked to answering the research question; it is aimed to not be biased 

by knowledge based on prior theory. 

The following table shows an exemplarily overview of two open codes and the quotes they are based 

on (see table 6). However, the representation in the table below is not complete – in terms of quotes 

and the amount of codes – and serves only as an example to illustrate the coding process. A complete 

version of the list of codes can be found in the appendix (see appendix C). 

 

Table 6: Exemplarily open coding  
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4.7.2.1 First stage: open coding 

Following the approach of Strauss and Corbin (1998), the coding process starts with the first stage, 

namely open coding. As such, one understands “the disaggregation of data into units” (Saunders et 

al., 2016, p. 595), which entails that text passages in the transcripts, that are considered relevant for 

the research question in the widest sense, are assigned a label that roughly summarizes the content of 

the text passage. In this manner, the entire data is covered. Following the GT’s key element of con-

stant comparison, it must be thereby ensured that data sets with very similar contents are given the 

same label during the coding process. Throughout the entire coding process, emphasis is put on the 

derivation of meaning, which is deemed the overall objective (Saunders et al., 2016; Strauss & 

Corbin, 1998). As a result of such open coding, one achieves “the creation of a multitude of concep-

tual labels related to the lower level of focus and structure” (Saunders et al., 2016, p. 596). 

In regard to the investigation of the different types of CE within the luxury fashion industry and the 

influence of CE with LFBs on the customers’ SC, a large number of frequently occurring concepts 

were initially noted in the so-called nodes. Thereby it was first of all attempted to include all relevant 

phenomena that could be broadly linked to answering the research question; it was aimed to not be 

biased by knowledge based on prior theory. 

The following table shows an exemplarily overview of two open codes and the quotes they are based 

on (see table x). However, the representation in the table below is not complete – in terms of quotes 

and the amount of codes – and serves only as an example to illustrate the coding process. A complete 

version of the list of codes can be found in the appendix (see appendix x).  

 

OPEN CODE  RESPECTIVE QUOTE(S) 

Boosts self-confidence  

“Well, first off, I get the brand, the anomaly that this kid from a low-income suburb in the 
Philippines is wearing it. There’s that number one. Because people like me are not sup-
posed to be wearing these things or can purchase these things. So that’s cool. I call that 
swag.” (Int. 3) 

“I think, I like of course the quality of the product material, the product itself, but also 
maybe the feeling that the brand adds on to you, I guess. So, I guess, the brand associa-
tion kind of gives you a boost in personality or like it adds on something to your, to your 
sense of self.” (Int. 5)  

“I think it affects me more than I think. Because like I said, it kind of gives you a boost indi-
rectly.” (Int. 5)  

Enriches personality   

“I think, by looking at things and knowing things about a brand, kind of already give you 
like, oh, I’m a person that knows a lot about this brand. So, I’m this guy, I think it definitely 
adds on to your personality as well. Like, if you follow a brand on Instagram, that’s en-
gagement, right? And I think by following a certain brand, kind of also indirectly gives you 
this changed picture of yourself because I’m the girl or guy that follows this brand. So, I’m 
part of that a little bit. So, it’s kind of like, this is sum of the brands that I follow. So, it’s like 
me, this is my personality and my interests.” (Int. 13) 
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4.7.2.2 Second stage: Axial coding 

Axial coding is defined as the second coding stage subsequent to open coding. As such, one under-

stands “a set of procedures whereby data are put back together in new ways after open coding, by 

making connections between categories” (Strauss & Corbin, 1990, p. 96). This second step entails to 

link codes “to contexts, to consequences, to patterns of interaction, and to causes” (Bryman, 2012, p. 

578). It is aimed to identify relationships which can be drawn between the several open codes. By 

doing so, axial coding can be described as the second level working towards the process of theoretical 

development. In this step, such relationships, however, are not only identified but furthermore rear-

ranged in order to get a hierarchical order between the different codes, so that sub-categories emerge. 

Those, in turn, need to be verified against the conducted data (Saunders et al., 2016). 

Again, an exemplarily overview of the axial coding is illustrated in the table below (see table 7). 

 

Table 7: Exemplarily axial coding 
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4.7.2.2 Second stage: axial coding 

Axial coding is defined as the second coding stage subsequent to open coding. As such, one under-

stands “a set of procedures whereby data are put back together in new ways after open coding, by 

making connections between categories” (Strauss & Corbin, 1990, p. 96). This second step entails to 

link codes “to contexts, to consequences, to patterns of interaction, and to causes” (Bryman, 2012, p. 

578). It is aimed to identify relationships which can be drawn between the several open codes. By 

doing so, axial coding can be described as the second level working towards the process of theoretical 

development. In this step, such relationships, however, are not only identified but furthermore rear-

ranged in order to get a hierarchical order between the different codes, so that sub-categories emerge. 

Those, in turn, need to be verified against the conducted data (Saunders et al., 2016). 

Again, an exemplarily overview of the axial coding is illustrated in the table below (see table x). 

AXIAL CODE  OPEN CODE RESPECTIVE QUOTE(S) 

Actual self 

Boosts self-confi-
dence  

“Well, first off, I get the brand, the anomaly that this kid from a low-in-
come suburb in the Philippines is wearing it. There’s that number one. 
Because people like me are not supposed to be wearing these things 
or can purchase these things. So that’s cool. I call that swag.” (Int. 3) 

“I think, I like of course the quality of the product material, the prod-
uct itself, but also maybe the feeling that the brand adds on to you, I 
guess. So, I guess, the brand association kind of gives you a boost in 
personality or like it adds on something to your, to your sense of self.” 
(Int. 5)  
“I think it affects me more than I think. Because like I said, it kind of 
gives you a boost indirectly.” (Int. 5) 

Enriches personality  

“I think, by looking at things and knowing things about a brand, kind 
of already give you like, oh, I’m a person that knows a lot about this 
brand. So, I’m this guy, I think it definitely adds on to your personality 
as well. Like, if you follow a brand on Instagram, that’s engagement, 
right? And I think by following a certain brand, kind of also indirectly 
gives you this changed picture of yourself because I’m the girl or guy 
that follows this brand. So, I’m part of that a little bit. So, it’s kind of 
like, this is sum of the brands that I follow. So, it’s like me, this is my per-
sonality and my interests.” (Int. 13) 

Ideal self  Helps to get closer 
to desired values  

“I believe very strongly, that if you transfer the values and visions of 
the brand to yourself through products and thereby radiate some-
thing that others associate with the brand. So, if someone else has a 
certain image of a brand and I am wearing this specific brand, then 
he or she would project the values onto me, even without knowing 
me.” (Int. 4) 

“But it’s also, I think, it’s important for the values you want to deliver 
and the effort you want to deliver.” (Int. 4) 

 

Table 7: Exemplarily axial coding 

  



Master Thesis | Amelie Christin Schwickert & Katharina Schaab 

 68 

4.7.2.3 Third stage: Selective coding 

As the final level of coding, selective coding comes into play. Strauss and Corbin define it as “the 

procedure of selecting the core category, systematically relating it to other categories, validating 

those relationships, and filling in categories that need further refinement and development” (Strauss 

& Corbin, 1990, p. 116). Thus, the aim in the final coding stage is to establish principle categories, 

focusing on recognizing and developing relationships between the categories created in the previous 

axial coding process (Saunders et al., 2016). 

In the case of the research at hand, this yields into three core categories – namely luxury fashion 

brands, customer engagement, and lastly, customer’s self-concept. An example of the integration 

into selective codes can be found in the table below (see table 8). 

 

Table 8: Exemplarily selective coding  
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4.7.2.3 Third stage: selective coding 

As the final level of coding, selective coding comes into play. Strauss and Corbin define it as “the 

procedure of selecting the core category, systematically relating it to other categories, validating 

those relationships, and filling in categories that need further refinement and development” (Strauss 

& Corbin, 1990, p. 116). Thus, the aim in the final coding stage is to establish principle categories, 

focusing on recognizing and developing relationships between the categories created in the previous 

step (axial coding) (Saunders et al., 2016). 

In the case of the research at hand, this yields into three core categories – namely luxury fashion 

brands, customer engagement, and lastly, customer’s self-concept. An example of the integration 

into selective codes can be found in the table below (see table x). 

SELECTIVE CODE AXIAL CODE OPEN CODE RESPECTIVE QUOTE(S) 

Customer’s self-
concept 
 

Actual self 

Boosts self-con-
fidence  

“Well, first off, I get the brand, the anomaly that this kid from a 
low-income suburb in the Philippines is wearing it. There’s that 
number one. Because people like me are not supposed to be 
wearing these things or can purchase these things. So that’s cool. 
I call that swag.” (Int. 3) 

“I think, I like of course the quality of the product material, the 
product itself, but also maybe the feeling that the brand adds on 
to you, I guess. So, I guess, the brand association kind of gives you 
a boost in personality or like it adds on something to your, to your 
sense of self.” (Int. 5)  
“I think it affects me more than I think. Because like I said, it kind of 
gives you a boost indirectly.” (Int. 5) 

Enriches per-
sonality  

“I think, by looking at things and knowing things about a brand, 
kind of already give you like, oh, I’m a person that knows a lot 
about this brand. So, I’m this guy, I think it definitely adds on to 
your personality as well. Like, if you follow a brand on Instagram, 
that’s engagement, right? And I think by following a certain 
brand, kind of also indirectly gives you this changed picture of 
yourself because I’m the girl or guy that follows this brand. So, I’m 
part of that a little bit. So, it’s kind of like, this is sum of the brands 
that I follow. So, it’s like me, this is my personality and my interests.” 
(Int. 13) 

Ideal self  
Helps to get 
closer to de-
sired values 

“I believe very strongly, that if you transfer the values and visions 
of the brand to yourself through products and thereby radiate 
something that others associate with the brand. So, if someone 
else has a certain image of a brand and I am wearing this spe-
cific brand, then he or she would project the values onto me, 
even without knowing me.” (Int. 4) 

“But it’s also, I think, it’s important for the values you want to de-
liver and the effort you want to deliver.” (Int. 4) 

 

Table 8: Exemplarily selective coding with theoretical synthesis  
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5 Findings 

The following section presents an overview of the findings in regard to the research question “What 

are the different types of customer engagement with luxury fashion brands, and how does such cus-

tomer engagement influence the customer’s self-concept?”. The presented data is thereby generated 

from the conducted semi-structured in-depth interviews and is identified in the subsequent data anal-

ysis applying GT. 

First, brief insights on how the participants define LFBs from their customer perspectives are given. 

In order to answer the research question and following the Interpretivist world view as well as the 

subsequent GT approach, the developed conceptual model is presented and functions as a guide to 

lead through the presentation of the findings. Answering the first part of the research question, the 

different types of CE within the luxury fashion industry are revealed. The second part of the research 

question is to be answered by presenting the influence of the CE with LFBs on the customer’s SC, 

which in turn is split into the four different dimensions of the SC by which the construct is defined in 

the study at hand (see chapter 2.3). 

All of the assumptions presented are supported by quotations from the several participants. Thereby 

it becomes crucial to mention that the number of quotes assigned to the categories does not serve as 

information on the qualitative value of the coded statements and is not the focus of the analysis. A 

complete version of the respective code list as well as of the codebook including the exact frequency 

of the quotes can be found in the appendix (see appendix C and D). 

In order to ensure that the participants understand LFBs as something that is consistent with the def-

inition in the literature, the participants were also asked as part of the interviews to define LFBs from 

their perspective. However, since the insights gained from this are not directly related to answering 

the research question, this will only be briefly touched upon here. A detailed presentation of the quo-

tations regarding the definition of the LFBs can therefore be found in the appendix (see appendix C). 

In this regard, analyzing the data reveals distinct characteristics of LFBs, which in turn can be as-

signed to eight key categories – namely, tangible product, high-end, significant identities, beyond 

usual, visual uniqueness, well-being, communication, timeless vs. innovative – on the basis of which 

the construct LFB is defined from the consumer’s perspective.  
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5.1 Conceptual model 

The following figure (see figure 8) shows the structure of the conceptual model which serves as a 

basis and guideline to answer the research question at hand. Throughout the following chapter, the 

conceptual model – with regards to the fields marked with question marks – will be completed with 

the findings. First, CE types in the luxury fashion field are identified, and second, an overview on 

how CE with LFBs influences the different dimensions of the customer’s SC is provided. With regard 

to the latter, however, it is important to emphasize that the classification of the various influences on 

the individual dimensions of the self is not a strict categorization. Rather, one can speak of tendencies 

that have been assigned to the different dimensions on the basis of different indications, which will 

be discussed further in the respective chapters. 

Following the approach of a fundamental study, the research at hand aims to provide an overview of 

the influence on the SC that CE with LFBs brings with it. Subsequently, CE in this regard is consid-

ered as a whole. More precisely, this entails, that the influences of CE with LFBs on the SC do not 

refer to the individual CE types, but to CE as a whole instead. 

 

Figure 8: Structure of the conceptual model 
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5.2 Types of customer engagement 

Within the data generated by the interviews, it becomes apparent that CE in general is defined by the 

different types of CE which are carried out by the different participants. Throughout the analysis, 19 

different types of CE emerge in the context of LFBs. An overview of these is given in figure 9. In the 

following, the individual types are assigned to the four categories Online, Offline, Offline & Online, 

and Mind and the different CE types are presented in more detail on the basis of these categories. 

 

 

Figure 9: Overview of the customer engagemeng types 
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5.2.1 Offline  

In the course of the interviews, certain types of CE in the context of the luxury fashion industry are 

identified that focus on activities that occur offline. 

Thereby, wearing the products is one of the most natural and self-evident types amongst the partici-

pants, which is repeatedly expressed. In addition, this can be described as one of the most common 

types that occur and – once an LFB product is owned – takes place on a highly regular basis. 

In everyday life… it starts in the morning, when I put my watch on, of course. They are of 
course always present in my everyday life, because they are also partly objects of daily use. 
Therefore, I would describe them as relatively present in my everyday life. (Int. 11) 
And I mean, when I wear such brands, that’s already some sort of engagement, right? (Int. 7) 

And then of course also when you wear it. (Int. 9) 
Visiting the brand’s own store presents another common type of CE, which the participants often link 

to admiring a certain product; often times it takes place as the last and decisive action before the 

actual purchase of the product. 

If you go to a store in the city center, the LV store here in Munich for example, that can be a 
form of engagement. (Int. 11) 
And finally, through the offline experience in-store, I was tempted to buy something. (Int. 4) 

Visiting the store thereby emerges as an experience when accompanying someone and sharing the 

experience together or as some sort of entertainment, whereby this type of CE with LFBs is strongly 

shaped by the interactions with employees. 

I mean, definitely going to the stores and trying on clothes buying them. Something that I have 
done before, especially with my mother as well, I go and refer to the stores quite regularly 
actually because we like to go shopping together. (…) Actually, just recently, I’ve been to one 
of the Louis Vuitton stores again, because my mum wanted to buy a new bag. So, we went 
there and just had a look and tried out some different bags and had a woman help us find this 
bag. And we bought it in the end for her. (Int. 8) 
Then I was often in the store and got some consultancy there. I also learned from the contact 
with the sales personnel in-store, who have told me that the size of the ‘Box Bag’ has changed, 
for example, because of the iPhone. I have been in contact with sales personnel in various 
stores. (Int. 4) 
Well, I don’t know if that’s a good example, but some people like to go to art museums and 
look at the paintings. And I see these brands as art or expression of creativity, to a certain 
extent. And accordingly, I like to go into the stores and have a look at the items for entertain-
ment, in the same way some people look at pictures or go to art museums. (Int. 14) 

The frequency in which this type of CE is carried out, thereby varies amongst the different interview-

ees. Whilst it is sometimes stated that visiting a store is rare and a special experience, e.g. when 
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travelling, it is sometimes mentioned as doing so on a regular basis to remain updated and to inform 

oneself about new collections and products. What is understood as such a regular basis, however, is 

strongly dependent on the perception of the interviewees themselves. 

I go to stores every time when I travel somewhere. I am gonna enter a Louis, I’m gonna go in 
a Dior. (Int. 9) 
And of course, sometimes I also go to visit the stores but it’s not like every week. (Int. 12) 
I think I go on a regular basis. I think that I do, I would say, in a luxury fashion store, I would 
go like once every two months. (Int. 9) 

In addition to the visit inside the store, occasionally, window shopping appears as a CE type, which 

can be identified in the context of LFBs. 

I have gone window shopping. And I told myself, I’m just gonna go window shopping at, you 
know, a Tiffany’s. (Int. 3) 

A rather sporadic type of CE, however, is the participation in events that are hosted by LFBs. Fashion 

shows thereby serve as an example of such events. 

Basically, pretty much the ones I mentioned, like going to a fashion show or online social 
media stuff of course. (Int. 7) 

Furthermore, reading fashion-related magazines and books appears as a common type of CE. In this 

regard, the participants particularly emphasize the aesthetic presentation which is communicated 

throughout the magazines, books and respective advertisements. 

So, since I was little, I always looked into magazines like Vogue or InStyle. And I looked at 
these pictures and I always loved the clothes. (Int. 8) 
(…) but like looking through, flipping through magazines and seeing the brand and actually 
going like, hey, that’s interesting. (Int. 3) 
I remember buying the GQ, the Gentlemen’s Quality. (…) But this one I remember saving my 
pocket money for, in order to buy it. (…) But back then, when I was younger, I always find 
fascinating how in the first ten pages or so of the magazine, you always had these crazy pic-
tures with several thousand dollars suits being shot on a New York rooftop, but I kind of found 
that very impressive, like how those people transform clothes into emotions. (…) And this is 
how I got deeper into fashion. (Int. 7) 
I bought books on fashion as well so far. (Int. 7) 
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Lastly, observing people appears as a type of CE within the context of LFB. In this regard, participants 

do so, in order to gain inspiration from people around them which is shown by the subsequent quotes. 

I think I like to observe people like around me. In my surroundings and people that I look up 
to, what they wear and get inspiration from there. (Int. 5) 
Or just looking at people around me and maybe just recognizing some pieces that I’ve seen 
before and I like potentially. (Int. 9) 
Of course, I also see some people on the streets. And I think some brands are easier, easy to 
spot. (…) Also if I see someone on the street, and where I can like see a match in my style, I 
think that happens quite often, and then I think due to… not that I know a lot about fashion 
and luxury, but I know like some brands… but then I think that I can see, okay, that’s a Prada 
bag, that’s a Chloé bag. (Int. 12) 
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5.2.2 Online  

When it comes to CE that takes place online, social media takes on a prominent role and emerges as 

one of the CE types that has been named and carried out the most. In the context of such CE, Insta-

gram is assigned a crucial role and turns out to be the platform that is mostly mentioned when the 

participants report about their engagement activities online (see e.g. Int. 6). In connection with Insta-

gram, following LFBs and Influencers is often mentioned by the interviewees. They either follow the 

LFBs themselves and are thereby directly confronted with the content of the brands. Otherwise, the 

interviewees state to indirectly face the LFBs by following influencers who are wearing the respective 

brands. Thus, participants are also indirectly exposed to brand content without consciously following 

the LFBs themselves. 

Then definitely on social media, like I look a lot at different influencers when they are engag-
ing with the brand when they show the product but then also going through the websites 
[themselves]. (Int. 8) 
I do really like fashion, so I follow fashion brands, like, I would say at least 10 on my Insta-
gram, I follow fashion weeks. (Int. 9) 
I follow a few luxury fashion brands and I’m interested about a few ones as well. (Int. 10) 
For example, if I see a cool picture on Instagram of an artist or something, who is wearing a 
new jacket from manufacturer xy. Then I think to myself, cool, I don’t know the jacket yet, and 
then I go to the page and have a look at it. (Int. 11) 
As many others, I use a lot of Instagram and so I am following some of the brands themselves 
but also big influencers, fashion influencers. So, I really see a lot of stuff there, through which 
I’m getting inspired but also, I see like new lines of products that I really want to buy. (Int. 
12) 

This CE type also stands out for the fact that – compared to the other types – it is referred to as a daily 

engagement.  

I mean on Instagram, it’s probably on a daily basis, because I see their posts every day. (Int. 
8) 

However, participants further state that social media engagement in general can be initiated out of 

the feeling of boredom and without any concrete purpose in mind. Thus, the engagement is carried 

out independently of any potential subsequent purchase in mind. 

As I said, I am very like, like most people nowadays active on social media, so I like to when 
I’m bored, when I just want to relax, I check out things on websites and stores and accounts. 
(Int. 5)  
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Besides following LFBs and influencers, the participants react to social media content by liking and 

commentings on the respective platforms. Further, they also post content themselves, often related to 

LFB purchases, or share it with their network. 

Writing comments, reacting on different stories that they have. (Int. 10) 
So, you know, I have, you know, purchased specific products and have related back to friends 
and family or posted on social media or, you know, shared it with others. (Int. 3) 

Another big part in engaging with an LFB is visiting their website. Some participants even state that 

as routine processes that take place in their everyday life. In this regard, visiting the brand’s corporate 

website as well as their online shop take place. Interviewees mention both, looking at websites of 

various brands to get a general overview of current trends, but also at websites of specific brands 

whose products they want to take a closer look at. 

I think it would go into the brand’s website and social media. (Int. 5)  
Then of course always visit a website. See what’s new, what products, what’s the new spring 
collection. These are such everyday processes. (Int. 11) 
But I think I have started to engage with Valentino online, like just looking at their websites 
and just like checking out what they have. (Int. 3) 

When it comes to CE in the form of checking out websites, it is not only referred to the LFB’s website, 

but also to several retailers’ websites.  

I will look always on sites like Mytheresa, for example, every week, and then maybe I think it 
started to pop up there. (Int. 12)  
And sure, then I also like to look at Farfetch or something, that’s a site I like to look at. (Int. 
14)  

Receiving an LFB’s or general luxury fashion newsletters also appears as a type of CE. Such behav-

ioral engagement finds evidence in the following statement. 

For example, I am not a member, but I signed up to the Vogue Business newsletter. So, I 
receive a few emails every day. And then I can read on different topics, how fashion luxury 
brands are doing. So, for example, fashion brands are going through this whole change in 
2019, for example, when LVMH bought Fenty. Um, so it’s kind of different news, it’s a differ-
ent world. So yeah, you have the news on your TV at night and you have the news of the 
fashion luxury industry. (Int. 9) 

Lastly, but only in selected cases, writing reviews emerges as an online type of CE, which is demon-

strated in the following quote. 

Write product reviews about the brand. (Int. 6) 
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5.2.3 Offline and online  

Besides CE types that either take place offline or online, some CE types are identified, which cannot 

be clearly assigned to one of these two categories, as they can occur in both areas.  

One of the most prominent and – following the customer’s perspective – obvious types of CE in this 

category is thereby the purchase of products from LFBs. This takes place both, offline in e.g. the 

store and online on the website, or via Instagram ads. Most participants describe the purchase of LFBs 

as a rather special experience which rarely takes place. 

There’s obviously your purchasing stuff. Like if you purchase things in the store, if you pur-
chase things on their website. You purchase things via their Instagram channels, if they have 
any. (Int. 3) 
The last time I consumed something. (…) I was actually in China and I ordered something on 
Vestiaire Collective, you know, vintage, yeah, online shop, and I ordered a pair Givenchy 
boots. (Int. 5) 
So, I bought a super expensive sweater having this huge spraying and a huge image picture 
on the back. (Int. 7) 
I don’t consume (…) luxury fashion products very, very often. But I have a few pieces and 
every single piece represents something for me, so good and bad. (Int. 9) 

Contacting LFBs is mentioned as a further type, which is oftentimes paired with the purchase of 

products, whereby participants refer to going back to the LFB’s store but also to reaching out via e-

mail and telephone.  

I got a business card with which I receive an annual cleaning service for my bag for free. So, 
I will be in contact with the brand at least once a year. (Int. 4) 

Talking to someone from customer service. (Int. 10) 
Another highly prominent type of CE with LFBs is researching, which is represented amongst nearly 

all participants. In this regard, different kinds of and purposes related to such researching become 

apparent. There is a general interest in keeping up to date with the latest news within the luxury 

fashion industry. 

I do like to have knowledge in the fashion luxury industry. So, when there’s a new brand, I 
always try to follow the new brand. (Int. 9) 

Regarding the different kinds of research, two kinds emerge amongst the participants, namely brand- 

and product related research. The first refers to researching about the brand in general, which is 

mostly due to the general interest in the brand. 
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I especially like it when you have to inform yourself about brands because the fashion house 
is not directly printed on products. I am very interested in this minimalistic, timeless and 
understatement that many luxury brands have. (Int. 4) 

Reading in blogs about the brands. (Int. 6) 
Aligned with such brand research is researching for the brand’s history and gaining information about 

the development of the LFB over time. In the same regard, the research takes place, in order to gather 

information about the respective designers. 

I really looked up the history and the brand and like the brand origin and everything about 
the brand. (Int. 5) 
So, for example, like what I did was reading, reading stuff about the brand like a biography 
of the designer, or taking a look at the history like doing research on the brand to me is 
engagement with the brand. (Int. 7) 
What I also find very exciting, for example, is the change of design houses. So, if a Head of 
Design changes now, and how the style changes then. (…) I’d say that it started with 15 or 
16. When I found the topic interesting, I started to get deeply involved with fashion and was 
also interested in designers and their biographies. I got in touch with Coco Chanel for exam-
ple and got to know the whole socio-cultural background. (Int. 4) 
Speaking of Off-White again, I really was a fan of the brand, so I have read the whole Wik-
ipedia article about Virgil Abloh. I have read many newspaper articles. Because I found his, 
like, whole career path, pretty interesting. From an architect graduate to like, like a fashion 
giant, so to say. (Int. 6) 
I read about the chef designer. (Int. 7) 

With regard to product-related research, participants research, in order to keep themselves updated 

with e.g. the newest collections, which is shown by quotes such as the following. 

And I saw that there is a new collection and that there is something new. And I definitely 
noticed that I don’t know, fall or winter is coming out right now and then I looked it up online 
to see when the exact date and time is and then I streamed the show and clicked through the 
collection. (Int. 14) 
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In this product context, participants rather conduct general research, e.g. by informing themselves 

about the LFB’s production processes and their supply chain. 

To really like, look up everything to look at the products and what it costs, the sizes like can I 
get it? (Int. 5) 
So, I was looking towards like, okay, where did they get their materials? Is it Swiss? Like, is 
it really? Or is it like, they get their stuff from China and then they build it, you know, Swit-
zerland? (Int. 3) 
But yeah, I think it’s interesting to see their process and this is why sometimes, I’m trying to 
go deeper into that information. (…) And in terms of supply chain, how are like materials they 
are using, where they are producing, because they are often communicating about, you know, 
made in Europe, which for them is then like… it justifies a higher price rather than just made 
in China. (…) I like to see the process and the development of those brands. It’s really inter-
esting to see their shift in this industry. So, in that case, I like to inform myself about that. (Int. 
10) 
Or if you simply find out about the brand online, what it stands for, how sustainable the pro-
duction processes are. (Int. 11) 

The focus of the research can be on a specific brand, whereby participants look at different product 

categories of the same brand. However, sometimes, the focus is also put on a specific product, which 

is then researched by looking at different brands, in order to gain an overview and to make compari-

sons. 

It was my Chloé bag, I have looked online for Chloé bags actually for around a year. (Int. 12) 
Yeah, I’ve been looking at watches. I’m gonna say for like the past year. You know, before I 
bought it in February and that was only because I wanted to just buy myself a watch. A really 
nice watch. So, I was looking at like, TAG Heuer, and I was even looking at Rolex, I was 
looking at, like, obviously Tissot. (Int. 3) 

In addition to that, researching is carried out in the way that it serves as a preparation for the purchase. 

And you look at the product for many, many months or many years and you know much more 
about certain products and about the brands. You know much more than about other pur-
chases. So, you are much more informed. (Int. 4) 
I mean, I go to the store. I guess almost every time I would do that, I would also like browsing 
around in the Internet beforehand. Um, or at least I have in mind before what I want to look 
for. So, I usually look up online before I purchase. (Int. 12) 
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Furthermore, researching becomes apparent in the career-related context. In this regard, the partici-

pants either show general interest in the business of LFBs or are particularly interested in opportuni-

ties with regard to their own career. 

I also find the whole business side very interesting. (Int. 4) 
I was in a job process for Louis Vuitton (…). So, I looked for jobs in different luxury fashion 
stores and ended up in a process with Louis Vuitton, so, I was there in their store. Talked with 
a lot of people and I was actually in three interviews before Corona. So that was the last time 
I was engaged with an LFB. (Int. 5) 
Yes, especially right now because I actually really would like to work for a luxury fashion 
brand. So, that’s definitely something I spent a lot of time thinking about lately. (…) I’m look-
ing for a like to work within the luxury fashion industry, I also follow some brands on LinkedIn 
for instance and then like see different aspects of their activities. (Int. 8) 
So, for me, I want to work in the luxury fashion industry when I’ll be older. So, it’s kind of a 
way of revising my work, when I read newsletters, and when I can speak about it with my 
friends. (Int. 9) 

Lastly, word of mouth (WoM) oftentimes takes place as a type of CE. In this regard, it is mainly 

referred to telling friends about an LFB or specific products. 

By telling your friends like, hey, I love this bag. Like you should buy it, too. That’s technically 
engaging with a brand. (Int. 3) 

Such WoM is thereby often related to the buying process itself: It takes place in advance by gathering 

information from friends and/ or post-purchase to share the experience with them. 

Ask you friends, whether they have bought something from the brand. (Int. 6) 
Yeah, so I will always before buying something really expensive, I think I actually always talk 
with a friend or a family member about the big purchase beforehand. (Int. 12) 
I think especially when it comes to the buying process, I like to share how I felt about it, and 
what the service is like. What kind of service you get after the purchase, in my case I share 
information about Celine regarding their care and maintenance service and also about the 
contact with the sales personnel. (Int. 4) 
I guess I told like some of my friends about it. I think like for my closest friends, they also want 
to see what it is that I got, but not in a bragging way, if that makes sense. Because I don’t like 
that. More like I’m really happy with this. (Int. 12) 
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Such WoM can also be found among the participants when it comes to exchanging and sharing their 

preferences for different LFBs. For most of the participants, who state to exchange about several LFB 

related topics, such CE type is carried out on a relatively high frequency. 

I have some friends who tell me that… you know like many girls have like a dream product, a 
dream bag or whatever, that they would really like to have. And when I talk about these kinds 
of things with my friends, and they tell me about a brand or product, that’s definitely some-
thing that increases my desire to engage with a brand. And it also really motivates me to 
actually go to the brand’s website or their Instagram and have a look. And in that way, I think 
it matters a lot what my peers think and definitely also influences the way that I would think 
about a brand. (Int. 8) 
Because I am really into fashion brands, so usually, my friends, if they like a luxury fashion 
piece, they will send it to me, and I’ll give my opinion on it. (…) And the fact that we speak 
about it and that we have a big interest is a big thing. Because for me, the engagement with a 
fashion brand, it’s just not only being a loyal customer. It’s also talking about it, this whole 
word of mouth interacting. So just always be on point for the last news and talking about it. 
(…) I do love talking about fashion. (Int. 9) 
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5.2.4 Mind 

Lastly, throughout the conducted data, types of CE, which solely take place in the interviewees’ 

minds, occur. These types of engagement are thereby often perceived as the starting point for the later 

on following behavioral expressions of CE which is shown by the following quotes. 

Um, or at least have in mind before what I want to look for. (Int. 12) 
I think it starts with your mind. (…) You can’t just go into a Prada store and think like or any 
LFB store or any store and not even have a certain perspective in mind. Even people who say 
I’m just going into the store to go window shopping already has window shopping in that 
store in their mind. (Int. 3) 
I think you get a certain feeling for a brand, and you want to embody this feeling, and it starts 
in your mind. (Int. 4) 
Yes, I think engagement starts with everything or anything whenever you think about it, right? 
Yeah, I mean that’s like personal engagement. (Int. 7) 

Amongst such CE types, first of all, recognizing features of the LFB becomes apparent. In that sense, 

the participants e.g. recognize features of the brand and thereby engage with it. This is supported by, 

inter alia, the following statement.  

Now, for example, if you recognize a brand just by its logo. That could also be a form of 
engagement. (Int. 11) 

CE further takes place in the sense of dreaming about LFBs. In such cases, dreaming is mostly linked 

to a specific product in mind which is perceived as aspirational in the future. 

And I’ve always dreamed about having certain products myself. (…) I’ve been dreaming about 
these things for a lot of time and I spend a lot of time watching the collections of LFBs and so 
on. I definitely look forward to hopefully being able to be buying some myself soon when I 
have my degree and when I start working. (Int. 8) 
It is something that you dream about and then buy it. (Int. 12) 
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Lastly, CE takes place when the LFB remains permanently in the participants’ minds and can be 

closely linked to recognizing a brand, which is justified by the following quotes. 

Like if I am thinking about a brand constantly, I am definitely engaging with it. (Int. 6) 
Yeah, I would say so. Like whenever you think of something. Maybe when that engagement 
grows and like leaves your mind and you start taking actions that when it’s like evolving and 
stuff, but yeah, I would say so. (Int. 7) 

Nah, I also think that cognitive processes can also be a form of engagement. (Int. 11) 
I think it can also be in my mind, like, as soon as I really have, I mean, if I just walk past 
something and read the name, then it’s probably not really that much of engagement. Although 
you could probably argue about that. But I feel like as soon as you think about a brand actively 
and consider it or you just think about a look you saw from the brand, I think it is a type of 
engagement, for me personally. (Int. 8) 

I think that it’s in your mind as well. (Int. 9) 
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5.3 Dimensions of the self-concept 

Further, the analysis reveals the way in which CE influences the customer’s SC. Thereby, it is crucial 

to mention that CE is seen as a whole construct, instead of focusing on the previously defined types 

of CE. Thus, potential differences in the influences of the different CE types of the SC are not taken 

into account. Following the definition in the literature review (see chapter 2.3) and the coding process 

(see chapter 4.7.2), the influence on the customer’s SC is thereby assigned to and categorized accord-

ing to the four different dimensions of the SC, which the SC is defined by. 

 

5.3.1 Actual self  

The actual self describes a specific image, the individual believes he has. Accordingly, the influence 

on the actual self refers to the idea that CE with LFBs influences this dimension of the self in the way 

that it is able to influence the individual’s own perception of himself. Derived from the data at hand, 

six different ways in which the CE influences the actual self, emerge (see figure 10). 

 

 
Figure 10: Detailed view on the actual self 
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First, with regard to the actual self, it becomes apparent, that CE with LFBs influences this dimension 

of the self in the way that it acts as a self-reward. More precisely, it does so by presenting an incentive 

for the achieved goal that one has previously defined for oneself and as a symbol for the achievement. 

In this case, however, the achievement is rather symbolized to oneself – thus, serving as a symbol for 

oneself and not towards the outside. 

It is kind of a reward. (Int. 4) 
If I have learned a lot for my master’s thesis, for example, or if I have successfully completed 
it all, then you reward yourself to a certain extent with a luxury item for the work you have 
done or for the challenge you set yourself to achieve it. As an incentive, if you like. (Int. 11) 
I bought a Tissot watch for myself on Valentine’s Day, because I had enough money to do so. 
And I just felt like buying myself a watch. And it was for me to say like, hey, like you made it, 
right? Like you made it in this sort of time of your like, that you have a job. You can do this. 
(Int. 3) 
Like being able to afford these kinds of products would kind of symbolize the achievement of 
something. (Int. 13) 
And also, the thinking about ambition, I would say, like, it’s still a symbol of status and like 
some sort of achievement. (Int. 13) 

Apart from influencing the customer’s SC by acting as a self-reward, it further boosts the self-confi-

dence. This is manifested above all in the participant’s perception that the CE with LFBs provides a 

certain amount of coolness and boosts the own sense of the self. 

Well, first of, I get the brand, the anomaly that this kid from a low-income suburb in the Phil-
ippines is wearing it. There’s that number one. Because people like me are not supposed to 
be wearing these things or can purchase these things. So that’s cool. I call that swag. (Int. 3) 
I think, I like of course the quality of the product material, the product itself, but also maybe 
the feeling that the brand adds on to you, I guess. So, I guess, the brand association kind of 
give you a boost in personality or like it adds on something to your, to your sense of self. (Int. 
5)  
I think, it affects me more than I think. Because like I said, it kind of gives you a boost indi-
rectly. (Int. 5) 
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By analyzing the data, it becomes furthermore apparent, that CE with LFBs influences the customer’s 

SC in the way that it enriches the personality. Regarding the following statement, it does so by adding 

onto the personality and by changing the picture of the self that one has about oneself. 

I think, by looking at things and knowing things about a brand, kind of already gives you like, 
oh, I’m a person that knows a lot about this brand. So, I’m this guy, I think it definitely adds 
on to your personality as well. Like, if you follow a brand on Instagram, that’s engagement, 
right? And I think by following a certain brand, kind of also indirectly gives you this changed 
picture of yourself because I’m the girl or guy that follows this brand. So, I’m part of that a 
little bit. (…) So, it’s kind of like, this is sum of the brands that I follow. So, it’s like me, this 
is my personality and my interests. (Int. 5) 

As stated above, CE with LFBs is also seen as a constant increasement in knowledge, which in turn 

is regarded as part of enriching the personality as it adds onto the personality. 

So, you are much more informed. (Int. 4) 
(Interviewer: Okay, then let’s think about what’s your personal outcome when you engage 
with a brand? Like what is the actual benefit that you get?) I think knowledge. (Int. 10) 
Yeah, in general, when I get a product or when I just interact with the brand, I think it’s a 
constant increase of knowledge. So, for example, if I like a picture on Instagram is using the 
latest collection. So, I am aware of the latest collection, how the brand is evolving. So yeah, I 
think that is an increase of knowledge every time I take part and every time I, yeah, just think-
ing of the brand, researching etc. is an increase of knowledge for me. (Int. 9) 

The kind of knowledge that is gained can thereby be complex. Quotations from the participants indi-

cate that such knowledge can relate, for example, to the various production methods of the brand. 

Here, an additional inference can be drawn about the CE type researching (see chapter 5.2.3), in 

which the increase in knowledge is particularly pointed out. 

For example, if you look at Hermès again, I think, you can learn something about production 
and processing. And I find that very, very interesting, because it’s also a certain craft and is 
related to high quality, which you can communicate as well. And I find it very interesting to 
experience that as a customer. (Int. 4) 
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Lastly, it is pointed out by the interviewees that such increasing knowledge is linked to the own 

person and the way in which one sees oneself. According to the participants, increasing one’s 

knowledge by engaging with an LFB builds up on the characteristics that define the person. 

So, it’s another form of increasing your knowledge in something and increasing the hobbies 
that you have for something, the whole interest. So, for me, I want to work in the luxury fashion 
industry when I’ll be older. So, it’s kind of a way of revising my work, when I read newsletters, 
and when I speak about it with my friends etc. (Int. 9) 
Well, if those brands are actually talkative or giving you more information than expected, 
then this is a rare insight that you wouldn’t have usually. And so, you can… which can be 
very useful afterwards. And having a lot of small information from different kind of luxury 
brands at some point can make a whole puzzle. So, your own puzzle, it can be very insightful. 
(Int. 10) 

In some cases, participants even indicate that such a CE with LFBs not only enriches their own per-

sonality, but also helps to define their own self, which is shown by the following quote. 

Yeah, I think, it’s a way to define yourself. Yeah. It’s kind of, if you feel elegant, you tend to 
use like pieces that make you more elegant and so that helps you to define yourself. (Int. 13) 

Another way in which the actual self is influenced by engaging with LFBs, providing a mean to 

express oneself becomes apparent as one of the most obvious and most frequently mentioned influ-

ences. It can be ascertained from the participant’s quotes that the expression is largely directed at 

oneself. 

If I could express myself through fashion? YES! (Int. 7) 
So, having like a certain bag or a dress or whatever, something that would just make me really 
happy that I have it and just to express myself, mostly. (Int. 8) 
I would rather explain it as a form of self-expressionism. It’s a form of personality expression. 
And I don’t know if you get validation about it, or if that’s just the subjective view that makes 
it attractive to you. (Int. 11) 
Yeah, I think it’s a self-expression, I would benefit like probably feeling good about myself. 
(Int. 13) 

Regarding the participant’s quotes more closely, it becomes apparent, that such self-expression is 

oftentimes linked to wearing LFBs. Thus, it can be assumed that especially wearing a luxury fashion 

item enables or supports to express oneself. 

I think, that it says a lot about yourself, the kind of clothes that you wear. (Int. 8) 
What do I want to express… of course a bit of my self-image, how I perceive myself. I believe 
that sometimes subconsciously you do it in such a way that you dress like it. (Int. 11) 
And then, I just like fashion in general, so it’s like the way of expressing myself by wearing 
clothes that I like. (Int. 13) 
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Aligned with such self-expression, it becomes strongly apparent, that particularly the participant’s 

individuality is aimed to be pointed out by engaging with the LFB. For participants, it appears to be 

very important to express their individual style, their individual values and attitudes as well as their 

individual message through the CE. 

I think, fashion really helps people to become their own self or like to express their individu-
ality. So, in that sense, I think, fashion is very powerful. (Int. 10) 
I think, there is almost no limit to how you can express your personality through fashion. I 
think, there are thousand different kinds of fashion. There are a thousand different styles, 
there are a thousand different types of fashion, there are a thousand different designs and I 
think, the personalities that can be expressed, are just as individual. So, I think, there are no 
limits to that. (Int. 11) 
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5.3.2 Ideal self 

Similar to the actual self, the ideal self refers to the individuals own perception of himself. However, 

the dimensions differ as the ideal self does not represent the actual perception of oneself but rather a 

desired state, a specific image, which the individual would like to have. Accordingly, this category 

focuses on ways by which customers perceive to be able to come closer to their ideals throughout the 

CE with LFBs. Thereby, the constructs of the desired identity and the desired values are taken into 

account in particular (see figure 11). 

 
Figure 11: Detailed view on the ideal self 

 

In this regard, first, engaging with the LFBs helps participants to get closer to desired values as seen 

in the quotes below. 

I believe very strongly, that if you transfer the values and visions of the brand to yourself 
through products and thereby radiate something that others associate with the brand. So, if 
someone else has a certain image of a brand and I am wearing this specific brand, then he or 
she would project the values onto me, even without knowing me. (Int. 4) 
But it’s also, I think, it’s important for the values you want to deliver and the effort you want 
to deliver. (Int. 7) 
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Furthermore, engaging with LFBs influences the ideal self in the way that it transfers the LFB’s 

image to the own image. Participants indicate that the brand’s character traits are transferred to their 

own image when they engage with it and also come closer to the brand through these associations. In 

some cases, the engagement scenario is even compared to spending time with friends and thereby 

getting more similar to them. 

(Interviewer: And would you say that you could also… so when you purchase the brand, you 
kind of transfer… Are you like trying to transfer the image from the brand a bit to your im-
age?) Yes. For sure. (Int. 5) 
And also, I think I tend to search or like, yeah, be engaged in brands that I know that some 
people perceive as the person they want to be, if that makes sense. (Int. 5) 
That’s what I meant earlier about self-identification with a brand. Therefore… the described 
character traits of Louis Vuitton, I would now also… could also be transferred to myself, 
because I have to a certain extent the same self-image of myself. Somewhat dynamic, innova-
tive, and future-oriented. This modern brand with classic structures. (Int. 11) 
I think, I feel a little bit closer to the brand. So, the benefit, that the brand might provide, like 
pleasure, like to associate some values of the brand with yourself, like since I cannot really 
afford to have all these… let’s say products, for example… it’s another way to like, consume 
the brand. (Int. 13) 
So, also, when you hang out with a certain group of people, you feel like that you are a little 
bit like them. So, I think it’s the same, kind of… the same as engaging with the brand. So, like 
yeah, if you feel more similar, or you kind of feel that they represent who you are, to some 
certain extent. (Int. 13) 
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5.3.3 Social self 

However, the data shows evidence that CE with LFBs not only influences the actual- and ideal self, 

but further it also influences the third dimension of the SC, namely the social self. In comparison to 

the previously discussed dimensions, the social self focuses on the perception of others, thus also 

considers a social context by referring to how the individual believes his image is perceived by others. 

Therefore, this category is based on influences by which participants think they are perceived differ-

ently when engaging with LFBs. Derived from the data at hand, five different ways in which the CE 

influences the social self, emerge (see figure 12). 

 
Figure 12: Detailed view on the social self 

 

First, one of the most prominent influences on the social self is that it provides differentiation for 

participants carrying out such engagement. Generally, the participants state to be perceived and 

looked at differently when engaging with LFBs, which in some cases appears to be actively targeted. 

Yeah, people will already look at you a different way if you’re wearing you know… a Hermès 
bag. (Int. 3) 
People are using these things to say something, or to, like, distinguish themselves. (Int. 5) 

However, in this context, the participants state, that this different perception often does not take place 

within the own social environment, but with (rather) unknown people. 

(Interviewer: And how does such an engagement contribute to how you might be perceived by 
others?) Sometimes in certain circles you already have the feeling that you are perceived 
differently. But nothing has changed in my immediate environment. This is rather a perception 
of strangers. (Int. 4) 
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Such differentiation is particularly about positively differentiating oneself from others through en-

gagement, thus standing out from the crowd and being perceived as unique. 

Yes, and otherwise, I think it’s just a way to stand out from the crowd. Not only by the price, 
but also by the individuality, because some pieces are a bit [freakier] than others. (Int. 14) 
I think it makes me feel a little bit more unique. Like it distinguishes me from other people as 
well. This is like what’s… I wouldn’t say the main reason, but it’s also not as far apart as a 
side effect. So, it’s somewhere in between. (Int. 7) 
Sometimes, I buy myself like luxury or designer brands. It also, like, I mean, it also distin-
guishes you apart from other people, right? And it makes you more incentive and more unique 
than others. (Int. 7) 

Similarly, CE with LFBs puts a certain label on the interviewees doing the engagement. According 

to the participants, the person is given a label in the sense that certain attitudes and lifestyles are 

displayed through symbols associated with different fashion pieces/ styles. Thereby, the association 

with the LFB is traced back to the wearer, enabling conclusions to be drawn about their interests and 

attitudes from the perspective of others. Resultantly, the participants perceive that they are catego-

rized by others solely due to their engagement with the respective brands. 

There are a lot of symbols when it comes to fashion and how you express. It’s kind of easy to 
express, like a certain interest whereas, like subculture even though it’s not that obvious, of 
course, not everyone goes around like, like a punker or like, emo. But it’s still like, kind of 
easy to possess these small symbols and by doing that, like communicates that you’re inter-
ested maybe in, I don’t know, a certain lifestyle or an attitude. (Int. 5) 
I don’t know if you know this, but my friends called me Bougie. They call me Bougie Bumatay. 
Because I engage with brands like Cartiers and Tissots of the world. Yeah, it’s great. Yeah, it 
totally does to be honest with you because I have very diverse friends and I have very diverse 
like group of people around me at all times. (Int. 3) 
To a certain extent… Yes, like from other’s people’s eyes I am pretty Bougie because I drive 
a luxury car, I have luxury things. So, they do call me Bougie Bumatay for a reason. So, I 
think yes, for sure, like people definitely look at you a certain way when you wear or own 
things of luxury. Hundred percent. (Int. 3) 
And I think it will definitely impact the way that people perceive you. I mean, people might 
still think like, oh, she thinks she’s better than others because she can afford an expensive 
bag. I hope that’s not what people think. But I think mostly it’s like kind of categorizing people 
to belong to this kind of certain person that spends a lot of money on clothes and cares about 
clothes. (Int. 8) 
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Furthermore, the influence of engaging with LFBs on the social self can be identified as communi-

cating a professional appearance of the respective participant. In this regard, the participants empha-

size the importance of such professional appearance particularly in the business context as it com-

municates the aspired values and demonstrates authority and competence to a certain extent. Further-

more, the participants, again, oftentimes link this kind of influence to wearing an LFB item. 

Partly, it’s always prestige, partly I think it is a success factor that you show through the 
purchase. So, especially in the self-employed sector, it is a kind of professionalism that you 
radiate, because it shows that you value high quality and professional success. (Int. 4) 
If you show up, let’s say to clients, okay? This is where you have to… this is where you have 
to depict yourself competent. And this is why I like to dress with a good suit, with a better suit, 
with good shoes, with, you know, this kind of stuff, paying attention to detail and because I 
think this is what you reflect on someone who in this situation has to paint a portrait of yourself 
and if he sees that you have, I don’t know, a nice tie, then he knows that you pay attention to 
this kind of stuff. So, I was always caring about that because I thought, that it causes a better 
bond between me and the other person. Because of, I don’t know, more things in common or 
because there’s more trust. (Int. 7) 

Closely interrelated with communicating professionalism, the CE with LFBs influences the social 

self in the way that it communicates success. Such success is demonstrated in the sense that the en-

gagement acts as a proof that one successfully masters the own life. 

Because it is like a statement. And I also think, sometimes, it can be a statement that you are 
like doing good in life, if that makes sense. (Int. 12) 
But I also think that you can show your personality with for example a more delicate design, 
or you can be more casual or… yeah, I don’t know. But you can also focus on quality and 
show that you’re successful. (Int. 12) 

With regard to the social self, it becomes further apparent that the communication of a certain sense 

of fashion is one of the most prominent perceived influences amongst the participants. Participants 

generally enjoy being recognized as fashionable and as experts on this field and like that those char-

acteristics are connected to their person by their social environment when engaging with LFBs. 

Like if people hear about that, that I am engaging, or if people knew it, I think that this changes 
the perception of course, people will say like, (name) is interested in fashion. (Int. 7) 
It also reflects your behavior, right? It reflects if you are interested in fashion and whatever I 
want to depict that the world around me or some sort of deliver a message. (Int. 7) 
People around me know that I really like fashion. So of course, if they send me a piece of 
luxury fashion brand, they usually ask me like ‘what do you think of that’ and I give always 
very like specific and concrete opinions on the product itself. So yeah, people… I do love 
talking about fashion. I like wearing nice clothes and being noticed by my fashion sense. So 
of course, my friends usually when they ask me, they just know that behind there is my 
knowledge as well. (Int. 9) 
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Um, I guess, why I like it so much is and also why I buy it, it’s a way of showing, I guess that 
you are successful at that, you know what’s like ‘in’ at the moment. Um but, yeah, I also think 
it is the people, I know it’s not when I was younger, but now the people that I work with or 
socialize with, they are also really interested in fashion and luxury and so I guess that just, 
you’re really much influenced by others. (Int. 12) 

Some of the participants even state, that they do not just want to be connected to being fashionable 

but further stress to enjoy being linked to a specific brand and the respective style by their personal 

surrounding. 

I think it attaches a certain element of style, like a certain style that you want to express your-
self with. So, if you wear these kinds of like expensive bags or clothes, I think that people 
might think that you pay a lot of attention to fashion, or to a certain kind of brand or style. 
(Int. 8) 

More precisely, the participants link such sense of fashion to knowing the different designs that the 

different LFBs and design houses stand for and the knowledge on how to combine those. They em-

phasize that they want their fashion taste to be perceived as well thought through by their social 

environment. 

I definitely like it if it is noticeable that I am dealing with the subject and that I am familiar 
with certain designers or certain design houses and that I am wearing the brands for a specific 
reason, it should seem reflected. (Int. 4) 

In this respect, trends are assigned a crucial role. it is pointed out that communicating a certain sense 

of fashion is particularly carried out by following the current fashion trends and being up to date with 

the different items being worn and talked about. 

(Interviewer: And the items that you are actually wearing, what exactly do you want to express 
with that?) I think mostly like that you…, or for me, in my case, that I pay attention to what I 
buy, or to what I wear and that I am not kind of reluctant to trends, that I care about trends, 
mostly. (Int. 6) 
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5.3.4 Ideal social self 

Lastly, with regard to the four dimensions of the SC, the ideal social self is regarded. The fourth 

dimension is similar to the ideal self but goes beyond the individual’s own perception of himself as 

it takes into account how the individual would like to be perceived by his environment. Accordingly, 

this part focuses on ways in which participants perceive to get closer to their desired external image 

perception. Again, the data reveals that CE with LFBs also affects this dimension, and two ways of 

influences are identified (see figure 13). 

 
Figure 13: Detailed view on the ideal social self 

 

In this regard, first, the CE with LFBs influences the ideal social self in the way that it adds aspired 

associations to one’s image. Such aspired associations can thereby be understood as characteristics 

and features of the brand which are transferred when the participants are engaging with the respective 

brand. 

So, when I wear something from a certain brand, I definitely believe that people around me 
connect like associations with me with a brand. So, if I were, yeah, a Louis Vuitton bag… Not 
only do I get elements from the brand, but I think people around me who would, like, think, 
oh, he wears Louis Vuitton. So, nowadays, even people like him could wear it, I don’t know. 
(Int. 5) 
People know that it’s good, that it’s good quality, that it’s a, it’s good design and a long 
history. I think it boosts me because I think that they associate those character characteristics 
with me. (Int. 5) 
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In addition, by engaging with certain LFBs, participants seek to transfer the aspired brand character-

istics to them. 

I said that I think I’m creative or want to be perceived as creative, but I also want to be 
perceived as clear thinking, stringent or something like that and I think that you can achieve 
this partly by a coherent outfit. So, if someone sees, ‘oh, he is dealing with fashion’ or ‘his 
outfit is coherent’, I think it can trigger such associations. (Int. 14) 

The data shows that such characteristics are not only transferred and perceived as an influence, but 

also that they make participants feel closer to or feel connected with people who share similar interests 

and preferences for fashion or even specific brands. Thus, one can speak of a connection to like-

minded people. Participants emphasize that not everyone can necessarily recognize this type connec-

tion, but rather those who are like-minded and who have an eye for LFBs and certain fashion ele-

ments. 

I think I would like to transfer to myself that other people see, but only the kind of people who 
are also into these brands, that I also deal with them, you know? So maybe that’s what this 
niche brand is all about, there are some smaller brands in the streetwear sector, which are 
not really known at all, but if you deal with this field, you will recognize it anyways. You can 
also recognize it by a small mini-logo or something like that. I like that, so when other people 
who deal with it see what it is. But the multitude of people doesn’t see it. That’s actually the 
most important thing to me, so it’s even more important. (Int. 14) 
Well, I became part of the community to a certain degree. You have the feeling that you are 
now part of a style or a brand, among others, because you get a card when you buy something 
and you have a contact point where you can get in touch, in case something happens with 
your bag. You’re no longer a non-customer but a customer and I think that makes a difference 
whether you’ve already bought something or not. (Int. 4)  
Well, it certainly gives me… just walking around with a shopping bag, I like to see when also 
other people are carrying the bag. You can see that they’re really proud. It’s quite funny to 
watch, I think, I guess I am also myself. But they give you a certain like group you belong to, 
or a segment. (Int. 12)  
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6 Conclusion 

The research at hand aims to investigate on the different types of CE with LFBs and on how CE with 

such LFBs influences the customer’s SC by particularly focusing on the generation of Millennials. In 

this regard, a qualitative and explorative approach amongst a sample of twelve participants between 

the age of 21 and 32 is carried out applying the GT strategy.  

Following this research approach, a conceptual model based on the generated data is developed. Tak-

ing into consideration the previously listed and analyzed types of CE and the different influences on 

the different dimensions of the customer’s SC, it is concluded in the following conceptual framework. 

Figure 14 thereby shows a detailed version of this conceptual model and lists the several findings 

identified in the previously carried out analysis. 

 

 

Figure 14: The detailed conceptual framework 

 

Throughout the study, 19 different types of CE with LFBs emerge, which are, in turn, assigned to 

four different categories – namely, Offline, Online, Offline & Online, and Mind. CE types which are 

solely carried out offline amongst the participants are wearing products, visiting stores, window shop-

ping, attending events, reading magazines & books, and observing people. Merely online performed 

CE types, however, turn out to be following LFBs and influencers, liking and commenting on social 

media, posting and sharing on social media, visiting websites, receiving newsletters, and writing re-

views. Additionally, CE types are found which are carried out in both ways, offline and online. As 
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such, purchasing products, contacting LFBs, researching, and WoM emerge. Lastly, CE types which 

solely take place in the customer’s mind and oftentimes function as a starting point of CE are recog-

nizing features of LFBs, dreaming about LFBs, and the LFB remaining permanently in mind. 

Amongst those CE types, researching and the different types regarding social media activities are 

assigned a prominent role. Furthermore, it the findings reveal that executed CE types with LFBs are 

relevant in the offline- as well as in the online domain. 

In addition to identifying the relevant CE types with LFBs amongst the Millennials, the influence of 

CE with LFBs on the customer’s SC was explored. Thereby, a total of 15 different ways of influenc-

ing the customer’s SC emerges. Those different influences are, in turn, assigned to the four regarded 

dimensions of the respective SC: the actual self, the ideal self, the social self, and the ideal social 

self.  

With regard to the actual self, CE with LFBs influences the customer’s SC in the way that it rewards 

oneself, boosts the self-confidence, enriches the customer’s personality, and helps to define the own 

self. Furthermore, it increases the knowledge and provides a mean to express oneself and thereby 

influences the customer’s SC. The ideal self is influenced in the way that CE with the LFBs helps to 

get closer to desired values and transfers the LFB’s image to the own image. Furthermore, CE with 

LFBs shows an influence on the social self in the way that it provides differentiation for the customer, 

puts a label on one, and communicates professional appearance, success, and lastly a sense of fash-

ion. Finally, the ideal social self is influenced in the way that aspired associations are added to the 

customer’s image and that the customer is perceived as connected to like-minded people, which can 

be traced back to the CE with LFBs amongst the generation of Millennials. Comparing the influences 

on the actual- and the social self with the remaining dimensions, it becomes apparent that these two 

dimensions are impacted by a relatively wider variety of influences. 
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7 Discussion 

Drawing on a qualitative approach, this study identifies CE types in the context of LFBs and analyzed 

how such CE influences the SC from the perspective of Millennials. Following a customer-centered 

approach in combination with a holistic consideration of CE, as defined by Hollebeek (2011a, 2011b), 

and the integration of the four-dimensional concept of the self, introduced by Sirgy (1980), this study 

faces the previously identified gap (see chapter 3). Accordingly, the subsequent chapter serves to 

discuss the findings with regard to their theoretical contribution and their respective managerial im-

plications. Furthermore, the limitations of the research are highlighted and subsequent possibilities 

for future research are proposed. 

 

7.1 Theoretical contributions 

The study at hand offers several theoretical contributions, as it extends literature in the field of both 

CE and the SC with regard to LFBs. As already mentioned, when highlighting the research gap (see 

chapter 3), little research on CE has been done so far in the context of LFBs. Existing research either 

focuses on the social media sector, adopts a firm perspective and/ or only addresses specific LBs. 

Furthermore, the customer’s SC in the context of CE and LFBs has not been sufficiently examined. 

Instead, only fractions of the self or similar constructs are analyzed in more detail in the course of 

investigations of motivational drivers or consequences of CE. Accordingly, three main theoretical 

contributions are elaborated on in the following. More precisely, those are the identification of CE 

types in the luxury fashion industry, the analysis of CE in relation to customers’ SC dimensions, and 

the focus of the Millennial generation. 

First, research in the field of CE, which does not specifically refer to LFBs, examines CE from several 

perspectives and a number of different listings of behavioral engagement expressions that do already 

exist (see table 3). However, these mainly refer to CEBs, whereby the mindset of customers’ is of-

tentimes disregarded (e.g. Gummerus et al., 2012; Kumar et al., 2010; Schivinski et al., 2016; van 

Doorn et al., 2010). Authors, who define CE as a psychological state or process that can affect or is 

triggered by behavioral activities, take into account that CE concerns the cognitive level as well, but 

this is done in a rather conceptual manner (e.g. Bowden, 2009; Brodie et al., 2011; Hollebeek, 2011a, 

2011b; Mollen & Wilson, 2010). That is to say, although insights are given into the psychological 

domain of CE by looking at motivational states of mind and emotional and mental processes that take 
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place after CE, they do not reveal what CE may look like in the mind of customers in form of a mental 

expression of being engaged (Chiang et al., 2017; France et al., 2016; Sprott et al., 2009). 

As a result, there is generally no description and classification of CE that focuses on both, actually 

performed activities as well as mental expressions of CE. Also, with respect to LFBs such a classifi-

cation is not available. Pentina et al. (2018) recognize the absence of such a distinct list of executed 

CE activities in the luxury context and try to close this gap at least for the social media sector, how-

ever, they only refer to the behavioral dimension. In conclusion, there is neither a general classifica-

tion of CE types taking into account both behavioral- and mental expressions, that could have been 

transferred to or verified for the context of LFBs, nor a classification of CE types specific to the area 

of LFBs. 

By applying a qualitative and explorative approach, this gap is addressed and 19 CE types, that are 

relevant with respect to LFBs, are identified in the master thesis at hand. These are again divided into 

four categories, namely Offline, Online, Off- & Online and Mind in order to carry out a first attempt 

to structure the respective types. 

Amongst the 19 CE types, some are in line with previously identified CEBs, including CEBs that 

have not been specifically identified for the luxury fashion industry. One of these is the purchase of 

products, which is also noted by Kumar et al. (2010) and Kumar and Pansari (2016). At the same 

time, this finding is in contrast to authors who do not count the purchase as CE activity per se. Fol-

lowing such an approach, exemplarily van Doorn et al. (2010) and Gummerus et al. (2012) only refer 

to purchasing activities that go beyond the actual purchase of a specific product, such as cross-buying 

and retention. By showing that the purchase in general is perceived as CE in the study at hand, the 

study contributes to existing literature as findings of Kumar et al. (2010) and Kumar and Pansari 

(2016) are confirmed and furthermore transferred to the field of LFBs. The findings indicate that the 

purchase of LFBs is perceived as CE due to the high symbolic value of luxury fashion products and 

the fact that people usually deal with them for a long period of time both pre- and post-purchase. 

Another contribution refers to WoM representing a CE type, which is also considered relevant outside 

the LFB context. In the study at hand, the CE type WoM refers to both the general exchange with 

one’s friends about LFBs as well as the exchange of product and brand recommendations. Van Dorn 

et al. (2010) list these two areas separately and do not relate WoM to a specific group of people by 

referring to WoM and customer recommendations. 
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Moreover, the CE type researching is already mentioned in existing literature, whereby it refers to 

CEB in online brand communities and is carried out in the form of information search (Gummerus 

et al., 2012; Verhoef et al., 2010). This differs from our identified CE type, as we refer to both online 

and offline CE. In addition, other subtleties are identified, such as that research can refer to career 

related topics, particular LFBs as well as to specific products without preferring a specific LFB. Fur-

ther, it emerges that this type of CE is one of the most mentioned types amongst the Millennial sam-

ple. 

CEBs, which relate to the online environment are already identified (e.g. Gummerus et al., 2012; 

Schivinski et al., 2016; van Doorn et al., 2010). Also, in the context of LBs, there are several authors 

who analyze online CEBs (e.g. Liu et al., 2019; Pentina et al., 2018). However, these are either only 

broadly classified (Schivinski et al., 2016), refer to non-actual executed behaviors (Pentina et al., 

2018), or only refer to selected online platforms and/ or LFBs (Gummerus et al., 2012; Liu et al., 

2019). Like Pentina et al. (2018), the study at hand uses an explorative approach and discovered three 

CE types in the social media area: following LFBs and influencers, liking and commenting on social 

media and posting and sharing on social media. Those are partly in line with CEBs proposed by 

Pentina et al. (2018) who identify the types of following the brand and liking the brand’s SM page, 

commenting on brand’s post and liking, tagging and sharing brand’s post with SM friends. Since the 

latter focus exclusively on the social media area, the master thesis’ results are not as detailed as the 

findings of Pentina et al. (2018). Even though, the findings of Pentina et al. (2018) show a broader 

spectrum of types by solely focusing on the social media field, the master thesis at hand contributes 

by including such relevant CE types without neglecting other important types within both the offline 

and online segment. Beyond that, the present study generates another aspect regarding social media 

and LFBs that is so far not identified by Pentina et al. (2018). This concerns the following of influ-

encers, which extends previous findings. 

On top of that, the master thesis reveals several CE types relating to LFBs in the offline and online 

area that have not yet been identified: wearing products, visiting stores, window shopping, attending 

events, reading fashion-related magazines and books and observing people. By identifying these as 

relevant perceived CE types, the study contributes to the existing literature in terms of providing new 

perspectives. This suggests that these types are particularly important in the LFB field, while they are 

considered less relevant in other sectors or industries. 
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Moreover, by considering CE as a whole and not just referring to CEB, a new category within CE 

related to LFBs is identified. Such is CE taking place on a mental level which is referred to as the 

mind. It emerges that CE is often seen as something that happens first in the mind and is then followed 

by a behavioral expression; thus, representing the starting point for CE. Thereby, it can be pointed 

out that such activities taking place in the mind of the customer are already perceived as actual en-

gagement from such customer perspective. There is existing literature about definitions and concep-

tualizations, which confirm that CE results from motivational drivers, and about CE antecedents (e.g. 

Chiang et al., 2017; Jaakkola & Alexander, 2014; J. Kumar & Nayak, 2019; Kumar & Pansari, 2017; 

Sprott et al., 2009). However, it is not examined how such mental CE can look like without referring 

to behavioral engagement expressions or motivations by which such behaviors are triggered. Thus, it 

is found that the recognition of LFBs or corresponding features, the dreaming about the possession 

of LFBs, as well as the constant presence of LFBs in the mind are perceived as CE. In this regard, this 

thesis provides a contribution to existing literature. 

Secondly, by considering the SC in detail, insights about how CE influences its different dimensions 

are gained. The investigation of each of the four dimensions of the self (Sirgy, 1980) in the context 

of CE and LFBs has not been carried out before. Therefore, this study creates important theoretical 

insights and contributes to the customer behavior literature in this respect. 

Previous literature, which is exclusively related to the SC, approaches the topic from a merely psy-

chologic perspective and analyzes how the self of individuals is composed in general (Cooley, 1902; 

James, 1910; Rogers, 1959; Lecky, 1945; Grubb & Grathwohl, 1967). Albeit there are authors, who 

address CE and include the customers’ self, they solely analyze similar constructs or do not refer to 

a multitude of dimensions of the self (e.g. Chiang et al., 2017; Jaakkola & Alexander, 2014; J. Kumar 

& Nayak, 2019; V. Kumar & Pansari, 2017; Sprott et al., 2009). Research about the SC in connection 

with LBs is extensively available (e.g. Puntoni, 2001; Tsai, 2005; Vigneron & Johnson, 1999; Wong 

& Ahuvia, 1998). The conducted studies mainly focus on the reasons for buying such brands and on 

the social environment and its influence in the respective context and decision-making process. In 

this context, the findings of this master thesis partly overlap with previous literature in the respective 

field. Self-expression through fashion is assigned a significant role (e.g. Cass, 2001; Cox & Dittmar, 

1995; Giovannini et al., 2015; Mckinney et al., 2004; Souiden et al., 2011), which is confirmed by 

the findings of this master thesis since it is identified that CE with LFBs represents a way for cus-

tomers to express themselves. This in turn can be categorized to the dimension of the actual self. 
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Further, the aspects of self-confidence and self-definition are reflected, which are linked to the con-

sumption of LFBs/ LBs in existing research (Amatulli & Guido, 2011). 

Another aspect that is identified with respect to the actual self, and which already occurs in existing 

literature, is the aspect of the self-reward. So far, this has only been brought into connection with the 

consumption of LBs in the course of personally oriented consumption rationales and as an antecedent 

of luxury consumption (Amatulli & Guido, 2011; Tsai, 2005; Wong & Ahuvia, 1998). Although the 

findings of the master thesis do not only refer to the CE type purchasing but to CE as a whole, the 

influence of rewarding oneself is linked to purchasing according to the Millennials’ statements. Here, 

the purchase of an LFB is seen as a symbol for the achievement of certain goals. 

By including multiple dimensions of the SC, both self- and socially related influences are identified. 

This is particularly interesting with regards to existing literature. Based on such existing literature 

two main categories are derived, namely internally and externally driven consumption. Also, in the 

context of CE, in the study at hand, the dimensions of the actual self and the social self appear to be 

particularly pronounced and can exist simultaneously. However, here the social dimension does not 

refer to the fact that one wants to show off or is engaged with LFBs out of a feeling of peer pressure. 

Instead, it is found that CE is used in the way that it provides a means to express certain values/ 

appearances for which one wants to stand for. This expands findings from existing literature, which 

go beyond the notion of buying to impress others in the context of LFBs by identifying a personal 

orientation towards the consumption of luxury fashion products (e.g. Tsai, 2005; Vigneron & 

Johnson, 1999; Wong & Ahuvia, 1998). This might also be linked to the fact that the chosen sample 

solely consists of Millennials, who are considered to have a self-directed mindset, which results in 

luxury consumption being a strongly self-centered action amongst the generation of Millennials 

(Deloitte, 2017). At the same time, it contradicts findings by Giovannini et al. (2015) and Fernandez 

(2009), who state that Millennials make their purchasing decisions dependent on their social environ-

ment. 

Moreover, the inclusion of the dimensions relating to the customers’ ideal concepts – ideal self and 

ideal social self – creates a further classification that cannot yet be found in literature in such compo-

sition, and thus contributes to theory in terms of providing a multi-dimensional view on the SC. Thus, 

insights are generated on how CE with LFBs is able to influence the customer’s SC by potentially 

obtaining desired values or gaining a certain image. 
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Consequently, the findings help to expand literature in the luxury fashion segment, which has previ-

ously associated the SC mainly with the consumption and possession of LFBs. Specifically, the in-

clusion of four dimensions – and thereby particularly pointing out the ones relating to the ideals of 

customers – show a completely new perspective, which has not been touched upon before. Also, it 

expands literature on LBs in the sense that it provides a strong fashion focus. 

Finally, the third part of the theoretical contributions refers to the sample of the present study. The 

findings of the master thesis provide information about the perception of CE with LFBs from a Mil-

lennial perspective including their SC, which has not yet been done in this form. Although there are 

authors who address CE or purchasing behavior in the luxury segment and use a Millennial sample, 

these are limited to a certain nationality (e.g. Giovannini et al., 2015) or to the social media domain 

(e.g. Bazi et al., 2020). Moreover, literature addressing Millennials in the luxury context focuses 

mainly on their purchase behavior and only sporadically refers to the self of the customer. Corre-

sponding findings reveal that Millennials have a high level of self-monitoring and are defined by a 

high level of self-esteem (Loroz & Helgeson, 2013). Further, the generation is considered as self-

directed and self-centered with respect to luxury purchases (Deloitte, 2017), and are often still in the 

process of finding their self-identity (Eastman & Liu, 2012; Gurau, 2012). By illuminating the SC of 

the Millennials in several dimensions and by providing insights on how their SC is influenced when 

engaging with LFBs, the study at hand enriches the literature in this regard as well. 
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7.2 Managerial implications 

Apart from the theoretical contributions that this research provides, the findings lay out several im-

plications for marketing practitioners in the luxury fashion industry. However, it is important to keep 

in mind that this study is a fundamental study and thus rather generates insights, which offer LFB 

managers new perspectives, instead of concrete recommendations for action. Furthermore, the re-

search is not limited to one LFB, meaning that the individual brand identities are not considered in 

the derived managerial implications. However, since such brand identities are essential for strategic 

marketing decisions, the results at hand rather provide the impetus for new measures and prospects, 

which have to be individually integrated with the respective brand-specific characteristics. 

As previously mentioned in chapter 2.1.3 and 3, the luxury fashion industry faces several challenges 

such as fierce competition, a complex and continuously evolving landscape, changing customer be-

havior patterns, and declining customer loyalty (Abtan et al., 2016; Cabigiosu, 2020; Prentice & 

Loureiro, 2018). The LFBs, in turn, are required to address these challenges without compromising 

their reputation and the distinctive image that such brands have usually built up over the decades. 

They are called upon to find a way to differentiate themselves from competitors, create long lasting 

customer loyalty and at the same time attract new customers to create future growth. In this respect, 

CE constitutes an opportunity to help LFBs to overcome these challenges and as such is conceptual-

ized as a prerequisite for a brand’s profitability by improving buyer-seller relationships (Sashi, 2012) 

as well as customer loyalty (Vivek et al., 2012). Moreover, while marketing initiatives are often costly 

to the brands, CE presents a cost-effective approach for marketers to increase revenue by focusing on 

underlying factors such as the customer’s SC (Prentice & Loureiro, 2018). As the customer’s SC is 

able to influence the customer’s decision making, it is a necessity for marketers to understand the SC 

of customers and to design appropriate marketing strategies involving the SC in order to optimize 

costs. However, marketers should also move beyond the business profitability focus to look into how 

they can best deliver a unique experience for individual customers when engaging with them. Thus, 

marketers must understand the demands of customers in their marketing aspirations. By analyzing 

CE in the luxury fashion industry, with a focus on the perception of the Millennial generation, our 

findings offer a customer-centric view, which is instrumental for a profound understanding of cus-

tomers, who are considered to be of ever-increasing importance, in a more and more customer-centric 

marketing environment. 
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In this regard, the study provides practical customer insights into the generation of Millennials in 

terms of their perception of CE with LFBs. As stated before, the respective generation is deemed to 

be a promising field within the industry due to its increase in expenditure and its growing share of 

the LFBs’ customer segment. Therefore, it is key to understand its needs and desires, in order to better 

understand its behaviors and to ultimately adapt brand communications accordingly. Since the find-

ings are based exclusively on the perception of the Millennial generation, the following managerial 

implications are especially tailored to this segment. 

By identifying relevant CE types and investigating how CE influences the Millennial’s SC, manage-

rial implications are derived, which are to be discussed in the following sections. These implications 

aim to support LFB managers in properly addressing the Millennial generation by understanding its 

perception of CE. Consequently, the findings support LFB managers in optimizing their CE initiatives 

and tailoring their brand communication strategy in order to meet the needs of this promising cus-

tomer segment. On top of that, it can foster the creation of a strong customer relationship, which is 

likely to result in higher customer loyalty since developing strong customer loyalty at a young age 

has lasting financial implications for the brand (Danziger, 2005; Grotts & Widner Johnson, 2013). 

The following managerial implications refer to the first part of the research question, namely the 

identification of CE including actions and/ or thoughts that Millennials perceive as engagement; those 

are referred to as CE types. This allows conclusions to be drawn as to which areas can be improved 

in order to better reach the customer group and to further deepen the relationship with them. 

Although it is generally supposed that Millennials are digitally far more advanced in comparison to 

earlier generations and that a majority of their activities take place online, the findings of this study 

demonstrate that CE with LFBs still plays an important role in the offline sector. This becomes evi-

dent by CE types such as visiting stores, window shopping, attending events and reading fashion-

related magazines and books. Compared to the digital environment, providing an offline experience 

for customers is assigned to a broad spectrum of possibilities. Exemplarily, direct interaction with 

customers and potential customers takes place in-store, which presents a field which is not to be 

neglected when approaching the customer segment of Millennials. It is recommended to – apart from 

the experience delivered online – remain a focus on the offline experience, as it is still highly valued 

as well as demanded from the Millennials’ point of view. Consequently, the Millennials use digital 

tools such as social media in a frequent and proficient manner; however, the offline touchpoints con-

tinue to provide an important channel for reaching the customer. 
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Furthermore, wearing LFBs and observing people who wear such brands appear as CE types in the 

offline area. However, since many Millennials do not yet have the financial means to afford LFBs, 

one possibility would be to expand or create the segment of new luxury products, in order to promote 

these kinds of CE types. Such are products “that possess higher levels of quality, taste, and aspiration 

than other goods in the category, but are not so expensive to be out of reach” (Silverstein & Fiske, 

2008, cited in Giovannini et al. 2015, p. 36). Providing Millennials with the opportunity to purchase 

LFBs more often or at all, results in a higher number of Millennials wearing LFBs and thus observing 

people who own LFBs will increase as well, since these CE types are often linked. By doing so, it is 

likely that a stronger brand loyalty is built, as Millennials are able to engage with the brand on a 

different level and use/ see it on a daily basis, which shows potential to continue in the long run when 

they have higher earnings. Since these products are still designed to be significantly more expensive 

and of a higher quality than those actually intended for this product category, these luxury entry-level 

products do not contradict the image that is typical for LFBs. Many LFBs such as Louis Vuitton and 

Gucci have already implemented such a category in their product range, however, with the back-

ground that this product category can be seen as an opportunity to attract Millennial customers, they 

can be adapted accordingly. Again, it is essential to find a setting that neither discourages existing 

customer segments nor harms the LFB’s image. 

Generally speaking, the study reveals that several touchpoints both offline and online can be con-

nected/ show potential to be connected to CE types: Stores (visiting stores, window shopping), events 

(attending events), print media (reading magazines and books), social media platforms (following 

LFBs and influencers, liking and commenting on social media), and the brand’s website (visiting 

websites). The findings thereby confirm, that Millennials use various channels to engage with brands; 

those various channels happen to be used simultaneously, but also in a subsequent order. Accordingly, 

it is key for brand managers to link the different touchpoints in order to create a seamless transition 

when approaching and communicating with the customers. This allows customers to experience a 

unified and consistent brand image regardless of the channel they are using. In this regard, the focus 

should lie on providing customers with the best possible engagement experience on all channels, 

allowing them to switch channels and/ or use them simultaneously without noticeable differences and 

boundaries. Especially when researching about LFBs and their products, Millennials use a variety of 

channels available to them to obtain thorough information. This is often, closely related to the desire 

to purchase a product. Thus, it is essential to optimize the online experience, especially if there is no 

face-to-face customer service, making it as clear and intuitive as possible and integrating all the 
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information needed. Further, the findings reveal that social media influencers play an important role 

in creating and raising brand awareness. The participants indicate to be inspired by influencers and 

to become aware of new products and brands. Therefore, LFB managers are recommended to include 

corporations with influencers as an integral part of their marketing strategy. In this way, LFBs are 

enabled to balance between remaining the exclusivity of the brand and spreading the awareness of 

the brand beyond the initial target segment. 

With regard to the second part of the research question, the analysis of how CE with LFBs influences 

Millennial’s SC provides insights about the perception of CE from the perspective of the respective 

generation. From these, some practical implications are drawn. 

For one thing, it becomes evident that CE influences the Millennial’s SC by providing a mean to 

express themselves, by helping them to define themselves and by rewarding themselves. Furthermore, 

it influences in such a way that it is seen as an enrichment of personality and strengthening of self-

confidence. Thus, it is shown that CE with LFBs is more than just a leisure activity and shows poten-

tial to enhance self-realization. Also, especially the younger segment of Millennials is usually still in 

the process of finding themselves, whereby the findings indicate that CE is a way for them to approach 

the ideal image that they aspire. Thereby, engaging with LFBs influences the SC in the way that it 

brings the customers closer to certain values, or transfers the LFB’s values to the own image. To more 

effectively connect with the generation of Millennials, managers of LFBs should therefore develop 

strategies which increase brand awareness by focusing on attributes that help customers to feel con-

fident about engaging with the brand. Further, LFBs should try to identify relevant and current topics, 

which are important for the respective generation, in order to become the brand Millennials are choos-

ing to identify themselves with and to transfer the brand-image to themselves. 

  



Master Thesis | Amelie Christin Schwickert & Katharina Schaab 

 109 

Many brands continue to concentrate on displaying affluence and heritage in their marketing strate-

gies, however, with regard to the findings at hand, these might not be an effective way to advertise 

LFBs to relatively young customers. In order to find new ways to effectively target these new luxury 

customers, the obtained insights could be applied to support LFB managers in their efforts to develop 

an understanding of Millennials’ SC dimensions and what matters to them. Accordingly, LFB man-

agers should consider how to best advertise their brands, what content to deliver in order to help 

customers enhance their SC and signal relevant values from the Millennials’ point of view. 

The findings in relation to the SC dimensions social self and ideal social self reveal that CE is per-

ceived as a way to differentiate oneself from others and to communicate certain characteristics to the 

outside world. According to this study, such characteristics display success, a professional appear-

ance, and having a sense of fashion. Incorporating these relevant characteristics into the marketing 

strategy, in turn, might support the engagement of Millennials with those brands as the respective 

characteristics are in accordance with how they think they are or want to be perceived by others. 

Further, engaging with LFBs enables Millennials to present themselves in the way they would like to 

be seen by their environment through the attempt to add aspired associations to their image, carried 

by the LFBs they are engaging with. Therefore, LFB managers should seek to stimulate fantasies 

particularly linked to how Millennials want to present themselves to the outside, highlighting the 

associations of LFBs, which are aspired by the respective generation. In this regard and given all 

these implications, the underlying challenge for LFBs remains to strike a balance between keeping 

the distinctive brand image they are known for and adapting to the Millennials needs. 

In conclusion, the findings of the study at hand enable LFB managers to get an overview of relevant 

CE types from the Millennials point of view and to understand the underlying notions of how CE 

with LFBs influences the generations’ SC. These insights serve as a guide to add another perspective, 

in order to craft successful marketing strategies and operations for LFBs. These, in turn, can be used 

by managers in the respective industry to assess their current strategy and to identify how improve-

ments can be made. 
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7.3 Limitations and further research  

Despite the contributions to theory and practice that the research at hand entails, several limitations 

need to be considered as well. These in turn are addressed by discussing opportunities for future 

research. The limitations of this study are divided into three parts: First, the limitations in the context 

of the methodological choice are considered. Second, the sample is critically reviewed, and third, the 

conceptual model is discussed with regard to limitations and potential future research. 

Concerning the methodological aspects, the research at hand is critically viewed based on the quality 

criteria. For this purpose, the criteria of Guba and Lincoln (Guba & Lincoln, 1989; Lincoln et al., 

2011; Lincoln & Guba, 1985) are followed, which specifically refer to the assessment of qualitative 

research. First, the dependability and in this regard, different types of biases need to be considered. 

Amongst those, an interviewer bias can occur because comments or non-verbal behavior of the inter-

viewer might influence the response behavior of the interviewees. Linked to this, a response bias 

might emerge, meaning that the response behavior of the interviewees is influenced according to their 

perceptions about the interviewer. Although it is attempted to sensitize the participants for the topic 

of the interview and to create a familiar and confidential atmosphere for discussion within the begin-

ning of the interview, such possible influences must be considered as well. However, the methodol-

ogy of in-depth interviews naturally entails a lack of standardization (Saunders et al., 2016) and there-

fore, the chosen methodology does not aim to yield in the same results if repeated, as the findings of 

the study solely represent the socially constructed reality at the time of generating the data. The value 

of a qualitative study, more precisely of an in-depth interview, lies much more in capturing and un-

derstanding the complexity of a certain subject area (Saunders et al., 2016). At the same time, the 

detailed discussion of the methodology as well as the thorough explanation and justification of the 

course of the study aim to make the study comprehensible and transparent for external parties. 

Further following the above mentioned approach (Guba & Lincoln, 1989; Lincoln et al., 2011; 

Lincoln & Guba, 1985), the credibility of the research, meaning to ensure whether “the representa-

tions of the research participants’ socially constructed realities” (Saunders et al., 2016, p. 206) match 

their intention, is considered. This is aimed to achieve by conducting semi-structured interviews, 

which offer the possibility to ask ad-hoc questions to the participants and thus to clarify the intended 

meaning, if necessary. Furthermore, the interviews were recorded by audio and transcribed and coded 

in several runs with a certain period of time in-between. This intends to minimize the risk that the 

interpretation of the data is influenced by the expectations of the researchers regarding the outcome 
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of the data. However, in this respect, it is noticeable that, on request of the participants, five of the 

interviews are conducted in German and later on translated to English by the two researchers. This, 

in turn, can pose a risk of unintendedly misrepresenting the participants’ statements. Lastly, through-

out the entire process, the study was carried out by two researchers, so that the subjectivity in terms 

of generating, analyzing, and interpreting the data is reduced. However, it needs to be carefully con-

sidered that the researchers both show the same educational background which might result in the 

same expectation towards the results of the data. This in turn could show a negative impact on the 

credibility. 

Lastly, the quality criterion of transferability is to be regarded in the context of the conducted re-

search. In other words, the extent to which the study and its results are to be transferred to other 

subject areas and or samples is to be assessed (Saunders et al., 2016). Generally, due to the nature of 

qualitative research and the rather small sample sizes involved, it tends to be difficult to generalize 

qualitative data. Even though a sample of participants with eight different nationalities, a balanced 

gender distribution and an age range of eleven years was intended to reflect diversity and thus to 

compile a representative sample of Millennials in the study at hand, the findings can only be trans-

ferred to a limited extent. For the study at hand, the purposive sampling method is applied to ensure 

that criteria such as the general interest in LFBs and previously carried out engagement with and 

purchase of such LFBs are met. However, at the same time this implies a biased composition of the 

sample. Moreover, and largely due to the outbreak of the Covid-19 pandemic, the sample is mostly 

composed of participants from the extended personal network, which in turn entails a higher number 

of students within the sample. On top of that, the explorative approach of the research and its subse-

quent character of a fundamental study in the respective field builds the base, from which hypotheses 

for further research can be drawn. Within the theoretical contributions (see chapter 7.1), some refer-

ences are made to the extent to which the conducted research corresponds with existing theories, 

which in turn contributes to the transferability. However, it must be emphasized that although these 

measures enhance the transferability of the study, a qualitative study and an accompanying non-prob-

ability sample can never be generalized. 
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This leads to recommendations for action in future research. The credibility and transferability of the 

research at hand could thereby be increased and supported by carrying out triangulation, meaning to 

include more than one source and method of data collection and therefore performing a multi-method 

study. Such triangulation could extend the research in its depth, complexity and richness (Denzin, 

2012; Denzin & Lincoln, 2011). Exemplarily, the addition of another qualitative method, such as 

group discussions – even if consciously decided against them due to a deliberate focus on the indi-

vidual – could broaden and deepen the insights in this area. Furthermore, adding quantitative follow-

up studies in order to test potential hypotheses generated from the findings and to examine relation-

ships between the different variables serves as another opportunity for future research (Saunders et 

al., 2016). 

Second, limitations regarding the sample become apparent. In this vein, the sample size needs to be 

critically reflected. The sample is limited to twelve participants – 14 if including the pre-test inter-

views – mainly due to the scope and complexity of the master thesis. According to the method of GT, 

generating data is continued until theoretical saturation is reached and therefore no further insights 

are gained by adding new participants (Saunders et al., 2016). Due to the size of the master thesis, 

this could not be carried out properly and was instead limited to 14 participants in order to plan for 

the given time frame. Therefore, it cannot be guaranteed that theoretical saturation was reached. Add-

ing on this, theoretical saturation in the regard of the chosen method presents a highly subjective 

measure and is thereby strongly dependent of the assessment of the researchers. Thus, follow-up 

studies are recommended, which could further shed light on the topic and explore further relevant CE 

types and influences on the dimensions of the SC. 

The investigation on the Millennials yields in other limitations of the research at hand. First, investi-

gating on the generation of Millennials entails an age group of those born between 1981 and 2000. 

However, the study at hand only regards an age range of eleven years. Given the fact that the oldest 

participant within the sample is 32 years old, the older part of age group is thereby neglected. Second, 

the present study considers the entire Generation Y as a homogeneous group of people, who are very 

similar to each other in terms of their values, attitudes and other characteristics. However, other stud-

ies show that Millennials have to be seen as a much more diverse group, which is further subdivided 

within the different age ranges and shows differences in values and attitudes (Kapferer & Michaut-

Denizeau, 2019). Accordingly, the Millennials must be regarded as a highly heterogeneous generation 

and one has to implement a more differentiative view. Consequently, it is recommended to carry out 

further research with a sample that divides the Millennials into further sub-generations according to 
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the different age groups or other potential criteria. Exemplarily, Kapferer and Michaut-Denizeau 

(2019) suggest to separate the generation into two subgroups based on their age as they point out that 

the two subgroups would have grown up in different environments with regard to, amongst other 

things, economics and technology. 

Concerning the customers of LFBs, the Chinese customers can also be highlighted. By increasing 

shares within the consumer statistics, these can be identified as a promising customer segment, which 

will become more and more important within the industry. In this respect, China is in some cases 

even highlighted as the driver of the luxury market (D’Arpizio & Levato, 2019). However, this cus-

tomer segment is neglected in the sample considered in the present study. Thus, a more differentiated 

investigation on the various cultures becomes also advisable. In particular, similarities and differences 

both in relation to the CE types with LFBs and their influence on the customer’s SC could be identi-

fied, which in turn could result in more differentiated ways of addressing the different cultures and 

corresponding customers. 

Lastly, limitations can be identified that relate to the conceptualization of the model. It becomes cru-

cial to highlight that the study represents a fundamental study with the aim to give a holistic impres-

sion of the different types of CE which are carried out with regard to LFBs, as well as to shed light 

on the influence of such CE on the customer’s SC. However, due to this all-encompassing and ex-

plorative approach several limitations arise. 

One of them being that the understanding of CE as a whole requires critical reflection. Although the 

different types of CE with LFBs are identified and classified, the analysis of the influences of CE on 

the Millennial’s SC does not consider the individual influences of the CE types. Accordingly, it was 

neglected whether certain CE types have a stronger or weaker influence on the SC, or whether some 

of them even show no influence at all. The individual correlations with regard to this would have to 

be examined more closely in subsequent studies. 

Also concerning the CE types, limitations regarding the categorization of the CE types can be pointed 

out. In the research at hand, the different types of CE were categorized according to the location 

where the CE takes place, e.g. online or offline. This, however, presents only one of many possibilities 

for categorizing such types – however, not with the data available in the study at hand. Using a dif-

ferent research approach, one could have categorized the individual CE types according to how active 

or passive the execution of the individual types is. In this case one could further investigate whether 

the active or passive involvement in the engagement influences the SC in different ways. 
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The model also sheds light on how CE with LFBs influences the SC of the customer. However, this 

does not take into account whether the model needs to be supplemented by possible mediators or 

moderators. The inclusion of such mediators or moderators is neglected in the present study and, 

instead, a direct influence is assumed. However, in follow-up studies, for example, one could inves-

tigate whether the above-mentioned activity level of the CE, a high self-confidence/ self-esteem of 

the participants, or similar factors might have an influence as potential mediators or moderators. 

As with the categorization of the CE types, the categorization of the SC into the four dimensions 

actual self, ideal self, social self and ideal social self can also be critically questioned. Based on the 

literature, it appears reasonable to subdivide SC according to these four dimensions and to particularly 

contrast the aspects of the current and ideal, as well as the self-related and the social-related self. 

However, the literature shows different multi-dimensional approaches to establish the dimensions of 

the SC, so that a different classification could have been applied as well (see chapter 2.3). In further 

research, the SC could be viewed from different angles or other perspectives. Also, the classification 

into the four above-mentioned dimensions and the subsequent reasonability could be quantitatively 

confirmed in subsequent studies. 

As already mentioned above, the influences on the SC are assigned to the four dimensions or are 

categorized according to them. In this regard, however, it is to be viewed critically that the allocation 

of the different influences is done based on the subjective judgement of the two researchers. Although 

this is grounded in and carried out in line with the definitions of the four dimensions, it still remains 

a subjective categorization rooted in the opinion of only two researchers, and thus must be considered 

as a limitation of the study. Further research is needed to clarify the corresponding allocation of in-

fluences to the respective dimensions or, if necessary, to falsify them. In this context, the boundaries 

between the dimensions are partially blurry, so that it must be questioned whether the allocation is 

made in the best possible way or whether the influences should have been allocated differently. Again, 

a strong subjectivity of the interpretations is to be emphasized, which in turn is linked and related to 

the methodological limitations and the applied philosophical approach. 

At the same time – due to the qualitative nature of the research – no definite assessment can be made 

here about which dimension is influenced particularly strongly. As already discussed in chapter 5, 

the actual number of quotes does not give any information about the qualitative value of the statement. 

Instead, it would be necessary to quantitatively investigate in follow-up studies on which of the 
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dimensions the influence of the CE with LFBs has the greatest impact. However, a parameter would 

have to be developed according to which the strength of the influence is assessed. 

Finally, and as mentioned above, the study and the model are concerned with the way in which the 

CE with LFBs influences the customer’s SC. However, the model does not encompass whether such 

an influence on the SC in turn affects whether and to what extent CE with LFBs is carried out. This 

means that the model does not include whether the processes possibly take place in a circulation. As 

pointed out in the literature review and the theoretical contributions, academia is aware of concepts 

related to the self working as a motivating factor to initiate or trigger CE (see chapter 2.4.1.1). How-

ever, it is not known whether such processes are circular or are proceeding in a continuum. Under the 

assumption of such a cycle-like process, it could be investigated whether the influenced SC gives an 

impulse or serves as motivation to perform CE. In this context, it would also be interesting to know 

whether one of the dimensions of SC plays a specific role. Accordingly, it would be interesting to 

find out whether the influence on a particular one of the four dimensions in turn has a specially acti-

vating or motivating effect on potential CE or whether some of the dimensions show no influence. 

Another limitation regarding the SC arises from the fact that some authors describe the SC as situa-

tional and context-dependent (Schenk & Holman, 1980) and as varying and evolving over time 

(Onkvisit & Shaw, 1987). Although the study at hand is a cross-sectional study (see chapter 4.5), it 

therefore needs to be stressed that the study at hand only provides a snapshot of the status quo, illus-

trating how the SC of the Millennials is influenced at this point in time. Future studies with the same 

object of investigation could provide information on whether the influences of CE with LFBs on the 

SCs change with increasing age or if it will unfold in a different way. 

Throughout the course of the conclusion and discussion of the study, it becomes apparent that the 

respective thematic field does not just present a relevant field but moreover a promising area for 

future research. 
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Appendix 

Appendix A: Screener questionnaire  

 
 

SCREENER QUESTIONNAIRE 
 
What is your name ?  

 

 
 
How old  are you?  

 

 
 
What is your gender?  

❑ Female  ❑ Male ❑ Other  
 
 
What is your nationality?  

 

 
 
Which country do you currently live  in? 

 

 
 
How would you define  luxury fashion brands in general? 

 
 
 
 

 
 
What are the first 3 to 5 luxury fashion brands that come to your mind ?  

1.  
2.  
3.  
4.  
5.  

 
 
Which of the following  brands would you personally define or identify  as luxury fashion 
brands? Please let us know in case that any of the brands is unfamiliar to you.  
 

❑ Chanel  ❑ Zara  ❑ Bulgari     
❑ Ralph Lauren  ❑ Gucci  ❑ Louis Vuitton   
❑ Prada  ❑ Chloé  ❑ H&M     
❑ Mango  ❑ Furla  ❑ Burberry     
❑ Celine  ❑ Saint Laurent  ❑ Hermès   
❑ Sandro ❑ Off-White  ❑ MCM   
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Are you generally interested  in luxury fashion brands?  

❑ Yes  ❑ No 
 
 
Apart from your current financial situation - would you (potentially) purchase  an item/ 
product of a luxury fashion brand?   

❑ Yes  ❑ No 
 
 
Did you purchase  or were given  a luxury fashion brand item within the past 2 years?  

❑ Yes  ❑ No 
 
 
If yes, which brand  and which item?  

 

 
 
How would you define engagement with a brand?  

 

 
 
Did you ever engage  with a luxury fashion brand?  

❑ Yes  ❑ No 
 
 
Which kinds of engagement did you do so far? Please mention up to 5 kinds.  

1.  
2.  
3.  
4.  
5.  

  
 
Thank you  very much! We would be pleased if you would participate in our study and agree 
to a personal interview. 
 
Schedule a date:   
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Appendix B: Interview guide 

 

 

 

GUIDE: IN-DEPTH INTERVIEW - ENGLISH  
 

1. INTRODUCTION (approx. 5 min.) 

 
Hello and welcome to our interview! First of all, thank you  very much for taking the time 
today to take part in our interview.  
 
My name is (...), I am a student at CBS and my thesis partner and I are currently conducting a 
few interviews as part of our Master's thesis.  
 
First of all, the overall schedule : The interview will last about an hour and I will ask you some 
questions about Luxury Fashion Brands (LFB). It is important that there is no right or wrong 
answer. Just feel free to tell me your personal opinion  and whatever comes to your mind 
spontaneously. If something should be unclear, you can of course always ask questions.  
 
Your answers will of course be treated confidentially and anonymously. Our conversation is 
recorded by audio . This is only for the purpose of allowing us to listen to the recording again 
at a later time and to document it so that we do not have to remember or write everything 
down during the conversation. Everything you say serves only our research purpose , will not 
be related to you and will of course be deleted at the end of our study.  
 
If you agree, we would now like to start with the interview. Do you have any questions before 
we begin?  
 
Before we start with the actual interview, I would like to get to know you  a little better. Can 
you tell me a little bit about yourself?  

- Where do you currently live?  
- What are you doing professionally?  
- What are your personal interests or hobbies?  

 
 
 

2. WARM-UP: LUXURY FASHION AND YOUR LIFEWORLD (approx. 10-15 min.) 
 
Let us now focus a little more on the topic of luxury.  

- What does luxury mean to you personally?  
- What defines luxury fashion brands in particular? And why?  
- In your opinion, what distinguishes a luxury fashion brand from other, "ordinary" fast 

fashion brands you know? 
 
What role do LFBs play in your life ? 

- Are you confronted with them in your everyday life? 
- What does LFB mean to you?  

- What does it mean to you to consume them or to deal with them?  
- What does it mean to you to wear them?  

- I would like to go through your history with LFB. When did it start for you to deal with 
LFB, when did it become an interesting topic for you? 

- Did your relationship with LFBs change over the time? If yes, in which way?  
- What benefits does it offer you to own or to wear LFBs? 
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Now please think of a concrete LFB that you have in your mind. This can either be one from 
which you have already consumed a product or received one as a gift, or a brand where 
you could imagine consuming a product in the future. It can also be a brand with which you 
have already dealt more intensively. 

- What brands are you thinking of?  
- Are you thinking of a specific product? If so, which one?  
- When you picture this brand, what are your first thoughts?  
- What image do you have in your mind? And why?  
- If you try to imagine the brand as a person: What image do you have in your mind, 

what would this person be and look like? And why? 
 
 
 

3. LUXURY FASHION BRANDS AND SELF-CONCEPT (approx. 15 min.) 
 
Besides fashion, if you think about your personal image  of yourself... 

- What kind of person are you? 
- Who do you want to be?  
- What are perhaps characteristics you would like to stand for? Characteristics with 

which you can or want to identify yourself? Why?  
 
Now, if you think about the outward appearance  you want to make... 

- What are perhaps characteristics that you would like to show outwardly? Why?   
- What do you want to stand for?  
- How do you want to be perceived?  
- Is the perception of others more important to you than your own perception of 

yourself?  
 
Let’s have a closer look at the fashion area .  

- To what extent would you say that you can express your personality through fashion?  
- Why do you think like that?  
- What exactly do YOU want to express through fashion items that you are wearing or 

that you are interested in? 
 
Earlier we talked about what the brand you have chosen stands for in your eyes and 
afterwards we talked about what image you have of yourself. Let's now transfer the whole 
thing to the LFB area.   

- Would you say that the two images match? Why?  
- Would you say that you can identify with the LFB? And why?  
- In which way is dealing with LFBs related to your personality? 

 
How do you select the brands you deal with?  

- Are you looking for brands that embody how you see yourself or want to be seen? 
And why?  

- Would you say that sometimes you buy a brand or deal with it because you want to 
be seen in the same way the brand is seen? And why?  

- Do you think that you can change the image of the brand by being a consumer of 
the LFB or by getting involved with the LFB?  

- Can you give examples of how this might work?  
- Can you give reasons why you think so?  
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How is that with other people ?  

- Do you perhaps have a person in mind from whom you think that the personality is 
represented by wearing or interacting with a LFB?  You can think of a person in your 
personal network or, for example, from social media.  

- Why do you have this impression? Can you illustrate it with an example?  
 
 
 

4. LUXURY FASHION BRANDS, SELF-CONCEPT AND CUSTOMER ENGAGEMENT 
(approx. 25 min.) 
 

Let's talk about what it means to you  to generally  be involved, to engage with or deal with  a 
brand. Please think of all possible activities during which you can interact with the brand. This 
can take place before, during and after the purchase of a product.  

- How do you define such engagement?  
- How can such an engagement look like?  
- Where does engagement start in your opinion? 

 
Can you think of any concrete examples of how to engage with a brand?  

- Which of these have you done before  or would you consider doing ? And why?  
 
Now when we think about LFB .  

- Are there any differences for you in terms of engagement between "typical" fast 
fashion brands and LFB? If so, which ones? And why?  

- Have you ever engaged with LFB? Can you give concrete examples? How exactly 
did it happen?  

 
Let’s stick to this specific example. What motivates you or has motivated  you to get engaged 
with the LFB?  

- Why did you consider to get in touch with or get engaged with a brand? 
- What drives you? And why?  
- Does it matter how satisfied you are with the LFB or what experience you have 

already had with the brand? And why?  
- Do you think it is more likely to engage with a brand that you would recommend to a 

friend or from which you have already bought products? And why?  
- Do you think it is important to identify with the LFB when engaging with it beyond the 

purchase? Is it important to have similar values?  
- Would you rather be engaged with a LFB that you are already familiar with, that you 

have already bought or have experience with, or could it be a completely unfamiliar 
brand? 

- Is it more motivating for you to get engaged with the brand in a self-initiated way or 
on request from the brand? Why? 

- Would it motivate you to get involved with an LFB when knowing that you would learn 
something? 

- Would you be motivated to engage in LFB if your friends/environment would like it, 
encourage you or would do so themselves? 
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What is your personal outcome or what was your personal outcome when you engage 
(engaged) with the LFB?  

- What's the benefit? And why?  
- What do you give to the brand through your engagement? 
- What does the brand give you? 

- Were you emotionally involved in the engagement? If so, in which way? If not, why? 
- In which way did you gain new knowledge or were you able to share your own 

knowledge?  
- According to your own perception, did you contribute to the brand image through 

your engagement?  
- Did such an engagement influence how you feel about the brand?  
- How does such an engagement contribute to your perception of yourself?  
- How does such an engagement contribute to how you might be perceived by 

others? 
 
 

5. GOODBYE 

 
We have now reached the end of the interview. Is there anything you would like to add? Or 
do you have any questions?  
 
Then thank you again for your participation and goodbye!  
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Appendix C: List of codes 

SELECTIVE 
CODE AXIAL CODE OPEN CODE  QUOTE 

Luxury 
Fashion 
Brands  

Focus on 
brand’s prod-
ucts  

LFBs are de-
fined over 
product link-
age  

“So, this is of course for me the biggest touchpoint to the 
brands themselves. The products that you own or that are 
part of your everyday life. And yes, that’s why I would say that 
they actually play the biggest role in relation to LFB.” (Int. 11)  

“So, I think the brand defines itself through the products that 
are on the market a bit. So, for me, the products are first of all 
the things that tell me something about the brand.” (Int. 11)  

“Because the shoes I buy are rare, because they are not there 
so often and because they have a certain creativity, a cer-
tain style, which is extraordinary, and the masses don’t wear 
them. And that’s why in this case, I’m more involved with the 
shoe than with the brand as a whole.” (Int. 14)  

LFBs have a 
high quality  

“So, like, let’s say, I want a very high-quality belt, or like high 
quality bag or something right, just like are like high quality silk 
dress. I will definitely first look at luxury brands. Just because I 
know for sure that the majority of them utilize high quality ma-
terial. “ (Int. 3)  

“Which means it’s the best quality. (…) From the product per-
spective, I think it’s the quality of the product, the materials.” 
(Int. 5)  

“But from my experience, I would say the quality of the prod-
ucts, they are way better fabricated and they last longer, 
they’re more durable. The materials, that are incorporated, 
are also way better quality.” (Int. 6) 

“So, what I hope distinguishes them is like first and foremost 
the quality of the clothes which I think we all experienced is 
not always the case but mostly.” (Int. 7) 

“Well, quality is for me the prerequisite that I’m even willing to 
pay that price. But the main thing that separates it from the 
rest is the quality.” (Int. 14)  

LFBs are 
craftsman-
ship  

“But it also… it’s like the best craftsmanship (…) the whole pro-
cess of making it.” (Int. 5) 

“Like my first words would be craftsmanship, quality, creativ-
ity, effort.” (Int. 7) 

High-end LFBs are ex-
pensive 

“For me, I think luxury differentiates itself in the term that (…) 
it’s the most high-end, it’s more high-end than premium. (…) 
It’s the highest prices.” (Int. 5)  

(I: Okay, and in your opinion, what distinguishes such LFBs from 
other fast fashion brands that you know?) “Definitely the 
price.” (Int. 6)  

“So, obviously you have the price aspect.” (Int. 9)  

“The price is very, very high sometimes in my opinion.” (Int. 10)  
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LFBs are ex-
clusive  

“To me, luxury brands are high tier pleasure inducing leisure 
filled entities that only a certain amount of people in the world 
can really get to can really enjoy and can purchase.” (Int. 3)  

„So it's for the most like a small, exclusive crowd.“ (Int. 5)  

“Probably the exclusivity. For example, that you won't find 
high fashion brands in any large shopping malls, but really... 
yes, also this limitation, that many products are only very spe-
cial limited editions and then of course a certain feeling of 
scarcity arises in the market and that of course also drives the 
value of the brands up compared to other brands.“ (Int. 11)  

“And then there is this factor that the item has to be rare and 
that not everybody can have it.“ (Int. 14)  

LFBs are aspi-
rational  

“Luxury brands are aspirational.” (Int. 3)  

LFBs are a 
status symbol  

“I would associate them with the status. On the one hand, I 
could see that a lot of people would buy them just for them-
selves, but also partly to impress others. It's probably also 
connected to showing off a little bit in some cases.“ (Int. 6)  

“Or use as a status symbol.” (Int. 11)  

“They did something that signals more your position. So it's 
something easy to recognize, for example, if you own a Louis 
Vuitton bag, it's like a status symbol.“ (Int. 13)  

Significant 
identities 

LFBs have 
unique brand 
DNA 

“So, I would say that most luxury fashion brands have like 
their brand DNA and like a brand origin. Let's say Louis Vuit-
ton as an example. They originated from making trunks in 
the 1800s. So, they were like their brand DNA originates in 
the traveling industry and back making traveling easier for 
upper class people, I guess. So that's the story. And then 
there has always been their brand DNA for their company. 
So, they always like, go back and refer to their story and to 
their origins, while fast fashion brands like H&M... They don't 
really have a story, or like, brand DNA that is consistent 
throughout their whole business.“ (Int. 5)  

“So, for me, the Dior identity, the Chanel identity, Balen-
ciaga, Hermès, Prada etc. So, they're all really different. But 
it's kind of like different like social groups.” (Int. 9)  

“Well, I think like luxury brands are something that has more 
value for the person that is using it like in the sense that they 
have a story behind.“ (Int. 13)  

LFBs provide 
products to 
identify with  

“I see LFBs as a manufacturer of products which people can 
identify with.” (Int. 11)  

Beyond usual  LFBs are spe-
cial   

“Like I feel even if you just wear like not so pricey clothes but 
if you put like a nice handbag on your whole outfit is up-
graded.“ (Int. 8)  

„It's obviously like jewelry. So you would not wear your jew-
elry to go to do some sport or for like special pieces you just 
gonna think before wearing them, which is the luxury aspect 
as well.“ (Int. 9) 

(I: In what way is that more special? What exactly makes it 
more special to you?) ”The presentation of the products. So 
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how the presentation is draped on the one hand, the overall 
impression when you enter the store. Maybe the number of 
people in it. That's all I can think of right now.” (Int. 11)  

LFBs are ex-
travagant  

“There are usually a few details that are more fashionable 
and extravagant, not as wearable and casual as other 
brands.” (Int. 4) 

LFBs are 
haute cou-
ture  

“Although this is now loosening up again, but it is more in the 
direction of haute couture than casual chic.” (Int. 4) 

Visual 
uniqueness  

LFBs have a 
specific de-
sign  

“The design process and especially like the concept and the 
stories behind the design and collections, differentiate them 
from ordinary fast fashion.” (Int. 5) 

“I think it's always products that are usually in a quite high 
price range, high quality usually have a very specific design 
that's dependent on the brand you buy from. “ (Int. 8)  

“Like, even though brands like Zara tried to copy luxury 
brands, I still think that luxury products, they're more iconic, 
you know, like they have a specific design that even fast 
fashion brands like Zara cannot really copy. So, there's al-
ways this like, distinct item or distinct look that you would al-
ways recognize. I think that's what makes luxury brands very 
specific and distinct.“ (Int. 8)  

LFBs are cre-
ative 

“Like my first words would be craftsmanship, quality, creativ-
ity, effort.” (Int. 7)  

“A high degree of creativity in most cases.” (Int. 14)  

LFBs are art 
“I think a lot of times it's not only portraying their clothes or 
their bags, for instance, but it's more of an artsy way. Like 
it's..., I think luxury fashion is a bit of an art.“ (Int. 8) 

Provides cus-
tomer with 
well-being  

LFBs provide 
a good feel-
ing 

“Luxury brands are high tier pleasure inducing leisure filled 
entities. (…) I know a lot of people who do this, and it makes 
them feel good.” (Int. 3)  

“It's just items that make you feel better and make you look 
better or at least I personally feel like I look better when I 
when I read them.“ (Int. 8)  

LFBs provide 
outstanding 
service  

„Um, so I think for me the service is the main thing so obvi-
ously, you have the price aspect, but when you walk in a 
fashion luxury store, you'll obviously know about the price. So 
for example, the price is very different. The layout of the 
store is going to be very different. You're not gonna have the 
prices in big, the music is going to be different, the whole at-
mosphere is gonna be different and also, yeah, the service is 
the main difference, I think. For example, in Rome when I 
had to go to Louis, I walked in and people open the door for 
you. Someone comes up to you straight away. They kind of 
follow you from the beginning of your purchasing process 
until the end if you want to buy or not. Yeah, I think this as-
pect of service is a very big thing.“ (Int. 9)  

LFBs provide 
experience 

„Definitely the experience when you go into the store and 
see how things are presented. The whole service that goes 
with it, the presentation. The feeling when you try on the 
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clothes or look at them, the whole brand presentation 
online, i.e. how the visual language is, much more reduced, 
much more classic, much more high-quality and in commu-
nication also very polite and serious.“ (Int. 4) 

„(...) and experience, I guess. (...) But in another way it’s also 
about the concept and the feeling and the more cognitive 
elements that you experience.” (Int. 5)  

“Jacquemus at the moment is a big brand. And I think that 
it's interesting to follow, because he doesn't just sell products. 
He also shares a kind of way of life, really peaceful relaxed, 
which is actually interesting, especially in this period of quar-
antine, to follow because it's not just a luxury fashion brand, 
that is selling products it is also selling an idea and selling the 
kind of peace of mind, so yeah.“ (Int. 9)  

„Well it's not only that, but I am kind of into luxurious items 
because they offer such a special package. Oh, I have to 
say that - I don't know where you can put that but, for ex-
ample, the service in Louis Vuitton Stores... you are definitely 
treated differently than in other stores. I think this is really strik-
ing and to have this special feeling also belongs to the 
whole experience, it makes the whole thing more complete 
and is in any case a plus.“ (Int. 14)  

Brand’s com-
munication  

LFBs have a 
minimalistic 
presentation   

“Well, for example, the presentation is just much less, less is 
shown, it's scarce. And mostly the colors are also much, 
much more reduced and timeless, more subdued.“ (Int. 4)  

LFBs com-
municate 
with more ef-
fort   

“I also would think what distinguishes them is that by having 
more of PR and marketing campaigns is that these brands 
interact more with their customers or with persons who are 
interested in the brand. (...) When they do haute couture 
shows, when they publish magazines, when they do great… 
to create campaigns, when you see the windows of the 
boutiques, when they are like creatively designed. I think 
that's more engaging and interacting with a customer. I also 
like that because I'm interested in the creative art of the 
fashion. So, this is how I often found my way to brands. By 
reading something about the creative director then I liked 
the way they did something. That's actually how I came to 
the luxury brands. In the first place.“ (Int. 7)  

„I would say that luxury brands are putting more effort on 
picturing the image to society and to their audience, for ex-
ample, by haute couture shows. Actually, I don't know. But 
as I'm saying it, I'm guessing that H&M and Zara also do 
shows I actually don't know to be honest. But even if they 
do, like no one interested in fashion would say, oh, I just went 
to the Zara show. Like it's not special. But like the Paris Fash-
ion Week or Milan Fashion Week, it's something really spe-
cial, right? It's like a one time a year event where there's so 
much so many like emotions around this. That I would say it's 
more special than the usual brands. And by publishing mag-
azines or by featuring formats and interviews, I would say 
that they are more engaged than fast fashion brands.“ (Int. 
7)  

Consistency 
vs. innovation  

LFBs are 
timeless  

“But for me luxury means timelessness, timeless elegance.” 
(Int. 4)  
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“Buying more timeless stuff that you have for many seasons 
to come. So, for instance, like typical men's dress shirts, let's 
say like a regular, light blue Oxford shirt. I think that's basi-
cally timeless that goes anytime, any season.“ (Int. 6) 

“And it's something that it's a kind of timeless item that just 
makes you look better.“ (Int. 8) 

LFBs are clas-
sic  

“For me personally, it means that it is very timeless, very clas-
sic, of course, but also very, very high-end regarding the 
quality and presentation.“ (Int. 4)  

LFBs are tra-
ditional 

“I am thinking of tradition.” (Int. 7)  

LFBs set 
trends  

“I see it as something more like trendy. So, it could be for ex-
ample, Prada. I think it's really trendy, but at the same time 
you could see it as something, I will say that it’s something 
only for like old people. If that makes sense. So it's more like, 
it is popular to wear, it can change probably from time to 
time, so the fashion part.“ (Int. 12) 

“Well, I just think that the compared to other brands, they're 
focused on fashion and maybe a little bit less traditional and 
like, more innovative in fast changing compared to other 
luxury categories.” (Int. 13) 

“That either goes with the trend of the time or can even set 
a new trend.“ (Int. 14) 

 
SELECTIVE 
CODE AXIAL CODE OPEN CODE  QUOTE 

Customer 
Engage-
ment  

Offline 

Wearing 
products 

“In everyday life… it starts in the morning, when I put my watch 
on, of course. They are of course always present in my every-
day life, because they are also partly objects of daily use. 
Therefore, I would describe them as relatively present in my 
everyday life.” (Int. 11)  

“And I mean, when I wear such brands, that’s already some 
sort of engagement, right?” (Int. 7) 

And then of course also when you wear it. (Int. 9) 

Visiting stores  

“If you go to a store in the city center, the LV store here in 
Munich for example, that can be a form of engagement.” 
(Int. 11)  

“And finally, through the offline experience in-store, I was 
tempted to buy something.” (Int. 4)   

“I mean, definitely going to the stores and trying on clothes 
buying them. Something that I have done before, especially 
with my mother as well, I go and refer to the stores quite reg-
ularly actually because we like to go shopping together. (…) 
Actually, just recently, I’ve been to one of the Louis Vuitton 
stores again, because my mum wanted to buy a new bag. 
So, we went there and just had a look and tried out some dif-
ferent bags and had a woman help us find this bag. And we 
bought it in the end for her.” (Int. 8)  

“Then I was often in the store and got some consultancy there. 
I also learned from the contact with the sales personnel in-
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store, who have told me that the size of the ‘Box Bag’ has 
changed, for example, because of the iPhone. I have been 
in contact with sales personnel in various stores.” (Int. 4)  

“Well, I don’t know if that’s a good example, but some people 
like to go to art museums and look at the paintings. And I see 
these brands as art or expression of creativity, to a certain ex-
tent. And accordingly, I like to go into the stores and have a 
look at the items for entertainment, in the same way some 
people look at pictures or go to art museums.” (Int. 14)  

“I go to stores every time when I travel somewhere. I am 
gonna enter a Louis, I’m gonna go in a Dior.” (Int. 9)  

“And of course, sometimes I also go to visit the stores but It’s 
not like every week.” (Int. 12)  

“I think I go on a regular basis. I think that I do, I would say, in 
a luxury fashion store, I would go like once every two months.” 
(Int. 9)  

Window 
shopping  

“I have gone window shopping. And I told myself, I’m just 
gonna go window shopping at, you know, a Tiffany’s.” (Int. 3)  

Attending 
events  

“Basically, pretty much the ones I mentioned, like going to a 
fashion show or online social media stuff of course.” (Int. 7)  

Reading 
fashion-re-
lated maga-
zines & books 

“So, since I was little, I always looked into magazines like 
Vogue or InStyle. And I looked at these pictures and I always 
loved the clothes.” (Int. 8) 

“(…) but like looking through, flipping through magazines and 
seeing the brand and actually going like, hey, that’s interest-
ing.” (Int. 3)   

“I remember buying the GQ, the Gentlemen’s Quality. (…) But 
this one I remember saving my pocket money for, in order to 
buy it. (…) But back then, when I was younger, I always find 
fascinating how in the first ten pages or so of the magazine, 
you always had these crazy pictures with several thousand 
dollars suits being shot on a New York rooftop, but I kind of 
found that very impressive, like how those people transform 
clothes into emotions. (…) And this is how I got deeper into 
fashion.” (Int. 7)  

“I bought books on fashion as well so far.” (Int. 7)  

Observing 
people  

“I think I like to observe people like around me. In my surround-
ings and people that I look up to, what they wear and get 
inspiration from there.” (Int. 5)  

“Or just looking at people around me and maybe just recog-
nizing some pieces that I’ve seen before and I like potentially.” 
(Int. 9)  

“Of course, I also see some people on the streets. And I think 
some brands are easier, easy to spot. (…) Also if I see someone 
on the street, and where I can like see a match in my style, I 
think that happens quite often, and then I think due to… not 
that I know a lot about fashion and luxury, but I know like some 
brands… but then I think that I can see, okay, that’s a Prada 
bag, that’s a Chloé bag.” (Int. 12)  
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Online 

Following 
LFBs & influ-
encers 

 “Then definitely on social media, like I look a lot at different 
influencers when they are engaging with the brand when 
they show the product but then also going through the web-
sites itself.” (Int. 8)  

“I do really like fashion, so I follow fashion brands, like, I would 
say at least 10 on my Instagram, I follow fashion weeks.” (Int. 
9)  

“I follow a few luxury fashion brands and I’m interested 
about a few ones as well.” (Int. 10)  

“For example, if I see a cool picture on Instagram, of an artist 
or something, who is wearing a new jacket from manufac-
turer xy. Then I think to myself, cool, I don’t know the jacket 
yet, and then I go to the page and have a look at it.” (Int. 
11) 

“As many others, I use a lot of Instagram and so I am follow-
ing some of the brands themselves but also big influencers, 
fashion influencers. So, I really see a lot of stuff there, through 
which I’m getting inspired but also I see like new lines of 
products that I really want to buy.” (Int. 12)  

“I mean on Instagram, it’s probably on a daily basis, be-
cause I see their posts every day.” (Int. 8)  

“As I said, I am very like, like most people nowadays active 
on social media, so I like to, when I’m bored, when I just want 
to relax. I check out things on websites and stores and ac-
counts.” (Int. 5)  

Liking & 
commenting 
on SoMe 

“Writing comments, reacting on different stories that they 
have.” (Int. 10)  

Posting & 
sharing on 
SoMe 

“So, you know, I have, you know, purchased specific prod-
ucts and have related back to friends and family or posted 
on social media, or you know, shared it with others.” (Int. 3)  

Visiting web-
sites  

“I think I would go into the brand’s website and social me-
dia.” (Int. 5)  

“Then of course always visit a website. See what’s new, what 
products, what’s the new spring collection. These are such 
everyday processes.” (Int. 11)  

“But I think I have started to engage with Valentino online, 
like just looking at their websites and just like checking out 
what they have.” (Int. 3)  

“I will look always on sites like Mytheresa, for example, every 
week and then maybe I think it started to pop up there.” (Int. 
12)  

“And sure, then I also like to look at Farfetch or something, 
that’s a site I like to look at. (Int. 14)  

Receiving 
newsletters 

“For example, I am not a member, but I signed up to the 
Vogue Business newsletter. So, I receive a few emails every 
day. And then I can read on different topics, how fashion 
luxury brands are doing. So, for example, fashion brands are 
going through this whole change in 2019, for example, when 
LVMH bought Fenty. Um, so it’s kind of different news, it’s a 
different world. So yeah, you have the news on your TV at 
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night and you have the news of the fashion luxury industry.” 
(Int. 9)  

Writing re-
views  

“Write product reviews about the brand.” (Int. 6)  

Offline & 
Online  

Purchasing 
products 

“There’s obviously your purchasing stuff. Like if you purchase 
things in the store, if you purchase things on their website. 
You purchase things via their Instagram channels, if they 
have any.” (Int. 3)  

“The last time I consumed something. (…) I was actually in 
China and I ordered something on Vestiaire Collective, you 
know, vintage, yeah, online shop, and I ordered a pair Giv-
enchy boots.” (Int. 5)  

“So, I bought a super expensive sweater having this huge 
spraying and a huge image picture on the back.” (Int. 7)  

“I don’t consume (…) luxury fashion products very, very of-
ten. But I have a few pieces and every single piece repre-
sents something for me, so good and bad.” (Int. 9)  

Contacting 
LFBs 

“I got a business card with which I receive an annual clean-
ing service for my bag for free. So, I will be in contact with 
the brand at least once a year.” (Int. 4)  

“Talking to someone from customer service.” (Int. 10)  

Researching  

“I do like to have knowledge in the fashion luxury industry. So, 
when there’s a new brand, I always try to follow the new 
brand.” (Int. 9)  

“I especially like it when you have to inform yourself about 
brands because the fashion house is not directly printed on 
products. I am very interested in this minimalistic, timeless 
and understatement that many luxury brands have.” (Int. 4)  

“Reading in blogs about the brands.” (Int. 6)  

“I really looked up the history and the brand and like the 
brand origin and everything about the brand.” (Int. 5)  

“So, for example, like what I did was reading, reading stuff 
about the brand like a biography of the designer, or taking a 
look at the history like doing research on the brand to me is 
engagement with the brand.” (Int. 7)  

“What I also find very exciting, for example, is the change of 
design houses. So, if a Head of Design changes now, and 
how the style changes then. (…) I’d say that it started with 15 
or 16. When I found the topic interesting, I started to get 
deeply involved with fashion and was also interested in de-
signers and their biographies. I got in touch with Coco Cha-
nel for example and got to know the whole socio-cultural 
background.” (Int. 4)  

“Speaking of Off-White again, I really was a fan of the brand, 
so I have read the whole Wikipedia article about Virgil Abloh. 
I have read many newspaper articles. Because I found his, 
like, whole career path, pretty interesting. From an architect 
graduate to like, like fashion giant, so to say.” (Int. 6)  

“I read about the chef designer.” (Int. 7)  
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“And I saw that there is a new collection and that there is 
something new. And I definitely noticed that I don’t know, 
fall or winter is coming out right now and then I looked it up 
online to see when the exact date and time is and then I 
streamed the show and clicked through the collection.” (Int. 
14)  

“To really like, look up everything to look at the products and 
what it costs, the sizes like can I get it?” (Int. 5)  

“So, I was looking towards like, okay, where did they get their 
materials? Is it Swiss? Like, is it really? Or is it like, they get their 
stuff from China and then they build it, you know, Switzer-
land?” (Int. 3)  

“But yeah, I think it’s interesting to see their process and this is 
why sometimes, I’m trying to go deeper into that information. 
(…) And in terms of supply chain, how are like materials they 
are using, where they are producing, because they are of-
ten communicating about, you know, made in Europe, 
which from them is then like… it justifies a higher price rather 
than just made in China. (…) I like to see the process and the 
development of those brands. It’s really interesting to see 
their shift in this industry. So, in that case, I like to inform myself 
about that. (Int. 10)  

“Or if you simply find out about the brand online, what it 
stands for, how sustainable the production processes are.” 
(Int. 11)  

“It was my Chloé bag, I have looked online for Chloé bags 
actually for around a year.” (Int. 12)  

“Yeah, I’ve been looking at watches. I’m gonna say for like 
the past year. You know, before I bought it in February and 
that was only because I wanted to just buy myself a watch. 
A really nice watch. So, I was looking at like, TAG Heuer, and 
I was even looking at Rolex, I was looking at, like, obviously 
Tissot.” (Int. 3)  

“And you look at the product for many, many months or 
many years and you know much more about certain prod-
ucts and about the brands. You know much more than 
about other purchases. So, you are much more informed.” 
(Int. 4)  

“I mean, I go to the store. I guess almost every time I would 
do that, I would also like browsing around in the Internet be-
forehand. Um, or at least I have in mind before what I want 
to look for. So, I usually look up online before I purchase.” (Int. 
12)  

“I also find the whole business side very interesting.” (Int. 4)  

“I was in a job process for Louis Vuitton (…). So, I looked for 
jobs in different luxury fashion stores and ended up in a pro-
cess with Louis Vuitton, so, I was there in their store. Talked 
with a lot of people and I was actually in three interviews be-
fore Corona. So that was the last time I was engaged with an 
LFB.” (Int. 5)  

“Yes, especially right now because I actually really would like 
to work for a luxury fashion brand. So, that’s definitely some-
thing I spent a lot of time thinking about lately. (…) I’m look-
ing for a like to work within the luxury fashion industry, I also 
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follow some brands on LinkedIn for instance and then like 
see different aspects of their activities. (Int. 8) 

So, for me, I want to work in the luxury fashion industry when 
I’ll be older. So, it’s kind of a way of revising my work, when I 
read newsletters, and when I can speak about it with my 
friends. (Int. 9) 

Word of 
mouth  

“By telling your friends like, hey, I love this bag. Like you 
should buy it, too. That’s technically engaging with a brand.” 
(Int. 3)  

“Ask your friends, whether they have bought something from 
the brand.” (Int. 6)  

“Yeah, so I will always before buying something really expen-
sive, I think I actually always talk with a friend or a family 
member about the big purchase beforehand.” (Int. 12)  

“I think especially when it comes to the buying process, I like 
to share how I felt about it, and what the service is like. What 
kind of service you get after the purchase, in my case I share 
information about Celine regarding their care and mainte-
nance service and also about the contact with the sales per-
sonnel.” (Int. 4)   

“I guess I told like some of my friends about it. I think like for 
my closest friends, they also want to see what it is that I got, 
but not in a bragging way, if that makes sense. Because I 
don’t like that. More like I’m really happy with this.” (Int. 12)  

“I have some friends who tell me that… you know like many 
girls have like a dream product, a dream bag or whatever, 
that they would really like to have. And when I talk about 
these kinds of things with my friends, and they tell me about 
a brand or product, that’s definitely something that in-
creases my desire to engage with a brand. And it also really 
motivates me to actually go to the brand’s website or their 
Instagram and have a look. And in that way, I think it matters 
a lot what my peers think and definitely also influences the 
way that I would think about a brand.” (Int. 8) 

“Because I am really into fashion brands, so usually, my 
friends, if they like a luxury fashion piece, they will send it to 
me, and I’ll give my opinion on it. (…) And the fact that we 
speak about it and that we have a big interest is a big thing. 
Because for me, the engagement with a fashion brand, it’s 
just not only being a loyal customer. It’s also talking about it, 
this whole word of mouth interacting. So just always be on 
point for the last news and talking about it. (…) I do love talk-
ing about fashion.” (Int. 9)  

Mind Starting point 
of CE  

“Um, or at least have in mind before what I want to look for.” 
(Int. 12)  

“I think it starts with your mind. (…) You can’t just go into a 
Prada store and think like or any LFB store or any store and 
not even have a certain perspective in mind. Even People 
who say I’m just going into the store to go window shopping 
already has window shopping in that store in their mind.” (Int. 
3)  

“I think you get a certain feeling for a brand, and you want 
to embody this feeling, and it starts in your mind.” (Int. 4)  
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“Yes, I think engagement starts with everything or anything 
whenever you think about it, right? Yeah, I mean that’s like 
personal engagement.” (Int. 7)  

Recognizing 
features of 
LFBs  

“No, for example, if you recognize a brand just by its logo. 
That could also be a form of engagement.” (Int. 11)  

Dreaming 
about LFBs 

“And I’ve always dreamed about having certain products 
myself. (…) I’ve been dreaming about these things for a lot 
of time and I spend a lot of time watching the collections of 
LFBs and so on. I definitely look forward to hopefully being 
able to be buying some myself soon when I have my degree 
and when I start working.” (Int. 8)  

“It is something that you dream about and then buy it.” (Int. 
12)  

LFB remain-
ing perma-
nently in 
mind  

“Like if I am thinking about a brand constantly, I am definitely 
engaging with it.” (Int. 6)  

“Yeah, I would say so. Like whenever you think of something. 
Maybe when that engagement grows and like leaves your 
mind and you start taking actions that when it’s like evolving 
and stuff, but yeah, I would say so.” (Int. 7)  

“Nah, I also think that cognitive processes can also be a form 
of engagement.” (Int. 11)  

“I think it can also be in my mind, like, as soon as I really 
have, I mean, if I just walk past something and read the 
name, then it’s probably not really that much of engage-
ment. Although you could probably argue about that. But I 
feel like as soon as you think about a brand actively and 
consider it or just think about a look you saw from the brand, 
I think it is a type of engagement, for me personally.” (Int. 8)  

“I think that it’s in your mind as well.” (Int. 9)  

 
SELECTIVE 
CODE AXIAL CODE OPEN CODE  QUOTE 

Self-con-
cept Actual Self  Rewards 

oneself  

“It is a kind of reward.” (Int. 4) 

“If I have learned a lot for my master’s thesis, for example, or if 
I have successfully completed it all, then you reward yourself 
to a certain extent with a luxury item for the work you have 
done or for the challenge you set yourself to achieve it. As an 
incentive, if you like.” (Int. 11) 

“I bought a Tissot watch for myself on Valentine's Day, be-
cause I had enough money to do so. And I just felt like buying 
myself a watch. And it was for me to say like, hey, like you 
made it, right? Like you made it in this sort of time of your life, 
that you have a job. You can do this.” (Int. 3) 

“Like being able to afford these kinds of products would kind 
of symbolize the achievement of something.” (Int. 13) 

“And also, the thinking about ambition, I would say, like, it's still 
a symbol of status and like some sort of achievement. So, I think 
it's aligned with that.” (Int. 13)  
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Boosts self-
confidence 

“Well, first off, I get the brand, the anomaly that this kid from a 
low-income suburb in the Philippines is wearing it. There's that 
number one. Because people like me are not supposed to be 
wearing these things or can purchase these things. So that's 
cool. I call that swag.” (Int. 3)  

“I think I like of course the quality of the product material, the 
product itself, but also maybe the feeling that the brand adds 
on to you, I guess. So, I guess the brand association kind of 
gives you a boost in personality or like it adds on something to 
your, to your sense of self.” (Int. 5)  

“I think it affects me more than I think. Because like I said, it kind 
of gives you a boost indirectly.” (Int. 5)  

Enriches per-
sonality  

“I think by looking at things and knowing things about a brand 
kind of already gives you like, oh, I'm a person that knows a lot 
about this brand. So, I’m this guy, I think it definitely adds on to 
your personality as well. Like, if you follow a brand on Insta-
gram, that's engagement, right? And I think by following a cer-
tain brand, kind of also indirectly gives you this changed pic-
ture of yourself because I'm the girl or guy that follows this 
brand. So, I'm part of that a little bit. (…) So, it's kind of like, this 
is sum of the brands that I follow. So, it's like me this my person-
ality and my interests.” (Int. 5) 

“So, you are much more informed.” (Int. 4) 

(I: Okay, then let's think about what's your personal outcome 
when you engage with a brand? Like what is the actual ben-
efit that you get?) “I think knowledge.” (Int. 10) 

“Yeah, in general when I get a product or when I just interact 
with the brand, I think it's a constant increase of knowledge. 
So, for example, if I like a picture on Instagram is using the latest 
collection. So, I am aware of the latest collection, how the 
brand is evolving. So yeah, I think that is an increase of 
knowledge every time I take part and every time I, yeah, just 
thinking of the brand, researching etc. is an increase of 
knowledge for me.” (Int. 9) 

“For example, if you look at Hermès again, I think you learn 
something about production and processing. And I find that 
very, very interesting, because it's also a certain craft and is 
related to high quality, which you can communicate as well. 
And I find it very interesting to experience that as a customer.” 
(Int. 4) 

“So, it's another form of increasing your knowledge in some-
thing and increasing the hobbies that you have for something, 
the whole interest. So, for me, I want to work in the luxury fash-
ion industry when I'll be older. So, it's kind of a way of revising 
my work, when I read newsletters, and when I can speak 
about it with my friends etc. … And so, it's a different form of 
internal knowledge on a specific sector that I am interested in. 
(Int. 9) 

“Well if those brands are actually talkative or giving you more 
information than expected, then this is a rare insight that you 
wouldn't have usually. And so, you can… which can be very 
useful afterwards. And having a lot of small information from 
different kind of luxury brands at some point can make a 
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whole puzzle. So, your own puzzle, it can be very insightful.” 
(Int. 10) 

Helps to de-
fine own self  

“Yeah, I think it's a way to define yourself. Yeah. It's kind of, if 
you feel elegant, you tend to use like pieces that make you 
more elegant and so that helps you to define yourself.” (Int. 
13) 

Provides 
mean to ex-
press oneself 

“If I could express myself through fashion? YES!” (Int. 7)  

“So, having like a certain bag or a dress or whatever, some-
thing that would just make me really happy that I have it and 
just to express myself, mostly.” (Int. 8)  

“I would rather explain it as a form of self-expressionism. It's a 
form of personality expression. And I don't know if you get val-
idation about it, or if that's just the subjective view that makes 
it attractive to you.” (Int. 11)  

“Yeah, I think it's a self-expression, I would benefit like probably 
feeling good about myself.” (Int. 13)  

“I think that it says a lot about yourself, the kind of clothes that 
you wear.” (Int. 8)  

“What do I want to express... of course a bit of my self-image, 
how I perceive myself. I believe that sometimes subconsciously 
you do it in such a way that you dress like it.” (Int. 11)  

“And then I just like fashion in general, so it's like the way of 
expressing myself by wearing clothes that I like.” (Int. 13)  

“I think fashion really helps people to become their own self or 
like to express their individuality. So, in that sense, I think fashion 
is very powerful.” (Int. 10)  

“I think there is almost no limit to how you can express your 
personality through fashion. I think there are a thousand differ-
ent kinds of fashion. There are a thousand different styles, there 
are a thousand different types of fashion, there are a thousand 
different designs and I think the personalities that can be ex-
pressed are just as individual. So, I think there are no limits to 
that.” (Int. 11)  

Ideal Self  

Helps to get 
closer to de-
sired values  

“I believe very strongly, that if you transfer the values and vi-
sions of the brand to yourself through products and thereby 
radiate something that others associate with the brand. So, if 
someone else has a certain image of a brand and I am 
wearing this specific brand, then he would project the values 
onto me, even without knowing me.” (Int. 4)  

“But it’s also, I think it’s important for the values you want to 
deliver and the effort you want to deliver.” (Int. 7)   

Transfers 
LFB’s identity 
to own iden-
tity  

(I: And would you say that you could also… so when you pur-
chase the brand, you kind of transfer… Are you like trying to 
transfer the image from the brand a bit to your image?) “Yes. 
For sure.” (Int. 5)  

“And also, I think I tend to search or like, yeah, be engaged 
in brands that I know that some people perceive as the per-
son they want to be, if that makes sense.” (Int. 5)  

“That’s what I meant earlier about self-identification with a 
brand. Therefore… the described character traits of Louis 



Master Thesis | Katharina Schaab & Amelie Schwickert   
 

 XXVII 

Vuitton, I would now also… could also be transferred to my-
self, because I have to a certain extent the same self-image 
of myself. Somewhat dynamic, innovative and future-ori-
ented. This modern brand with classic structures.” (Int. 11)  

“I think I feel a little bit closer to the brand. So, the benefit, 
that the brand might provide, like pleasure, like to associate 
some values of the brand with yourself, like since I cannot re-
ally afford to have all these… let’s say products, for exam-
ple… it’s another way to like, consume the brand.” (Int. 13)  

“So, also, when you hang out with a certain group of people, 
you feel like that you are a little bit like them. So, I think it’s the 
same, kind of… the same as engaging with the brand. So, like 
yeah, if you feel more similar, or you kind of feel that they rep-
resent who you are, to some certain extent.” (Int. 13)  

Social Self  

Provides dif-
ferentiation  

“Yeah, people will already look at you a different way if 
you're wearing you know… a Hermès bag.” (Int. 3)  

“People are like using these things to say something, or to like 
distinguish themselves.” (Int. 5)  

(I: And how does such an engagement contribute to how 
you might be perceived by others?) “Sometimes in certain 
circles you already have the feeling that you are perceived 
differently. But nothing has changed in my immediate envi-
ronment. This is rather a perception of strangers.” (Int. 4)  

“Yes, and otherwise I think it's just a way to stand out from the 
crowd. Not only by the price, but also by the individuality, be-
cause some pieces are a bit [freakier] than others.” (Int. 14) 

“I think it makes me feel a little bit more unique. Like it distincts 
me from other people as well. This is like what's…. I wouldn't 
say the main reason, but it's also not as far apart as a side ef-
fect. So, it's somewhere in between.” (Int. 7)  

“Sometimes I buy myself like luxury or designer brands. It also 
like I mean, it also distinguishes you apart from other people, 
right? And it makes you more incentive and more unique 
than others.” (Int. 7)  

Puts label on 
one  

“There are a lot of symbols when it comes to fashion and how 
you express. It's kind of easy to express, like a certain interest 
whereas, like subculture even though it's not that obvious, of 
course, not everyone goes around like, like a punker or like, 
emo. But it's, it's still like, kind of easy to possess these small 
symbols and by having doing that, like communicates that 
you're interested maybe in, I don't know, a certain lifestyle or 
an attitude.” (Int. 5)  

“I don't know if you know this, but my friends called me Bou-
gie. They call me Bougie Bumatay. Because I engage with 
brands like Cartiers and Tissots of the world. Yeah, it’s great. 
Yeah, it totally does to be honest with you because I have 
very diverse friends and I have very diverse like group of peo-
ple around me at all times.” (Int. 3)  

“To a certain extent… Yes, like from other people's eyes I am 
pretty Bougie because I drive a luxury car, I have luxury 
things. So, they do call me Bougie Bumatay for a reason. So, I 
think yes, for sure like people definitely look at you a certain 
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way when you were or own things of luxury. Hundred per-
cent.” (Int. 3)  

“And I think it will definitely impact the way that people per-
ceive you. I mean, people might still think like, oh, she thinks 
she's better than others because she can afford an expen-
sive bag. I hope that's not what people think. But I think 
mostly it's like kind of categorizing people to belong to this 
kind of certain person that spends a lot of money on clothes 
and cares about clothes.” (Int. 8) 

Communi-
cates profes-
sional ap-
pearance 

“Partly, it’s always prestige, partly I think it is a success factor 
that you show through the purchase. So, especially in the self-
employed sector, it is a kind of professionalism that you radi-
ate, because it shows that you value high quality and profes-
sional success.” (Int. 4)  

“If you show up, let’s say to clients, okay? This is where you 
have to… this is where you have to depict yourself compe-
tent. And this is why I like to dress with a good suit, with a bet-
ter suit, with good shoes, with, you know, this kind of stuff, 
paying attention to detail and because I think this is what you 
reflect on someone who in this situation has to paint a portrait 
of yourself and if he sees that you have, I don’t know, a nice 
tie, then he knows that you pay attention to this kind of stuff. 
So, I was always caring about that because I thought, that it 
causes a better bond between me and the other person. Be-
cause of, I don’t know, more things in common or because 
there’s more trust.” (Int. 7) 

Communi-
cates suc-
cess 

“Because it is like a statement. And I also think sometimes it 
can be a statement that you are like doing good in life, if 
that makes sense.” (Int. 12)  

“But I also think that you can show your personality with for 
example a more delicate design, or you can be more casual 
or...yeah, I don't know. But you can also focus on quality and 
show that you're successful.” (Int. 12) 

Communi-
cates sense 
of fashion  

“Like if people hear about that, that I am engaging, or if peo-
ple knew it, I think that this changes the perception of course, 
people will say like, (name) is interested in fashion.” (Int. 7)  

“It also reflects your behavior, right? It reflects if you are inter-
ested in fashion and whatever I want to depict that to the 
world around me or some sort of deliver a message…” (Int. 7) 

“People around me know that I really like fashion. So of 
course, if they send me a piece of luxury fashion brand, they 
usually ask me like ‘what do you think of that’ and I give al-
ways very like specific and concrete opinions on the product 
itself. So yeah, people... I do love talking about fashion. I like 
wearing nice clothes and being noticed by my fashion sense. 
So of course, my friends usually when they ask me, they just 
know that behind there is my knowledge as well.” (Int. 9) 

“Um, I guess, why I like it so much is and also why I buy it, it’s a 
way of showing, I guess that you are successful at that, you 
know what’s like ‘in’ at the moment. Um but, yeah, I also 
think it is the people, I know it’s not when I was younger, but 
now the people that I work with or socialize with, they are 
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also really interested in fashion and luxury and so I guess that 
just, you’re really much influenced by others.” (Int. 12) 

“I think it attaches a certain element of style, like a certain 
style that you want to express yourself with. So, if you wear 
these kinds of like expensive bags or clothes, I think that peo-
ple might think that you pay a lot of attention to fashion, or to 
a certain kind of brand or style.” (Int. 8)  

“I definitely like it if it is noticeable that I am dealing with the 
subject and that I am familiar with certain designers or cer-
tain design houses and that I am wearing the brands for a 
specific reason, it should seem reflected.” (Int. 4)  

(I: And the items that you are actually wearing, what exactly 
do you want to express with that?) “I think mostly like that 
you..., or for me, in my case, that I pay attention to what I 
buy, or to what I wear and that I am not kind of reluctant to 
trends, that I care about trends, mostly.” (Int. 6)  

Ideal Social 
Self   

Adds aspired 
associations 
to one’s im-
age  

“So, when I wear something from a certain brand, I definitely 
believe that people around me connect like associations 
with me with a brand. So, if I were, yeah, a Louis Vuitton 
bag… Not only do I get elements from the brand, but I think 
people around me who would like think, oh, he wears Louis 
Vuitton. So, nowadays, even people like him could wear it, I 
don't know.” (Int. 5)  

“People know that it's good, that it's good quality, that it's a, 
it's good design and as long history. I think it boosts me be-
cause I think that they associate those character characteris-
tics with me.” (Int. 5)  

“I said that I think I'm creative or want to be perceived as 
creative, but I also want to be perceived as clear thinking, 
stringent or something like that and I think that you can 
achieve this partly by a coherent outfit. So, if someone sees, 
‘oh, he is dealing with fashion’ or ‘his outfit is coherent’, I think 
it can trigger such associations.” (Int. 14) 

Connects 
one to like-
minded peo-
ple  

“I think I would like to transfer to myself that other people see, 
but only the kind of people who are also into these brands, 
that I also deal with them - you know? So maybe that's what 
this niche brand is all about, there are some smaller brands in 
the streetwear sector, which are not really known at all, but if 
you deal with this field, you will recognize it anyways. You can 
also recognize it by a small mini-logo or something like that. I 
like that, so when other people who deal with it see what it is 
- but the multitude of people doesn't see it. That's actually the 
most important thing to me, so it's even more important.” (Int. 
14)  
“Well I became part of the community to a certain degree. 
You have the feeling that you are now part of a style or a 
brand, among others because you get a card when you buy 
something and you have a contact point where you can get 
in touch, in case something happens with your bag. You're 
no longer a non-customer but a customer and I think that 
makes a difference whether you've already bought some-
thing or not.” (Int. 4)  

“Well it certainly gives me...just walking around with a shop-
ping bag, I like to see when also other people are carrying 
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the bag. You can see that they're really proud. It's quite funny 
to watch I think, I guess I am also myself. But they give you a 
certain like group you belong to, or a segment.” (Int. 12) 
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Appendix D: Codebook  

SELECTIVE 
CODE 

AXIAL 
CODE OPEN CODE  FILES REFERENCES 

Luxury 
Fashion 
Brands  

Focus on 
brand’s 
products  

LFBs are defined over product linkage  2 3 

LFBs have a high quality  5 5 

LFBs are craftsmanship  2 2 

High-end 

LFBs are expensive 4 4 

LFBs are exclusive  4 4 

LFBs are aspirational  1 1 

LFBs are a status symbol  3 3 

Significant 
identities 

LFBs have unique brand DNA 3 3 

LFBs provide products to identify with  1 1 

Beyond 
usual  

LFBs are special   3 3 

LFBs are extravagant  1 1 

LFBs are haute couture  1 1 

Visual 
unique-
ness  

LFBs have a specific design  2 3 

LFBs are creative 2 2 

LFBs are art 1 1 

Provides 
customer 
with well-
being  

LFBs provide a good feeling 2 2 

LFBs provide outstanding service  1 1 

LFBs provide experience 4 4 

Brand’s 
communi-
cation  

LFBs have a minimalistic presentation   1 1 

LFBs communicate with more effort   1 2 

Con-
sistency 
vs. innova-
tion  

LFBs are timeless  3 3 

LFBs are classic  1 1 

LFBs are traditional 1 1 

LFBs set trends  3 3 
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SELECTIVE 
CODE 

AXIAL 
CODE OPEN CODE  FILES REFERENCES 

Customer 
Engage-
ment  

Offline 

Wearing products 3 3 

Visiting stores  6 8 

Window shopping  1 1 

Attending events  1 1 

Reading fashion-related magazines & books 3 4 

Observing people  3 3 

Online 

Following LFBs & influencers 6 7 

Liking & commenting on SoMe 1 1 

Posting & sharing on SoMe 1 1 

Visiting websites  5 5 

Receiving newsletters 1 1 

Writing reviews  1 1 

Offline & 
Online  

Purchasing products 4 4 

Contacting brand 2 2 

Researching  11 21 

Word of mouth  6 7 

Mind 

Starting point of CE  4 4 

Recognizing features of LFBs  1 1 

Dreaming about LFBs 2 2 

LFB remaining permanently in mind  5 5 
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SELECTIVE 
CODE 

AXIAL 
CODE OPEN CODE  FILES REFERENCES 

Self-con-
cept 

Actual 
Self  

Rewards oneself  4 5 

Boosts self-confidence 2 3 

Enriches personality  4 7 

Helps to define own self  1 1 

Provides mean to express oneself 5 9 

Ideal 
Self  

Helps to get closer to desired values  2 2 

Transfers LFB’s identity to own identity  3 5 

Social 
Self  

Provides differentiation  5 6 

Puts label on one  3 4 

Communicates professional appearance 2 2 

Communicates success 1 2 

Communicates sense of fashion  6 7 

Ideal 
Social 
Self   

Adds aspired associations to one’s image  2 3 

Connects one to like-minded people  3 3 
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Appendix E: Interview transcripts 

Interview 1 

 

I: Then again, thank you very much for taking the time to participate. I'm Amelie and as part of our 
master thesis we are doing some interviews. About the procedure: This will take about an hour and 
I'm going to ask you a lot of questions about LFBs. It is very important that there is no right or wrong 
answer. It is completely about your opinion. So always say what comes into your mind spontaneously. 
If something is unclear, you can always ask questions. Of course, we treat your answers confidentially 
and anonymously and record the whole thing via audio. This is for research purposes only and will 
be deleted afterwards. Do you have any questions before we start?  
P: No, we can start. 
I: Then I'd like to get to know you a little bit better first. Would you like to tell me a little bit about 
yourself? Where are you living now? What are you doing professionally right now and what are your 
personal interests and hobbies? 
P: Well, I currently live in Copenhagen, am doing my master’s at CBS in Brand and Communications 
Management, I'm actually from Germany, from Berlin and I'm 25 years old, and I also work in an IT 
solution company as a Marketing student assistant. And my hobbies are baking, then I like going out 
for sports and jogging and then of course meeting friends, doing things with friends and of course 
shopping among other things. These are my interests, I would say. 
I: That's great, that all sounds good. Then let's get right into the subject. And focus a bit more on 
luxury and LFBs. What does luxury mean to you personally? 

P: LFBs or luxury generally? 
I: Let’s start with luxury. 
P: Luxury for me is something special, something luxurious, something that is not used or bought 
every day - depending on the context. Of course, it is high quality and of course it is also associated 
with a certain price. No matter what background. Luxury is expensive in my eyes and of course not 
everybody can have that. Because it is of course also associated with a high price, it is not so easy for 
everyone to own and buy and consume. And of course, luxury exists in different areas in my eyes. 
Be it luxury hotels, luxury clothes, luxury interior. 
I: And if you look specifically at the fashion area... So LFBs. What do they represent in your eyes? 
And how do they differ from other fashion brands? 
P: When I think of LFBs in this way, I naturally think of fashion shows in Paris or something. Those 
are LFBs for me, who have their shows at the different fashion shows and present their fashion there. 
And in general, they are of very high quality and maybe also limited quantities and not available 
everywhere. Maybe then only in the store and then online at certain retailers, but not on every website. 
So not necessarily at Zalando or Asos or something. Then rather only on their website. And then also 
generally more expensive than the average price for such parts. The bags are then of course in my 
eyes - if they are luxury brands - more expensive than Zara's in my opinion.  
I: In your everyday life personally - how do you deal with LFBs? 

INTERVIEW AGE GENDER NATIONALITY RESIDENCE OCCUPATION SCHEDULED DATE 

1 25 Female German Denmark Student  27.03.2020 
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P: So, I really like it and I also like to inform myself about it or in general, if you can find it on 
Instagram or in any magazines. These are always luxury brands that are featured there. And of course, 
it's really interesting to see what new trends there are and of course many things appeal to me again, 
but because I'm a student and have a part-time job as a working student it's rather difficult to afford 
such things. But of course, if I had more money, I would consume more. 

I: And what would you say... to deal with it or even to wear brands, what does that mean to you? 
P: For me, that's more special. Precisely because these are not so everyday things that you buy then. 
Often it is also an investment or a purchase, for which one does not decide then at short notice. At 
least with me it is so. I think about it then, whether I really want to have this. And that's why it's a 
great experience for me when I buy the bag I've been longing for. And then I wear it of course with 
pride or is it something special for me that I have afforded it and then I look forward every time anew 
that I wear it. It is simply also connected with such an experience and an emotional value, because 
you know that you have thought about it for a long time, that you have saved for it. That makes it 
special. And it's beautiful too, of course. You have earned it. 
I: And then your very personal history with LFBs. When did that start you were getting into it? You 
want to walk me through it until today? 
P: Well, I think it started pretty early. I think it started with 16, then in school... or even with 15, that 
the first ones had an expensive winter jacket or an expensive handbag and of course it was really cool. 
And then at 18 it continued with exclusive watches that people wore or got for their birthday. And 
this was really important. And then it went on and on with bags or something. There are so many 
brands and there are always new trends emerging. It was always the case that the topic was totally 
present and that you thought about whether to buy a bag like that or a winter jacket, which is a bit 
more expensive. And I think in general since I was about 15, 16... that's when it started with brands. 
And then real luxury brands, that was maybe at 17, but since then, I'm 25 now, it's always been a 
present topic and I'm more interested in social media and the internet anyway. You find yourself on 
a lot of websites, google a bit or inform yourself about trends. And then also special internet sites. Of 
course, I also buy something from time to time. But as I said, that's not an everyday thing, but rather 
a few times a year. You can count it on one hand that I buy something expensive. 
I: And would you say that compared to your 16-year-old self and today, that your relationship to it 
has changed? That maybe you simply have a different attitude towards brands than back then? 
P: Yeah, I think so. So, at 16 or 17, one has liked quite different brands. Even if only because other 
brands were trendy then. But they were still more like brands back then... sure, they're still expensive, 
but they're not LFB in that sense, they're just more exclusive brands. But when I think about LFB 
now, they are even more exclusive brands or even more expensive brands. And I have to say, it was 
like that in the past, I thought it was unbelievably great and I always admired it and I really wanted 
to have it and then I didn't understand why my parents didn't buy me an expensive bag. I thought 
then, I could wish this for my birthday. And for me it was so ... why can't I have that. But today I 
know how much such a bag cost. Well, I knew that back then too, but today it simply has a much 
greater value for me, because you have to work for your money and that is why it has changed in any 
case. It used to be like that, you wished for it and didn't understand that you didn't get it. But now you 
know that it is much more expensive than you think. 
I: You said before that it is special for you if you have an LFB. Could you perhaps summarize once 
again what exactly is the benefit for you when you deal with LFBs in your everyday life? Dealing 
with it in the sense that you might just be dealing with it, or in the sense of owning and wearing it. 
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P: So, I think that if you deal with it, you will be pleased to see what new trends there are and so on. 
But in the end it's more like when I really buy and wear it, then it's something special and I'm always 
happy to put on a scarf or a bag or a winter jacket and I know that I saved a bit for it or worked during 
the semester break and bought it with the money. Then I am proud of it when I wear it. But not in the 
sense that I want to show it to others, hey, look. But because I know that I worked for it and then 
treated myself to it, so to speak. Or when you got something nice for your birthday and you know 
that you got something for your 18th birthday back then. Then these are somehow also memories and 
then it is in any case always a nice experience and then delights me, so to speak. So full of emotional 
value. 
I: Then let's be a little more specific. I would ask you to think of a very concrete LFB. This can either 
be one from which you have already consumed a product or one you have received as a gift. Or even 
just a brand with which you can imagine doing this, or which you are considering buying or something 
like that. Which brand are you thinking of? 

P: Chanel. 
I: Do you also have a concrete product in mind? 
P: Yeah, a bag. Not because I'm saying now that I want to buy it in the near future, but that's some-
thing, if I were given a lot of money now, I would buy it directly. But it is not foreseeable that I will 
buy it in the near future. But this is something where I think it would be nice. 
I: When you picture Chanel. What are your first thoughts, what image do you have in your head when 
you think of the brand? 
P: That it is very classic and rather simple. So somehow, I think of it more like black and white. So 
not so much color. But of course, also very elegant and timeless. And of course, also high quality.  
I: And if you ever try to imagine the brand as a person, how would you describe it? What is it like? 
What does it look like? 
P: Well, from the picture, Audrey Hepburn would fit pretty well. So rather very elegant, neat and 
fashionable of course. But more in the sense of elegant and not too colorful dress, but more business-
like perhaps. And someone who is definitely well-behaved, very refined. And who is also somehow... 
well, Audrey Hepburn is also associated with pearl jewelry. I think that fits. 
I: Then let's go in a different direction again. If you ever think of yourself. What's this image you 
have of yourself? How would you say you are, or how would you like to be? 
P: In relation to fashion? 
I: First of all, in general. What are perhaps characteristics that you would like to stand for or that you 
can identify with? 
P: I think I'm relatively open and in general I'm open to new people, but also to friends. I would like 
and I hope that this is also perceived in such a way that you can always come to me if you have 
problems or worries. I always have an open ear and I would also say that I have a relatively friendly 
nature. Funny maybe still. 
I: You just said before that you hope that this is how you will be perceived on the outside. Are there 
any other characteristics that you say are what I want to stand for? Or does that match the image you 
have of yourself? 
P: I think that would be the same, that I find it nice to be perceived as an open person and as a friendly 
person. But of course, you also want to appear competent and also generally a little bit... not stylish, 
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but that you don't walk around like... as if you were... I want to be perceived in such a way that I have 
a good background, or that I study and exactly. 
I: Would you say that in some moments, perhaps the perception of others is more important to you, 
or is it that basically your perception of yourself is more important to you? 
P: Sure, I wish it wasn't that I didn't care what others said. Because in the end it is important that you 
do what you feel like and how you are simply perceived and concentrate on the values you would 
like to communicate. But I think that for me it makes an enormous difference what others think. I 
know myself and I know that with every action I take, I think about what other people would think. 
So that's why... it influences me and my everyday life very much. Even if I'm not aware of it. But 
certainly subconsciously. 
I: If we connect that a little bit with the fashion industry. Now also fashion in general. Would you say 
that you can express your personality - whether it's what you want to communicate to the outside 
world or to yourself - that you can express it through fashion? 
P: Yeah, totally. You can see that in different fashions. I mean, if you have a punk style. That ex-
presses a political direction quite clearly. But also, in general I think that you can reflect your inner 
self. Depending on how you dress. I mean, there are a lot of people who dress totally colorful, or if 
you dress a bit hippie-like, you express how you feel inside. I absolutely think that you can express 
how you feel or how your character is. 
I: And you in particular? Is there anything you want to communicate through your fashion or how 
you dress? 
P: Not consciously. I just buy things that I like. But of course, it's also nice when others say you have 
nice clothes on or you have a great style or I don't know what. But I generally buy more muted colors, 
because that's what I like best. And rather less colorful, which has nothing to do with how I want to 
be perceived. Maybe it's somehow subconsciously that I don't want to attract attention, but I'm not 
aware that I say I don't dress black because I don't want to attract attention. But personally, I just find 
that that suits me the best. Therefore, I usually dress dark, which again is not necessarily due to how 
I want to be perceived.  
I: Then we talked earlier about the brand you chose - Chanel - and what it stands for in your eyes and 
then we talked a bit about the image you have of yourself. Would you say that these two images 
match to a certain extent? 
P: Actually, I don't think so. No, actually, I don't think so. I'm a relatively sporty person and for me 
Chanel now stands for very elegant and classic and I wouldn't personally describe myself as such a 
classic person. But of course, I still want to have style in that sense. Maybe that's what is so consistent. 
That I'm not that elegant person that I associate with Chanel, but still I want to be stylish, even if it's 
maybe more of a sporty style. 

I: Looking a little bit into the future, would you say that you might want to identify with it more?  
P: Yes, absolutely. I also think of Chanel more as a brand for older women. Not older in the sense of 
over 70, but more like mothers. Maybe simply because it fits more into the budget of the middle-50-
year-old women, because then you already have a certain salary, which I personally don't have as a 
student and therefore it fits better in my head to a somewhat older woman. But of course, when I'm 
20 years old or so... I would love to see myself as someone who has a classic and elegant and timeless 
style. But for now, that would be a little too conservative for me. At least the person I have in my 
head when I think of Chanel. But still... just because of that, Chanel bags are already great.  
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I: What would you say, has this dealing with an LFB... how does it have to do with your personality 
or how does it reflect itself there?  
P: Of course, you then deal with the brand and think about whether it would suit me or to what extent 
can I express what I feel or to what extent does it embody me? Because it's also your own taste that 
you express with fashion. What exactly was the question again? 

I: Dealing with an LFB… how does this have anything to do with your personality?  
P: So yes, of course, it can influence the character a bit. Or even the opinion and generally the attitude 
towards life. 
I: Perfect. Then I'd like to go back a bit more into the way in which you choose the brands you deal 
with yourself. Again, in terms of luxury brands. Do you rather choose brands that embody how you 
see yourself or how you want to be seen? 
P: Yes, absolutely. Realistically, you're more likely to look at the brands that you could afford. But 
in general, it's important to me that the brand suits me in that sense. There are always brands... There 
are super expensive LFBs, but where I would say that I would definitely not buy them because I 
associate something completely different with them than the way I am. 
I: Would you also say that you sometimes buy or deal with a brand because you want to be seen as 
the image of the brand? 
P: Yes, but rather because then there are different trends. There are always some special brands which 
are then especially trendy again. And of course, you are more concerned with them if they are high-
lighted via social media or in magazines, for example. And, of course, when I buy something like that 
- be it a bag or a shoe or something else - of course I want to look trendy. And therefore, I do. 
I: Would you say that it works the other way around, too? That you can shape the image of a brand, 
so to speak, by dealing with the LFB as a consumer? 
P: Yeah. I think it depends. I don't know if it's really possible for LFB to really influence something 
as a consumer, because... It already seems as if they're really following their concept and also the 
designers. I don't know if it's possible as an individual consumer to have a great influence on the 
brand. 
I: Could you perhaps have a concrete example in mind of what it might look like if you, as a consumer, 
helped to influence such an LFB? 
P: Yes, perhaps via social media, for example, by commenting on what the brand is doing at the 
moment. Or by giving ratings on different portals or something. I can imagine that this also influences 
brands. Especially LFB. Also blogs for example. If bloggers give any previews of certain products... 
I think that influences the brand. 
I: Then let's think about other people again. Away from yourself now. Do you perhaps have a person 
in mind - it can be in a private group, or for example someone on the social media, where you think 
that the personality is embodied by wearing it, or also by the exchange with an LFB? 
P: That the person practically embodies the brand? 

I: Yes. 
P: Yeah, I would have. For example, I think of Caro Daur, she's a German blogger. And she's run 
once or twice for Dolce & Gabbana for a fashion show. And I think, because of that and also because 
she often wears Dolce & Gabbana, I think that she embodies this brand. But probably only because I 
associate it with the fashion shows. But for me it is Dolce & Gabbana. 
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I: Would you rather say that her appearance is more influenced by Dolce & Gabbana or that she is 
influences Dolce & Gabbana? 
P: I also believe that she influences the brand. Especially because she is such a successful blogger 
and therefore has a lot of influence. But on the other hand, Dolce & Gabbana also influences her as a 
blogger, because the fact that she wears the clothes is her decision, or rather how the brand influences 
her. Somehow, she also represents herself through the brand. 
I: Now I would like to talk to you again about what it means in general to be engaged with a brand. 
So, I would like to go into the topic of engagement a little bit more. The important thing is that we 
want to talk about things or activities that are definitely voluntary and for which you spend your free 
time. All this should be summarized under engagement. How would you say, how do you define such 
an engagement? How can such engagement look like? 
P: I would say that a customer or consumer consciously interacts with the brand. That this is engage-
ment. And this can of course happen via different touch points. Be it social media, when you follow 
a brand and then like or comment on pictures, or even post something or give reviews. But of course, 
it can also be related to completely different areas. And in general, engagement for me is also about 
having a certain connection to the brand. Not only that you get actively involved with the brand and 
deal with and react to it - I think that's a good word - but also that you have a connection to the brand. 
Feelings and emotions like that. 
I: It's a pretty good transition. Where would you say engagement begins for you. Can it also happen 
in your head or are these just concrete actions for you? 
P: I actually think it's starting in my head, too. In other words, when you see an advertisement now - 
whether on the Internet or in print - that you think about it and think about this brand. For example, 
what kind of style they have in general or if you think that maybe you would like to have something 
of it or buy it, that's engagement, I think. That you really consciously deal with the brand. 
I: You've already given a few examples right now. Can you think of a few more examples of how to 
engage with a brand? 
P: In any case, of course, social media and that you comment, post and like it. And of course, also 
that you talk to other customers, that people exchange ideas. And then perhaps also that you give 
reviews. Or that you exchange ideas with friends. If they have bought a product or want to buy one, 
that you talk about your own experiences. But also, when you just think about the brand because you 
see something on the Internet. 
I: Which of these things have you ever done specifically? And in the second step, what else would 
you consider? 
P: I have definitely talked and exchanged ideas with friends, but also with other customers about the 
special brands. Or even if I should buy something more expensive now... before I did that, I often 
talked to friends who already have something like that. And above all I asked if they were satisfied. 
But of course, I also googled and looked in forums to see what bloggers have written about it, for 
example. That's often the case, that they give ratings and test the products. And what I have also done, 
is that I follow many LFB on Instagram and then also like some of the pictures. Commenting rather 
not so. But what I have also done is that I have written to a brand. But then rather as e-mail, when I 
had problems with the product. And then I wrote an email to the customer service. And I think that's 
engagement in a certain way. 
I: And is there anything you could imagine that you have not yet done yourself? 
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P: Yes, it is sometimes the case that brands have certain campaigns. Then mostly with a marketing 
background, that you can help create a few things. That ideas are collected and that you as a customer 
can somehow send in your idea or whatever to help design a new bag. Of course, there is that as well, 
but I don't think I would necessarily do that. But also, simply because I'm not so strongly interested 
in helping to design them. 
I: Now, if we think more about LFB. Are there any differences for you in the area of engagement? 
Between normal fast fashion brands and luxury brands? 

P: Whether I engage differently? 
I: First, whether it makes a difference to you whether you engage with Zara, for example, or whether 
you engage with Chanel. 
P: Yes, I think so. Take Zara, for example. These are brands that are more in the budget of students 
and that's why you are much more likely to deal with them. So, I go to the store more often. I wouldn't 
go to the Chanel store just like that. Or on Instagram, for example, I'd say that I'm more involved with 
Zara than with luxury brands. I think it's another level that's a bit more superior and you have a bit 
more respect for it. 
I: If you leave aside the financial opportunities we have as students... Would you say that it would 
still make a difference? Just from your gut? 
P: No, that would actually be different. Sure, you'll have a bigger budget, you'll be able to afford the 
things more and of course I'll think about buying the things or shoes and then I'll think about talking 
to people who might already have them. And I think if you have a bigger budget, that would be about 
the same. And I also don't think that you see the brand as being more important than fast fashion - in 
other words, that it has a different status. Simply because then you can afford it and it's more normal 
for you and I think that's normal for you. 

I: And can you give a concrete example where you have been engaged with an LFB? 
P: Yes, I wrote an email to customer service because my bag was damaged. And generally, that I 
liked something on Instagram. 
I: What brands were those? 
P: That was once with Sandro. And I have done the likening several times, it wasn't just with one 
brand. I think it was definitely also at Dolce & Gabbana. I don't necessarily follow the brands now, 
but because of the fact that on Instagram you often get suggested things, I have already liked photos 
at Chanel or Yves Saint Laurent a few times. 
I: By then engaging with the brand, by liking the photos... Would you say that you have a bit of 
influence on the brand? 
P: Yes, because in the end - especially with regard to social media or Instagram - I think it also matters 
how many likes a photo gets. What does it mean when a photo has significantly fewer likes than 
another photo with a product on it... if a photo has fewer likes or a photo has a particularly large 
number of likes, then I can imagine that the brand naturally sees and analyzes this and then thinks, 
ok, what did the customers particularly like about it? And perhaps also that they will continue to 
implement them or even produce more products. Or in general, if these are products that have been 
newly released or from the new collection and people like them and they like what they see and 
comment on them, that this has an influence on how the next fashion line looks like. I can imagine 
that already very well. 
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I: And you've already said that you have the feeling that LFB in particular have already very strongly 
their concept in the sense of their image, that they already have it very stable in their minds. Would 
you say that this might be broken up a bit by an engagement? 
P: Yes, the more I dealt with it during the conversation, the more I can imagine that, because there 
are simply many different ways of brand engagement. Especially when you give criticism or say on 
evaluation forums that you don't like something. So, I can imagine that the brand, if there is a lot of 
criticism, takes it to heart and works on the quality or other materials... Right now, it's totally on the 
rise that vegan things... that it has a much higher value, that not everything is necessarily made of 
leather. And when the brand itself notices that customers discuss in forums or on social media that it 
might be great to use leather for more than just bags or shoes. I can imagine that they will consider 
this and maybe even try to make shoes out of fake leather or something. 
I: And what if they stick to your example of engagement again? What would you say, how does that 
pay off emotionally for you? You said before that luxury has an emotional value for you. 
P: Yes, if I like a photo and I like it, that shows that I think it's great and that expresses to a certain 
extent what I think and what I feel. And that is then already to some extent a connection to the brand. 
I: You want to go back to the brand link? To what extent is a relationship developing between you 
and the brand? 
P: I do believe that subconsciously you are then simply more attracted to the brand. It's just that you're 
so connected. By liking the photo, I show the brand that I like it. Even if I personally have no signif-
icance there now. But somehow it also expresses that I feel drawn to the brand or the product and the 
photo. And therefore, it is already an emotional bond. 
I: Once again away from the emotional, but rather in the direction of knowledge: Do you have the 
feeling that you gain knowledge through the engagement with the brand? 
P: Yeah, sure, absolutely. As I said, engagement can also be that I exchange information with friends 
or with other customers and you always learn something new. About the brand, especially when you 
talk about it with friends. And also, when I see some pictures on social media. Often, it's not just 
posting a photo, but really with text or background information and through that you gain new 
knowledge about the brand that you didn't know about before. 
I: What would you say when we think about what generally motivates you to get involved with an 
LFB, or perhaps what has motivated you in the past? What was there? 
P: Of course, these are friends who motivate you. If you talk about it in your circle of friends and 
then someone tells you about one brand, of course you also engage with that brand and that is one of 
the biggest motivators, that you talk to the people around you and collect inspiration. But the moti-
vation that I have to engage with it is of course also that I want to know what's in, what people are 
wearing and because you like to know what's going on and then buy something or dress like that. 
I: Now you were just talking about friends. And if you listen to yourself. Maybe once so completely 
excluding your friends, which drives you to engage yourself with the brand? 
P: Simply the connection to the brand perhaps. Knowing the brand. And then of course I want to 
know more about it and especially when I write to them via social media, for example engage or write 
to them, then I already have a certain connection to the brand and that is of course the reason why it 
is probably important to me to deal with it more and to engage more with it. 
I: Is it then basically important to you that you are already familiar with the brand you are engaging 
with or can it also be a completely unknown brand? 
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P: Of course, I believe that a strange brand can be that, too. But not with me personally. I get mainly 
engaged with LFB via social media or by talking about it with friends and I only do that if I already 
know the brand. Of course, if you say that engagement starts with thinking about the brand, then it is 
of course possible that these are brands that you didn't know before. If I then see a brand somewhere 
in a magazine that I didn't know before, or someone carries a product of that brand, then of course 
you think about it, even though you didn't know it. Although... where... then I would probably look 
at Instagram and see what they are posting and then probably also link pictures. Yes, it can be with 
brands you don't know. It does not necessarily have to be that you know them already. 
I: Ok and is it necessarily important for you to know how motivated you are with the brand, what 
experience you have already had with the brand? So, whether you are rather satisfied with the brand 
or rather dissatisfied? How does that play into it? 
P: Sure, if I'm dissatisfied and have had bad experiences - be it with the product or with the brand 
itself through customer service - then I'd rather not get involved with the brand, because I associate 
that with negative experiences and just things that I [interview is interrupted briefly]. 
I: Okay, we were at the motivation for engagement. Is it important for you to be able to identify with 
the LFB? Do you feel that you have to share similar values? 
P: Yes, absolutely! That's generally the case. Even if I see an advertisement of a brand somewhere 
and I don't like it... That means that I can't identify myself with the brand. Or if I know, for example, 
that the brand doesn't really do much for the environment or that it's super unimportant - that's always 
difficult in the fashion industry. But if I know that the brand represents completely, completely dif-
ferent values or that there are also brands, for example... I don't know whether this is also the case at 
LFB. But there are brands in general that stand for certain political directions and if I know that this 
really has a completely different background than I have and that it doesn't represent my values at all, 
then of course I don't get engaged with the brand, because they are simply not my values and of course 
they stand for something completely different. 
I: Is it basically more motivating for you if you get engaged with the brand on your own initiative, or 
if the call comes from the brand? 
P: I think it's both motivating. So, of course... I always refer to social media. But of course, if I see 
any pictures, I like it because I like it. That is of course also the motivation behind it. But of course, 
if there's a competition or it means, tell us your opinion about the new bag or that they ask what you 
like... Of course, it's also super motivating that you're asked and think that you can participate. Well, 
I believe in myself, which I do more often because I am motivated by myself, but I think that if more 
companies would come, it would definitely be a greater motivation. 
I: And how important is it that you learn something for yourself? That you gain knowledge through 
engagement?  
P: It is of course important in a way, but that is not what the focus would be on now. For example, 
when I see a photo on Instagram... when I see that, and I like that and I like that. It's not so that I gain 
knowledge, but only because I like it and because I find it beautiful. I'd say it's not primary. But of 
course, when I talk to friends and exchange ideas about a product, it's already that I want to know 
more about it in terms of quality or something. And within this context it is important that I gain new 
knowledge.  
I: And would you say... you just talked about friends... that it is also important to you that your friends 
think it is good for you to get engaged with the brand? Or does that not matter? 
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P: Sure, if you like photos on Instagram or something, your friends will see that too. And I personally 
wouldn't read photos where I would think: Oh God, I don't want my friends to see that I like the 
photos, that I like this photo. And of course, if I like a photo from an LFB, I am also aware that my 
friends see it or my followers see it, so to speak. That I like the photo. That is what I find good. I also 
support them seeing it. But in general, I think it's more subconsciously than consciously that it's im-
portant to you. 
I: To get down to the point again: What would you say, what is the benefit you get when you get 
engaged with an LFB? 
P: It's a nice feeling actually. I think it's also on an emotional level with me again. It is somehow a 
nice feeling for me when I see this photo and I like it and when I talk about it with friends. Then it's 
also great to inform yourself about it or to get more information. What exactly did you ask again? 

I: What exactly is the benefit for you, so to speak, when you get engaged with the brands. 
P: Above all, depending on how you view brand engagement or the context in which you see it. But 
on social media, for me it is above all that it is beautiful and that you feel even more connected to the 
brand if you like it. But the benefit of finding out about certain products with friends or on YouTube 
on the Internet is of course the benefit that I get new information about the product. Or also about the 
brand or the values that the brand represents. 

I: Does such a commitment influence how you feel about the brand? 
P: Of course, the result of brand engagement can also be positive or negative. And if I now notice 
that customer service is not responding to me or that no consideration at all is being given to me or 
that a negative response is coming or that I as a consumer and my problem are not being addressed 
at all. Or when I talk to friends and they say that the brand is totally bad, and the products are of 
totally bad quality. Of course, this then has an influence on how I feel about the brand. If I don't get 
an answer or if my friends tell me that the brand is not good or that they have had bad experiences 
with it, of course the brand takes a back seat. Or my interest that I would like to consume some of it 
is naturally much, much lower. 
I: And for your own self-perception. What would you say, how does such engagement contribute? 
What's the connection between that: That you get involved with the brand, to what extent does that 
affect your self-perception? Or does it have any influence on how you perceive yourself? 
P: So I think - again referring to social media - if I like a photo or there is a new collection from an 
LFB and I like it, of course I think it's kind of nice if I have a similar style and that's why it affects 
me. But generally, maybe not consciously now, I would say. 
I: And on the perception you want to achieve on the outside? Does that affect it? 
P: That's for sure. As I also meant before, when I talk to friends about it or when I like pictures of a 
certain brand, that's what people see. And even if you probably don't do it consciously... But still you 
have a certain image, or you create a certain image. That is then already how one wants to be seen 
from others. That it supports how you want to be seen from the outside, how you are yourself. 
I: In that case, would you say that it influences your external perception more than the image you 
have of yourself? 

P: Yes, definitely! 
I: Okay, perfect. Then we're already at the end of the interview. Is there anything else you'd like to 
add, or do you have any questions? 
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P: No, it’s all good.  

I: Great, then thanks again and I would now finish the recording! 
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Interview 2 

 

I: Yes, so hello and welcome to our interview. First of all, thank you very much for taking the time 
today to take part in this interview. I'm Katharina, I'm a student at CBS, and within the framework of 
our master thesis, my thesis partner Amelie and I are currently conducting a few interviews, the in-
terview will last about an hour. I'm going to ask you a few questions on the topic of luxury fashion 
brands. And most important of all, there will be no right or wrong answers. You can always give your 
personal opinion and whatever comes into your mind spontaneously.  

P: Okay, yes.  
I: If something should be unclear, you can always ask a question and your answers will be treated 
confidentially and anonymously. And our conversation is only recorded via audio and only so that 
we can listen to it again later and don't have to remember everything. Everything you say serves only 
our research purpose, will not be traced back to you and will be deleted after we have finished our 
master thesis. If you agree, we would start then?  

P: I agree.  
I: Or do you still have questions? 

P: Not right now, maybe they will come later.  
I: Before we start with the actual interview, I would like to get to know you a little better. 

P: Yes.  
I: Why don't you tell us a little bit about yourself. Where do you currently live? What do you do for 
a living? What are your interests? 
P: Exactly, um I'm (name), I'm 25 years old, I live in Munich, in Germany and I'm currently working 
for Discovery, Eurosport in the International Ad Sales department. 
I: And what are your hobbies? 
P: Um hobbies are a lot of sports, gym, playing tennis, soccer with friends, going out and partying. 
Of course, being outside a lot in summer, yes. And of course, also a little bit of fashion. 
I: Okay, perfect. Exactly, then we can start right away and go straight to the topic of luxury. What 
does luxury in general mean to you personally?  

P: Not related to fashion now, right?  
I: Exactly, just luxury in general. 
P: Phew, so luxury for me in general actually stands for a high standard of quality, no matter in which 
area of life. Be it in fashion or be it on holiday, simply a standard that is above the normal level. Yes, 
I don't know, a certain satisfaction. For example, also on holiday, I think everybody likes to treat 
himself to something luxurious to get out of everyday life. 

I: But in general, you would say that it mostly has to do with high quality? 
P: Yes.  
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I: And when you think about luxury fashion brands in particular, what makes them special to you? 
P: Yes, actually similar. So they stand out a little bit from the masses, they are characterized by a 
style, I say, that you don't have in a 08/15 brand or the masses wear, and you see "okay, that's some-
thing special", so it's in the cut of the clothes...for me, for example, I don't know, it's not necessarily 
a luxury brand, if the name of the brand is big on it, but rather the quality and the style and the fit 
itself. 
I: So, you would say, the logos are not that important to you?  

P: No. 
I: And you just said that such brands are different from 08/15 fashion brands. What exactly do you 
think separates such a brand from other fast fashion brands you know?  
P: I don't know, so it always depends. Well I have several different things, now from the same brand, 
but I have for example items from Acne Studios, and I can't find this cut anywhere else, and you can't 
see the emblem anywhere. But let me put it this way, for people who know a little bit about this 
fashion world, they see, okay, this is a higher quality piece. Simply also from the material. So, I notice 
it for example when I wear a T-shirt that somehow costs 150/200 Euro, compared to a T-shirt that 
costs 20 Euro. And it also lasts much longer, so you, I don't know, some people might say you are 
crazy because you buy such expensive stuff. But on the other hand, I have often experienced that I 
prefer, I don't know, one thing where I know, okay, it lasts longer, instead of buying three pieces in 
the same time. 
I: Okay. So, you just said that you hear from your environment sometimes, it's a bit crazy to spend so 
much money. That means you engage with or you buy such brands for yourself, so that you are 
satisfied and not necessarily because you want to be perceived differently by your environment? 
P: Exactly, so I don't really care what someone else thinks of my style. I mean, I have to feel com-
fortable and that's actually the most important thing for me. 
I: Okay, and you just said that you already own some luxury items. But what role do such luxury 
fashion products or brands play in your life in general? So, to what extent do you deal with them in 
your everyday life? 
P: A lot, I think. I don't know, I'm just interested. I like to read fashion blogs, and yes, I follow many 
brands on Instagram. I just find it interesting what goes on behind the scenes. For example, I don't 
know, the story of a designer, how he started where he is now. 
I: Okay, so that means you don't necessarily connect that with the purchase itself, but the whole thing? 

P: Exactly with some things, definitely. 
I: And what exactly does it mean for you then, yes, when you look at Instagram... Yeah, when you 
follow the brands or when you look up fashion blogs. How do you feel about it? 
P: Actually... I don't know, more subconsciously I would say. So, I don't know, yeah, if I have the 
time or something, maybe I'll read something specifically. But that's actually more like a...no idea 
you just go to a page or are on Instagram following a certain fashion brand and then you can watch 
the story and stuff. There is often a lot of background information and not only the clothes. 
I: And yes, when exactly did it start for you to get involved with this? Or that it has become an 
interesting topic for you? Has it always been like that, or...?  
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P: Hmm, probably not always. But I come from a pretty fashionable family, I think. Yeah, well, it's 
not like it's only been the case since I got 18 or so, definitely earlier. The exact age is probably hard 
to tell, but I would say I was maybe around 14 years old. Yeah, something like that.  

I: You just mentioned that you were partly influenced by your family? Do you have any siblings? 
P: I have an older sister, yes. It's actually similar with her, so her preference for fashion clothes or my 
mother too. Um, then I have a godmother who works in a very big fashion store here in Munich. 
That's why the influence is a bit there, I think.  
I: When you were 14, did you learn a bit about what they wore or what the trends were and then based 
on that, dressed yourself?  
P: Maybe a little bit like this. I mean my mother, my sister, my aunt is, of course, all female. They 
didn't wear the same, but I think the basic interest comes from there a little bit.   
I: And do you also talk to them about it? Or is it really only that they are interested in it themselves, 
and that you were inspired by that? Or do you actively talk about it in your free time, what the latest 
trends are or ...? 
P: Actually, rather less I would say. So not so much, because everybody does his own thing, I don't 
know. So, I don't have to talk to my mom about which handbags are trendy or something, I don't 
know. I'll just say it's a cool thing if she got a new item, and she does the same thing for me as well. 
But we don't really exchange things like that anymore, because everybody buys their own stuff some-
how. 
I: And has the relationship to fashion or luxury brands changed over time? If you say that it has started 
with the age of 14, now you are 25 - has anything changed, or has it actually remained the same? 
P: Sure, just generally in terms of the brands, first of all. I wear completely different brands now than 
I did back then. And yes, the interest is also different. I would say that now I generally attach more 
importance to fashion in general than I did back then, and I know a bit more about it.   
I: And what additional value do you receive by owning or wearing such a brand? Now, apart from 
the quality aspect, that you have already mentioned. 
P: An additional value? I don't know, so, um...yeah, it's more something for yourself what you buy, 
um sounds stupid, but you definitely feel better sometimes when you like the fashion you wear than 
wearing a fashion you just don't like. And that just makes you feel better in general and if you feel 
better, your whole life is easier. 
I: Okay - and please think of a specific luxury brand that you have in your mind. And that can either 
be a brand you've already bought something from or received a gift from or simply a brand you follow 
on Instagram or which you've already dealt with a little bit more intensively. 

P: Hmm.  
I: And what brand are you thinking about? 

P: Several. 
I: And if you have to choose one? 

P: Burberry? 
I: And do you think about a specific product? 

P: Yes, shirts. 
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I: And when you think of Burberry, what are the first thoughts that come into your mind? 
P: Beautiful shirts, quality that I will have for years. Expensive. England? Yeah, I don't know, I just 
generally like the brand mega. So, with the whole presentation and everything. I don't know, so I have 
a lot of shirts, but they just fit like if it was tailor-made. That's another thing. That's actually why I 
buy a lot of Burberry shirts.  

I: Then you would also say that you are relatively loyal, a loyal customer to the brand? 
P: Yes. 
I: Okay. And if you try to imagine Burberry as a person, what kind of image do you have in your 
head? How would that brand be? 
P: A very elegant person who cares a lot about his appearance, who is educated, yes, very, very 
international, yes. In that sense. 
I: Okay. And if put the whole fashion aspect to the side, so if we just forget what we've been talking 
about for the last ten minutes. If you think about your own image of yourself - what kind of a person 
are you? Well, not in terms of fashion, but really only in terms of yourself as a person. 
P: A very open, communicative, sporty, funny person? And yes, also very determined, I would say. 
I: And are there any qualities that you would say you don't have yet, but you are somehow striving 
for in the future? 
P: Um, for sure... yes, just working on some things even more effectively, not necessarily only related 
to my job, but also in my free time, I don't know, be more in the gym, there I could definitely be a bit 
more disciplined... 
I: Hm okay, and if you think about your external appearance, are these the same qualities you would 
like to show to the outside world? Or are there any other things how you would like to be perceived 
by others?   
P: Um, I think my friends perceive me pretty much the same way, that's why the words I just men-
tioned were actually very fitting.   
I: And how would you want to appear if you don't know the people yet? When you give your first 
impression, what are the qualities you would like to stand for?  
P: Hmm, so I must honestly say, it's not that important to me. Um, because I don't know, you can't 
necessarily control and manipulate your outer appearance... if a person doesn't know you. You are 
perceived as you are perceived, and if you talk to a person for a longer time or if you are friends with 
that person, then that person knows what kind of person you really are. 
I: Okay that means you would say you always show who you really are, and you don't pretend to be 
a bit different when you see people for the first time - so you show your complete personality directly? 
P: Yes, definitely. So, whether you show your whole personality at once, I don't know. But I definitely 
don't pretend to be someone else when I meet somebody for the first time. 
I: And if we now go back to the fashion area - to what extent would you say that you can generally 
express your personality through fashion?  
P: Um, you definitely can. For me, I think it's still within the scope of what I do, because I don't define 
myself exclusively through my clothes or what means exclusively - I barely define myself through 
my clothes. I think it's important that you... clearly, I want to be perceived as well-groomed and as a 
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person who knows a little bit about fashion. But I wouldn't say that my clothes reflect my personality 
because I find that a bit difficult to say. 
I: So only partly would you say? If you say you want to look neat, and that people notice that you 
care about fashion, that you are fashionable. This is partly what is covered, but there is more ...? 
P: Yes, that is just a social thing. So, I don't think anybody wants to be seen as “dirty” on the outside. 
Well I could not believe this.  Um, so I think those are just basic characteristics and the clothes you 
wear. As I said in the beginning, I rather do it for myself to feel good about myself than to please 
other people. 
I: And we were just talking about how you see the Burberry brand and how you see yourself. Would 
you say that that's a bit of a match? You said that you see the brand as elegant, international and you 
describe yourself mainly as sporty and fun.   
P: Um, I would still say that this is consistent. Yes, you have several facets as well. If I now say I am 
a sporty person, I can still dress elegantly, so that doesn't exclude the other. That's why I would say 
that some things would probably match.  
I: So, would you say that you can identify with Burberry? 

P: Yes. 
I: Okay, and you already said that quality is very important to you. Are there any other qualities that 
you use to select brands that you are engaging with? 
P: Absolutely, the design is actually the most important thing, probably even above the quality. Be-
cause if I just don't like a piece visually, I don't buy it. 
I: And do you think you can change the image of the brand? By being the consumer or by engaging 
with it? 
P: No, not at all.  
 I: And also, not in general? So not only for you personally, but do you think that consumers in general 
cannot influence the image of the brand? 
P: Um, little, I think. Because I think you have the advertising image that is there, but there are still 
just as many people who then wear a brand that wouldn't fit into the image of the person described in 
the advertisement. But the people just wear it because they like it anyway, so the image of the brand 
itself doesn't really change.   

I: Well, for example in the case of Burberry, for a while, a lot of young girls bought the scarf.  
P: Yeah. 
I: And that's how you had a certain image of Burberry. And customers who actually bought the brand 
before stepped away a bit because they didn't want to be identified with these new customer group.  
P: Well, you can probably apply the same thing to a Gucci scarf, there are plenty of 15-year-old girls 
who wear it. Maybe in that sense, yes. But I think the overall picture of the brand... I don't know. 
Well, from my perspective, it doesn't change that much.  
I: Do you probably mean for certain product categories of the brand, but not for the whole picture of 
the brand? 
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P: Yes, exactly, exactly. Maybe for individual products, that you say okay a certain scarf of the brand 
XY is worn by mostly young people now. Then the old people see, because I don't know, maybe they 
don't quite fit in there anymore, then I probably don't wear it although I would have done that before. 
I: And if we now think about other people, do you have a person in your mind whose personality is 
embodied by wearing or by dealing with luxury brands? So, it could also be a person you follow on 
social media or a celebrity.  
P: I can probably think of several, yes.  

I: Can you give an example to illustrate this? 
P: Um...Yes, I have some friends, do I have to name them now? 

I: No, no, no. Just an example, you can also say a false name.   
P: Yes, they just wear, I don't know, sometimes very expensive t-shirts and post it on social media 
and are perceived differently, maybe than they actually are. Then they put the brand a bit in the 
foreground, but as a friend I know then hey, the guy is not really a poser or something, that's more 
how I would describe it.  
I: And what is your opinion about that? So, when you see a friend of yours posting this so that the 
brand is in the foreground, what are some thoughts you have? 
P: In the end I don't care, because I know my friend. I know that he doesn't define himself exclusively 
or not at all by the brand itself. If it's more of a thing, I don't know if it's wanted or if it happens 
unconsciously. That's why I don't see anything wrong with it, everyone has to decide for themselves.  
I: Okay, and then let's talk about what it means to you to generally be involved, to deal with a brand 
or to engage with it. And you can think of all kinds of activities where you can interact with the brand. 
How would you define something like that?  
P: How I deal with the brand?  
I: Yes, generally dealing with brands. So how would you define that? Not even specifically in terms 
of luxury, but in general. 
P: Yes, I think most of it probably happens through social media. So that's also the case with me. If I 
find a brand interesting, no matter from which sector, then I follow it on Instagram, that is actually 
the only platform I would almost say where I get involved in this sense.  
I: Okay, and apart from social media, or the things you do. Would you think of any other things that 
could count as engagement? 
P: Yes, definitely. So, you can subscribe to newsletters via email, you can buy fashion magazines, 
you can - I don't know - go to fashion shows, things like that.  
I: Okay, and would you consider exchanging ideas with other customers or talking about it with your 
friends as an engagement or would you not yet count it as an engagement?   
P: Yes, yes, also.  
I: And where would such a commitment start for you? So, for you it can already happen in your mind 
or is it just concrete actions?  
P: No, in any case it can also be the thought itself, um if you imagine, okay I want to ... I don't know, 
my next purchase, I want to buy this and that piece. Then that's definitely already an engagement with 
the whole topic.  
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I: And you just said that the social media area is the main area for you, where you engage with brands. 
Have you ever done other things? 
P: I have subscribed to newsletters. Yes, from a few fashion sites or online retailers.  
I: And how do you decide from which brand you subscribe to the newsletter and from which you 
don't? 
P: So, it's not a brand per se, but rather yes, retail stores that have several brands in their assortment. 
So now not just one brand per se. I think I might have subscribed to Louis Vuitton's newsletter. But 
that would have to be pretty much the only brand.   
I: And do you think there are differences in terms of commitment between normal fast fashion brands 
and luxury brands? 
P: Yes, I just think the content of luxury brands is more interesting, even if I can't fully judge it, 
because I don't subscribe to H&M or whatever and I don't follow them as much as I follow the indi-
vidual luxury brands. 
I: So, you would say that you don't really have any real connection to such normal brands, because 
it's more on a functional level?  
P: Well, I do have a connection, because I like to buy things from Zara or whatever, if I like it. But I 
don't think I follow normal brands on Instagram or have a newsletter about them.  
I: Okay, so if it's about products you want to have, you'll go there, but beyond that, dealing with it, is 
there any motivation?  
P: Hm well, dealing with it in that sense... I also go to the website of the respective brands and see 
what they have and if they have something cool, I buy something like if it was a more expensive 
brand, so that wouldn't be an exclusion criterion for me.  
I: But you wouldn't talk about it with your friends afterwards, for example? Compared to, if you 
would buy something expensive. That's something you'd rather talk about it because it's just some-
thing special or because you've been saving for it for a long time or you've been waiting for it? 
P: I wouldn't necessarily say so, um because if the garment is cool, then it's irrelevant for my friends 
where I bought it and they would also ask me "hey, what brand is it". And it doesn't make any differ-
ence whether it's from a very expensive brand or a very cheap brand, if the item is cool, then you 
probably talk about it anyway and don't really make any concessions. 
I: And can you give me a concrete example of how such a commitment went in your case? Well, it 
could be one that you especially remember or the last thing that happened.  

P: With friends or what? 
I: No generally, what comes to your mind when thinking about your engagement experiences. How 
did you engage with a brand? 
P: Engagement, okay. What is the first thing that comes to my mind? I really like the Instagram page 
of Ami Paris. I think it's mega cool how all the photo shoots for the new fashion collections are shown 
or the behind the scenes at fashion shows. I find it really interesting. 

I: So, you follow them, and do you like and comment on them as well or ...? 
P: No, I don't comment, I might like something, but not much. I rather look at it and think to myself, 
is cool. And yes, if I like it, then it happened probably unconsciously, but I think I have never com-
mented anything.  
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I: Okay, that means you wouldn't re-post anything from the brand on your own feed?   

P: No, no. 
I: And what exactly motivated you to follow Ami Paris? You just said that you like the content, are 
there any other things that matter? 
P: I think the clothes themselves are cool. And because I thought the clothes were cool, I subscribed 
to their Instagram Channel and found their Instagram stories cool as well, also from the designer's 
point of view, he's a relatively young guy. Yeah, that's probably how it actually happened.   
I: And had you ever bought something from the brand before or heard about the experiences of others 
who purchased the brand before? 
P: Um, I think... well, I already bought something, yes. But I didn't know any of my friends who 
already wore the brand. The brand was still relatively unknown a year ago. I think I bought something 
for the first time two years ago, and now the brand is actually quite trendy, I would say. And now I 
see a lot of people in Munich walking around with their things. 
I: Okay, so you would say that it didn't matter to you how satisfied you really were with the brand so 
that you would follow them on Instagram?  
P: Um, yes, I found the product I bought very cool and afterwards I subscribed to the Instagram 
Channel. Or maybe even before the purchase? I can't say that 100 percent. 

I: But would you say that your commitment increased after you were satisfied with the purchase? 
P: Yes, I would say so. 
I: Okay, and you just said when you first bought something or when you subscribed to the Instagram 
Channel that none of your friends had already purchased anything from it or recommended it to you. 
But would you say it's more likely that you're dealing with a brand that a friend recommended to you? 
P: Not at all, um, because I wear a lot of brands that my friends don't know or have any products 
from.  
I: But would you say that if an influencer you follow, for example, if he recommends something, 
would it be more likely that you would deal with it, or do you say it doesn't matter to you? 
P: Sure, I don't follow many influencers and also not so well-known ones, but rather single smaller 
ones, where I know they have the style that I like as well. And then I often see fashion brands that are 
very unknown. So, these are not really big brands that you know worldwide, but rather smaller brands. 
So it comes to the point that I, I don't know, if I see a jacket or something that this influencer has just 
promoted, then you go to the site, look at the brand and then maybe you find it cool, although you 
didn't have the one before.  
I: Okay, so would you also say that it's not that unlikely that you would follow a completely different 
brand and you would deal with it?  
P: Yes. Definitely, I've been doing a lot more of that lately.  
I: What is the difference for you between new brands and brands like Louis Vuitton, which have a 
long history? 
P: It simply depends on the style that the brands bring across. And if I, if I find the clothes cool, and 
I see okay, this is already a higher quality product, just because of the cut and the quality, then I 
follow the whole thing and then I would buy something. For me, as I said, there doesn't have to be 
any brand on it, and I don't care about that in general, as long as I like the product, then it's good. 
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I: And if a brand would come up to you and ask you to deal with the brand or give feedback, would 
something like that be more motivating for you than dealing with the brand yourself? 
P: Well, I have no problem with giving feedback. But I don't know, this was not the case so often, so 
I can't judge it properly. 
I: And you also mentioned earlier that you're generally interested in fashion, that you also like to read 
fashion blogs and that you like to deal with the whole thing behind the scenes. Does that mean that it 
also feels motivating for you to get involved with a brand, with the background that you would also 
learn something? 
P: Hmm, maybe partly. So, learning in that sense, I don't think so. I read it as a pastime or because I 
find it interesting. Just as a hobby I would describe it, but not more.  
I: That means it has nothing to do with being engaged, you just do it because it's a hobby or because 
it's a pastime? So, it's not an active and conscious activity you're looking for?   
P: Hmm, yes, sometimes. So sure, it's conscious when you go to a certain page. But yes, maybe also 
unconsciously, so if you don't have anything better to do in that sense, you just do it.  
I: And you meant in general that it doesn't matter to you what your friends do or what your friends or 
your environment thinks of you. That means that it wouldn't have any influence on you, which brand 
you deal with or to what extent, if your friends would like it or would do so as well? 
P: Hmm, not much because in my circle of friends... we certainly have some things that we have from 
the same brand. But we all have a different style of clothing and that's why you don't have a complete 
match or if now, I don't know, a friend of mine has this thing and it looks really good on him, I think 
it is cool but if that's not my state of style, I don't buy it. 
I: Okay that means there is not some kind of peer pressure that you think okay, one friend of mine 
bought this thing, I have to follow up on that? 

P: No, not at all.  
I: That wasn't the case before? Maybe when you were in the age of like 15 or 16? 

P: No. 
I: Okay. And, uh, yeah what that makes you... so you were saying you just follow a lot of brands on 
Instagram. What exactly was the benefit for you? 
P: I don't follow that many brands, but the for the ones I do follow I know there is cool content. Um, 
like I said, even now apart from the product itself, but also a bit of background stories. That's just 
entertainment, nothing more and nothing less, to inform yourself.  

I: Would you say that you give something to the brand through this? By getting involved with it. 
P: Um, well I also give the brand a bit more awareness because every follower is good for a brand. 
Yeah, but I am not doing a lot of re-post activity or whatever, the benefit the brand gets from me is 
probably not that big. Unless I'm spending money there. 
I: Would you say that you are a factor of influence in your circle of friends? You said that your friends 
don't influence you. But would you say that your friends are influenced by you or look at what you 
wear and orientate themselves accordingly?  
P: That could be. Of course, I can't say that a 100 percent. Like I said, we don't have...I don't have the 
one friend where I say okay, he has completely the same style as I do, he buys the product because I 
have that too - not at all. You have more like, uh yes, by chance, I would say, once one had a t-shirt 
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from the brand where the other one had a sweater. But I think I can say that my circle of friends 
doesn't have such a match hat one person buys a product and the other person buys it later.  
I: And would you say, I don't know, if you saw an item of clothing from a friend that you would like 
as well? Would you also swap that with each other? Or is it important to you to own the clothes 
yourself? 

P: Um, it can happen in any case that you swap, yes. 
I: Were you also emotionally involved during your engagement with the brands. Can you say that? 

P: Hm, phew, emotionally involved? 
I: Yes, maybe with a brand where you thought for a long time about it whether you should buy some-
thing there or not, for example. 
P: If I did so, then not consciously. So, it doesn't really go that far that I'm worried about it so much. 
If you buy it, then it's cool, and you get something out of it. But it's not like I'm just waiting now to 
buy something in December or something like that, not at all. I would rather say that on an emotional 
level it's probably rather low.   
I: Was it the same in the past when you wished for something from your family? I don't know if you 
did it for Christmas or for your birthday. That there was some kind of emotional significance for you 
or that you sometimes associated the products with special events? Or is that not the case either?  
P: Of course, I think everybody knows that feeling if you want something special for your birthday 
or Christmas. Of course, you look forward to the day when it comes. But I would say that this has 
definitely decreased in the meantime. Well, this shouldn't sound stupid or arrogant or something, but 
I'm not looking forward to Christmas anymore like I was 14 years old and somehow hadn't earned 
money myself. So, it's just something different now, just because of the whole living situation. 
I: Would it perhaps even give you more joy now, that you give something to others?   

P: Absolutely, yes. 
I: And yes, do you think, not specifically from your friends, but generally from a wider circle of 
acquaintances, if they notice that you deal with brands or if you partly know the background story of 
specific brands quite well. Do you think that you are perceived differently by others? Or how would 
such an engagement contribute to being perceived by others?  
P: It could be that people who don't know me as well as your closest friends do perceive you differ-
ently. Even if you wear a certain piece of clothing. But as I said, that's hard to manipulate or is not 
important to me. That's why it has no high priority for me. 
I: Okay, yes, I think we've already reached the end of the interview. Do you have anything else you 
would like to add? Or do you have any questions? 

P: Hmm, actually not. It was fun. 
I: Thank you very much for your participation and I'll stop the recording now.  

P: Yes. 
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Interview 3 

 

I: All right, hello! Thank you very much for taking the time today to take part in our interview. My 
name is Amelie and I'm a student at CBS and my thesis partner and I are currently conducting some 
interviews. And yes, you're part of that. So, first of all, the overall schedule: It'll take about an hour 
and I will just ask you some questions about LFB and customer engagement. And it's super important 
that there are no right or wrong answers and just feel free to tell me whatever comes to your mind 
first. So, just your personal opinion and yeah, if something should be clear, you just let me know. 
And of course, your answers will be treated confidentially and anonymously. And it is recorded by 
audio. So, we will delete that afterwards of course. So, if you agree, we would now like to start with 
the interview. Do you have any questions before we start? 
P: Nope!  
I: Alright, perfect! So, before we start, I would actually like to get to know you a little better. So, can 
you tell me a bit about yourself? Like, where do you currently live? What are you doing professionally 
or what are personal interests? 
P: So, I am a social media professional. I am a social media community manager for American Honda 
Motor Inc. which is the headquarters for Honda North America. Currently, I live in downtown Los 
Angeles. I've lived here since 2015. I went to school at the University of Southern California for 
public relations, entrepreneurship, business and marketing. Let's see. I currently... I shop everywhere 
in LA. Luxury brands personal interest, I guess. Okay, so personal interests are sort of all over the 
place. I'm also a digital storyteller. I'm a published journalist. I like music. I love food. I love cooking. 
I think generally…  if we're going to talk…  if we're going to fear into luxury fashion brands, and 
California, I guess in this part of California, LA and where I'm originally from, which is the San 
Francisco Bay Area. Fashion brands are looked at differently from both sides. So, in the bay, people 
don't really look at fashion brands. As the sort of, like, tattoo of privilege or like you're cool in LA. 
It's sort of…  it's not like what you see in the movies, but there are definitely places in Los Angeles 
that show this. Like they drive the BMWer, they tote the LV [Louis Vuitton] bag. And yeah, so at 
USC, I did see a lot of that, um, my college is a pretty elite college. It's…  only 7% of people get in. 
It's the oldest institution in Southern California… if not California. And it has a lot of donors and has 
a lot of trust fund babies as we call it here in America. The tuition is insane. It's $70,000 a year so 
That's like $280,000 for a college education. And there are a lot of internationals who come from 
China, Korea, Singapore. And they're pretty much like… loaded. They're super rich, very, very rich. 
And then they're also like old LA money. Old LA money pretty much means like, these people, their 
families have been here since like, a gold rush. And they own a lot of stuff around Los Angeles. Um 
yeah, so in my classes, it would be totally normal, right? Totally, totally, totally normal for my class-
mates to use daddy’s or mommy's credit card to buy let's say Lamborghini. I literally saw this happen 
next to me. Oh, yeah. So normal. During lecture, just, you know, random and then have that Lambor-
ghini shop at one of the many, many parties at USC. There are… because it's an elite institution, you'll 
see a lot of girls like, wear a lot of branded clothes. But it's not as I guess… I mean, it's branded, but 
it's not as shown, except for let's say like, bags and cars and belts, especially the Gucci belt is defi-
nitely a thing at USC. Um, but essentially, USC used to throw a lot of parties and still do it. I mean 
right now, obviously not because of coronavirus, but when I went to school there, it was insane. We 
had like Kylie Jenner and Tyga and Beyoncé and people like that come to these parties. And it was 
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nuts. It was crazy. So, the amount of money that was in that school was insane. Um, interestingly 
enough, like, a lot of LA really is… It’s like… only a few miles away are the lower income popula-
tions like the immigrant populations. So, it's like right next to Beverly Hills, for example, is South 
LA, which is Crenshaw and Inglewood. So, that's crazy. You know, like, that's where Kendrick Lamar 
is from. That's where all of these MC hustle all these people that you hear about in the news. The 
gangs are there and it's, it's just insane like the income disparity that is in Los Angeles. So, going back 
to luxury fashion brands, it's interesting to see like Rodeo Drive to be only five miles away. From 
Crenshaw and Inglewood and colleagues in which is like, people literally scrape by, and there's gangs 
everywhere. Yeah, it's crazy.  
I: So yeah, that was a lot about like, how you experience luxury in your personal surrounding but to 
you personally, what does luxury and luxury fashion brands? What do they think it like? How would 
you define? 
P: Um, yeah, to me, luxury brands are high tier pleasure inducing leisure filled entities that only a 
certain amount of people in the world can really get to can really enjoy and can purchase. However, 
because of social media and marketing and advertising to the general population, the majority of 
people, whether or not they're wealthy, they want to have that status or that symbol. So, you know, 
for lower- or middle-class populations, I'm talking obviously, from my perspective, and from my side 
of the world, they will, you know, utilize credit cards and save up for specific bag or specific belt or 
something. I know a lot of people who do this, and it makes them feel good, even just for a moment 
of like that they are part of this, like, elite circle of luxury. 
I: And how about you? What does it mean to you in particular?  
P: Yeah, exactly that. They are entities of pleasure inducing brands. And I, to me personally, I have-
n't… I only dabble in luxury. I mean, obviously, I live in a very luxurious apartment. I live in down-
town Los Angeles. Like, that's the real thing. I drive a luxury car. I, you know, I come from a wealthier 
background now. But in the past, like I grew up in the Philippines, and I was...  I didn't grow up rich. 
So, let's say like luxury for me when I was a kid, is it luxury for me now, so that makes sense. So, 
luxury for me as a kid was like, oh my gosh, like, that means that you made it. You know what I'm 
saying? Like you you're totally somebody in this world. Luxury for me now… because it's now ac-
cessible. Like, easily… I mean not easily accessible, but it is accessible for me when I want it to be. 
It's just I have this choice now. So, for me luxury is like, I try to stay humble in the place that I'm in 
right now. And I pick and choose, I guess, which parts of my life I can engage in luxury, which is 
privilege, right? That is privilege. I guess so. That is the definition for me. It's privilege. 
I: And with a focus on the fashion part like LFB. Do you think that there's any benefit that gives it to 
you in particular? 
P: I think yeah. So, like let's say, I want like a very high-quality belt, or like high quality bag or 
something right, just like are like high quality silk dress. I will definitely first look at luxury brands. 
Just because I know for sure that the majority of them utilize high quality material. So, that is, I guess 
that answers your question. That is the only one of… you know, the only times that I really engaged 
with it, but like an everyday thing, it's not really a thing here in LA to… you know. Because like the 
majority of luxurious clothes are sort of like, you can layer them and it's a whole thing like it's for 
like I have that, if that makes sense. Like, I'm not gonna go outside with like a Valentino bag and 
Louis Vuitton shoes, like, you know what I mean?  
I: Okay, um, and if you try to think of a concrete luxury fashion brand. It might be some brand that 
you already consumed, or where you received a gift from or just one you could even Imagine con-
suming. What brand comes to your mind first? 
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P: Cartier.  

I: And are you thinking of a specific product?  
P: Just all the entire diamond line.  
I: Ok cool! So, when you picture the brand. What are you first thoughts, like some adjectives for 
example, what do you think of? 

P: Adjectives or nouns? Because I think of nouns.  
I: Ok, sure!  
P: Well, I think of myself which is really weird. And like, if I wear Cartier diamonds, I must have 
already bought a house that has marble floors. Cuz like… that's just a personal thing to me. Like, I'm 
not gonna buy Cartier if I live in an apartment that I rent. Does that make sense? Like, financially 
speaking, that's stupid because it's not my house. So that means what is my… What is my business 
going to get diamonds that are like thousands of dollars, you know? So, I guess like mature is one 
adjective. I can't use luxurious because obviously it's a luxury fashion brand. Sophisticated. 
I: Maybe if you think about it, like, if you think about the brand as a person, what would that person 
be? Which picture do you have in mind? 
P: Let's see. Just someone who has her shit together. You know, like, let's say, it's weird because 
there's like two different women in my mind. Like there's one that has like, you know, like the cool 
family with like, the nice house, very nice furnished. I don't know, like house in the Bay Area by the 
bay, like shit like that. Like someone who has their job, someone who has like six figures, someone 
who earns like more than $100,000 a year. Someone, a woman who can pretty much go into a Cartier 
store and buy anything she wants from her own pocket. So, someone who's like independent. But 
then there's the other one, right? For Cartier, that's like, um, I guess this is the negative side of it. It's 
like someone who is gorgeous and someone who is obviously like, intelligent enough to land a sugar 
daddy. And like, you know, this man buys her all these diamonds and she has this sort of like, venus 
or muse for this man. So, there are those two things that come into my head when I think of Cartier. 

I: Perfect, that was a super picturable image to me.  
P: Yes, I’m a storyteller.  
I: Um, okay, let's move a bit away from the fashion brand. Let's think more about yourself like your 
personal image of yourself. What kind of person are you? Or who do you want to be? Could you 
describe yourself? 
P: This is outside of fashion brands or within? 
I: Yeah, maybe both a bit. Like characteristics you would define yourself with or that you like, want 
to stand for? 

P: Like what do I want to spend my money on? Is that what you’re saying? 
I: No, it’s rather how you see yourself. Like some adjectives, how you would see yourself.  
P: Fiercely independent, number one. Down to Earth. And then… how do you say this? Strong, I 
think, is an understatement. Like, I don't mess with drama, because it doesn't pertain to me. Yeah, 
like I'm focused, I guess very focused, like hyper focused on something. If I want something, I'll get 
it. Pretty much.  
I: And does that match with how you want to be seen by others? Or do you, like focus more on other 
characteristics when you think about other people? 
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P: I think like… In the past, I used to care so much about what people thought about me and I guess 
being in public relations and social, people do care about how you look and what you wear and how 
you are. This will be interesting for you I guess for this interview. I have like a walk-in closet and 
half of my walk in is like my casual clothes. And then half of it is like my business clothes. The 
majority of my business clothes come from like, I mean high tier like fast fashion like Zara or like 
even like the higher collection for like H&M. But other than that, I go to Nordstrom a lot for my 
business clothes. So, I did like a social experiment at work. Interesting, right? Um, I did a social 
experiment. And one week I wore really expensive clothes, expensive meaning like, you know like 
$80 blouses. You know things like that. So, I was wearing and dressing up, like really looking good 
head to toe. Okay, one week. The other week I was wearing very chill. Very, like just really casual 
clothes to work. Like, let's say, like a turtleneck and pants and flats. That's it. So, the one week that I 
was wearing these, you know, luxury, luxury, quote, unquote, like business, luxury brands. Everyone 
was looking at me a certain way, in different ways. And my teammates who, you know, like I work 
with five other women. I noticed that they were getting a little jealous, because I was dressing up, 
like all the time. And I think it made them feel inadequate. It made them feel like they weren't dressing 
up enough. So, then the next days, after this, they were dressing up as well. More than usual. On the 
days that I did a dress up, they were just, you know, they didn't really care. So I think it's interesting 
that when you come into these places, any place, not just the workplace, but you're dressed up and 
you feel good, and you're confident about yourself, whether or not you're wearing a luxury brand, I 
think it does sort of make people think a certain way about you. And it projects their insecurities on 
you. So, with regards to fashion, I think like, I have a very like high low style. So, like, I wear pieces 
that are, you know, from… I don't know… like xxx or whatever. And I will wear piece from Target 
like at the same time. And high price low price, kind of like Kate Moss in the 90s. Sort of like that. 
Um, but when people see that I'm like, all in like, luxury branded out like clothes. They, they react a 
certain way. And it's not usually positive.  
I: Okay, so, I assume from that, that you think that one can, in general, express the personality through 
fashion. Is that right? 

P: Oh yeah! Of course!  
I: How exactly do you want to express yourself through fashion?  
P: Every day, you know how usually people have their own look or aesthetic? I have this friend who 
only wears rose gold jewelry. This friend who only wears like skater clothes? You know, like they 
have aesthetic, like they have their own look. For me, I think I get the best of all of, I guess, like these 
aesthetics and I pick and choose and I wake up every day thinking like, okay, what do I feel like 
today. So, I think it's not just my personality because my personality is usually just very confident, 
positive, bubbly, but confident, positive, bubbly to me looks like yellow dresses and orange shoes, 
you know? Which I wouldn't necessarily wear all the time. But I think it's more like moods, like what 
mood I feel that day. And it's not just like fashion. It's also the whole look just like makeup and hair 
for me. 
I: So, then we earlier talked about the brand image - you chose Cartier as the brand - and then we 
talked now a little bit about your own image. Do you think that like, right now these two images 
match a bit? 
P: No, they don't. Because Cartier is something that you aspire to, it's aspirational marketing. Cartier. 
For people like me, like, come on. I'm not gonna buy a Cartier diamond necklace or bracelet right 
now. Like it's not happening, you know? So, it doesn't match. And I think the majority of the popu-
lation is like this. Luxury brands are aspirational.  



Master Thesis | Katharina Schaab & Amelie Schwickert   
 

 LIX 

I: But that means that you could actually imagine if you follow your dreams and stuff that you could 
once see yourself matching the Cartier image, a bit. 
P:  I guess but my life isn't really defined by brands. Does that make sense? It's like, it could be any. 
It's not like, if I got a Cartier diamond necklace, that means I made it. That's what I was saying earlier. 
I was like, my childhood aspirations for brands is completely different now. I think they're in the 
same vein, for sure. Like, if I'm, you know, if I get wealthy enough, if I get, you know, successful 
enough in the future that I can do that then. Hell yeah, I'll do it if I want to. 
I: So, um, let's think more about luxury fashion brands that you deal with in your everyday life. How 
do you select those brands that you deal with? Are you looking for something that embodies how you 
see yourself or how you want to be seen? 
P: I don't purchase anything I don't think embodies my personality, whether or not it's luxury. So 
obviously, the first thing I think of is price point and where I am in my life today, right? I'm fully 
independent, financially independent. So, you know, that means like, I pay everything for my cells 
and luxury brands have been put in sort of the backburner. They've become this… I guess they've 
become how I feel, I guess, that time of year, that day, like, for example, I bought a Tissot watch for 
myself on Valentine's Day, because I had enough money to do so. And I just felt like buying myself 
a watch. And it was for me to say like, hey, like you made it, right? Like you made it in this sort of 
time of your life, that you have a job. You can do this. So, for me, that's what luxury is right now. I 
don't know what it's gonna be in the future when let's say, my income, my annual income goes up, 
right? I don't know. Maybe it'll change maybe it won’t? 
I: Do you think that by buying that watch, let's take this as an example, that you can also change a bit 
the image of Tissot?  
P: What do you mean?  
I: Like, can you influence the image of the brand by purchasing it or by being like an owner of that 
watch? Do you think so? 
P: I think personally around me hundred percent. For sure. Like, if I wore that watch, let's say to a 
dinner party with a bunch of my friends. They're gonna be like, what the fuck like oh my god. Are 
you kidding me like you bought that or was that a gift to you? It's yeah, for sure. Because Tissot is, I 
mean, it's like… the price points are super high, like, minimum price is like $1,000. Um, and it, it 
was kind of, I guess it was an impulse buy. It was impulsive, but if I thought about it now as well it's 
not as impulsive as I thought because in the future it is a watch that I would want like, let's say, my 
kid to have and say like, hey, you know mom got this in her 20s right.  
I: So, this is a bit like if you wear that watch, like what you just said, it's a bit like that you transfer 
the image of the brand to you and it's a bit like saying I made it. Kind of.  
P: Sort of.  
I: Yeah, let's try to think the other way around. Do you also think that when you are consumer of the 
brand, that you also influence the brand's image a little bit? 
P: Oh yeah 100%. No Filipina immigrant wears a Tissot watch. I've never seen a 20 something year 
old Filipina immigrant wearing a Tissot watch. Like, it's not a thing. It's kind of unheard of to be 
honest with you. So yeah, every single time I wear… I hate to put race into this or ethnicity but every 
single time I wear a luxury brand as a brown woman, as a woman of color. There is something to be 
said about this. Because historically speaking, the majority of women of color have been… you know, 
like blue collar workers who have not had the privilege or the chance to purchase these luxury 
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products. If they do… exactly what you said earlier, they put the brand’s luxuriousness onto them-
selves, so then they feel better about themselves. I'm sort of the other way around. If that makes sense. 
Like, I'll put like a spin to these luxury brands because I'm wearing them because it's like, okay, like, 
okay, that girl. Oh my god, like I want to know about what she why she's wearing that shirt, you 
know? 
I: So, how is that with other people? Do you maybe have like a person in mind, where you think - it 
might be someone from social media or might be someone from your personal network - where you 
think, okay, that person really represents her or his personality by wearing or interacting with some 
LFB?  
P: Let’s see… I don't know dude cuz it's like these influencers you never know, right? Because they 
get paid to do it. I think there's one like Rosie Huntington-Whiteley. She does it really well, I think 
that's like her persona. You know? Yeah, like Rose Ink is her is her thing and I think she owns that 
space really well, because she knows a lot about it. 

I: Is that her own brand?  
P: Oh, no, it's her. It's her media publication, like, digital publication on luxury goods and beauty and 
services. 
I: Okay, see, but do you have like a specific brand in mind when you think of her? Or do you think 
that she's trying to communicate and personality through one specific brand. 
P: I don't know, actually. I think okay. So, from Rose Ink and even on her personal pages, she adver-
tises a bunch of LFB that she likes. And the persona she puts out there, her digital persona I think is 
actually who she is. Because the way she is in general in her interviews and the way she presents 
herself is luxury. She's the definition of luxury. But for like a brand and a person I'm not sure, because 
you know how celebrities have like different endorsements anyways. Like Sharapova with TAG 
Heuer, there's one. But see, I can't even think of any because they have their own different endorse-
ments.  
I: And that's totally fine. If there's nothing coming to your mind spontaneously, that's also a good 
answer for us. 
I: Okay, so then let's focus more on the engagement part. Like what does it mean to you to generally 
be involved or to engage or to deal with a brand? Like you can think of any possible activity where 
you can interact with a brand and it can take place before during or after the purchase. So how would 
you knowing all that define engagement? 
P: As a social media person - obviously - social media engagement online before the purchase. Even 
during because now there's like a Buy Now button on Instagram. And Facebook ads have that as well. 
So, there's also like the traditional stuff, which is you know, like, you… go into Nordstrom and you 
like, touch the bag and you actually go shopping? You know? That's engagement to me. You're en-
gaging with the products and the goods. Um, let's see. 
I: You can keep working with such examples. like, what could such an engagement look like, in 
different ways? 
P: No, yeah, I know. That's why I'm listing out all these things. Um, let's see. You can advertise right? 
By telling your friends like, hey, I love this bag. Like you should buy it, too. That's technically en-
gaging with the brand. Through brand loyalty. There's obviously your purchasing stuff. Like if you 
purchase things in the store if you purchase things on their website. You purchase things via their 
Instagram channels, if they have any. Hmm, traditional marketing like I don't know if people still do 
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this, but like looking through, flipping through magazines and seeing the brand and actually going 
like, hey, that's interesting. That's awareness marketing to me. Um, billboards. Billboards are a great 
way of increasing awareness for…  
I: But how’s that already engagement to you? Like when you think more from the consumer side than 
from the company perspective.  
P: Oh, yeah, it's awareness marketing. Like if you're aware… If you want to go through this whole 
customer journey, fine. Like, alright, I'm walking down Beverly Hills, and I see a product endorse-
ment. And I'm like, okay, I want that bag. Great. Okay, I'm gonna go and walk down Rodeo Drive 
and go into the Prada store and then talk to… And ask them like, Hey, I saw that billboard on La 
Brea. Can I get that bag? And then they go in and then they buy the bag. And then after they talked 
to their friends about it, and they said, Hey, like, I really love this bag, it's that billboard from La Brea. 
Their friends go to see the billboard, and then they go into the Prada store in Beverly Hills. And then 
they buy the bag. So, it's like, that's, I literally I just explained to you before, during after customer 
journey, and I think even amplifying that through their friends, because that's awareness, that's also 
loyalty and that's purchasing. 
I: And would you say that customer engagement is only about concrete activities, or do you think that 
it also starts or can start in your mind? 

P: I think it starts with your mind. That’s awareness marketing. 
I: Can you like maybe not think that much about awareness marketing but like more from a strong 
customer perspective, how do you experience engagement in your mind? 
P: I mean, that is awareness marketing, like you're literally sitting there and you're like, okay, I really 
want this thing to make me feel good. Or I really think that I can look like that model on that page. 
Or I really think that this brand is really good because they create leather goods that are from… I 
don't know, Spain. And so, like, I want to have this specific bag because I want to have that feels that 
that model is having on that billboard. So, I think like in your mind, it always starts. I mean, every-
thing starts in your brain. Obviously. You can't just go into a Prada store and think like or any LFB 
store or any store and not even have a certain perspective in mind. Even people who say I'm just going 
into the store to go window shopping already has window shopping in that store in their mind. So, I 
think, like, you don't just purchase stuff out of like, nothing. You always purchase stuff even when 
you feel like you're just wasting your money. Like there's always a reason when customers do pur-
chase things, like even when they want, like, I just want to waste my money. Okay, so that's their 
want. Okay, or yeah. 
I: Okay, so like when we think of really concrete examples on how to engage with a brand. Which of 
those have you done before? Or could you consider doing?  
P: All of them. You know, I've looked at ads before as a consumer, and have literally gone to the 
store and purchase something because of that ad. I have gone window shopping. And I told myself, 
I'm just gonna go window shopping at, you know, a Tiffany's and then buy a ring or something. Um, 
because I already had the idea in mind that, hey, I'm gonna go shopping either way. So, you know, I 
have, you know, purchased specific products and have related back to friends and family or posted 
on social media or, you know, shared it with others. So, yeah, I've done like, the entire consumer 
lifecycle. 
I: And when we focus again on LFB, do you think that there's a difference in the kinds of engagement 
when you compare like typical fast fashion brands with LFB? 
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P: Yeah, I think like, you can only buy $5,000 bags so much. Like, you can't you can't tell your friends 
like, Oh, you know, H&M has this new line. Let's go and get it today, you know? Because H&M has 
a new line, like every few weeks or so I think will luxury the consumer life cycle, it depends again 
on the consumers disposable income, like how much money do I have to spend on this stuff? You 
know? There are people who save up for things they are because I can definitely go out and tell my 
friends like, hey, go buy this, you know, bag of Valentino. But are they gonna buy it? I don't know, 
you know, or are they going to be interested in it? Probably not. I don't know. But there are also 
things. There are also friends that I have who, you know, by Louis Vuittons every single week or 
something, whenever there's a new line. So, I think it just matters on the demographics that we're 
talking about. For lower middle income, um, I guess the consumer life cycle… It depends on how 
much money they have, how much money they've saved up, if they want to swipe their credit card, 
you know, um, for higher middle class to wealthy, rich elite people completely different. Like, I could 
just be like, hey, let's go to Rodeo Drive and go shopping. And to them, that is fast fashion. That is 
the only fashion they know. I mean, so, you know, does that answer your question?  
I: Yeah. Okay, um, let's think of a concrete example with customer engagement with LFB that you 
actually did. Do you have like one example that you have like strongly in your mind that you could 
give me? Well, you know, it doesn't have to be the purchase like before the purchase or maybe after 
the purchase like just engaging with a brand I mean it could also be just looking up the brand on 
Google following the brand on Instagram liking posts, whatever. 
P: Yeah. Yeah, I've done that. I still do that. I think it just… let's see concrete example. Um, before I 
bought my watch from Tissot, I followed Tissot online. And I… on Instagram. And I went to see their 
other products because I was looking for you know, quality. And the watch and I was looking at if 
this company was, you know, worth putting brand on me if that makes sense. And I realized it was.  

I: Could you actually elaborate on that a bit more like? Like why it was worth putting it on you.  
P: Yeah. So I don't know what it's like for the rest of the world with regards to fashion brands, but 
even the rest of honestly the United States, but in California, where I live in LA, as well as the Bay 
Area, people are really conscientious of what they put on their bodies with regards to clothing and 
fashion. And where they put their money in, like, a lot of people give California like, it's like a joke. 
You know, like, we're like a running joke. Let's say we're not gonna buy cosmetics that are not cruelty 
free. We're not gonna buy from places that, you know, don't treat their workers correctly. So, a lot of 
that goes into the customer journey with… I honestly, I just think it's specific Californians, it's not 
everybody in California, but the cities for sure. San Francisco, Los Angeles 100%. Um, and that's 
only because we're trying to be conscientious of the planet and conscientious of like everyone else 
other than us. Um, so, a lot of, I don't know, how they advertise, you know, these brands and these, 
like, the clothing that they have, but I can go into a Kate Spade store right now. And on their tags, it 
will say like, what it's made out of, if it's cruelty free, it's like, you know, the, where the cotton comes 
from things like that. So, for me with that’s like for anything that's from like low barrel like Target 
shampoo conditioners to high fashion like that you still watch. So, I was looking towards like, okay, 
where did they get their materials? Is it Swiss? Like, is it really? Or is it like, they get their stuff from 
China and then they build it, you know, Switzerland? So, things like that.  
I: Okay, that's a good example. Um, so let's let's think about more… What has motivated you when 
you got engaged with that specific brand? Like, why did you consider to get in touch or to get engaged 
with that brand? What drove you? 
P: Okay, so, um, I've been looking, you're talking about Tissot, right? Yeah, I've been looking at 
watches. I'm gonna say for like the past year. You know, before I bought it in February and that was 
only because I wanted to just buy myself a watch. A really nice watch. So, I was looking at like, 
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Tagheuer and I was even looking at Rolex I was looking at, like, obviously Tissot. I was looking at 
the other brands, Tiffany also has watches, but I don't know I really liked this brand because of the 
materials they use. I really like the history behind it. 

I: What do you like about the history in particular?  
P: Um, well they've been making watches since forever. I don't know the exact same year. I don't 
know that the exact year but the way Tissot watch boxes are packaged. They have like little booklets 
In the box that show like the watch history, and I just liked the fact that they've been doing this for 
like 200 years or something like that. 
I: Yeah, so does it give you like a feeling of they kind of know what they're doing? 

P: Yeah, I mean, I hope so, right?  
I: So, in general, like, how does it matter? Like how satisfied you are with an LFB, or what experience 
you had with that, in terms of engaging with it? Does that pay off the engagement? 
P: Oh, yeah. Like I'm not gonna engage with the brand that like I don't believe in or I don't like the 
products. Like let's see. I’m trying to think. Okay, Chanel. For example, like Chanel now is hardcore 
traditional. Now… I mean after… I mean before Karl, you know, it was like just Chanel but now it's 
like not as traditional as before. They are trying to do like the Chance line and they're trying to go 
towards younger audiences etc. Um, I think with Chanel, I really liked the perfumes, for example, 
but like going into their stores have always sort of seemed like daunting. Like just because… I don't 
know why… I've never had a really good experience at a Chanel store. Okay, I don't know why… 
like it sucks. Like I've gone to the Paris one like the original one. And then I've gone to like the 
Beverly Hills one there's one in San Francisco. And just like dude, every time it just sucks because I 
feel like it's because it's such a traditional, like traditional meaning like older… Let me just get…  
I: Like older customer? 
P: Yeah. Older demographic. But like, also older in general, like it's been around for a while. Right. 
Hmm. So, um, I think just going in, I've never had like, a pleasant experience. Okay. It's always… I 
don't follow Chanel on Instagram. I don't look at their websites. I don't, you know… So, I think, that 
has definitely… it's stupid. But I mean, it's the physical tangible store that, you know, customers 
really go to. And it's not just like, it's not just the people in the store. It's also the people who go that 
I haven't had like pleasant experiences with. It’s like, I don't want to be associated. Because I'm Asian, 
right? Number one. This is another, I guess, layer into your research. There's a lot of like tiers in 
Asians, right? There's like the Chinese and then there's like Japanese. There's Filipinos, there's Indo-
nesians, there's a lot of Asians. And all of us think differently, but a lot of Western civilization think 
of us as just like Chinese people. Right? So, a lot of the Chinese wear Chanel. They do. And that is 
their way of, you know, showing off their status symbol. Other Asians don't like being associated 
with the Chinese because of the ridiculousness of it, like wearing Chanel head to toe and like taking 
selfies in the Chanel store. Not to be like racist or anything, but it's a lot of like, discrepancies within 
the Asian cultures that really are that can be really harmful towards like brown Asians like me. 
I: Yeah, that totally makes sense. So, is it important to you to identify with the brand that you're 
engaging with like that you share similar values? 
P: Oh, yeah. Hundred percent. Like I said, I'm not gonna put my money in something I don't like 
believe in, I don't identify with, I don't feel like… This is dumb, but I don't feel like the consumer 
base identifies with. I think one of the only times I really do care about the other people who engage 
with such brands is luxury fashion. I don't know why, but it's like one of the only times I do and like 
I said… the Chanel example… 
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I: How do you mean that?  
P: Like the Chanel example. Like for example, if I go to H&M and like everyone buys from H&M, I 
don't care, right? But nobody really talks about like H&M the way they would do like a Chanel and 
like I literally gave you the international like, Asian Chinese example and you like, understood what 
I was saying, you know? Because it's so well-known and it's so ingrained in their culture now, I think 
like in that high culture not all Chinese people wear Chanel, not all Chinese people are this ridiculous. 
I know. But like, the people that you do see there are super ridiculous you know. So, why would I as 
a brown Asian want to identify with this ridiculousness? 
I: Yeah, okay. Yeah, totally get it. Yeah. And then, like, is it more motivating to engage with a LFB 
that you are already familiar with? Or is it more motivating to engage with one that you're completely 
unfamiliar with? 
P: Um, I think it goes both ways, right? Like, if I'm loyal to a brand that I've had… I've had, you 
know, really good success rates with like Chloé, like I love Chloé. I will obviously be loyal to them 
for the rest of my life because of their fantastic perfumes. But let's say there's like, a new brand that 
I really want to engage with because of, you know, I guess, I didn't see their mission and values before 
or like, I just didn't identify with it because it just seemed like it was so out of reach. Like I'm thinking 
about like Valentino right now. I'm, like, $900 shoes. Holy shit, like, no way! But like in the future, 
I don't know. I never thought I would buy a Tissot watch at my age away, like I did. So, I have no 
idea. 

I: Um, but like apart from the from the purchase. Yeah, is like just engaging. 
P: So, my customer journey for luxury is like probably completely different from others. I take a 
really long time to see what I really want. And like I said, it took me a year for the watch. But I think 
I have started to engage with Valentino online, like just looking at their websites and just like check-
ing out what they have. And so, I’ve really liked it. But I don't know, that could change, they might 
have a new fashion designer next year, I have no idea. Um, or like head fashion designer and then it 
totally changes the whole brand. No clue. But I think for now I really like it. I'm open to things that 
are, you know, that I identify with at the time of my life, but, you know, I think it'll change when I'm 
like 35 or 40 or 50, you know?  
I: And then do you think it's more motivating to engage with a brand when it's self-initiated? Or when 
it's rather like a request from the brand? 
P: That's hard. I think two things, right? If it's a really good advertisement, like a really, really good 
advertisement, right. I think that is as equally receptive to me as self-initiated action. But if it's like, 
you know, a shitty ad, and then it's just really annoying, it'll really be off putting to me. And I'll be 
like, okay, I don't want to give to that brand at all. Because they're annoying. I can give you like, a 
really good example like, Nike has fantastic ads. Everyone knows this. I don't initiate myself and go 
to Nike, because I like Nike. I love Nike. I love it because of the ads because of the athletes and 
because of, you know, what they're doing. They're just always so socially interesting. You know, but 
even then, I think about like, okay, do I really need more Nike shoes, considering I know where these 
come from, and I know where they're made, you know? So, I'm like… that's like one brand that I'm 
still like on the fence about because I love their ads. Right and I love Nike. I've worn them since I 
was a child. But as an adult, it's completely different because you know where it comes from and the 
materials.  
I: Yeah okay, I got that. Let’s think about what’s actually your personal outcome. When you engage 
with an LFB, like what is the actual benefit that you have from them? 
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P: Hmmm… joy. Yeah, joy.  

I: In which way? Like how does it give you joy?  
P: And joy in like, oh, this is super pretty. I can wear this every day or not, can wear this for special 
events. I can you know, things like that. Um, but mostly joy in the fact that I bought something that 
has quality. And that can last honestly a lifetime. 
I: Okay. And does it also bring you joy? Maybe when you relate this more to your personality or to 
you to your self-concept that you have of yourself? 
P: Sort of. But I think I'm happier and knowing that it's quality. Like, I'm not like, Oh, I'm so happy. 
I bought this. This means I'm rich. Like I'm pretty. Like I said before, like I'm pretty confident in 
myself and down to earth and I know who I am. Like, no amount of watches, luxury watches could 
change that. But the fact that this watch is, or bags or shoes or whatever has the amount of quality 
that I think, you know is totally worth it to purchase. And then it's mine. And then I can, you know, 
wear it to things and put my spin on it and put my personality on it. That makes it worthwhile. 
I: So, you say that you put your personality on the brand. So how do you… how do you combine 
both?  

P: Like the brand and me? 
I: So, when you think like, what does the brand give you? And what do you give the brand? Could 
you elaborate on that? 
P: Well, first off, I get the brand, the anomaly that this kid from a low-income suburb in the Philip-
pines is wearing it. There's that number one. Because people like me are xxx supposed to be wearing 
these things or can purchase these things. So that's cool. I call that swag. And then but the other you 
know, side of it, which is like, the quality of the brand that the, the materials and the values that it 
brings. And then I wear it, it's sort of like I guess it's a symbol to me. It’s not like… it’s not even a 
symbol of just like luxury or like, oh, like it's a status symbol. It's more like, I'm wearing this because 
I'm proud of this brand. Does that make sense? Yeah. Like it's more like a pride thing. Because the 
brand already has a specific notion or objectification. To be honest with you, all luxury brands do 
with the outside eye. Yeah, people will already look at you a different way if you're wearing you 
know… an Hermès bag.  
I: And you now talked about like that wearing it gives you that kind of feeling. But if you like, go 
back to the whole engagement part, like the activities of engagement. Do they transfer the same kind 
of feeling to you?  

P: Like if I like the brand?  
I: When you engage with a brand, how does that influence the way you feel about yourself like your 
personality? 
P: To be honest, it doesn’t. It doesn't affect my personality at all. I like stuff because I like them. I it 
doesn't really add anything to myself, to my personality. If I relate to a brand online or if I relate to a 
brand traditionally which is like you know, via store, like the store. It’s not really like, oh it makes 
me a better me like I already know who I am without it. 
I: Yeah. And then like engaging with it. What exactly does it then bring to you? Like, why do you do 
it if it doesn't really bring anything to you? 
P: I mean, why do we buy stuff? Right? 

I: It’s not about the buying part, it can just be engaging with it like following the brand for example. 
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P: It’s aesthetic and aesthetic is pretty. Okay, the feed is pretty. Like I said, like it brings joy. 
I: Okay. Do you think that engaging with a brand contributes to how you might be perceived by 
others? 

P: Yes!  
I: In which way?  
P: My friends... I don't know if you know this, but my friends called me Bougie. They call me Bougie 
Bumatay. Because I engage with brands like Cartiers and Tissots of the world. Yeah, it’s great. Yeah, 
it totally does to be honest with you because I have very diverse friends and I have very diverse like 
group of people around me at all times. There is the idea of like, I'm going to give you like really 
good example right now like Supreme, right? Like Supreme, Anti Social Social Club. All that those 
brands are technically luxury brands considering how much they are. The price points I mean. But 
are they luxury because of the quality probably fucking not like no way like, it's just the brand. Like 
it's just that is like a brand that people wear to make them feel good about themselves. I don't associate 
myself with that brand at all. So, when I wear things like, like, I don't know, what do I have right 
now? Like, I bought something really nice from Nordstrom like a month ago. And it was supposed 
to be for this like party that was supposed to happen this month, but coronavirus happened so no. If I 
wore that to the party, people would immediately call me Bougie because I got that from Nordstrom. 

I: What does that mean?  
P: Bougie is like, you know, the song (…) by (…)? Okay, let's see. It's a very popular slang word, 
American slang word, that mean that comes from like bourgeoisie. It's not the bourgeoisie that like, 
you know French, but it means like you're super rich like you're very very very very rich. Like you're 
just very like luxury minded. To a certain extent… Yes, like from other people's eyes I am pretty 
Bougie because I drive a luxury car, I have luxury things. So, they do call me Bougie Bumatay for a 
reason. So, I think yes, for sure like people definitely look at you a certain way when you were or 
own things of luxury. Hundred percent. 
I: And you say like others think of you in that way but you yourself. Would you still say that engaging 
with such luxury brands doesn't really influence the way you think about yourself? 
P: Yeah, no. It’s just, it's because the way I am is the way I am. It's gonna make sense. To me. I'm 
just like independent that way. Like, I'm not going to allow something else to, like a brand, to influ-
ence me to be somebody else. It's more like, oh, that's cute. Or like, oh, that's pretty or like, ooh, like 
mother pearl. That's really pretty. So I am, I'm more of that consumer.  
I: So, to a big extent, you would try to not look at the brand. You would rather go for the color, size, 
whatever?   

P: Yep. And the quality of clothing.  
I: And the last question: Let's think about the emotional involvement when you engage. Do you think 
that there is a specific emotional involvement when you engage with luxury brands? 
P: Yeah, I think the ones that I do engage with, like I said, like he brings me joy. Mm hmm. I'm happy 
when I see pretty things. I mean, who's not? Who's really ever not happy when they see pretty things? 
But there are also other luxury brands that I'm like, oh my god, like, it’s so pretentious. Or, like, what 
the fuck am I gonna wear? You know, like, those like really ridiculous, like fashion brands. Like, let's 
say fashion shows, and they were specific things and it's like, a joke. Like, You're hilarious. I'm not 
gonna wear that, you know? Like, high fashion stuff is funny to me sometimes. Yeah, it depends, like 
if I see something on Instagram or even like traditional articles, right? Or websites, or fashion blogs, 
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and I see specific things that are really gorgeous aesthetics that I'm like, really into, I will for sure, 
like, feel very happy to have engaged with that brand. But yeah.  
I: Is it more like just feeling happy and experiencing joy? Is it also a bit like feeling a bond that comes 
up between you and the brand? Because you said you were quite independent from brands? 
P: Yeah, I think it depends again. Like if there's an emotional bond with a brand, it has some… it has 
meaning to me, like let's see. Dior for example. Yeah. It's Dior perfume. That was my very first ever 
luxury perfume aside from Burberry, which my mom had bought me when I was like 10. But yeah, 
like that was my very first perfume. Oh, and that I was like totally in love with. And I still to this day 
have that perfume. Um, because I love that smell because I have that emotional bond with that smell. 
It doesn't necessarily have to be that brand, for example. Okay, but I know Dior is the only brand that 
sells this smell.  

I: Okay, so it's more like due to nostalgic reasons?  
P: Yes, nostalgia. 
I: Ok, perfect! Then we’ve reached the end of the interview. Is there anything else that you would 
like to add, or do you have any questions before we stop? 

P: Nope, no questions.  
I: Alright. Thank you again!  
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Interview 4 

 

I: Hello and welcome to our interview. First of all, thank you very much for taking the time today to 
participate in the interview. I am Katharina, I am a student at CBS and within the framework of our 
master thesis, my thesis partner Amelie and I are currently doing a few interviews. Let's start with the 
general procedure: the interview will last about an hour and I will ask you some questions about the 
topic of Luxury Fashion Brands. It is important that there are no right or wrong answers. Just always 
say your personal opinion and what comes to your mind spontaneously. And if something should be 
incomprehensible, you can always ask questions. And it is very important that your answers are 
treated confidentially and anonymously. Our conversation will be recorded via audio, and this is only 
for the purpose of listening to everything again later and documenting the interview, as we cannot 
remember and write everything down during the conversation. And everything you say will only 
serve the purpose of the research, will not be traced back to you, and will of course be deleted when 
our study ends. So, with your consent we would then start. Do you have any more questions before 
we start? 
P: No, I don’t have any questions. 
I: Before we start with the actual interview, I would like to get to know you better. Please tell me a 
little bit about yourself, where you live, what you do for a living and what your personal interests or 
hobbies are. 
P: Yes, my name is Laura. I live in Berlin and I'm 32 years old, work half of my time as a freelancer 
and the remaining half as employee in the social media sector. My interests are Yoga, Pilates. I studied 
fashion in my master's degree, and that's why I'm also interested in fashion. 
I: Okay very good. Then let's start and dive a little deeper into the topic of luxury. What does luxury 
in general mean to you personally?  
P: For me personally, it means that it is very timeless, very classic, of course, but also very, very high-
end regarding the quality and presentation. But of course, there are other luxury brands that don't 
have this timeless character. But for me luxury means timelessness, timeless elegance.  
I: Okay, and what mean fashion brands for you, in particular? 
P: Definitely the experience when you go into the store and see how things are presented. The whole 
service that goes with it, the presentation. The feeling when you try on the clothes or look at them, 
the whole brand presentation online, i.e. how the visual language is, much more reduced, much more 
classic, much more high-quality and in communication also very polite and serious. Yes.  
I: You just mentioned a few characteristics of Luxury Fashion Brands. In your opinion, what distin-
guishes a Luxury Fashion Brand from other, quite common Fashion Brands, that you know? 
P: Well, for example, the presentation is just much less, less is shown, it's scarce. And mostly the 
colors are also much, much more reduced and timeless, more subdued. There are usually a few details 
that are more fashionable and extravagant, not as wearable and casual as other brands. Although this 
is now loosening up again, but it is more in the direction of haute couture than casual chic. 
I: And if we now think about your own life again - what role do such brands play in your life? To 
what extent do you deal with them in your everyday life? 
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P: It's rather an inspiration than a big buying incentive in my daily life. So, it's more like feeling 
inspired by images, by the visual language, by certain style directions. I sometimes watch shows and 
see how that affects the trends in the high street market and the design cuts and the possible combi-
nations. What I also find very exciting, for example, is the change of design houses. So, if a Head of 
Design changes now, and how the style changes then. I also find the whole business side very inter-
esting. Yes, but in itself it is more of an inspiration in everyday life. 
I: And what does it mean to you to consume such a brand or to deal with it in general? 
P: It is a kind of reward. The special thing is also simply the high price. That's why you usually can't 
make spontaneous purchases. That's why you definitely have to save money for a long time and in-
form yourself about it for a long time beforehand. And you look at the product for many, many months 
or many years and you know much more about certain products and about the brands. You know 
much more than about other purchases. So, you are much more informed, and it is more like a reward 
and something special, which you usually associate with a certain experience. 
I: You just mentioned that this sometimes takes years. Would you say that you have a stronger emo-
tional connection to such brands than to normal fast fashion brands? 
P: Yes, definitely. You have a completely different emotional connection because you have to deal 
with it for a long time, because the inhibition threshold is simply higher. You have to develop a certain 
sympathy for the brand or the purchase itself. So, you just have to figure out whether you like the 
product long-term. It's just a lot more thoughtful process in the whole. 
I: And what does it mean to you to wear such a brand? So, if you have rewarded yourself or you also 
said that you have bought products before, what does it mean to you to wear them in everyday life? 
P: Partly it's always prestige, partly I think it is a success factor that you show through the purchase. 
So especially in the self-employed sector it is a kind of professionalism that you radiate, because it 
shows that you value high quality and professional success. 
I: I'd like to take a brief tour of your history with brands like these. When did it start for you to deal 
with Luxury Fashion Brands, or rather when did it become an interesting topic for you at all? 
P: Well, I'd say that it started with 15/16 when I found the topic interesting, I started to get deeply 
involved with fashion and was also interested in designers and their biographies. I got in touch with 
Coco Chanel for example and got to know the whole socio-cultural background. In other words, what 
always goes hand in hand with it historically, i.e. the development of trousers for women. I always 
found the whole feminist theme very interesting. Especially between the ages of 18 and 22, I found 
the topic very, very interesting, because you can of course determine different generations and eras 
with the help of different collections, and you can recognize them a little bit more. In the beginning, 
when I started to get involved with luxury fashion brands, I was much more interested in prestige 
brands, i.e. the classics like Chanel, Dior, Louis Vuitton. I just had a much greater interest in brands 
and logos. That has changed a little bit now, the older I get. I put much more emphasis on timeless 
designs, on less brand- and logo placements and more on higher quality. I'm more interested in ma-
terials and fabrics and craftsmanship. But I think this is partly due to my studies.  
I: You've just said that your relationship to consumption or brands has changed over time, perhaps 
also through your studies. Do you think there are other reasons why logos were more important to 
you in the past than they are now? 
P: I think I simply associated more with them, I associated different feelings with them than I do now. 
In the past, of course, it was much more distant. You had much less connecting points than now, 
when you earn your own money or even when you went to shops you might not have dared to go to 
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before. The older I get, I think, I have a different connection to it and come into contact with the 
brand more. 
I: Okay, then please think of another, very concrete brand that you have in your head. It can either be 
a brand from which you have already consumed a product or have been given one as a present, or a 
brand from which you could imagine consuming a product in future. But it can also be a brand, with 
which you have just already dealt with more intensively. Which brand are you thinking of? 
P: In any case Celine. Simply because it's a very timeless design and the craftsmanship of materials 
is very, very good. 
I: Are you already thinking about a specific product? If so, which one? 
P: Especially bags, small bags. However, with regard to Dior, for example, I think that people tend 
to think more about clothing. So, it always depends on the brand. 
I: And if you now imagine this brand, what are your first thoughts? You just mentioned the timeless 
design and quality? Are there any other thoughts? 

P: Simplicity and this reserved, minimalist style. 
I: And what concrete image do you have in mind and why? 

P: I didn't quite understand the question, the reception was gone for a moment. 
I: What kind of image you have in your head when you think of Celine. 
P: Definitely black and white photography and also the recently changed logo. Because the change 
in the designer has also changed the logo, and this has somehow made the brand a bit sportier, a bit 
more modern. And I think you can see that through the visual language as well.  
I: And if you now try again to imagine the brand as a person, what kind of image do you have in your 
head? How would this brand be? And why? 
P: I think the brand is very strongly connected to the designer, Phoebe Philo, and therefore to femi-
nism, long blouses, suit trousers, short haircut, coolness, simplicity, timelessness and elegance. I think 
this is mirrored in the brand and its style as well.  
I: Okay, if we now put the whole topic of fashion aside for a moment and come back to you as a 
person. So completely off the fashion topic. If you think of your own image of yourself - what kind 
of person are you? 
P: Well, I think...oh well, not related to fashion. 

I: For example, your values, and who you are. 
P: I am a very cosmopolitan person, very social, very interactive. I attach great importance to social 
interaction and communication. 
I: And who do you want to be? So maybe you also have qualities where you say "Okay, I'm not there 
yet, but I'm trying to get there, that's what I'd like to be, and that's how I'd like to be seen"? 
P: I think that you always get more self-confidence as you get older. You get more professional also 
in your everyday work, you will be able to stand with both feet in life. 
I: And if we now think of concrete characteristic, are there any that you would like to stand for? 
Characteristics you can or want to be identified with? 
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P: I would like to be very reflective and, in any case, well thought out, so that you question things 
again and are still open for other opinions and accept them. Communicative and authentic. 
I: And if you now think about the outward appearance you want to make, what are the characteristics 
that you would like to show outwardly? And why? 
P:  I want to be perceived as self-confidence and well-considered, and I want that people think that I 
am able to reflect them and their opinions.  
I: And how would you like to be perceived by others? To be more concrete, how do you want to be 
perceived by people whom you may not know so well or whom you know well. What are the char-
acteristics that are important to you? 
P: Open-mindedness, that people like to talk to me because I am a good listener. Because they have 
the impression that I am empathetic. Because I can be trusted. 
I: Do you think that the perception of others is more important to you than your own perception of 
yourself? 
P: I think you always think that it is different. But I think it plays together. You are perceived as you 
are and vice versa. So, if I am perceived as authentic and likeable, I am more at peace with myself 
than the other way around.  
I: So, you think that you can't really separate the two areas?  

P: Yes, that's right. 
I: And if we now look back on the fashion sector, to what extent would you say that you can express 
your personality through fashion? 
P: I believe very strongly that if you transfer the values and visions of the brand to yourself through 
products and thereby radiate something that others associate with the brand. So if someone else has 
a certain image of a brand and I am wearing this specific brand, then he would project the values onto 
me, even without knowing me. 
I: And what exactly do you want to express through fashion brands that you wear or are involved 
with? 
P: I definitely like it if it is noticeable that I am dealing with the subject and that I am familiar with 
certain designers or certain design houses and that I am wearing the brands for a specific reason, it 
should seem reflected.  
I: Earlier we talked about what the brand you've chosen stands for in your eyes and then afterwards 
we talked about the image you have of yourself. If we now transfer the whole thing to this luxury 
fashion area, would you say that the two images match?  
P: It definitely matches to a certain extent. However, I think there are other areas in my personality 
that are not covered by that. But partly for sure, and I have no problem with being identified with 
that. 

I: And which parts are matching; which parts are covered? 
P: I like the brand’s minimalism and its understatement, I don't attach much importance to brand 
placativeness, I rather attach more importance to quality. That's just the way it is with Celine, because 
it's a niche-luxury brand and not everyone recognizes Celine at first glance. I think it is quite nice that 
this also limits the know-how a bit. So, who knows about the brand and who does not?  
I: So, you’re saying that you can identify with Celine? 
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P: Exactly. 

I: In which way is dealing with these brands is related to your personality? Also, apart from Celine.  
P: So, to what extent the values of the brand agree with me, right? 
I: No, generally in relation to your nature, to your characteristics. Do you think there's a connection 
between your personality and the fact that you are engaging with luxury brands in fashion? 
P: Ah okay. Yes, I think so, because that's what you strive for in a certain education, because it 
somehow belongs to good manners and status symbols. Nevertheless, there are differences. Every-
body has their own goals and values in life and finds certain things more important than other things, 
but for me personally fashion is definitely more important than other luxury areas. 
I: And how do you choose the brands you are dealing with? Do you look for brands that embody how 
you see yourself or want to be seen? Or how do you go decide? 
P: Exactly, I especially like it when you have to inform yourself about brands because the fashion 
house is not directly printed on products. I am very interested in this minimalist, timeless and under-
statement that many luxury brands have. Those are the kind of luxury brands, that I am definitely 
interested in, and I would like to learn more about them. 
I: Are you looking for brands that embody how you see yourself or want to be seen? Also, in relation 
to the aspect of niche- and quiet luxury that you have already mentioned.  
P: I think it has a strong influence. I think I like designs also because the brand is sympathetic, because 
it somehow influences the brand and my taste. 
I: Would you say that sometimes you buy a brand or deal with it because you want to be seen in the 
same way the brand is seen? 
P: I think so. There are some examples where the brand has been changed by consumers. With Celine 
this has not happened yet. I think it always depends on the fashion house, to what extent you influence 
who embodies and carries the brand and markets it in that sense. 
I: You have just said that there are a few examples. Can you name one? Or can you think of something 
that has worked in the past? 
P: With Celine, for example, its consumers are mostly very emancipated. Women who are mostly 
working and have arrived in the modern world and are very self-confident. Often, Celine plays with 
this traditional role distribution and dissolves it a little bit. 
I: Why do you think that happens? What would be your explanation that consumers can change the 
image of the brand? 
P: I think that consumers, as I said before, can identify or cannot identify with the values of a brand, 
which are predetermined, for example when the brand was founded. As soon as consumers identify 
themselves with the brand, they transfer their personality traits to other consumers and thereby influ-
ence others as well in the way that they are thinking about the brand. 
I: You've already talked about other people in general, about other consumers. If we now leave out 
your perspective again and focus on what it's like with other people, do you perhaps have a person in 
mind from whom you think that the personality is represented by wearing or interacting with an 
LFB?  You can think of a person in your personal network or, for example, from social media.  
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P: Well, I think that Camille Charriere or Lena Lademann, for example, strongly influence luxury 
brands like Chanel or Celine and also rejuvenate them, because they are very, very classic, but still 
very young and somehow embody the modern woman. 
I: Okay, well, let's talk about what it means to you to generally be involved, to engage with or deal 
with a brand. Please think of all possible activities during which you can interact with the brand. This 
can take place before, during and after the purchase of a product.  
P: For example, when I bought my most recent luxury product, it was interested in the brand and 
researched online. On their own website, but also on other websites, as I was also looking at vintage 
items of the brand. Thereby, I have learned a bit about the history and how the products and versions 
have changed over the years. Then, I was often in the store and got some consultancy there. I also 
learned from the contact with the sales personnel in-store, who have told me that the size of the Box 
Bag has changed, for example because of the iPhone. I have been in contact with sales personnel in 
various stores and in the end, I was also researching on social media.  Through influencers and other 
social media campaigns, I was always in contact with the brand. And finally, through the offline 
experience in-store, I was tempted to buy something. 
I: Did your engagement with the brand continue after the purchase; are you still engaging with the 
brand? 
P: Yes, when I bought the bag, for example, I got the mobile phone number of my sales advisor, so 
that I am able to call him at any time if I have questions. Furthermore, I got a business card with 
which I receive an annual cleaning service for my bag for free. So, I will be in contact with the brand 
at least once a year. 
I: You've already told me your personal engagement experience with the brand. How would you 
define engagement in general though?  
P: In any case, it is a mutual commitment. Nevertheless, I think in the case of luxury brands, consum-
ers often initiate the contact to the brand. I have the feeling, that consumers are rather looking for 
contact than the fashion brand itself. Actually, it's much more reduced than I have thought, it's much 
more polite as it is the case with high street brands, where the brands themselves are already scream-
ing. With luxury brands it's more like you're looking for contact, you're looking for information and 
then you get answers. I think you are rarely approached communicatively through campaigns or sur-
veys or something like that... 
I: You have just said that you have already informed yourself for a long time before the actual pur-
chase and that you have engaged with the brand Celine. Where does such an engagement start in your 
opinion, can it also take place in your mind? Or is it just about concrete actions? 
P: Absolutely. I think you get a certain feeling for a brand, and you want to embody this feeling, and 
it starts in your mind. And then, I think, you look for contact with the brands and then somehow seek 
confirmation in the whole experience and in the whole purchase process, including the service per-
formance. 
I: Okay, you've already mentioned a few examples of how you can engage with a brand or how you 
can deal with it and what you've already done yourself. Have you ever thought about co-creation or 
is this something you have already done before? 
P: Do you mean if I was a part of the creation process, or...? 
I: No, it could also just be an exchange of knowledge. Did you once share your knowledge with the 
brand? Were you involved in product design? Did you give feedback? 
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P: I think because I just bought my first luxury product, I haven't had that much feedback, simply 
because I haven't had the product that long. But I was also not really in an active contact with the 
brand, regarding the design process or the provision of feedback. 
I: And would you consider doing that? In general, not only in relation to Celine, but to luxury brands 
in general. 
P: I think it depends on the area. In some areas, I think I would like the brand to convey a certain 
idea, which I then find either good or bad. With accessories, for example, I can imagine that co-
creation is possible. But as soon as it comes to large-scale changes, I still think it's the brand's job to 
make a final decision. I can imagine, that creating details for brands such as personalization or some-
thing like that, works very well. But when it comes to the design, I think it's great when the design 
houses keep full responsibility and the design remains in-house. 
I: Do you think there are there any differences in terms of engagement between normal fast fashion 
brands and luxury fashion brands? 
P: Absolutely. With normal fashion brands it is much more active. One has more and more the feeling 
of being in interaction. A lot happens, it's much more interactive in the social media area.  With luxury 
brands it's rather that people are looking for contact. For example, in the social media area consumer’s 
contents are not re-posted and therefore taggings are getting ignored. I think that this is also a kind of 
demarcation and an attitude, a value, that not every consumer is able to identify with the brand. And 
with normal fashion brands it's likely that you get into dialogue more quickly and get feedback faster, 
through newsletters, through the website, and through surveys on social media. 
I: You just gave a concrete example with the purchase of your Celine bag. What motivated you to 
deal with the Celine brand? 
P: Definitely because of the design. Simply because the design is so timeless that I can imagine liking 
the bag in the next few years just as much as I like it now. And I find the presentation of the brand 
simply very pleasant, you don't feel uncomfortable in the shops or somehow badly advised.  

I: Could you repeat the last sentence again, the connection was bad? 
P: Well, I think that the presentation of the brand made me feel somehow well looked after. With 
regard to the store, I felt well advised by their competence, and also by their sales personnel. 
I: You have already mentioned the store as a motivation. Are there other things that motivate you to 
deal with a luxury brand? 
P: Definitely the visual language of the shootings and the collections of the brand and also their 
appearances in magazines and on social media. 
I: Does it matter how satisfied you are with the brand, i.e. with Celine, or what experience you have 
already had with the brand? And why?  
P: I think in this case, the consulting of the sales personnel is very important. Because if you don't 
feel comfortable in a store, you don't have any sympathy for the brand, and you can't build a long-
term relationship. And I think it's essential that there is a sympathy at the time of purchase that is then 
transferred to the brand. Just like the quality. As soon as you are satisfied with the product, you are 
also d'accord with the brand and have built up sympathy for the brand.  
I: You said that you have been engaging with the brand for a long time before the actual purchase. 
Do you think that the resulting tension and long waiting time until you finally satisfied your desire to 
buy the bag also played a role in the engagement process? 
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P: In any case, it makes a huge difference if you've been dealing with it for a long time and read a lot 
about the product. For the case of Hermès, for example, I think it's very clear that through the pro-
duction, which consumers also experience through videos and so on, through this hand-embroidered, 
hand-painted and through the whole processing, which is always visualized, they somehow get a 
feeling of quality. And simply also because of the high price. The longer you deal with the decision, 
whether to buy the product or not, the higher the tension rises. 
I: And do you think it's more likely to deal with a brand that you would recommend to a friend or 
from which you have already bought products? 
P: Yes, definitely. I think especially when it comes to the buying process, I like to share how I felt 
about it, and what the service is like. What kind of service you get after the purchase, in my case I 
share information about Celine regarding their care and maintenance service and also about the con-
tact with the sales personnel. 
I: So, there is a high probability that you will continue to engage with the brand because you only had 
positive experiences? 
P: Exactly, yes. 
I: Do you think it is important to identify with the LFB when engaging with it beyond the purchase? 
Is it important to have similar values? 
P: Yes, I do think it is important. I also think you like the design as long as you can identify with the 
brand. 
I: You also said that Celine has changed a little bit because the head of design was changed. Did that 
matter for you with regard to the brand’s identity? 
P: Yes, because also the design was changed a bit, so consumers take a certain risk, because they built 
up sympathy with the old designer and now, they have to build up a new sympathy due to the changed 
circumstances. And since you don't know the new designer or his signature yet, and the design is also 
changed, I think you have to start to build up sympathy again in order to build up this closeness to 
the brand again... 
I: And would you rather be engaged with a LFB that you are already familiar with, that you have 
already bought or have experience with, or could it be a completely unfamiliar brand? I am not refer-
ring to a purchase or something like that, I am just talking about engagement in general, as you men-
tioned before, it can start in your mind again.  
P: I think you regularly deal with different brands. It is definitely the case for me. With brands that 
have a similar style, and I think it's possible that you get in touch with other brands that you haven't 
been in contact with yet. 
I: Is it more motivating for you to get engaged with the brand in a self-initiated way or on request 
from the brand? You mentioned earlier that it is usually the case that consumers approach luxury 
brands and not the other way around.  
P: I find it more pleasant when the contact is initiated by oneself. Because I think it indicates a higher 
quality and more discreet impression. Instead of being asked regularly for feedback.  
I: Would you perceive it as intrusive if a brand approaches you? 
P: I think it depends on the frequency. For example, if you are asked once a year or twice a year if 
you are satisfied, I don't find it intrusive. If it happens every week, this would already a kind of 
devaluation for me. 
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I: Would it motivate you to get involved with an LFB when knowing that you would learn something? 
P: Well, I find it very motivating. For example, if you look at Hermès again, I think you learn some-
thing about production and processing. And I find that very, very interesting, because it's also a certain 
craft and is related to high quality, which you can communicate as well. And I find it very interesting 
to experience that as a customer. 

I: Do you think your perception is connected to your field of studies? 
P: I think so, because you have a certain eye for workmanship or how certain seams should be pro-
cessed, double seams and so on, what you have to pay attention to, types of leather or materials. Since 
then I have had a much stronger view on materials and combinations and simply know about their 
properties and therefore also about their durability. 
I: Would you be motivated to engage in LFB if your friends/environment would like it, encourage 
you or would do so themselves? 
P: I don't think that has any influence on me. It rather depends a bit on whether I share a similar taste 
with my friends or family. 
I: If we now think again about your engagement with Celine. What was your personal outcome when 
you engaged with the brand and what war your benefit? 
P: Well I became part of the community to a certain degree. You have the feeling that you are now 
part of a style or a brand, among others because you get a card when you buy something and you 
have a contact point where you can get in touch, in case something happens with your bag. You're no 
longer a non-customer but a customer and I think that makes a difference whether you've already 
bought something or not.  

I: So, you think that the relationship has moved to another level through this engagement? 
P: Well, in this case with Celine, I'm not quite sure if they have a file card in which they have saved 
you as a customer. Many brands have such a file card and you can see what purchases have already 
been made. And I think it has something to do with loyalty and a family atmosphere, if you are 
included in such a customer file. 
I: So, are you considering yourself as loyal to the brand now? 
P: Yes, in a certain way, although I would describe myself as even more loyal if I had made several 
purchases from the same brand. 
I: And if we go back to the aspect of a resulting benefit, what do you give the brand through your 
engagement? 
P: If you satisfied with the service and the purchase, of course you tell your friends and family about 
it. You can share this experience, what you felt when you bought the bag or I think you associate it 
with even more experiences, even more emotions than the brand itself. And when you tell your friends 
and family about it, I think the brand becomes even more emotional than before. 

I: And in the other way around - what does the brand give you? Can you think of anything? 
P: In any case, I think that memories are linked to the brand now that you have just bought something. 
And I think that just by taking care of an object, you somehow have such a...yes, you somehow have 
this pride, or rather you want to make sure that the bag will last for a long time, and this process of 
taking care is somehow a very nice feeling. 
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I: You just mentioned that you have felt the feeling of pride, were you also emotionally involved in 
another way during the engagement? If so, in which way? 
P: I think it's very emotional because you've started looking at this bag as a teenager and it wasn't 
available before. Now you could afford it with your savings, and therefore I think you will always 
associate that feeling with the first product you buy. 
I: In which way did you gain new knowledge? We have already talked about that a bit before, now I 
am referring to your specific engagement experience,  
P: You somehow get a different insight into shopping experiences. Because it's a completely different 
experience than in the fast fashion sector, it's just much more sophisticated. You simply get much 
more attention as a customer. You get time. I have definitely learned that there are different shopping 
experiences. And about the workmanship and the types of leather, they also explain to take care of 
the materials in the best way. You also learn a bit about that. 
I: Did you also have the feeling that you were able to share your own knowledge? 

P: Rather not, no. 
I: So, you only received new knowledge from the brand? 

P: Yes, exactly. 
I: We have talked about this before, you mentioned that designers or brands often have a very concise 
and strong image and that's why customers come to the brand. According to your own perception, 
did you contribute to the brand image through your engagement?  
P: It is often the case, that your style is similar to the style of brand that you like and from which you 
buy specific items. It fits the style, and therefore expands the visual imagery a bit. You embody the 
brand accordingly and thus also sell the style to a certain extent.  
I: That means you are expanding the customer group and thus the visual imagery? 

P: Yes, exactly. 
I: Did such an engagement influence how you feel about the brand? You have already spoken of your 
experience in the store... 
P: I was pleasantly surprised by the visit to the store in Paris, simply because I had a very, very nice 
sales advisor, who was very approachable but also very authentic and not too reserved. I was posi-
tively surprised that you could talk normally and that there was no barrier, or you didn't feel uncom-
fortable during the conversation. 
I: That means that your relationship has come to a more personal level due to the engagement? 

P: Yes, exactly. 
I: How does such an engagement contribute to your perception of yourself?? 
P: It barely changed. I would say that you have this pride that you could afford something that you 
couldn't afford for a long time. And somehow you are also self-confident because you could buy 
something with your own money and now you can show it. But in my own self-perception nothing 
has really changed. 

I:  And how does such an engagement contribute to how you might be perceived by others? 
P: Sometimes in certain circles you already have the feeling that you are perceived differently. But 
nothing has changed in my immediate environment. This is rather a perception of strangers. 
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I: Have you communicated your engagement with your circle of acquaintances, with your friends? 
P: It always depends on where the interest of my acquaintances lies. If I have friends who are also 
interested in the brand or in the luxury segment, I've already told them that - but not others who aren't.  
I: We have now reached the end of the interview. Is there anything else you would like to add, or do 
you have any questions? 

P: No, not for now, thanks. 
I: Then again thank you very much for participating, I'll finish the recording now. 

P: Sure. 
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Interview 5 

 

I: Then thank you again for taking part in this as you already know, my name is Amelie. And Kathi 
and I are currently conducting a few interviews as part of a master thesis and the overall schedule it 
will take about like 50 minutes, and I will ask you some questions about LFB and customer engage-
ment. And it is important that there is no right or wrong answer and just feel free to always tell your 
personal opinion and whatever comes to your mind spontaneously. And of course, you can always 
ask questions if something is unclear. And your answers will be treated confidentially, and I will 
record it on audio just to transcribe it later on. Okay, perfect. So, before we start, I would like to get 
to know you a little better. So maybe you can tell me a bit about yourself, like, where do you currently 
live? What are you doing professionally right now and what are your interest?  
P: Of course! So, my name is Victor and I'm a graduate student at CBS. So, I currently live in Co-
penhagen, but I'm from Stockholm originally. And yes, I… Before I was an exchange last semester 
in Beijing, but before that I used to work in a store, Acne Studios in Illum. And before that, I also 
worked part time in within PR and communications and for a Scandinavian bank called Nordea. But 
yeah, that's my work life. But in my personal life, I really enjoy music and going to museums and art. 
And fashion is fun, too. 
I: Yeah, that sounds great. Ok, perfect. That sounds great. Then let's focus a little bit more on the 
topic of luxury. What does luxury in general mean to you, personally? 
P: For me, I think luxury differentiates itself in the term that it's more even more like it's the most 
high-end, it's more high-end than premium. So, it's for the most like a small, exclusive crowd. Which 
means it's the best quality. It's the highest prices. But it also it's also like the best craftsmanship and 
storytelling and experience, I guess. So, I guess it's like the top. Yeah, experience but also the price 
that you pay. 
I: And luxury fashion brands in particular, how would you define them or what distinguishes them 
compared to ordinary fast fashion brands, for example? 
P: Well, I think the product. From the product perspective, I think, it’s the quality, the quality of the 
product, the materials, the whole process of making it, the design process and especially like the 
concept and the stories behind the design and collections, differentiate them from ordinary fast fash-
ion. 

I: Can you elaborate a bit more on the story behind that? 
P: So, I would say that most luxury fashion brands have like their brand DNA and like a brand origin. 
Let's say Louis Vuitton as an example. They originated from making trunks in the 1800s. So, they 
were like their brand DNA originates in the traveling industry and back making traveling easier for 
upper class people, I guess. So that's the story. And then there has always been their brand DNA for 
their company. So, they always like, go back and refer to their story and to their origins, while fast 
fashion brands like H&M... They don't really have a story, or like, brand DNA that is consistent 
throughout their whole business.  
I: And what would you say? Which part do you value more? Is it more the quality? Or is it more the 
heritage and the story behind it?  
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P: Hmm. Well, can I say both? Because, because it's of course, it's… you want products that is good 
quality and with good materials, because that's how you experience a brand in a way, but in another 
way, it's also about the concept and the feeling and the more cognitive elements that you experience. 
So, it's a combination of having good products, but also a good concept and a good brand, I guess. 
I: Um, and which role do LFB play in your life? What do they mean to you?  
P: Not so much, I guess, as a student, but I guess in society and for like, my surroundings it's, it's a 
lot about like communicating who you are maybe not for me personally but for like when I see people 
on the streets and when I watch like commercials or people on social media, it's a lot about communi-
cating who you are and as a person and yeah, it kind of adds associations to the person who possesses 
the luxury brand, in a way but also some in a negative way. So it's not something positive per se, I 
would say it's just… but it tells something about the person. 
I: Okay, so could you like take me through your personal history with LFB. When did you start to be 
interested in them or to deal with them?  
P: So, I think when I was... Before I was 10, I didn't care at all about anything when it comes to brands 
or like, those kind of things like clothes. But then I think when I was in fourth or fifth grade, people 
in my class started to care, which also influenced me, I think. And that was I think that was the time 
when people started to like you mentioned and talk about having like, branded clothes. So, like, it 
was really popular to I don't know if it's, it's not luxury brands then but it was like, premium brands, 
like it was really nice to have like, Lacoste shoes and like, Ralph Lauren shirts back then. So that was 
like when I started to recognize that oh, actually there are… You can actually… People are like using 
these things to say something, or to like distinguish themselves. But then I think it was from that point 
when I started to, like, be ^  of that. And then maybe interested too, because I was influenced by 
my surrounding. So, I think that was when I like started to go to like stores and checkout things online. 
And yeah, ever since then it's just been maybe not like growing a lot. But that's the point where I 
started to be aware of that and started to look up information. And then I think after, especially after 
social media became bigger, when we were, yeah, some years ago, maybe 10 years ago. That was 
even more like accelerated. I think everyone started to care like, even more than they already did. 
Including me. 
I:  In which way did it change your relationship towards LFB? 
P: I think because it was very obvious what people were wearing and it was like, in your face all the 
time. And it was, yeah, people that you knew that you could relate to. So, I think that made it more 
like available and easy to grasp. 
I: Okay. That makes sense. What would you say what are the benefits that it offers you to own or to 
wear LFB? Or maybe like just to deal with them? 
P: Hmm. I guess like I said before, I think the few things that I have… I think I like of course the 
quality of the product material, the product itself, but also maybe the feeling that the brand adds on 
to you, I guess. So, I guess the brand association kind of gives you a boost in personality or like it 
adds on something to your, to your sense of self. 
I: Um, yeah, that's interesting. We're gonna go back to that a little later, I would say. Now I will, I 
would like you to think of a concrete LFB. It can be a fashion brand that you have at home, or we 
have a product from it could also be just one way you could imagine consuming a product. What 
brand comes to mind? 
P: I think Louis Vuitton.  
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I: Okay and are you thinking of a special product?  

P: Yeah, mostly the monogram bags.  
I: When you picture this brand, what are your first thoughts or which image do you have in mind? 
P: I think I have a mixed feeling about it. Because on the one side, I know that the products are good 
quality and it has a long history and origin of producing like high quality products for, like, exclusive 
clientele. But at the same time, I think a lot of fashion brands now or luxury brands nowadays has 
been, I mean, since society isn't as like hierarchical or unequal as like 200 years ago or 100 years ago, 
a lot more people could afford luxury products, including the middle class people were like even 
people that works at like McDonald's or something. Like everyone can afford it if they just work. So, 
it's it doesn't tell as much as about person as it did before, I guess. Which is quite obvious for Louis 
Vuitton I think a lot of like… basically… I wouldn't say everyone but like a lot of people could buy 
their products and I've seen a lot of like, small girls or that I wouldn't say are in their target segments 
that consume their products. So yeah, I have a mixed feeling about, 
I: Okay and if you try to imagine the brand as a person, like a concrete person, how would that person 
be? Can you maybe describe him or her? 
P: Yeah, I think the person would be like, a person with an old history and a name, maybe like a 
family name that is old and like, renowned. But that then has been maybe seen as traditional and 
maybe like, not so modern, but now they try to, or this person tries to modernize himself or herself 
to be relevant to a younger audience and to keep up with modern youth culture.  
I: Ok, I now have a good impression of you dealing with the LFBs. Ok, I would now like to take 
another perspective and besides the whole fashion part, I would like you to think about your personal 
image of yourself. What would you say what kind of person are you or which person would you like 
to be maybe? 
P: Maybe it's hard sometimes to distinguish between the person that you are and the person that you 
want to be because talking about yourself, it tends to be like the person who you want to be I guess, 
but have you ever tried to be completely honest? But I guess I see myself as the person who is… who 
tries to be solidary. But like, I think it's important to treat everyone as like, equally good and be 
inclusive. Of course, and don't be judgmental. Because I think, yeah, to see everyone's differences as 
something positive and yeah. See something good in that instead of creating this society where people 
are split and divided and not integrated.  
I: Yeah, it’s a very good thing to be like that.  
P: That's very broad and like, more than that I'm also really interested in art, I think and, in essence 
that I really enjoy music like contemporary music, classical music. I've been a like, I've been to like 
music school on my life before going to university, so I've been a choir singer and playing instruments 
before, and I have a lot of friends who does music. So that's a big part of my life. And with that I also 
really enjoy like contemporary arts. And yeah being like, experiencing creative expressions, I guess. 
I: And when you think about characteristics that you want to communicate to other people. Do you 
think that those are the same characteristics? Or do you think that you like focus on some character-
istics that you especially want to show to others? 
P: Hmm, I think… I think it’s a mix. Because on one side, I think I want to be very inclusive, friendly 
to everyone and like, see the good in everyone and so forth. But on the other hand, I also liked being 
unique. That’s very contradicting, but I think I really enjoy being unique. And I think deep inside me, 
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I think I like when people think, oh, that's a unique and cool person. It's very contradicting in that 
sense. 
I:  And would you say, that in some situation, it's more important to you like your your outward 
appearance? Or is it more like your personal image that you have of yourself? Which do you think is 
more important to you? 
P: I would… It's a boring answer, but I would definitely also say both. I think for my closest friends, 
and the people closest to me and my family and my closest friends, it's more how I would like to act 
like me as a person inside. But then I think if I go to a party, if I go out like to talk with people. I don't 
know that well. It's also about me as a person but it's more of also about how I am perceived on the 
outside. Hmm, well, I think I unconsciously care more when I meet people that I don't know as well. 
I: Okay, let's relate this a bit back to fashion. To what extent would you say that you can express your 
personality through fashion? 
P: I think in a great… in many ways, or like, it's hard to say how much but I think it's quite easy 
nowadays because I think some like a lot of subcultures and a lot of like, yeah, subcultures and inter-
ests in among young people and in society in general, are very like. There are a lot of symbols when 
it comes to fashion and how you express. It's kind of easy to express, like a certain interest whereas, 
like subculture even though it's not that obvious, of course, not everyone goes around like, like a 
punker or like, emo. But it's, it's still like, kind of easy to possess these small symbols and by having 
done that, like communicates that you're interested maybe in, I don't know, a certain lifestyle or an 
attitude. 
I: And thinking about you in particular, what would you say? How do you express yourself through 
fashion? 
P: How I express myself… Yeah, I think it goes back to my desire, which is to, I tried, I think it's fun 
to be unique, but I know that like but at the same time, I know the things I'm wearing, it's not unique, 
but it's maybe relatively unique to the big crowd. And also, I think I tend to search or like, yeah, be 
engaged in brands that I know that some people perceive as the person they want to be, if that makes 
sense. So, I really like a brand called like Our Legacy. It's a Swedish brand. Because I really like their 
stuff. But it's I think it's also because I really know that a lot of people in and people that I look up to 
look up to this brand, I think it's something unique and cool. So, I think by having a lot of things from 
there, I kind of get this feeling that yeah, this is nice. I get this like, associations from this brand into 
my personality. Kind of, 
I: Can you elaborate a bit more on that? I think it's super interesting that you say, that you look up 
to… or that you like the brand, because look up to the people who also look up to the brand. Like, 
could you elaborate more on that connection?  
P: So, this brand is quite small. And I know that a lot of people that I like or look think are attractive 
or cool or like something, something nice about them wear things from this brand and like work in 
the store. Like every time I go to the store, everyone is so nice. So good looking. Like the models that 
they use and like the things they hired like the nicest photographers. So, like all the people that are 
kind of connected with this brand, I think are nice. And I know that a lot of people that I very like, 
like this brand. So, I think part of that influences my relationship to this brand. So yeah, it kind of 
increases the likeability of the brand for me. 
I: Okay. And then we earlier we talked about the brand that you chose; you chose Louis Vuitton. 
We’ve now talked a bit about your image of yourself. and if you combine those two images. Would 
you say they match in some way? 
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P: I would say that most like from a chronological order, they don't match most of the time. Nowa-
days, I think Louis Vuitton… along with a lot of other like luxury brands. They try to connect with a 
younger audience to try to be as relevant and maybe less exclusive in its culture. Even though it's 
very exclusive. It's very expensive, but it's like the aesthetics and maybe the value of the products and 
the concept are not as exclusive as it used to be. So, by doing that we kind of connect in modern days 
now. In example, they collaborated with the skateboard brand Supreme. And since I like skating, 
that's something that I can connect with and they collaborate. They the use, like, modern designers, 
and they collaborate with modern artists that maybe, yeah, another audience or younger audience can 
relate to. So, in that sense, it connects more to meet my personality now, but I still wouldn't say that 
it's like, a match, but it's… they try to reach out more than before. 
I: Okay, and would you say that maybe in the future at some point, it could be a match? 
P: Um, yeah, I think it could be definitely like in the concept. I think I like it, but it's still very expen-
sive and it is very exclusive in… like when it comes to the numbers and like, yeah, what it costs to 
consume the product, so and I'm not sure if even if I would like have a higher salary, if I would spend 
that much money on anything. So I think the price is still what's, what doesn't align me to the brand?  
I: Okay, and how do you in general select the LFB that you deal with? Are you looking for something 
that embodies how you see yourself or how you would like to be seen?  
P: Yeah, I would say that. I think, in my mind, like, all luxury brands have like the best quality, the 
best material, so that doesn't really matter as much. So it's definitely about the brand and maybe, yeah, 
the brand associations.  
I: Would you also say that you would sometimes buy a brand deal with a brand because you want to 
be seen in the same way as the brand. 
P: Yeah, definitely. 
I: And would you say that you could also… so when you purchase the brand, you kind of transfer… 
Are you like trying to transfer the image from the brand a bit to your image?  

P: Yes. For sure.  
I: Do you think that it could also work the other way around like that you could change the image of 
the brand by being a consumer? Or by being involved with the brand? 
P: Of course, I think it definitely goes both ways. The co-creation of the brand, like we used to say. 
So, when I wear something from a certain brand, I definitely believe that people around me connect 
like associations with me with a brand. So, if I were, yeah, a Louis Vuitton bag… Not only do I get 
elements from the brand, but I think people around me who would like think, oh, he wears Louis 
Vuitton. So, nowadays, even people like him could wear it, I don't know. Like, it goes both ways.  

I: Okay, would you like to say that it could be like a real image transfer a little bit?  
P: What do you mean exactly? 

I: That you could put some parts of your personality to the brand's personality? 
P: Not as easily because I'm just one of like, a lot of consumers of course, the brand itself has more 
power and control over its brand and the word like yeah, control over the brand associations, but I 
think in small… like in a smaller scale. And maybe of course, this overall sum of the consumers of 
the brand will impress but not like me as much as an individual, like alone.  
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I: Okay. And when you think a bit about other people do you perhaps have a person in mind from 
who you whom you think that the personality is represented by wearing or interacting with a luxury 
fashion brand? So, it could be someone from your personal network or someone from social media. 

P: Oh, let me think. And with an LFB, you mean? 
I: Yes.  

P: Yeah, I have a girl.  
I: Could you describe it a little bit?  
P: So, it's actually a girl. That is like a friend's friend. I don't personally know her, met her a couple 
of times. She really loves Acne Studios which is a brand I used to work for. And she… I've seen that 
she has like a lot of the like most known and popular products and she's kept quite active on Instagram, 
so it's quite obvious that she really likes the brand and that she likes to show that she has stuff from 
the brand. So that's kind of… I think she really connects her own personality with the with the brand 
and I think it also tells me, influences how I perceive the brand by looking at her posts.  

I: In which way does she transfer her personality to the brand and the other way around? 
P: I think from the brand to her… I think she really likes the brand. And I think she knows that it's 
like especially in Sweden… It's a very like credited brand for people who like fashion. So by wearing 
these products, I think she wants to communicate, oh, I'm fashionable, I know the latest, I have the 
latest stuff, I am this It-girl. And from the other side, I think I view the brand more negatively maybe 
because I think she's a little too much. So, I think from my perspective, her personality, which is this 
very extrovert girl who really wants to be perceived in a certain way that adds on to the consumer or 
the like, yeah, and the image of the brand, the brand itself. So, my image definitely becomes… is 
influenced in a negative way. 
I: Okay, that was a very picturable example. Okay, and then let's talk a bit… a bit more about en-
gagement in general. You personally, what does it mean to you to generally be involved or to engage 
or deal with a brand? 
P: I thought about that when I saw the question yesterday and I thought, like, I had to really think 
about it, what engagement means but I think it's… like it’s about the knowledge that you have about 
this brand. Like how aware you are of the products like the history behind it, and yeah, the everything 
about this brand, but also about how much you care and of course like the product in a positive way. 
So, the combination of knowing like a lot about something but also like, yeah, giving your hearts to 
that and really liking something that's engagement, I would say. 
I: So, what you described is mostly something that takes place in your mind. Would you say… to 
what extent is engagement about what takes place in your mind and concrete activities?   
P: In general, of course, I would say that it depends on what kind of person you are your personality 
but for me, are you asking about me? I think I, if I really like and know something about a brand then 
I would try to buy stuff from there. And yes, to consume the products, maybe talk about it with friends 
to show that I this is my brand. This is like, I really like it. So, like, yeah, talking about it, buying 
things from it. And yeah, showing it, I guess, directly and indirectly.  
I: So, can you think of more concrete examples of how to engage our brand? 
P: I think I would go into the brand's website and social media. To really like, look up everything to 
look at the products and what it costs, the sizes like can I get it? What is nice, like what products do 
I like specifically? Then also it depends because I don't want, I don't feel like it wants to like… I don't 
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know. Of course, it's not interesting for everyone to hear about a brand that I like so I guess I wouldn't 
like talk about if we have like a dinner party. But show it indirectly, I guess. Yeah. Okay. 
I: And I get on the on the screener, you pointed out a few activities that you have done before. Could 
you maybe elaborate a bit more on this?  
P: Can you remind me what they were?  
I: So, you said that he did social media activities such as liking posts and commenting, contacting 
LFB, informing yourself beyond purchase and co-creating. 

P: Yeah, so the question is how I engage actively engage with fashion brands? 
I: Yeah, like which...  you said you did those before and what exactly did you do like… to get it a bit 
more precise for me to understand?  
P: As I said, I am very like, like most people nowadays active on social media, so I like to when I'm 
bored when I just want to relax, I check out things on websites and stores and accounts. Brands that 
are interesting to me, and except from social media. I yeah… I think I like to observe people like 
around me in my surroundings and people that I look up to what they wear and get inspiration from 
there.  
I: For example, you said informing yourself about the brand beyond the purchase information. How 
exactly would that look like in your case? 

P: To get information from the band?  
I: Yeah.  
P: I look up the websites, I guess, website and social media platforms. And also, maybe ask friends 
like what do you know about this thing? Have you used this product? So, I guess a lot of influence 
from people that I know have used the product as well, or what they think about the product. 
I: Okay, um, then let's think more about like the luxury fashion brands in particular again, do you 
think that there are any differences for you in terms of engagement between typical fast fashion brands 
and LFB? Does it differ? 
P: Yes, I think so. I think in general, I'm not really into fast fashion as much as I used to, because I 
know that now when I'm a little older, I know that the products aren’t any good, like, the quality isn't 
good. It's not sustainable. Both for me as a consumer, like they break and I can't use them for long, 
but also from an environmental perspective. It's not nice to buy cheap, fast produced stuff for anyone. 
So, I think I tend to be more on the, like, consume, on the more high-end side, both for myself, and 
because the products are nicer, like it's better. Yeah, it's just better for me and everyone else. 
I: And if we, for example, take the concrete example of… let's say contacting the brand, will you say 
that there's a difference when you contact an LFB or when you contact fast fashion brand? 
P: It depends on the reason why I contact if I want to ask a question like if they have a product or like 
their opening hours, I wouldn't say that it's a difference. But I think in general I have more respect 
for… for high end or premium or luxury brands than fast fashion brands. I think it also very much is 
related to like, when you were a little younger, and I think especially when I was a little younger and 
I walked into a store I felt a little scared because you know that you weren't supposed to be there and 
like, I'm not the clientele and they don't really want to be there. So that's something that I think I have 
in the back of my mind. That's it. I'm not their target customer. So why should I ask them something… 
like mentality like that. 

I: And could you give me one really concrete example where you engaged with an LFB? 
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P: Well, lately I actually… I was in a job process for Louis Vuitton when I… after I got back from 
my exchange, so I used to work for Illum, which is a luxury mall. And then I couldn't stay at Acne 
because they hired more people when I was on exchange. So, I looked for jobs in different luxury 
fashion stores and ended up in a process with Louis Vuitton, so I was there in their store. Talked with 
a lot of people and I was actually in three interviews before Corona. So that was the last time I was 
engaged with a LFB. But it was really interesting because before the interviews, I really looked up 
the history and the brand and like the brand origin and everything about the brand. And then I also 
talked a lot about with the interviewer how it was working there. So, I think they got a lot of like, I 
think it was very engaged in the round.  
I: Okay, that's super interesting. And when you think about this example, and the motivation behind 
that, like what has motivated you to get engaged with a brand?  
P: Well, to get a salary basically. But then I think it would be fun to work for… more fun to work for 
luxury brand than any other store because I know that they not only do they have like nicer products, 
but they also treat their employees better. And you get like your you don't work like if you like if you 
can picture like a person at H&M running around with clothes and people are just throwing things 
everywhere It's not like that at all in a luxury story. You are more like face to face with one person 
and you like provide this experience one by one so it's yeah, it's another totally other experience 
working in a store like that. 
I: And why in like, why did you choose Louis Vuitton then? 
P: Actually, I just ended up there because they were looking for people but I initially I looked up 
other brands first, but it was more like because they were hiring.  
I: And in general like… Does it matter to you how satisfied you are with a luxury brand, or what 
experience you have already had with a brand in regard to your motivation to engage with them? 
P: Yes, definitely. Or in this sense, it didn't because this motivation was just to get a job. So, for me, 
it didn't really matter what brand it was. But if I would consume products of course, it would matter 
a lot more. 
I: And maybe if we… maybe let's like for the… for the questions, maybe we should think about…  
P: … another experience. Yeah, I know. Maybe if I consume something. The last time I consumed 
something, yeah, well, actually, that was on. I was actually in China. And I ordered something on the 
Vestiaire Collective, you know, vintage, yeah, online shop, and I ordered a pair Givenchy boots. So 
that was the last time I purchased something from a luxury brand.  
I: And how was the process before that? I guess you were, like, thinking a bit more about the brand 
before?  
P: Actually, I was really… it was actually… I was more interested in getting a pair of boots to start 
with. And I think I really like cuban boots. I looked up that on Vestiaire Collective because I wanted 
something with good quality, but I don't want to pay as much as in a store. So, I looked up, like, 
alternatives there. And then I think I clicked on the brands that I recognized and that I was aware of, 
and like, indirectly knowing that it's good quality and good things, I guess. So, I ended up with a few 
alternatives and this one looked nice and I like I know knew the brand and I had like good brand 
perceptions of the brand. So yeah, I ended up buying it. 
I: And in this case, do you think it is important to identify, identify with a LFB when engaging with 
it.  
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P: Yeah, definitely. I think to start with, I only chose two brands that I was aware of, to like I clicked 
on only the products that I knew, the brand that I knew. And then I think, definitely, that I definitely 
think that it matters that you identify with the brand, at least for me.  

I: Do you think that you need to share the same values in order to be motivated to engage with it? 
P: Partly, I think the values are a big part of the brand. I don't think I would choose a band that 
communicates something that I think is bad.  
I: And, like why just partly? 
P: Because values is… I mean, it's a big part but there are also a lot of elements with a brand like the 
history, the people that you see use the brand. I mean, a lot of brands have, I would say, like, values 
that are not politically correct. But people still love them, like fast fashion brands I would say. So, it's 
important, but it's not like the deciding, the only thing that decides your motivation.  
I: Okay. And would you rather be engaged with an LFB that you are already familiar with, or that 
you already had experience with? Could it be a completely unfamiliar brand? 
P: I wouldn't say a completely unfamiliar brand, but I think I may also be interested in bands that I've 
heard of, or like, recognized but don't know that much about. That's also something that I could like, 
dive deeper into, but I don't think I would click on something that I'd never heard of, unless I think 
the design is really appealing. 
I: Do you think it's more motivating to get engaged with a brand in a self-initiated way? Or rather on 
request from the brand? 

P: What does that mean on a request from the brand? 
I: Like if the brand asked you to get engaged, for example, if they directly contact you or the custom-
ers in general.  
P: I think in general, it's more appealing when I find something then when someone contacts me, 
especially a company, because it feels like they want to sell me something that they don't need, or 
don't like. But I don't have that much experience with being contacted by luxury brands. So, I'm not 
sure. I know that we when I worked in in them, we did that a lot. We worked a lot with client telling. 
So, we actually recommended a lot of products from new collections and things based on what they 
have previously bought. Hmm, it's called client telling. And I know that groups are like… a lot of 
luxury bands do that. But I would say that their reaction is mostly like, thank you, but no thank you. 
Like, especially in Denmark. People don't really like being contacted because it really feels like they 
you're being sold something.  
I: Would it motivate you to get engaged with an LFB when you would know that you would learn 
something? 
P: Learn something. Yeah, it would motivate me if I like the brand. So, it depends on like, it depends 
on if I see the brand of something interesting and worth, like spending time on. 
I: And then would you think you would be motivated to engage with an LFB if your friends or your 
environment would like it, like encourage you to do so? 
P: Yes, but once again, I would say it really depends on what the brand is. If I, it's… I don't think it 
would be enough if people around me like it and encouraged me, but it has to like come from me. Of 
course, if I see it as something positive to them, yeah, then I would be motivated to learn more. 
I: And then… let's think about your personal outcome from that engagement with an LFB. Like what 
was say? What was the benefit that you got from that? 
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P: I think… I feel like repeating myself, but I think since being aware that I am wearing a pair of 
Givenchy boots, I think it's something fun. It can serve like; I feel like a little I think it feels good to 
walk in those boots. And it's like, it's fun to to wear them because knowing they are nice. And these 
are good quality and it's it's nice design. And I also think it's fun when people ask, oh, where are your 
boots from, they are so nice? And I say oh, they are from Givenchy. Because it's unexpected because 
no one would think that I would buy… because usually those shoes would be super expensive, but I 
bought them on Vestiaire. So, they're not but it's yeah, I think it's it gives you a boost kind of. 

I: Can you give me a bit more detail on that boost? How does it boost you?  
P: I think I feel… because the brand is very, like, respected for some people. And it's a very like, 
people know that it's good, that it's good quality, that it's a, it's good design and as long history. I 
think it boosts me because I think that they associate those character characteristics with me. They 
don't like but in a way, I think so.  
I: And what do you think… what do you give the brand through your engagement?  
P: Well, like I said before, I don't think that I as one person influence that much but a little bit that 
maybe they associate the brand with, oh, people like Victor wears this brand. So this perception of 
the brand changes a little bit but I don't think it does that much with me only.  
I: And would you say that you were emotionally involved in the engagement? 
P: Emotionally… I was definitely consciously involved like I thought about the like the history of the 
brand, the quality and the brand associations like Audrey Hepburn, you know? Like, a lot of these 
images are like black and white images of Givenchy and the black dress and oh, this is something 
fun. But emotion when I think of emotionally, I would say like feelings if I felt like happy, scared, 
emotional. I'm not sure if I felt a lot of emotions, but I definitely thought about the cognitive elements 
of the brand.  
I: Could you maybe compare a bit the emotional and the cognitive engagement in this specific cus-
tomer engagement? 
P: I think I thought about the brand, like the knowledge of the band and like, yeah, I think I would 
say if I would distinguish them. It's about the knowledge, the history and the associations and how 
people look at this brand. For me, that is more information while emotions are more how if I react in 
an emotional way such as like being sad, being happy, being fearful, being I don't know. Yeah, but I 
don't think I felt that. Maybe I felt happy when I got a box but that’s it.  
I: Would you say that you developed an emotional bond towards that brand by engaging with it? 
P: I think every time I buy something from something… especially something more expensive, I tend 
to like the brand even more and I tend to be more engaged. And I think I start to see when other 
people use this brand like I recognize it more. So, if I bought a pair of I don't know yeah, this boots 
from Givenchy, I think I would, oh they wear Givenchy as well. Like I started to see other people 
using this product and like be more aware of this product in my surrounding. I think it's similar like 
when I got my ear pierced. Like before that I never saw people having earrings and I didn't like notice 
it at all. But after I got it, I started to like see everyone's earrings, oh, she's got this thing and he's got 
a gold ring and like it started to be definitely more interested in engaged after I got this thing. 
I: And how would you say… last two questions… what would you say, how does such an engagement 
with an LFB, how does that contribute to your perception of yourself, like to your self-concept? 
P: I think when we talk about it like this, I kind of like… I would say, it doesn't really affect me 
because I'm very aware what it does and what I'm doing and like, I'm conscious, but like I know that 
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in my private life and unconsciously I think it affects me more than I think. Because like I said, I it 
can be kind of gives you a boost indirectly. And it affects my… how I see myself, like my self-esteem 
a little bit and how I think other people perceive me, which is maybe something positive and if I like 
the brand, so I definitely think it's, it affects my… the picture of myself and how I think people think 
of me.  
I: And when we differentiate a bit between the engagement and the actual purchase and owning the 
product, would you say that only the engagement can contribute to your perception of yourself al-
ready? 
P: You mean, at that step? Yeah, I think so. I think by looking at things and knowing things about a 
brand kind of already gives you like, oh, I'm a person that knows a lot about this brand. So, I’m this 
guy, I think it definitely adds on to your personality as well. Like, if you follow a brand on Instagram, 
that's engagement, right? And I think by following a certain brand, kind of also indirectly gives you 
this changed picture of yourself because I'm the girl or guy that follows this brand. So, I'm part of 
that a little bit. Like part of that. I'm like, that's this brand is not part of my list of brands that I follow 
him that I like. So, it's kind of like, this is sum of the brands that I follow. So, it's like me this my 
personality and my interests. 
I: And you talked a bit about that earlier, but do you think that it also, that such engagement also 
contributes to how you might be perceived by others?  
P: Uh huh.  
I: Is it more like is the Influence bigger on the perception of yourself or more on the perception of 
others of you. So, the engagement with a LFB, does it contribute more to your image of yourself or 
more to the image that others might have of you? 
P: Um, I think that also it's very vague answers is but I think it definitely depends on like the situation 
and what brand it is if I… maybe if I find like a brand that I know that no one knows and that no one 
really cares about but I really like… Then it’s for me. But if I sometimes they feel like you are engaged 
in things that you don't even like, but just because other people like it, then you feel like that you 
should like this because people who like this have good taste. So, like some brands are, yeah, defi-
nitely like that. 
I: So, would you say that overall, with LFB it's pretty much a mix of sometimes doing or engaging 
because you like it yourself, but also because others would see you in a different way? 
P: Yeah, definitely, I think so. But I would also say that things that I do to for my personality and for 
myself is maybe also indirectly for others. So, like to say that something a brand engagement in my 
brand boosts my self-concept. Or like my personality, that's also I mean, that's also in itself for other 
people to… to see.  
I: Okay, perfect. Then we've already reached the end of the interview. 

P: Okay. Well, I hope my answers could help you because they were very vague, I guess.  
I: No, it was all perfect. Thank you so much again.  
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Interview 6 

 

I: Hello, and welcome to our interview. First of all, thank you very much for taking the time today to 
take part. My name is Katharina. I am a student at CBS and my thesis partner Amelie and I are 
currently conducting a few interviews as part of our master thesis. And first of all, the overall sched-
ule: The interview will last about an hour and I will ask you some general questions about luxury 
fashion brands. And thereby it's super important that there's no right or wrong answer. Just feel free 
to tell me your personal opinion and whatever comes to your mind spontaneously. And if something 
should be unclear, you can of course always ask questions. And the answers will of course, be treated 
confidentially and anonymously. And our conversation is only recorded by audio and this is only for 
the purpose of allowing us to listen to the recording again at a later time and to document it so that 
we will not have to remember or write everything down. And everything you say serves of course, 
only the research purpose and it will not be related to you and will be of course deleted at the end of 
our study. So, if you agree we would now like to start with the interview. Do you have any questions 
before we begin? 
P: No, no questions so far. 
I: Okay, perfect. Before we start with the actual interview, I would like to get to know you a little bit 
better. Can you tell me a little bit about yourself like, where do you currently live? What are you 
doing professionally? What are your interests or hobbies? 
P: Okay, I am (name), I'm originally from Vienna, Austria. I came to Copenhagen about one and a 
half years ago and I'm doing my master’s here in brand management. And more about myself... 
I: Maybe some hobbies? 
P: Yes, one of the questions you mentioned before... Yeah, I'm working part time here in Copenhagen 
at a Danish men's fashion brand and hobbies... I love going to the movies, I love going to the cinema 
watching movies and I am a big sports fans as well. I play basketball in the CBS basketball team. 
And I also enjoy going to the gym sometimes. Sometimes, yeah. 
I: You mentioned that you work at a fashion brand. What was your motive to send your application 
there? 
P: It was in the first year when I started my master's here. Actually, in the second semester, I kind of 
figured for myself that I'm not like really occupied with my studies and I have enough time on my 
hands to work actually. And yeah. I've always been into fashion I would say. And so, I went on a 
search and found that a friend of mine offered an internship for students. I applied and I received an 
email back the next day and was invited to an interview and yeah got the internship, and after the 
internship was done, I was offered a part time job. 
I: Okay, perfect. So now let's start with the actual topic. Can we focus a little bit more on the general 
topic of luxury? So, what does luxury mean to you personally? Also, besides fashion, just in generally 
the field of luxury.  
P: I think luxury would always be connected to like being worry free. So not having to worry about 
things you would usually worry about. I would associate it with a lot of leisure time and free time in 
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general. And, it's definitely also connected to spending money I would say, mostly. And it will defi-
nitely also be associated with positive emotions, positive feelings. 
I: Okay, and if we take a look at the luxury segment, and dive deeper into luxury fashion brands in 
particular, what defines them? Like for you personally and why? 
P: Luxury fashion brands, how I would define them? 

I: Yes. 
P: I would associate them with the status. On the one hand, I could see that a lot of people would buy 
them just for themselves, but also partly to impress others. It's probably also connected to showing 
off a little bit in some cases. Yeah, in general, you consume these goods to feel better, I would say. 

I: So, you mean as a kind of reward? 
P: Yeah, definitely. 
I: Okay. And in your opinion, what distinguishes such luxury fashion brands from other fast fashion 
brands that you know? 
P: Definitely the price. But from my experience, I would also say the quality of the products, they are 
way better fabricated and they last longer, they're more durable. The materials that are incorporated 
are also way better quality. Not necessarily though, but for a lot of brands, I think.  
I: You also already mentioned a bit of your own experience right now and if we take a closer look at 
your personal perspective, what role do luxury fashion brands play in your life? Are you confronted 
with them in your everyday life? 
P: Like in my late teenage years, early 20s I bought a lot of my luxury fashion brands in general, but 
I have kind of moved away from it over the years. Because, yeah, I'm more cautious with my money, 
I would say now, and try to spend my money more wisely. And also, since trends change so quickly, 
I kind of figured out for myself, it doesn't make sense to, I don't know, spend 300 Euros on a T-shirt, 
for instance. Yeah, it's like next season it is not trendy anymore.  
I: Okay, so would you say that you would rather spend money now for luxury brands that have a 
rather timeless design that you can wear for a longer time? 
P: Yes, smaller logos, timeless pieces. 
I: Okay. And what does it mean to you in general to consume luxury fashion brands or to deal with 
them? 

P: Could you repeat the question? Sorry. 
I: Yes. What does it mean to you to consume such a luxury fashion brand? Like what does it mean to 
you? You said that you did that in your early 20s. Maybe you can elaborate a little bit on that. Like 
maybe your feelings behind it or the main motives? 
P: Yeah, I think kind of maybe back then it was a part of me that wanted to be part of something. 
Being part of the communities, so to say that, or to certain friends, I don't know. Yes. That's probably 
it. 
I: Okay, and what does it mean for you to wear them publicly? You mentioned the T-shirt, for exam-
ple. What did that mean to you to wear that in public? 
P: For instance, my bigger group of friends in Vienna, then whenever someone got something new, 
they would like always get compliments by others. And not only in the group, also when you for 
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instance, go out or at a party and get that positive feedback on it. Yeah, probably this kind of shows 
that you don't only do it for yourself, you also do it for others. 
I: And you said before that you wore such branded shirts and in general branded brands, because you 
were really concerned about the logo. But what benefit does it offer to you now, to own a luxury 
fashion brand? Like for example, also a brand with a rather silent design?  

P: This is a tough question… 
I: I mean, you have mentioned the quality already, maybe it can go in this direction? 
P: Yeah. I think what you're hinting towards is that I like reduced and minimalistic designs. That they 
are maybe better in quality. Is this what you're trying to say? 
I: No, I want to hear your opinion. Because you said before that you purchased products with big and 
bold logos. And I mean, you said that's obviously not the case anymore. You focus more on smaller 
logos and a higher quality. And I wanted to know what benefits you besides the quality, what benefits 
you to own a really expensive brand without having the logo that everyone sees? 
P: One of the motives is that it's also more sustainable to not get new shirts, new T-shirts every season. 
Buying more timeless stuff that you have for many seasons to come. So, for instance, like typical 
men's dress shirts, let's say like a regular, light blue Oxford shirt. I think that's basically timeless that 
goes anytime, any season. 
I: Now, we have talked a little bit in general about the whole luxury fashion thing but please think 
now of a concrete luxury fashion brand that you have in your mind. This can be either one from which 
you have already consumed a product or received one as a gift. Or also just a brand where you could 
imagine consuming a product in the future. 

P: Okay, yes. 
I: And what brand are you thinking of? 

P: I am thinking of Off-White. 
I: Okay of Off-White… and are you thinking of a specific product? If so, which one? 

P: I am thinking of a T-shirt. 
I: And when you picture Off-White, what are your first thoughts? 
P: My first thoughts are streetwear probably. I just think about the designer, who is also the head of 
design of Louis Vuitton. Whatelse... Yeah, big price tags. I would say it's a brand that kind of came 
out of nowhere, that became super big really fast. But also, I think it is a brand that was not made to 
last very long. 
I: Alright, and if you try to imagine the brand as a person. What image do you have in your mind if 
you think about Off-White? What would this person be like? Or what would it look like? 
P: The person would be in the early or mid 20s, probably. Dark skinned, I would say. Very cool and 
up to date. Very much into the streetwear scene. American, probably. Like his personal characteristics 
or just visually? 
I: You can talk about both. Whatever comes to your mind? 

P: I would say that the brand is a man. 
I: Do you think that the pictures that came into your mind are related to the designer? Because you 
mentioned black skin, and that the brand is a man? 
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P: Yeah, probably. 
I: So now besides fashion, if you think about your personal image of yourself. Let's just forget eve-
rything we have talked about before. What kind of a person are you in general? 

P: I don't know. Give me a couple of seconds to quickly brainstorm. 
I: Maybe some values or characteristics? 
P: I am a family person, a family-oriented person. Relatively social, I really like hanging out with 
friends. I can be funny sometimes. Relatively outgoing as well. Relatively open minded I would say 
as well and also, I can be very lazy. But in general, I think what describes me best is that I'm pretty 
easygoing. You would rarely see me fighting with someone basically. You would not see me fighting 
with anyone. 
I: Okay. And you mentioned a few characteristics that you own or like how you perceive yourself? 
Are there any characteristics where you say "okay, that's not what I am today, but this is what I'm 
striving for, like I would love to be like this in future"? 
P: Sometimes I probably would like to be a little more disciplined and maybe more organized. Yeah, 
that's what I'm striving for mostly. 
I: Okay. And now if we think about the outward appearance you want to make. What are perhaps 
characteristics that you would like to so outwardly? Like what others think of you, what would be 
important there? 
P: I Yeah, I would say creative, sophisticated to a certain extent, trendy. A little bit up to the latest 
fashion, kind of.  
I: So, it also relates a bit to what you're wearing as well? Because you have mentioned that you want 
to be perceived as being up to the latest trends and creative. Do you mirror that in your style? 
P: Yes. I would agree. I would say so. Yeah. 
I: Okay. And would you say that the perception of others is more important to you than your own 
perception of yourself? 

P: No. 
I: No, okay. So... 
P: But the perception of others definitely plays a role I would say. Nobody could, or only very few 
people could neglect that. 
I: Now let's have a closer look at the fashion area. We talked a bit about that before in the last question, 
but to what extent would you say that you can express your personality through fashion? 
P: I think only to a limited extent, because sometimes I think I would want to wear like way crazier 
outfits. But as a business student and also like, when you got to go to a job here. Or also in my group 
of friends kind it is kind of limited in what you can wear or what you would wear. To avoid others to 
kind of making fun of you. Yeah. 
I: So, would you say that you have those few outfits in your mind that you would like to wear but you 
don't, because you're concerned that people will think about you in a different way?  

P: Yes.  
I: Okay. And do you want to or are you trying to change that in future? That you are less concerned 
about that or is that okay for you that you limit your style a bit? 
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P: I think that's okay.  

I: And the items that you are actually wearing, what exactly do you want to express with that? 
P: I think mostly like that you..., or for me, in my case, that I pay attention to what I buy, or to what 
I wear and that I am not kind of reluctant to trends, that I care about trends, mostly. 
I: And yeah, how do you in general select the brands that you're engaging with? You just mentioned 
that you are looking that they are trendy and that they are maybe also really present on social media. 
Are there other reasons how you select the brands that you're wearing or that you're engaging with? 
P: In your screener, you mentioned the brand Sandro Paris, if I remember correctly. I'm a big, big fan 
of the brand, because I'm very much impressed with their quality. So, the brand not only looks good 
or is trendy, it is also a quality leader. 
I: And if you didn't experience the quality by yourself, would you also listen to a friend that recom-
mended the brand because he's in love with the quality? 
P: Yes, definitely. 
I: Do you think that you can change the image of a certain brand by being a consumer of the luxury 
fashion brand? 

P: Sorry what was the question again? If I think that I could change the image? No what was it? 
I: Yes, the image of the brand. Because brands have a certain image, that people connect with the 
brand and often, a lot of people have the same impression of certain brands. Do you think by buying 
the brand or by being a consumer or by being involved with the brand that you are able to change the 
outward image of the brand? 
P: Yes. I would not disagree.  
I: Okay, and do you have an example how that might work? Or is there anything that pops into your 
mind? 
P: I mean, I think I would probably be able to change it, if a brand has a bad reputation. Or to some 
extent at least, if I would wear a brand and then tell my friends "Hey guys, they do great stuff. I'm 
super proud to wear their stuff", whatever. I think I could partly change their minds maybe. Yeah. 
I: Okay. And also, if a certain group wears products from a specific brand, do you think that you 
might stop buying that bran because you don't want to be connected to that group of people? 
P: Yes, yes, yes. 
I: Did it already happen to you before? Or do you have a brand in mind that you would not buy or 
engage with because you don't want to be connected with the kind of people that are wearing the 
brand? 
P: Yeah, I remember like when, when the brand stone Island became super popular. First, I didn't buy 
any stuff from them because it was partly associated with like hooligans and neo-Nazis kind of, or at 
least that group wore the brand as well, so I was questioning if I really want to buy it and wear it? 
But yeah, now it has become so popular and it's basically everywhere. So, yes. At first, I did not want 
to buy it, but then I have changed my mind after a while. 
I: So, you're saying in that case, the personality of the brand was represented by these specific con-
sumers like these hooligans and Nazis that you have mentioned? 

P: Yes. 
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I: Alright. So now let's talk about what it means... 
P: Oh no, sorry, no I have to correct my answer. The personality of the brand was not necessarily 
represented by these people, but they just gave it just a slightly bad after taste I would say. 
I: Okay, so it was not the purpose of the brand to attract these people, but because they bought it, the 
brand was associated to them? 

P: Yes, yes exactly.  
I: So, you would say that the consumers influenced the perception of the brand without having the 
control to change that? 
P: Yes, that's it. 
I: Okay, now let's talk about what it means to you to generally be involved or to engage with a brand 
or deal with it. And you can think of all possible activities during which you can interact with the 
brand. How would you define such an engagement? Yeah, for you in general. And also, it doesn't 
have to be in the luxury segment right now just in general, engagement. How would you define that? 
P: Yeah, I think just for me, it's mostly following a brand's Instagram channel, I would say. Seeing 
what they are doing, what they are posting, maybe commenting on their stuff. 

I: Okay. 
P: And then also checking their website. 
I: Okay. And where does engagement start, in your opinion? You mentioned, for you engaging is also 
following a brand and interacting with them to a certain extent on social media. But do you think 
engagement can also take place in your mind? Or is it just about concrete actions? 
P: Hmm... 
I: Like without doing something actively, do you think you can be engaged, because you have an 
engaged mindset? 

P: Yeah, probably. Yes. I'm not sure if it's like the proper way of defining it, but yeah.  
I: No, it does not depend on a certain definition, let's just talk about your personal opinion. 
P: Yeah, yes, I would definitely agree. Like if I am thinking about a brand constantly, I am definitely 
engaging with it.  
I: And yeah, you mentioned already the following and the commenting and also the checking of the 
website. Can you think of any other examples of how to engage with a brand? Or are there some 
activities that you haven't done before, but you could consider doing that in future?  
P: I think, yeah, reading in blogs about the brands. Reach out to the brand itself. Write product reviews 
about the brand. Ask your friends whether they have bought something from the brand. 
I: And are these things that you could imagine doing as well in future or is that something that you 
say okay, I would never do that? 
P: I think, I would say that I did most of them and I will do them in the future as well. 
I: Okay. And now if we think about luxury fashion brands, do you think there are any differences for 
you in terms of engagement between engaging with typical fast fashion brands and luxury fashion 
brands? 
P: Yes. Yeah.  
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I: And which ones? 
P: For me, like with fashion brands, it's mostly like going into the store, having kind of an idea what 
I need, like maybe black basic T-shirts, for instance. And I don't really engage with the brands be-
forehand, I don't go on their website, check out what they have in stock. I just go to the store, check 
what they have and then leave. With luxury fashion brands, I might be following their Instagram page 
or some other page that shows their stuff. And it's a way longer process of thinking about whether I 
would want to buy one of their pieces. Mostly it is not as impulsive as compared to fast moving 
consumer goods. 
I: And would you say that regarding the normal fashion brands it's also more functional for you? So 
that you don't have a really emotional involvement? 
P: Yes, a hundred percent - it is only functional. 
I: So, you would also not want to use your energy or spend your resources to engage with the brand 
beyond the purchase or beyond your need? 

P: Definitely, not.  
I: And you mentioned that you already engaged with a luxury fashion brand. Can you give a concrete 
example? How exactly did that happen? Or with which brand was that engagement? 
P: Yeah, let's take the Off-White example again. Yeah, that was probably, maybe five years ago, 
maybe even longer. I think it was when Justin Bieber first started wearing a T-shirt by Off-White. I 
kind of like the look, the brand back then wasn't even that popular or wasn't that known. The T-shirts 
were also relatively cheap compared to what they cost now, and I was like, okay fuck it, I'm gonna 
order one of these T-shirts. Yeah. Yeah. And I have kind of moved away from that over the years. 
I: But your main driver to engage with the brand was because you saw it on social media? You men-
tioned Justin Bieber - so this was one of the main drivers where you said "okay, l'll get a shirt"? 

P: Yeah, yeah, it's sad but it's true. 
I: No, it's fine. No judgement.  

P: When Kanye West started wearing it, I was more confirmed that it was a good choice. 
I: Okay, so after you purchased it, did your engagement with a brand continue? You mentioned social 
media. 
P: Yes. I still follow them on Instagram. Even though I probably wouldn't purchase any of their stuff. 
Now or again. Yeah. 
I: And do you think that there's a difference between being a client and following the brand and not 
being a client and following the brand? Do you think that you have now a different relationship to 
the brand? 
P: I think there is a difference. Because there's also some brands that I follow on Instagram where I 
have never purchased a single item. I think the connection is way stronger to a brand that you have 
consumed already.  
I: Okay, and, yeah, let's stick to the specific example of Off-White. Yeah you already mentioned a bit 
what motivated you to engage with the brand. And also, you have mentioned why you consider to get 
in touch with the brand. But does it matter how satisfied you are with a luxury fashion brand or what 
experience you have already had with the brand in order to get engaged with the brand? Because, for 
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example, you've mentioned that you would not buy another T-shirt. So, does that mean you're not 
satisfied? 
P: No, actually, I did purchase more stuff after the first purchase. It's just now, as I said earlier, that I 
am not into the design of them anymore. It is too flashy for me. 
I: And did it matter that you were satisfied with the purchase that you've made before? Was that a 
reason why it triggered you to buy another item? Or what was the motivation behind that?  
P: Yes, definitely. Yeah, my first item was like a long sleeve T-shirt. And I was very satisfied with 
the quality. The whole like unpacking was very good. Yeah, I can't complain. 
I: Okay, and did you post any of that on social media, on your social media channel? Or did you tag 
the brand if you have posted something? 
P: No. I mean, it might have been in Instagram stories, but not in postings I would say. 
I: But like did you take the brand, or did you just wear the T-shirt so that people could see the brand 
name?  

P: Yes. 
I: Okay. And do you think it was important that you could identify with Off-white when you engaged 
with it beyond the purchase? Like when you posted it in your Instagram story. Do you think it's 
important to have similar values? 

P: I think back then, I definitely identified with the Brand. 
I: Okay. And would you rather engage with a luxury fashion brand that you are already familiar with? 
And from which you have already bought something or have had an experience with? Or could it be 
also a completely unfamiliar brand? 

P: It could definitely also be a completely unfamiliar brand, that I have not purchased yet, yes.  
I: And, like, what characteristic should the unfamiliar brand or the new brand have that you say okay, 
this would be a reason why I want to purchase this brand that no one else knows? 
P: No one else knows it? Then I probably wouldn't buy it. 
I: Okay, but let's say not no one else knows it but not a broad audience is familiar with the brand. 
Like a niche luxury brand.  

P: I gotta admit, if like celebrities wear these brands it definitely has an effect on me. 
I: Okay and is it important to you that you can identify with the celebrity, who is wearing the clothes, 
or do you say as long as the celebrity has a certain amount of followers, it's enough incentive to 
engage with the brand? 

P: No, no, no, I would have to identify with the celebrity at least to a certain degree. 
I: Okay, so you would like to have similar values? Is that important to you? 

P: Maybe similar values is a little bit too exaggerated, but... 
I: Because you said that you would like to be perceived as creative or sophisticated?  

P: Okay, yeah. Good point. Yeah, probably. 
I: Okay. And is it more motivating for you? Or would it be more motivating for you to get engaged 
with a brand in a self-initiated way or on request from the brand?  Imagine Off-White would contact 
you to engage? Would you have a different motivation? 
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P: Yeah, that would definitely motivate me more. 

I: Why? Because you would feel honored or...? 
P: Yes, I would definitely feel honored. 

I: Okay, and would you tell your friends that the brand has approached you? 
P: Yes. 
I: So, it would be also important to you that it would be a brand that your friends and environment 
would like themselves, right? 

P: Yes.  
I: And would it motivate you to get engaged with a brand with the background that you would learn 
something? Maybe about the production or about the company in general? 
P: Speaking of Off-White again, I really was a fan of the brand, so I have read the whole Wikipedia 
article about Virgil Abloh. I have read many newspaper articles. Because I found his, like, whole 
career path, pretty interesting. From an architect graduate to like, like a fashion giant, so to say. I am 
sorry, what was your original question again? 
I: If learning something would also motivate you. Like learning something about the brand's produc-
tion, the company behind it or like in your case, the designer. You have mentioned the designer a lot. 
If he would change the brand, again. Would you then still buy Off-White or consider buying it or 
would you stick to the designer and see for which brand he is doing the design now. Would that be 
more interesting for you to purchase or to engage with the new brand? Because you said that you're 
following his career path a bit.  
P: Yeah. I think, even if he would change. I mean, I'm currently I'm not buying stuff anymore. But 
definitely if he changes the brand I would still be interested if I like it. 
I: Yeah. I think I heard that he made a limited collection with IKEA. 

P: Yes, that is true. 
I: I saw the carpet actually in a lot of influencers' feeds. IKEA is obviously not a luxury brand, but 
would that connection be something that triggers you to consider buying or engaging with the brand? 
more with that connection? 
P: I was actually considering buying something of the IKEA collection, but it was impossible to get 
it actually, or very difficult.  

I: Because it was only a limited amount? 
P:  Yes, exactly. 

I: Was it expensive? I actually don't know that. 
P: I mean if you could get it for the original retail price, it was reasonably priced, I would say. But 
yeah, on the secondary market way too expensive. 
I: Yeah, I can imagine. And, when you engaged with the brand, what was your personal outcome? 
Like what was your benefit and why? For example, you said that you posted on your Instagram story, 
did the feeling of engaging with a brand after you actually bought it and being able to show your new 
purchase or to show that  you are familiar with a brand to your peers, was that a benefit for you? Or 
were there other personal outcomes of that process? 
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P: Yeah, I think it's benefited me psychologically. Probably feeling better after showing that I have 
purchased it. 
I: Okay. And do you think that you could give something back to the brand through your engagement? 

P: I mean, probably, because I did unpaid advertising for them. 
I: So, you have influenced your friends as well? 

P: Yes.  
I: You already talked a bit about your purchase experience. Would you say that what the brand gave 
to you was, among others, the packaging experience and the whole product and quality aspect or is 
there anything else the brand gave to you during your engagement with the brand? It can be whatever 
pops into your mind. 
P: Yeah, that's a tough question, I would say. Can we skip that one?  
I: Yeah. Then no problem. Were you emotionally involved when you have bought the T-shirt? You 
said that you were in your early 20s and, I don't know if it was one of your first purchases, was there 
any special emotional connection during the engagement? 
P: Maybe not an emotional connection but yeah. When the first package came, I think it came from 
a retailer called Ssense Clothing. I didn't even order it on the official website. Because back then, 
they didn't even ship to Europe. So, it came a long way from Canada and when I got the package, 
yeah, it was a very joyful moment. 
I: Did you keep the package? 

P: No.  
I: Okay, I don't know because sometimes designer products arrive in a really fancy box or... 
P: Yeah that is true, but it didn't come in an official Off-White Box because I did not order it from 
Off-White. I can't really remember the box, but it wasn't special enough to keep it. 
I: But if it would have been the original Off-White box. Would that be something that you would 
have kept? 
P: I might have kept it actually in this case. Because I remember that the stuff from Off-White usually 
comes with this like red plastic tag. And I remember that I kept that for quite a while. I did not throw 
that away right away. 
I: I actually heard about that. I think the brand did some sneaker corporations with another brand as 
well, right? 
P: Yes. 

 I: And then some people have kept the tag on the shoes. 
P: Yeah, yeah.  

I: Would you have been one of the persons who left the tag on the shoe or would you have cut it? 
P: Hmm, I think like on a T-shirt, in my opinion, it looks really stupid. But in the case of the sneakers, 
I think I would have left the tag on it. 
I: And you already said that you did gain some knowledge regarding the designer. But do you have 
the impression that you were also able to share your own knowledge? 
P: With the brand? 
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I: Or with your peers or just in general. Did you have the impression that you could share your 
knowledge with whomever? 
P: Yes, I think so. Like, I don't know whenever someone talks about successful fashion brands, I 
always would mention Off-White, which started because, the story is actually pretty interesting. Be-
cause like, Virgil Abloh first came up with a brand called Pyrex, which was a complete disaster, it 
didn't really work out. And then he founded Off-White and through the help of Kanye West actually 
it became this mega fashion brand out of nowhere. Yeah, that's an interesting story, that I love sharing 
it with friends, in more detail of course. 
I: And did the story inspire you for your own personal life? Especially the aspect of that he didn't 
really have a good start, but then he became a really, really well-known and famous designer. 
P: Maybe subconsciously it did affect me. Maybe. That you should never give up. That you should 
never stop trying.  
I: And according to your own perception, did you contribute to the brand's image through the engage-
ment that you did with Off-White? 
P: Did I contribute to the image with my...? 
I: With your engagement, maybe by sharing content or sharing your knowledge. posting something, 
wearing their products? 

P: I mean, I'm not that influential but a to very tiny degree maybe. Yeah. 
I: Okay. And do you think that others perceived you differently after you have purchased a few prod-
ucts of the brand or after you posted it? 
P: No, I don't think so. 

I: And did it change your own perception of yourself, maybe? 
P: I don't think so, no. 
I: Okay, no, that's fine. And, yeah, I think that's it so far. We have reached the end of the interview. 
Is there anything you would like to add, or do you have any questions? 

P: No everything is good.  
I: Okay. Then thank you for the participation and I'll stop recording now. 
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Interview 7 

 

I: All right. Hello and welcome to the interview. So, first of all, thank you for taking your time and 
my name is Amelie. As you know, I'm a student at CBS and my thesis partner Kathi and I are currently 
conducting a few interviews as part of our master’s thesis. And you're part of that. So, first of all, the 
overall schedule: the interview will last about an hour. And I will ask you some questions about 
luxury fashion brands and customer engagement. And it is important that there's no right or wrong 
answer. Just feel free to tell me your personal opinion and whatever comes to mind spontaneously, 
and in case anything is unclear, just let me know. Of course, your answers will be treated confiden-
tially. And our conversation is recorded on audio. But that's, of course only for the research purpose. 
So, if you agree, I would like to start with the interview now. So, do you have any questions before 
we begin? 

P: Are we gonna do a break?  
I: No. 

P: Okay. Thank you. I'm good. Let's go. 
I: Okay, then I would like to get to know you a little better. So, can you tell me a little bit about 
yourself? Like, where do you currently live? What are you doing professionally? What are your per-
sonal interests or hobbies? 
P: Okay, so, a little bit about me. Obviously, I’m (name), I'm 31 years old. I currently live in San 
Francisco, where I do my MBA. I’m originally from Bulgaria. I have lived for quite some time of my 
life in Germany where I also did my bachelor's and I worked in banking for two years. Yeah. And I 
think I'm a good fit for this interview because I'm overall interested in fashion and the dynamic of the 
creative worlds.  
I: That's good. Do you have any, any hobbies, anything you like, besides from working and studying?  
P: I would say I look quite active person. I like working out. Going to swim. I like playing squash. I 
like socializing and interacting with people. Yeah. These are my things. 

I: Sounds interesting. 
I: Okay, so then, let's focus a bit more on the topic of luxury. What does luxury mean to you person-
ally, like luxury in general?  
P: Luxury in general. When I think of luxury, it's like it's receiving a better service or buying a better 
product than the average. Because I can afford it… maybe. And luxury… Like I associate luxury with 
a better… missing the world. Like, you get a good feeling if you receive some kind of luxury or some 
kind above average treatment, at least that was that's what happens to me. Give me better…  
I: Do you mean like kind of privileged feeling? 
P: Yeah, exactly. privileged, more, like, more satisfied, happier, everything's a little bit superior than 
it would be if I get like the average service or the average product. Luxury to me means, like a reward 
also, right? Like, in our words, we can afford luxury if we work for it. Or if we like, put on the effort 
prior to that, and then it's kind of a reward at the end. So, it kind of makes me feel good as well, 
personally. I also like luxury like, I like getting this higher step than the average sometimes, I guess. 
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I: Can you can you elaborate on that a bit more like why do you… Why do you like the feeling that 
it gives you so much?  
P: Okay, so the question of the emotional aspect, yeah?  

I: Yes. Or maybe like your personal benefit? 
P: I think it makes me feel a little bit more unique. Like it distincts me from other people as well. 
This is like what's…. I wouldn't say the main reason, but it's also not as far apart as a side effect. So, 
it's somewhere in between. Because still, like, the main reason is me feeling rewarded. Because I 
bought this service or I bought this, this product based on something I did. So, it's a treat for… like a 
treat for myself. I like to treat myself so I feel better emotionally, I would say.  

I: Does it all also count for LFB as well? How would you define luxury fashion brands in particular? 
P: Sorry, what was the question? If it counts also towards fashion brands?  
I: So, um, so far, we only talked about luxury in general. But does it also count for LFB? Or would 
you define luxury fashion brands differently? 
P: I guess it's kind of also transferable to luxury brands. Sometimes I… sometimes I buy myself like 
luxury or designer brands. It also like I mean, it also distinguishes you apart from other people, right? 
And it makes you more incentive and more unique than others, it also reflects your behavior, right? 
It reflects if you are interested in fashion and whatever I want to depict that to the world around me 
or some sort of deliver a message… then I would also say that it applies to that, yeah. 
I: And in your opinion what distinguishes luxury fashion brands from other ordinary fast fashion or 
premium brands? What would you say?  
P: Like, objectively or subjectively.  

I: Always subjectively, like always your opinion and perception.  
P: I mean, at least… so what I hope distinguishes them is like first and foremost the quality of the 
clothes which I think we all experienced is not always the case but mostly. So I hope that the product 
not only endures longer to two years of usage but also has like day by day benefits like when you buy 
I don't know, when you buy a sport t-shirt you expect it to let out the heat load your sweat better. So, 
I expect the same function or a good function of a luxury winter jacket that I’m buying. I expect it to 
be more resistant, more functional. Just better than the product I would otherwise buy. I also would 
think what distinguishes them is that by having more of PR and marketing campaigns is that these 
brands interact more with their customers or with persons who are interested in the brand. For exam-
ple, …  

I: Wait, luxury?  
P: Yes, luxury. Yeah. Yes, actually because they do for example… when they do haute couture shows, 
when they publish magazines, when they do great… to create campaigns, when you see the windows 
of the boutiques, when they are like creatively designed. I think that's more engaging and interacting 
with a customer. I also like that because I'm interested in the creative art of the fashion. So, this is 
how I often found my way to brands. By reading something about the creative director then I liked 
the way they did something. That's actually how I came to the luxury brands. In the first place.  
I: Taking up on this, can you take me through your own history with luxury brands like. Like when 
did your interest in that start and how did it change over time? Maybe? What would you say? 
P: I think I was, like, pretty early in my life, I was actually interested in fashion or in high end or 
luxury fashion. I remember buying the GQ, the Gentleman's Quality. I actually don't know if it's… 



Master Thesis | Katharina Schaab & Amelie Schwickert   
 

 CIII 

where this magazine originally comes from. But this is the one I remember saving my pocket money 
for, in order to buy it. And what I always found like nowadays, I would, I would have a worse asso-
ciation with that. But back then, when I was younger, I always find fascinating how in the first 10 
pages or so of the magazine, you always had these crazy pictures with several thousand dollars suits 
being shot on a New York rooftop, but I kind of found that very impressive, like how those people 
transform clothes into emotions. So, you saw this picture that probably took like 1000 or 10,000 
pictures to print this only very one. And this was kind of my start of how I was [caught] by fashion. 
I used to buy the gentleman's quality like, I think it's it comes out new every month. So, I bought it 
monthly. And this is how I got deeper into fashion. I could never afford the clothes I wanted to buy. 
That's what I remember. I was looking at the collaboration of Kanye West and Louis Vuitton in, I 
don't know, 2008 or so. And I remember those $500 sneakers, I would really like to have, but I was 
a student of ninth grade, so I couldn't afford them. And I guess what has just changed is that I, like 
nowadays I can… Like my interest has still increased in fashion. And what has changed nowadays is 
that I can afford buying this stuff, and I can buy it. So, I buy it. I think that's the thing that has actually 
changed. I would say.  
I: You said that you were fascinated by the pictures. I think you said bringing you an emotional 
feeling.  

P: Yeah.  
I: In which way exactly? Could you describe that in a bit more detail?  
P: Yes, of course. I'm gonna throw some adjectives which come to my mind. It's catching. Yes. It's 
astonishing. It has this wow-effect on me. Like for example… I don't know, they traveled to a jungle 
in Vietnam. They get like animals to be in the picture. They do all the setting, they do all the lightning, 
they have a team of 50 persons probably only to shoot that one shirt or that one suit or that one skirt 
at the end. And this kind of gives me the… it's an overwhelming feeling. People are doing so much 
effort only to picture that one part of clothes, of clothing in this one picture, and like there's so much 
done only to make this… only to deliver that feeling to you as an individual when you open when 
you open the magazine, I guess like everything's done for you to be perfect at the end. 

I: And what feeling do they deliver? What would you say? 
P: They deliver that they are very perfect. Like almost. I'm missing some words today. Sorry. They 
are striving for perfection. This is kind of like gives me… I would say overly… it gives a positive 
feeling. It strengthens me. Also, it makes you bond with the brand, right? I mean if you see a lot of 
those pictures by the same brand you kind of like, you kind of want more, right? So, you saw the past 
ones, you can't wait to see the next one, right? That's… it strengthens the bonds from me towards the 
brand I guess  
I: Would do you say that wanting more in kind of an addicting way? Or would say or is it more like 
that you want to know more? Because you're curious about what's next? 
P: I would rather be confirming with the second thought you have. Because I think addictive is a 
rather strong word. I would say it arises curiosity inside of me. Like I want to know more about the 
brands. Often, I want to read who the models were like, not the models, but which (…) they were, 
what the name of these suits were. I often remember to look up the models they use and why they use 
them, who the photographer was, why did the brand choose the setting? You know, they could be in 
nature, they will deliver a certain message by being the nature or by being on a rooftop. So that's 
different. So yeah, I think it makes me want to get to know more about what the brand thought by 
doing this picture or what message they want to deliver. So yeah, curiosity about the brand, I would 
say.  
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I: In the sense of that you want to know the kind of story behind it? 

P: Yes, okay, exactly. 
I: Okay, perfect. Um, then I would like you to think of a concrete luxury fashion brand that you have 
in mind. So, it can be some brand that you have already consumed a product from or that you received 
one as a gift or just a brand where you could imagine consuming one. What brand comes to your 
mind first?  
P: I think I'll say… Saint Laurent or former Yves Saint Laurent.  

I: Are you thinking of a specific product?  
P: No, I thought more of the brand in general.  
I: No, okay. That's even better. Okay, when you picture the brand, what comes to your mind first, like 
maybe a few adjectives, something like that.  
P: I am thinking of tradition. I'm thinking of… So, I don't know if I should share it at this part of the 
interview, but whenever I take a look at… or if I have to tell something about luxury brands nowa-
days, I have the feeling that they all shifted due to the high amounts of consumers that are on the 
world. So whenever… Like my first words would be craftsmanship, quality, creativity, effort. This 
would be the things I'm saying I would say. But then when it comes to play, what I also think is that 
nowadays with, I don't know, one, two or 3 billion people who are able to afford these clothes. Ok, 
it's not that much. But let's say a billion people say you want to satisfy the needs of 1 billion people. 
You cannot have persons searing your clothes, okay? Like it used to be 70 years ago. That's why my 
imagery of these brands or at least of attributes like craftsmanship and effort has somehow shifted a 
little bit because nowadays, it's, of course the day there are haute couture, but their retail lines are 
done by machines and not by people anymore. Like mostly and that's what kind of destroys my image 
of real craftsmanship, for example. I guess that's normal since everybody's facing that. Yeah, sorry, 
that was a little bit too much. Guide me back in.  
I: Let me know if I'm wrong. But what you just said, I would say it would fit with a pretty big amount 
of luxury fashion brands, like quality, craftsmanship and stuff. But when you think of Yves Saint 
Laurent in particular. Like what do you have in mind when you think of that brand? 
P: I have him in mind. So, I have a picture of Yves Saint Laurent in mind. How he with his own hands 
sews the last pitches of a big, wonderful… I don't know… black and white haute couture dress for 
the prettiest women of the evening. That's what I imagined. So, I would say.  
I: Okay, so imagine I wouldn't know what he looks like. Could you could you describe that a bit more 
precisely? Like, what person you what person you have in mind? 
P: Old man, very well dressed. Probably a suit. But no jacket on because he has to roll up his sleeves 
because he works on the dress. He has probably, I don't know how's it called… like this thing around 
his wrist where you stuck the needles in, you know? 

I: Oh yeah, I know.  
P: Probably a needle between his lips and he looks critically at this dress. Like almost… he almost 
looks angry at this dress because eyes are… like his mimic reflects effort and thousands ideas in his 
head and precision because he wants to be so precise while doing it, he has to focus on a very high 
level in order to achieve the goal he wants to achieve. Because I think he sets higher goals for himself 
and his brand than everyone else did. That's why it's so successful, I guess. Like, that’s how I imagine 
him.  
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I: And when you have to describe his personality in like three words, what would you say? Like the 
him in the sense of the brand, like maybe three personalities of the brand.  
P: Elegant, ambitious, precise.  

I: All right thank you for that.  
I: Now, let's move a bit from the whole fashion topic. Now I would like you to think about yourself 
but apart from fashion… so what do you say is your personal image of yourself? Like what kind of 
person are you, who would you like to be? Maybe both? Maybe you start with a person that you are 
and then you tell me who you would like to be, in case that differs.  
P: Well, deep question. I would say that I am an open minded ambitious and very visionary person. I 
am sometimes highly uncomfortable with how things are. And I am seeing ways maybe even creative 
ways of how they should be. And by ‘should’ I mean how they are more beneficial for more amount 
of people than they are today. Let's just say visionary. I'm spending a lot of my thoughts how the 
world's gonna be in 10 or 30 years. 

I: So, those were pretty much your personality, how you would like to be for yourself. 
P: I would say this is how I am. 
I: Okay. And do you also maybe have some characteristics that you would like to show to the outside 
like to the people you have around you maybe like, what do you want to stand for? For others to see? 
P: I want to show that I’m competent. I think that’s one of the most important things, showing com-
petence and well, I want to show that I'm… I think I want to show that I'm sort of like strong but like, 
obviously not physical but in emotional way like, like tough sometimes in the sense of also that I'm 
aware of the situation. So maybe smart in the way in the way of being aware in the moment. I said 
ambitious already, I guess. 
I: But I mean, it would be fine if you say you would like to show to the outward that you’re ambitious. 
P: Yeah. Like ambition like, presence, I guess I'm also a person who wants to show that he's in the 
room rather than hiding that he's in the room. So that's like, I'm missing the word again. Presence. 
I: Okay. And what would you say the perceptions of others about you? Do you think that sometimes 
that's more important to you than your own impression of yourself or the other way around? So, what 
is more important to you the perceptions, the perception of others of you or your own perception of 
yourself? 
P: My own perception! I would say that has shifted dramatically, like before it was the perception of 
others. But now that has shifted towards my own perception of myself. So, yeah, okay, it's more 
important what I think of me. 
I: Then let's connect to that a bit more to fashion. You said you want to be seen as competent, as 
smart, ambitious and all that. Um, what would you say in which way… Would you say that in general, 
one could express your personality throughout fashion? 

P: If I could express myself through fashion? YES!  
I: Ok, then let’s focus on you. Would you say that you can express yourself through fashion? Like 
your competence? Your ambitiousness? 
P: Yeah.  

I: Okay, in what way? 
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P: So, when I was like… when you asked me about myself and I said competent, then I thought, I 
thought a little bit of work like, of the professional life. And it was always important for me to be 
dressed, professional, to be dressed accurate, to be dressed on point because this is like, okay, so it's 
also some kind of self-fulfillment that I have, that I want to look good. But it's also, I think it’s im-
portant for the values you want to deliver and the effort you want to deliver. If you show up, let's say 
to clients, okay? This is where you have to… this is where you have to depict yourself competent. 
And this is why I like to dress with a good suit, with a better suit, with good shoes, with, you know, 
this kind of stuff, paying attention to detail and because I think this is what you reflect on someone 
who in this situation has to paint a portrait of yourself and if he sees that you have, I don't know, a 
nice tie, then he knows that you pay attention to this kind of stuff. So, I was always caring about that 
because I thought that it causes a better bond between me and the other person. Because of, I don't 
know, more things in common or because there's more trust.  
I: So, you say it's a bit like about underlining what do you want to stand for? 

P: I don't get the word. 
I: Like pointing out and highlight what you want to stand for?  
P: Ah, yes and no. Because it's supposed to be subtle. Well, I think what you mean, it's not supposed 
to drag a lot of attention, or of attention of the attention in the room or of the moment, but it's like the 
least we can do and therefore it should be good. It should be not too much, but it should be… yeah.  
I: I got a quite clear image of all that. And then we earlier talked about the brand that you have chosen, 
Yves Saint Laurent. And now we talked about the image that you have of yourself. In which way 
would you say that those two images match? Or do they even match? 
P: I would say they match in some points or in some points only, because I am not as very traditional 
person. So, this is where it's not matching because I said being traditional is natural to of Saint Lau-
rent. But otherwise I would say in the ambitiousness or in the, in the effort or creativity way, I would 
say it rather matches. So, like 50:50 maybe.  

I: Could you see them completely matching in the future? Like the future you?  
P: So, I will never be a totally traditional person, but I'm trying to implement more stuff that I do 
repetitively. Simply whether it's once a year or pre-Christmas or whether it's on a daily basis, because 
I want to establish that pattern more, I would say a little bit perhaps. So, to answer your question, 
your question was completely, so completely no.  
I: Okay, so I would like to understand how you select LFB that you deal with, that you care about? 
Are you looking for brands that embody how you see yourself? 
P: I think that criteria is also on the list. But I would say it's not priority. First, like, first I go by, I go 
by the look, to be honest. I go by how the product looks that I want to buy. Like, you know what I 
mean? 
I: Yeah, but when you say, like, how the product looks… When you say that the way the product 
looks also kind of has to embody you?  

P. Sorry, I didn't get that if the product can also embody me? 
I: Let's say the look.  

P: The look… so if that's the case, if there's a higher chance of me buying it, is that the question?  
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I: No. So, I would like to, to understand the way that you select brands, and you said it was… So, 
first of all, it's the look, that is top priority to you. And so, does that mean that when you just go for 
the look that you could easily switch between brands?  
P: Partially yes. So, what I don't do is I don't buy a piece only because it's a certain brand. I don't buy 
a piece only because it’s the certain brand, but what I also don't do is I don't buy a piece, which I 
100% like, but if it's of a brand I don't like, I don't buy it. So, it's somewhere in between. If I find a 
piece that I like, how it looks, and then if it's on a brand I like, that's a good match. And then I buy it. 
But I don't buy stuff only because of brands and I buy stuff if it's not of a certain brand. I think that's 
how you could summarize it. 
I: Yeah. Okay, then I got that. Would you say that you sometimes still buy some brands because you 
want to be seen in the same way as the brand, maybe because you want to be seen in the way that the 
image of the brand is? 
P: Yes, I think like, I don't know if I do that anymore, but I have done that before. 

I: Could you maybe explain that a little bit to me. 
P: I have to think of an example. 

I: Yes sure. 
P: Yeah, I think by… So, I bought a super expensive sweater having this huge spraying and a huge 
image picture on the back. And I don't think that I really liked it, but I just thought it was cool because 
the brand is like disruptive and innovative and changing things. I guess I liked that. I guess I wanted 
to show that maybe.  
I: And do you think that you as a customer or someone… it doesn’t have to be a customer but you as 
the person who wears the brand or owns the brand… Would you say that you could also influence 
the image of the brand? Like the… like pretty much transfer it the other way around? 

P: How do you mean that? Like towards other people? 
I: No, so when you wear a brand… when you explained to me you kind of transferred the image of 
the brand to you a bit. You just explained it to me with the sweater with the disruptiveness and so on. 
So, I wanted to ask how it is the other way around? Would you say that you could also as a customer 
change the image of a brand by just owning it, by wearing it? 
P: Let me think, that’s interesting. But like the image that other people perceive or like in general 
what I think of the brand or…? 
I: No, like transferring your personal image, like your ambitiousness, your… what else did you say… 
you being visionary. Do you think that you could transfer those characteristics to the brand? By just 
wearing it? 

P: I would say less. Yeah, somehow. No, I would say less to no.  
I: Could you give a short…  
P: So, the problem is, that I can’t really imagine, I don't really understand how to be honest. Because, 
like, the brands deliver a message by printing something on the t-shirt, okay? I don't really get like 
the question, how should I change that, like, change what the brand's delivers in my head or like I 
don't really know what the outcome is.  
I: No, like, thinking in a more abstract way, thinking more in the in the image way. Like whether you 
could transfer your personal characteristics to the brand, like put a… how do we say that…  
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P: Can you give an example? 
I: Yes. So, you wear… you said that, you know, luxury brands such as Acne Studios. Let’s think of 
an Acne Studios sweater. You probably have in mind a picture of that brand. So, it must be like just 
some impression of the brand in your mind. And that's a specific image of the brand that you have. 
And you kind of transfer that to you by wearing the brand.  

P: Yes.  
I: And then when you wear it, would you say that you also transfer your personal characteristics a bit 
back to Acne? 
P: No. Okay. No, no, I would say no.  
I: So, I would now like to talk to you a bit more about what it means to generally engage with a brand. 
So, you can think of any possible activities during which you can interact with the brand. How would 
you define such engagement? 
P: To me that engagement happens when I want to know more or be more in contact with the brands. 
So, for example, like what I did was reading, reading stuff about the brand like a biography of the 
designer, or taking a look at the history like doing research on the brand to me is engagement with 
the brand. I remember doing that stuff a lot when there was no social media, like 10 years ago or 
so. And I mean, when I wear such brands, that’s already some sort of engagement, right? 
I: So, to you, where does engagement start? Is it just about activities or is it also something that can 
happen in your mind without anyone knowing? 
P: Yes, I think engagement starts with everything or anything whenever you think about it, right? 
Yeah, I mean, that's like personal engagement. Yeah, I would say so. Like whenever you think of 
something. Maybe when that engagement grows and like leaves your mind and you start taking ac-
tions that when it's like evolving and stuff, but yeah, I would say so.  
I: You already mentioned a few. But can you think of more concrete examples of how to engage with 
a brand? 
P: So, I would say there is a quality of engagement. For example, I was gonna say going to events, 
going to a fashion show, or traveling 10 hours to go to a fashion show. That's like true engagement, 
highest quality of engagement. Talk to the people in person. You know, talking to the team of de-
signers, directors, producers, this is like high engagement, high quality engagement. I'll say there's a 
lot lower quality engagement, because it's just for me, it's social media. So, it's like zero effort. It's, 
it's almost frictionless to engage with a brand nowadays on social media, right? You open your phone 
takes you a second, you type in the name which takes another second. And then the third second, you 
are on the page of Prada of Instagram. So, I would say that's also engagement, but it's like low quality 
engagement. It’s of course what a real fan would do. But it's… I don't think it's enough to say… to 
say that a person is really interested to the outside, I would say.  

I: Okay and what kinds of engagement have you done before or could you consider doing? 
P: Basically, pretty much the ones I mentioned, like going to a fashion show or online social media 
stuff of course. Like engaging on social media. I bought books on fashion as well so far. So, I guess 
that's engagement, I'd say.  
I: Would you say that there are differences in engaging with a brand when you compare fast fashion 
brands again, and luxury fashion brands? Fast fashion like Zara or Mango? If there’s a difference of 
the engagement?  
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P: Yes, I would say so. I would say that luxury brands are putting more effort on picturing the image 
to society and to their audience, for example, by haute couture shows. Actually, I don't know. But as 
I'm saying it, I'm guessing that H&M and Zara also do shows I actually don't know to be honest. But 
even if they do, like no one interested in fashion would say, oh, I just went to the Zara show. Like it's 
not special. But like the Paris Fashion Week or Milan Fashion Week, it's something really special, 
right? It's like a one time a year event where there's so much so many like emotions around this. That 
I would say it's more special than the usual brands. And by publishing magazines or by featuring 
formats and interviews, I would say that they are more engaged than fast fashion brands. 
I: Okay. Um, do you mean that in the sense of luxury brands make it easier for you as a customer to 
get engaged, or do they make it like more interesting for you to get engaged? 
P: I would say the first one resulting of the second, so they make it more interesting. And then there-
fore, it's also easier for you. I would say. Yeah, I wouldn't say that their goal is to catch audience. I 
would rather say it's the way they're… I was going to say the business runs but that's wrong. It's the 
way they want to pursue their idea, their initial values. At least I hope so.  
I: Okay, cool. Could you give me a concrete example when you engage with a luxury fashion brand?  
P: Okay, so I often visited a town in Switzerland to go there on vacation. And for example, the luxury 
brand Moncler did a collaboration with this town. So, they were doing a collaboration with this town. 
So basically, printing the name or printing certain images on their clothes which I find very or highly 
interesting to do so, that's like, I don't know, I engaged even more by this work with the brand. I don’t 
know, because it stands out to me, it's special. It’s also another word for caring, you know? It's like 
unique. I don't know. Very creative.  

I: And how did this collaboration made you… how did it make you get more engaged? 
P: I think there is some kind of feeling of a synergy in a sense of… I like the brand. I like the town. 
Independently from each other. Yeah. So now what happened is they merged somehow. And this 
made me I don't know, it was… For example, I engage more by reading who accelerated or who 
initiated this collaboration, you know? 
I: Oh, okay. Okay. Yeah, that was…  

P: I read about the chef designer, I read about who was responsible in the town to do it. 
I: Yeah, okay. That brings me a bit to the next topic, I would like to understand more about your 
motivation for that engagement in particular. Like why did you consider to get in touch with that 
brand and or to get engaged with that brand? What drove you?  

P: So, you mean this particular brand I was talking about? 
I: Yeah, this particular example of engagement. 
P: I like the effort they put inside. I like the creativity… the creative way, you know? They were the 
first ones doing that. Oh, at least I assume that. I haven't heard of anything else before. So, I don't 
know if it's wrong to say they were the first ones. But I like the eagerness, the smartness behind that, 
you know? Like, whenever someone is smarter than everyone else, it kind of grabs your attention. 
Then you want to know, okay, how, why? And you know how they (…) it? And I guess yeah. And 
they had some sort of first mover advantage on that. And so, I wanted to know about that.  
I: Okay. And did it also matter that you, I assume that you kind of developed a personal bond to that 
town by going there on vacation a couple of times. So, did this personal bond that you have to that 
town, did it also motivate your engagement with the brand? 
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P: Yeah, for sure.  

I: Like, did it transfer the emotional bond from the town and you to the brand? 
P: Because they did a collaboration?  

I: Yeah.  
P: Yeah, I would say so. I had to think longer, that’s because I paused on my answer. Because the 
town stands for tradition, but like also like… how to say the town is small, it’s untouched, it’s not 
very modern.  It's traditional. And the brand is more of like the opposite. So, it's hard to transfer the 
emotion. When it comes to the facts, you know, facts like, like a brand is fast paced. You know, it's 
new every season. So, it changes at least twice a year, this town, this town besides of modernizing 
stuff like this hasn't changed for 300 years. So, it is kind of a conflict that makes it hard for me to 
transfer emotions. But if it comes to emotions like… me thinking, wow that's creative, wow that's 
cool, I will buy this sweater, because I would like to try to identify myself. Then yes. So, it's yes and 
no, in this case, I guess. Does that help you?  
I: Yeah. You just talked about the identification between you and the bread then. So, is it important 
for you to share similar values with the brand in order to get engaged with it? 
P: Yes, yes, yes, yes, yes, yes, yes. I think that's one of the most important things when in general, 
not only with this brand, but like sharing values. I mean, people buy recycled t-shirts because they 
are environmentally aware, right? So that's, I think that's the whole thing of it by which is support 
more or less. 

I: And 
What would you say? Is it more motivating for you to get engaged with a brand when it's in a self-
initiated or when it's kind of like on request from the brand? 
P: Self initiate. Yeah, but I'm like this with everything. Okay, like, I'm a big advocate that it's, it's like 
that with a lot of persons that like… true desire or true passion arises from intrinsic motivation, mean-
ing self-initiation.  
I: And is it important for you or is it motivating for you to get engaged with a luxury fashion brand 
when you know that you learn something by getting engaged with it?  

P: No.  
I: Why not? 

P: What do you mean by learning something? Like a hard skill, like how they manufacture their stuff? 
I: No like gaining their knowledge like in a sense of like that it brings you more information than you 
had before. 
P: No, that’s not necessary.  
I: All right, I so far understood what your overall motivation of getting engaged with a brand is. Now 
I would like to know more about what's your actual personal outcome that you had with this engage-
ment. The engagement we talked about earlier.  
P: What do you mean by outcome?  
I: Like what was the benefit that you have of getting engaged with Moncler in that kind of engage-
ment? 
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P: I don't know. I guess the outcome was like having a stronger relationship or bond to the brand, in 
the sense of being interested, or like being a fan of it. 
I: Would you then say it kind of brought you to the next level of being a fan of the brand like? 
P: Yeah, yeah, definitely. Definitely. Like, like whenever, you know more facts and background in-
formation, just show more interest, I would say, that's like sort of next level of course. Like, that's 
like a comparison to people who are not doing it, right? So, I guess compared to other people, I would 
say that this is like superior. They've deeper engaged and then I would say yes.  

I: What would you say, with that engagement in mind, what did the brand give you? 
P: Could you repeat the question, please?  
I: What did the brand give you in that engagement? Like any benefit that the brand in particular gave 
you? 

P: Can you give an example because I can't really think of…  
I: Okay, then maybe, maybe let's think the other way around. What did you give the brand by engag-
ing with it? 
P: Money? 
I: Why, why money when we just think about the engagement that you were informing yourself about 
it? 

P: Sorry, can you repeat the last part? 
I: So your engagement was that you get more informed about the brand as a result of that collaboration 
between the brand and the town in Switzerland. So, we're talking about the engagement, like the part 
of informing yourself about it and developing a stronger bond between you and the brand. And that 
engagement, what did you give the brand by that? Like maybe your personal resources? 
P: I would say my, like, my interest, my time, my loyalty, my involvement, my commitment by 
buying it, or by reading about it, I commit to it as well. 
I: So, did the interest that you should and the information that you got, did it result in a purchase then? 
P: Yes. I also… so when we talked about that particular collaboration, I have already bought stuff of 
the brand before, but certainly that collab has increased engagement I would say. But it's not like… 
focusing on that to me, because like now I'm sstill young, more like a student. It's also restricted to 
the funds I have available in order to buy more or less of the brand. That's also an important role and 
enough, but that's kind of a restricting factor. 
I: Okay and you already talked a bit about that earlier. Were you emotionally involved in the engage-
ment? Or in which way were you emotionally involved by engaging with that brand? 
P: Curiosity as the main driver and also acknowledgement of their work effort. Not like proud… 
proud is too far away but like being aware of what they are doing and supporting it in a way. Sup-
portive, maybe support as an emotion.  

I: That you can add towards the brand? 
P: Yes. And this collab in general. They're doing a lot of collabs, so yeah.  
I: Um, then according to your own perception, do you think that you contributed to the brand image 
through your engagement? 
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P: No, no, I am saying no, because I don't think I contributed by engaging because it's a little bit like 
it's hard for me that I think we had that question before a little bit. It's hard for me to imagine how I 
could contribute to the brand, because I think the brand is developed by lots of people. And then it 
just is how it is. And I, I can't imagine how I would change that by my contribution. You know, so I 
kind of like more see myself as taking the brand as it is, if I like it or not, if I don't like it, I'll choose 
another one. You know, how I see it? That's why it was hard for me before to translate my emotions. 
Or myself describing factors on the brand, that was hard for me, too, because I kind of think that I as 
one person don't have much influence on the brand itself.  
I: Did such an engagement that you showed… Did it influence how you feel about the brand? 

P: Yes.  
I: In what way? 
P: I think kind of I meant that before when I like to strengthen my bond of my interest towards the 
brand. Yes, I'd say so. More also in a sustainable way. Well, like I will always come back and check 
out like a major thing would have to happen if for me not to come back to that brand, you know? I 
couldn't imagine of a scenario like that. So that's why I'm saying it's sustainable, because, um, I'll 
keep coming back burned, I guess. 
I: And would you say that...? Or how does such an engagement that you showed in that case? How 
did it contribute to your perception of yourself like your self-concept? 
P: I would say if it influenced it, and then the magnitude was not that high, because maybe I was 
aware that I can do research or that I have a creative... that I have a creative way of thinking or that 
I, that I'm able to dig deeper into this stuff. So, I have the skills but I wouldn't say it influences it that 
much.  
I: You said like, you would like to stand for values such as being ambitious, being… I forgot what 
you said earlier. Would you say that it would support any…?  
P: Competence, I said competent. That… so that might engagement in the brand influence or increase 
some of my personal attributes. 
I: Yeah. Did it like add to your personality or like support your personality? 

P: Let me think… No, I wouldn’t say so. I would say there is a there is a correlation or causality.  
I: Can you explain a bit why you think so? 
P: I would say it is too unimportant to me that it would have an actual impact on what I can or cannot 
do or how I feel to be, I would say.  

I: So, then it’s like too irrelevant?  
P: Yes. Yeah. So, the impact is not that high. The relevance, yeah. I'd say so.  
I: And does such an engagement, how does it contribute to how you might be perceived by others? 
Like the outer perception of you? 
P: Yeah, I'd say so. Like if people hear about that, that I am engaging, or if people knew it, I think 
that this changes the perception of course, people will say like, (name) is interested in fashion. Is that 
what you mean? 
I: Yeah. So, when you say higher influence on the perception of others than on the perception that 
you already have of yourself? So, I would like you to compare the impact on both, like the impact on 



Master Thesis | Katharina Schaab & Amelie Schwickert   
 

 CXIII 

your personal self-concept, and then the impact on the perceptions that others have of you. Where 
does the engagement show a bigger influence?  
P: Shows bigger influence on the others perception of me because as I said, it doesn't have a lot of 
impact on my personal view on me. And was because I know the magnitude of this engagement and 
I don't rate it as high as maybe someone else did. You know what I mean? Maybe others perceive it 
as higher because they don't have the inside information that it's not as important to me as other things 
maybe. 

I: I'm not sure whether I completely got it the way you mean it. 
P: So, I would say the impact on how other people see me is greater than on how I see myself after 
the engagement. If people knew of it right if they like see me or asked me, then I would say it's greater 
because then they are stating the fact for themselves, oh (name) is interested in fashion, but I don't 
know if they can really rate for themselves how much I am interested. So, they might think I read the 
Vogue or GQ every day. But they don't know I know for myself that I read it, I don't know, once a 
week and therefore it's, it's x out of 10 important to me, you know what I mean? 
I: Okay, perfect. Then we reached the end of the interview. Cool. Is there anything that you would 
like to add or even questions before we stop? 
P: Oh, this is the actual end. Okay. Oh, no, I wanted to like I had to fill it out in the screener. So, this 
made me think again, because I thought of this a lot. When you ask me over and I had to answer the 
question in this screen or whether I am what my picture or my image or whatever I think or how I 
would not, the question was how I would describe luxury brands, then I immediately started with I'm 
seeing it in a two tire way. I also mentioned this prior in this interview it's like whenever I think of of 
these crazy French or Italian brands or when I think of Giorgio Armani then it's like I see himself 
stitching a dress or stitching a suit, okay? Because that's what he actually did 50 years ago or what he 
learned what he dedicated his apprenticeship and his daily job to right? But then nowadays, these 
brands are scaled and fabrics in factories and this is what kind of stands out to me because that's a big 
difference and shift in values that's happening. Like, the retail line of those clothes. They have the 
same quality as Zara clothes have, okay. So, I think there is a delusion in imagery of high-end luxury 
brands, or at least friends who before, like 50 years or so ago have been high quality brands because 
they were manufactured high quality. But nowadays, I'd say their image has been diluted a little bit. 
Because of capitalism or I don't know, higher consumers, blah, blah, blah.  
I: That would have been my next question. What do you think what is it caused by what's the cause 
for that? Like? 
P: Yeah, like, I don't know, like nowadays… Okay, um, because I don't know, there are hundreds of 
millions of people who can afford these dresses now. That shifts those bands to produce on a higher 
scale, right? So, they are forced to produce instead of one t-shirt that day or one suit a day… they are 
forced to produce 1000 suits a day. No one can produce 1000 suits a day by pure craftsmanship. 
That's logic. Otherwise, you would have to employ 10,000 more people per suit, and then the super 
cost may be 20,000 euros which is like irrational, okay. And so, I would say, this has changed and it 
kind of bothers me a bit. Because it takes away this feeling of uniqueness, if everyone can buy this t-
shirt, if everyone can buy this jacket you know. Also, I think what has been become more and more 
shady is how… So, when… let's stick to the example Giorgio Armani. When he founded his brand 
by his name by his own name, then it was him representing values of of his clothes. It was him putting 
in the effort. It was his ideas his brain. Nowadays, these companies hire art directors or creative 
directors. What happens is these directors switch companies. So Dolce & Gabbana’s, or let's take a 
good example. I don't know… Off White's creative director, which is high end but to me not a 
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traditional brand, changes to become Louis Vuitton’s art… like head of creative movement. That's 
kind of like I don't say Louis Vuitton is selling out. But certainly, this is… that's not traditional. Okay? 
To me that some traditional, they are losing, like still this person can be can stick to the values the 
companies have, but it is not the initial brain being on the brand, you know, yeah, Giorgio Armani 
nowadays, he's on his yacht. He's not in the chamber, stitching clothes, which is reasonable, but it's 
not even that his sons, which he taught centuries what he's thinking, it's just strange people, strange 
in the sense of they have not been there before, they're coming to the company for money. And they, 
now they are forced to keep on the values of Giorgio Armani but it's not originally Armani to me. 
You know what I'm trying to say? Just like how football players, they've claimed to be loyal. Then 
they change the football club after two years for more money, and they change again. And then they 
maybe come back to the first club and they claim to be loyal again. But…  
I: So, yeah, you mean like, nowadays, the brand is more pretty much the heart of the designer, like 
the actual designer than the heart of the former founder of the brand, pretty much. 

P: Yes. 
I: Okay. Then I got it. Anything else you'd like to add?  

P: No, that was my comment. 
I: Thank you again for your help!  
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Interview 8 

 

I: Hello, and welcome to our interview. First of all, thank you very much for taking the time today 
and to take part in our interview. My name is Katharina, I'm a student at CBS and my thesis partner 
Amelie and I are currently conducting a few interviews as part of our thesis. And first of all, a little 
bit about the overall schedule: the interview will last about an hour and I will ask you some questions 
about luxury fashion brands. And thereby it's important that there are no right or wrong answer. Just 
feel free to tell me your personal opinion and whatever comes to your mind spontaneously. And if 
something should be unclear, you can of course always ask questions. And your answers will of 
course, be treated confidentially and anonymously. And our conversation is recorded by audio, this 
is only for the purpose of allowing us to listen to the recording again at a later time, so that we do not 
have to remember and write everything down during the conversation. And everything you say serves 
only our research purpose and will not be related to you. And of course, we delete the data at the end 
of our study. So, if you agree, I would like to start with the interview. Do you have any questions 
before we begin? 
P: No, all good. We can start.  
I: Okay, perfect. Yeah, before we start with the actual interview, I would like to get to know you a 
little bit better. Can you tell me a little bit about yourself? Where do you currently live? What you're 
doing professionally? And what are your personal interests or hobbies? 
P: Um, yeah, sure. Um, so I'm 24 years old. I'm currently a student. I'm doing two master’s degrees, 
one in Copenhagen, in Brand and Communications management and the other one is CEMS, a Master 
in International Management. So, I'm actually living in Copenhagen but currently I am in Germany 
because of the whole Coronavirus thing going on. It's my last semester so I will hopefully start a job 
this year in late summer like September. Um, what else do you want to know about me again, 

I: Personal interests or hobbies? 
P: I like to work out, I do a lot of yoga and I like to go running. I think that's very important just to 
keep myself fit, especially right now that I'm writing my master's thesis and I just need a little bit of 
distraction from time to time. I also really like creative things. I draw a lot and paint a lot and I like 
to take pictures. And then well right now it's not really possible, but I really like shopping as well. 
That's one of my favorite things to do. Right now, a little bit more of online shopping. But I think 
right now the time is not really..., well, I don't feel as much as shopping as I usually would.  But, 
normally that's definitely one of the things I really enjoy doing. I'm a lot on social media, I am a social 
media addict, unfortunately. Yeah, that's probably what I'm doing on my free time at the moment. 
I: Okay, you said that you like to go shopping what kind of items are you usually buying? 
P: I'm definitely a lot of clothes and shoes. I also like to buy a lot of cosmetics. I'm really into like 
makeup and lipsticks and these kinds of things. I really like to go to like Sephora or to Douglas in 
Germany and browse in these kinds of stores. But yeah, mostly, mostly probably clothes. Okay.  
I And you said that, like right now because of the situation you do a lot of online shopping. What 
sites are you visiting? 
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P: I mean, if I just look for some inspiration or like not a specific brand, I usually go to Zalando. I 
think they have quite a good range of products and I'm already a customer there. So that just makes 
the shopping experience easier because I have my account and I can bet on my address and so on. So 
that's quite handy. And but then it depends, like if I go to, if I want to have some workout clothes, for 
instance, I often order directly from Adidas. Or if I want to have a specific pair of shoes that I saw 
somewhere on social media or whatever, then I would also go to the company website if I can't find 
them on Zalando. Usually I would go to Zalando actually, if they have the products because it's just 
easier.  
I: Okay, interesting. So, um, yeah, let's now focus a little bit more on the topic of luxury. So just in 
general. What does luxury mean to you personally? 
P: For me, luxury is something that just makes me happy. It's something that I like to indulge in 
because it's nothing that you would do every day. So, it's, for instance, if I think about luxury, I think 
a lot about bags or clothes. I think it's always products that are usually in a quite high price range, 
high quality usually have a very specific design that's dependent on the brand you buy from. And it's 
something that it's a kind of timeless item that just makes you look better. Like I feel even if you just 
wear like not so pricey clothes but if you put like a nice handbag on your whole outfit is upgraded. 
It's just items that make you feel better and make you look better or at least I personally feel like I 
look better when I read them.  
I: Okay, you just mentioned that you think about bags and clothes when you think about luxury, is 
that also how you would define luxury fashion brands in particular? 
P: Yeah, definitely. I think luxury fashion brands would be mostly clothes for me and then maybe 
also shoes, if they count as that, but besides that probably bags, or maybe belts like these kind of 
leather goods that go with it, and definitely clothing okay. 
I: And, in your opinion, what distinguishes a luxury fashion brand from other like, yeah, ordinary fast 
fashion brands that, you know? 
P: For me, it's definitely I mean, the obvious thing is the price. But it is of course, much higher. But 
for me, it's also a question of quality. Like, for instance, I like to shop a lot at Zara, and I think they 
have really nice clothes. And I mean, actually, they copy a lot of things that luxury brands do, but 
they do it in a much lower quality. So, for me, that's definitely a difference. I think like the feel and 
the touch of the clothes, the fabric is much different if you go to a luxury fashion brand, or if you go 
to a store like Zara, and I think also the design is a little bit different. Like, even though brands like 
Zara tried to copy luxury brands, I still think that luxury products, they're more iconic, you know, 
like they have a specific design that even fast fashion brands like Zara cannot really copy. So, there's 
always this like, distinct item or distinct look that you would always recognize. I think that's what 
makes luxury brands very specific and distinct. 
I: Mm hmm. You just mentioned that retailers like Zara, copy the design of luxury brands to certain 
extent. What's your opinion about that? Do you like that? Do you think it's nice that a broader audi-
ence has the opportunity to purchase a similar design? Or do you think it's kind of mean for the luxury 
designer? 
P: I mean, I wouldn't really call it mean. I mean, to some extent, it's more like a compliment to them 
because their products are really liked so people want to have these kinds of products, but they don't 
have the means, so they want to buy similar things. But to be honest, I do not like it very much if the 
things really look like a copy. I don't think it changed my opinion of the original luxury brands. But 
for instance, if you sometimes see some bags, like from Zara or whatever, they look very similar to 
the shapes of famous luxury fashion brands bags. And then I would personally never buy it because 
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it's just not very, it's not the real thing. And also, it's not authentic. It's not fake, but the copy, so I'd 
rather not do this. So, for me, that's the thing that would rather change my opinion of the fast fashion 
brand than of the luxury fashion brand.  
I: Okay. And, yeah, if we think about your personal life, what role do luxury fashion brands play? 
Are you confronted with them in your everyday life? 
P: Yes, especially right now because I actually really would like to work for a luxury fashion brand. 
So that's definitely something I spent a lot of time thinking about lately. And also, I mean, actually, 
since I've been growing up like my mom really pays a lot of attention to these kinds of brands. So, 
since I was little, I always looked into magazines like Vogue or InStyle. And I looked at these pictures 
and I always loved the clothes. And she always took me shopping. So, I've been confronted with these 
kinds of brands for quite a long time. And I've always dreamed about having certain products myself. 
Right now, I don't really own many luxury items yet, like I have a Louis Vuitton bag, but I don't really 
use that one very much. And sometimes my mom gives me her stuff, and then we share it, but it's not 
really my own thing. Like I don't own them myself yet. But since I've had it in my life for a lot of 
time, and I've been dreaming about these things for a lot of time and I spend a lot of time watching 
the collections of luxury fashion brands and so on. I definitely look forward to hopefully being able 
to buy some myself soon when I have my degree and when I start working. 
I: You mentioned that you're thinking about working in that industry. Do you choose the companies 
or brands that you would like to work for similarly to brands that you would like to purchase? 
P: Um, probably, yes. So, one company I'm very interested in to work at is LVMH and I mean they 
have a lot of different luxury brands. And also, for instance, one of the brands that I would like to 
have a lot, or at least I think right now that I would like it a lot, is Dior. I mean, I like them personally, 
I like their style and I like the products they have. And they also have that brand at LVMH, and I 
think it's definitely affected me that I have a high liking for LVMH because I like the brands that they 
own very much. And even if it's not really luxury fashion right now, but if you think about luxury 
cosmetics, like I could also imagine working for a cosmetic company. And I really like Yves Saint 
Laurent and I would love to work for them actually because I like the brand so much. So, I think me 
like the brand definitely affects that I would also want would like to work for them. 
I: Okay. And you mentioned that your mom has a lot of designer bags and you have already touched 
upon the theme, what luxury means to you. But is there anything else? What does it mean to you to 
consume or to deal with luxury fashion brands? Or what does it mean for you to actually wear them? 
P: I think it gives you a very special feeling. Because I personally, I think I probably admire the 
products a little bit. Like it's just this like timeless design that I think it's really nice. And you also 
know that it's very valuable. It's not really about showing that I can afford something expensive, it's 
more that I have something very valuable that I own and that I treasure. So, having like a certain bag 
or a dress or whatever, something that would just make me really happy that I have it and just to 
express myself, mostly. Because I think I would only buy clothes..., like it doesn't really matter if I 
like the brand, but if I don't like the design, I wouldn't wear them. But if it's something that I feel like 
kind of shows myself, presents myself then I would like to wear them and I think that's a lot with 
luxury fashion brands, I think I can just identify with their style a lot. Because, I mean, I feel like 
they're mostly very classy. And I think there's a lot of, I don't know, I think that just matches me to 
some extent and that's why it would give me like a good feeling to wear them.  
I: Okay. And you've also mentioned already, that it started quite early for you that you were interact-
ing with the theme of luxury brands. But I would like to go through your history with luxury fashion 
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brands in more detail. When did it actually start for you to deal with luxury fashion brands or when 
did it become an interesting topic for you? 
P: I think it's difficult to put the real number on it. But probably when I was like 10 years old or 
something, when I really realized - like when I was very little, I didn't like shopping very much, I 
thought it was boring. But probably like around when I turned 10. And my mom bought yourself like 
one of these nice bags. And I started to read magazines myself, like Vogue or InStyle for instance, 
oh, yeah, I think probably around 10 that I looked at these things with my older sister, she's nine years 
older. So, she definitely was already into the whole topic. And from that time onwards, especially 
when I went to secondary school, my best friend, she's also very much into luxury fashion brands, 
and her mom as well. So, we were both always like very connected to this topic. So that is something 
that we would have done together like we went through our moms' Vogue or InStyle and just looked 
at the brands and then talked about it. And if we found like, I don't know, like a certain brand has a 
new bag or a nice Ad or something, we would actually show it to each other. And we started quite 
early with..., maybe you did something similar: You have like your time planner and you cut like 
pictures out of magazines and then you'd like just to put them like plaster them on your time planner. 
So, you design it yourself a little bit. And we would always like take pictures of some cool designers 
like Chanel or whatever and design our own thing. Like we were quite young, I think probably like 
13 or something, but we just felt like it looked so cool. And we always like kind of fantasized about 
buying these things ourselves one day. And yeah, also around the same time I just went with my mom 
when she went to buy herself and you know, like a Louis Vuitton bag or something and would go 
with her to the store and I always like the way that people treat you in the store. This gives you like 
a very special feeling. So, for me that was just always a very positive connection I had with these 
kinds of brands. And I just always felt like that I want to form these kinds of things myself one day. 
I: Did you never feel intimidated in the store because a lot of people say that it's quite overwhelming 
to even go into the store because they don't feel welcome? 
P: I think maybe if I would go myself now, I might be intimidated because if I..., at least right now, 
since I don't own many luxury products myself, maybe they would think...or I would be afraid that 
they think I cannot afford the product. But when I went with my mom, even when I was little, I was 
not feeling uncomfortable, because I guess they could see that she can afford these things. So, they 
were always nice to us, but I can definitely see why some people feel intimidated. Like, I would 
probably feel the same if I was to go alone in one of the stores.  
I: Okay. And did your relationship with luxury fashion brands change over time? Because you said 
that you cut out those ads when you were younger - are you still doing that, or did it change? 
P: No, I'm not doing that anymore. I think my relationship has changed in a way that now social 
media has become much more of a thing. So, I can follow these brands like I don't even read that 
many fashion magazines anymore, just sometimes if I stumble upon a magazine, I would do it but i 
don't buy them actively, because you see everything online. So, I just feel that my relationship has 
changed in a way that I can now interact with luxury fashion brands much more and much more often 
and more to my convenience. So, I still interact a lot with them but differently if that makes sense.  
I: Yeah, okay. And yeah, now please think of a concrete luxury fashion brand that you have in your 
mind. And this can be either one from which you have already consumed a product or received one 
as a gift or also a brand where you could imagine consuming a product in the future. What brand are 
you thinking of? 
P: So actually, like my dream back that I want to have is a Chanel bag. So yeah, I am thinking about 
Chanel. 
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I: Like a specific model, or like the classic version of the bag? 
P: The classic, I also know the name, but I forgot the name right now. I'm thinking about it, but like 
this classic bag with the two double C on front. Like, it's also one of their cheaper models like I don't 
know, like 4000/ 5000 Euros. But I forgot the name of that specific bag, but the classic model in 
black. You probably know which one I mean; you see them a lot on people... 

I: I think the name is maybe something with a 5, 5 something... 
P: Yeah. 

I: Yeah, I know what you mean.  
P: Yeah.  

I: And when you picture this brand, what are your first thoughts? 
P: I think Chanel is a really cool brand because it combines like a classy chic image with modernity. 
I mean, actually that also kind of connects me back to myself. Back then, me and my best friend, we 
always loved the whole story about Chanel, and Coco Chanel, and I watched the movie as well. And 
I think she was just, especially back in the time, such a strong woman which really changed the 
landscape of fashion and I really like to connect with that actually. And I think it's just a really cool 
brand. And until now you actually really still see so many things of Coco Chanel like the Chameleon 
flower, for instance, that was her favorite flower. And it still shows a lot in their products and the 
black and white was the color she chose. So, I think the brand has a lot of heritage, which I find is 
really cool. But still, they have quite modern designs where they combine the classic design with like 
modern, yeah modern changes, and I think it's just, it looks really cool. It looks classy, but still mod-
ern. And yeah, I think it's just it's a really nice look. 
I: Okay, and if you try to imagine the brand as a person, like what image do you have in your mind, 
what would this person be and look like? And why? 
P: I'm probably a bit biased, because I'm actually thinking about Coco Chanel. So, it would be a 
woman, she would be confident, would be classy. But still, she would be... what's the name for 
it...she's not like mainstream like she has a strong opinion on her own. And she follows that one. And 
it's more like a role model maybe. And yeah just a very chic like I don't know like a nice figure. Yeah, 
modern, modern, confident woman, I think. 
I: And yeah, besides fashion, so like, forget everything we talked about before. Um, if you think about 
your personal image of yourself, what kind of a person are you?  
P: Hm what kind of a person am I? I like to think about... like, like, my style or more my personality? 

I: More your personality, but you can also talk about your style if you want to. 
P: Yeah, I mean, I like to think about myself as an honest person. I know that I'm probably... Well, 
I'm not very mainstream in a way that I've always done what I thought is best, even if people told me 
that they think it is not the best thing. So, I usually really stay with my opinion and I, once I have a 
goal, I'm very ambitious and I really want to realize this goal. So, in that way I'm thinking probably 
quite disciplined and, in a way, that I try to really come through with my goals and realize them. But 
I still think that I'm an easygoing person. I'm quite chilled with most things that happen in life. I think 
it takes a lot to make me nervous. And to make yeah, usually I'm just chill. I think I can handle most 
things without like going crazy. I don't what else to say about myself... Do you want more or is that 
okay? 

I: No, that's okay. Yeah, you also mentioned your style. Maybe you can elaborate a bit on that? 
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P: You know, I try different styles sometimes. But I actually always come to the conclusion that more 
of a classy look suits me better. Like sometimes when I try to put something on which is a bit more 
hipster. I just feel like it doesn't look very much like me. So not very authentic. So usually I would 
try to combine something classy, but I also like to wear a lot of sneakers. So, I would maybe wear 
like a nice blouse and a jeans but with some cool sneakers. So just kind of like probably like a bit of 
a street style look. But mixing more casual with something a bit fancier. Yeah, and I'm not wear-
ing...well I'm wearing a lot of black. I think that's also an important thing, especially in winter and 
then summer then it changes probably to white. So, I am not wearing that many colors, maybe pink, 
but that's pretty much the only color I am wearing. 
I: You have already mentioned a few characteristics, or values that you identify with yourself. Are 
there any characteristics that you would like to have, but you're not there yet? Like things that you're 
striving for? 
P: Um yeah, I don't know if that's exactly what you're aiming at. But I know that I'm very bad at 
saying no to people or things that people ask me for help. And I, I'm trying to find a way that I'm 
more confident in saying no, if there's a thing that I really cannot do, like, I like to help people, and 
it's also very important to me to support people, but I feel like sometimes it just brings you in a 
situation which is bad for yourself. Because maybe you just, you know, you're drowning in your own 
things and you have no time to help people or whatever. And in that way, I always feel the kind of 
responsibility to still help these people. And I think sometimes also to the extent that it's actually 
negative for me, so I would like to maybe find a way that I feel more comfortable with sometimes 
saying no to people, if it's, if I cannot avoid it, you know. If it's really better for me. Yeah, probably 
that's one thing. 
I: Talking about other people, if you think about the outward appearance you want to make? What 
are perhaps characteristics that you would like to show outwardly? You mentioned that you are per-
ceived as really helpful, but are there other characteristics that you want to be identified with? 
P: That I try to express with my look or just what I want people to think about me, like about my 
personality? 

I: Yeah, the second one.  
P: Okay. Yeah, I mean, I hope that people perceive me as friendly. Like, for me actually, this would 
actually probably be one of the things that would describe me best. For me, like, the main thing that 
is important to me is to be kind to people. Even if I don't like people, I find it very, very important to 
just be nice to them and treat them with respect. And I hope that people also perceive me that way. 
And that they don't perceive me as like a negative person. Like I like to be perceived as optimistic as 
I think I am. And honest, probably like, I want people to know that I tell them the truth if I say 
something. Honest, I guess. 
I: Hm, and would you say that the perception of others is more important to you than your own 
perception of yourself? 
P: Um no. I mean, I think I would lie if I told you that I don't care at all, that's not true. I mean, I still 
hope that people perceive me in a positive light. But in the end, I find that is most important to be 
authentic to myself, and I wouldn't like to change myself just so people would like, you know what I 
mean? So, I think, yes, I care. But in the end, if someone would perceive me in negative light, then I 
would say okay, that's just who I am. And in that way, for me it's most important like that I can feel 
confident with who I am, the way I behave and act rather than trying to please other people. 
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I: Okay. And you already talked a bit about your personal style, like what items you are liking to 
wear. And to what extent would you say that you can express your personality through your personal 
style? 
P: I think totally, like a hundred percent. I think that it says a lot about yourself, the kind of clothes 
that you wear. I don't necessarily know I'm very expressive in the way I dress. But then there's some 
people who are really good at that, like, you know, like, just imagine like a girl that was like very 
sexy clothes. And then you already imagine that she's very confident with her body, for instance. Or 
in general, like, I feel like when I wear some tight clothes, it's usually because I think my body looks 
good in them. And I guess that kind of portrays a certain degree of confidence to the outer world. So 
in that way, I think also with colors, it's definitely something that can express yourself. Like if you 
wear a lot of different colors, it's probably because you're a person that just likes to be like a bit funky 
and you know, like, look like this kind of way. And if you're more subtle than you may be just more 
like a person that is a bit more reserved in a way, so I think it's definitely possible to express your 
personality with the way you dress. 
I: Okay. And yeah, earlier we have talked about what Chanel stands for in your eyes. And yeah, after 
we have talked about what image you have of yourself. If we transfer the whole thing to the luxury 
fashion brand area, would you say that the two images match? 

P: The image I I have of Chanel and the image I have of myself? 
I: Yeah. Do you think there's like an overlap?  
P: I mean with Chanel, I probably, I mean, I only just realized when you asked me to talk about the 
person that I envisioned Chanel to be. I guess there is an overlap in the way that I would like to be 
perceived as like confident and stuff and I receive the Chanel woman as a confident person. So, I 
definitely think that my personality is compatible with luxury fashion items, maybe not all of them. 
It probably depends on the brand but with Chanel, I would say so, yes. 
I: Okay, and just in general like not specifically related to Chanel, in which way is engaging with 
luxury fashion brands related to your own personality? 
P: I mean, I really, as I mentioned before, I really like creative things. And I like, I didn't really go 
too deep into that, but I really like aesthetics, I like art as well. I really like fashion in general. And I 
think connecting and engaging with luxury fashion brands is also a way to engage with them in terms 
of art, especially like what they do on their social media. I think a lot of times it's not only portraying 
their clothes or their bags, for instance, but it's more of an artsy way. Like it's..., I think luxury fashion 
is a bit of an art. And that way, I think it's definitely compatible with my personality that I just really 
like to look at nice things and not really meaning the clothes as such, but like visual aesthetic things. 
And it's something that, yeah, I enjoy that. And I think I can do that through engaging with luxury 
fashion brands if that makes sense. 
I: Yeah, okay, perfect. And do you think that you can change the image of a brand by being a con-
sumer of the luxury fashion brands or by just getting involved with a brand? 
P: I am not sure if I can do it individually, but I definitely think it's possible if like a large group of 
people purchases a certain luxury brand. I think you can see that for instance right now really well 
with Gucci. I mean, Gucci has become... I like the brand but sometimes I think it's turned, it's a bit 
trashy in a way that there are some people like a lot of rappers and girls that you wouldn't usually 
associate with luxury brands, more with Gucci products. And in a way I think that definitely has 
changed the image that I have of Gucci and I think also that other people have of Gucci just because 
the image got a lot more younger it's a bit more bold, it's more street style and yeah, I don't think it's 
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perceived to be as prestigious anymore. And I think that's because of this changing demographic of 
people that purchase the product. 
I: Okay. And do you perhaps have also a specific person in mind, from whom you think that the 
personality is represented by wearing or interacting with the luxury fashion brand? This can be a 
friend of yours or also a person from social media that you follow? 
P: That's a good question. Let me think about that. I mean, it's probably about celebrities. I am just 
thinking of a specific person right now, but I find it very difficult. I mean, I do follow Caro Daur, 
which you probably know. I think that the way she wears some clothing styles, like for instance, I 
think she wears a lot of Dior, actually. And I think she probably is what I would imagine under like 
a Dior woman, so I think she influences the way I perceive Dior, because she's also like usually quite 
classy, but still like with a modern twist and so on. And I think she fits this kind of brand really well, 
and also when she wears other brands, yeah, I think like when I see these people wearing them a lot, 
it also shapes the image that I have of Dior, because I see her wearing the clothes. So, I kind of 
associate a woman like her with the brand. So, I think it is definitely possible. 
P: You mentioned Caro Daur, do you think she's authentic? Because you also mentioned that she 
wears a lot of different brands.  
I: I think she's..., well, let's say semi-authentic. It doesn't even have anything to do with her clothes, 
per se but like, the way she just portrays herself sometimes I think it's a bit... not as authentic. For 
instance, she's like super skinny and then she says she's eating a lot of sweets, a lot of food, which I 
just don't think it's true. I've also seen her in real life and she's really extremely skinny, I don't think 
she's eating very much at all. So, in that way, I think that's not very authentic in a way that you kind 
of fooling your audience and make them believe that you live a different life. But then on the other 
hand, she shows a lot of her own life, like how she's awake for a very long time every night answering 
her emails that she receives, because she's doing all the management herself partly, and then how she 
gets up in the morning and goes to the gym and just never sleeps. And then you can see her suitcase, 
which is a complete mess, and her hotel room, which is super messy. So, she's not that glamorous 
always, as you would think if you see her pictures, but she shows you a glimpse of her personal life. 
And that's why I would probably call her a semi-authentic because I think some of the things, she 
does are very authentic, even though she wears a lot of different brands. I think still, these are all 
brands that kind of fit her personality. But there are some other aspects of how she portrays herself 
on social media, which I think are not as authentic. 
I: Okay. Let's talk about what it means to you to generally be involved or to engage with or deal with 
a brand. And thereby you can think of all possible activities during which you can interact with the 
brands. How would you define such engagement?  
P: Yeah for me, it is probably every kind of interaction, so for once, of course, it's to go to a store, try 
on clothes, or just feel the products, try them on and buy them, of course. I mean, that's the main way 
of interaction and engagement. But then also, I think already, like as a kid, watching the brands and 
magazines and looking at the pictures is a way of engaging with them. Then definitely go into their 
social media or their website or wherever they're visible and like just looking at their content, going 
through the content, liking it, sharing it, talking to friends about the brand as well. I think that's all a 
way of engagement. Just, I think probably every time that I think about a brand, or talk about a certain 
brand, it's a way of engaging with it.  
I: Mm hmm. And, yeah, where does engagement start in your opinion. Like can engagement also take 
place in your mind? Or is it just about concrete actions? 
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P: I think it can also be in my mind, like, as soon as I really have, I mean, if I just walk past something 
and read the name, then it's probably not really that much of engagement. Although you could prob-
ably argue about that. But I feel like as soon as you think about a brand actively and consider it or 
you just think about a look you saw from the brand, I think it is a type of engagement, for me person-
ally. 
I: And you already mentioned a few examples of what engagement can look like. Which one of these 
have you done specifically before or could you consider doing in the future? 
P: I mean, definitely going to the stores and trying on clothes buying them. Something that I have 
done before, especially with my mother as well, I go and refer to the stores quite regularly actually 
because we like to go shopping together. Then definitely on social media, like I look a lot at different 
influencers when they are engaging with the brand when they show the product but then also going 
through the websites itself. I actually also, because as I mentioned before, I'm looking for like to work 
within the luxury fashion industry, I also follow some brands on LinkedIn for instance and then like 
see different aspects of their activities. Especially right now a lot of like Dior, for instance like pro-
ducing hand sanitizer so it's more like the CSR perspective that is shown on these kinds of channels. 
So, in that way, like I engage definitely lot with them either on Instagram or on other social media 
channels. And yeah, I mean thinking about, I mean, I do it a lot. Every time I see a celebrity or 
whatever I feel like oh yeah, that's a nice bag. Oh, and then I think maybe later like, I would really 
want to like to have that bag, or jacket or dress or whatever. So yeah, just like thinking about is 
definitely something I do a lot as well. 
I: And now when we think about luxury fashion brands, do you think there are any differences for 
you in terms of engagement between typical fast fashion brands and luxury fashion brands? 
P: Yes. I don't really follow fast fashion brands on Instagram, for instance, because I feel like I mean, 
I do follow some but not that many. Because I feel like their content is not really that inspiring often. 
If it's more towards the premium sector, then I think it's more similar to luxury fashion. But when 
talking about really like fast fashion like Zara I think, maybe I'm wrong, but in my mind, it's not really 
that appealing to me the content that they create, whereas I think my engagement with luxury fashion 
brands is much higher just because I like the content much better than they post. And then in other 
ways, I probably think more about luxury fashion brands just because they're more special to me. 
And like fast moving fashion brands, they're probably something I...,well, you know, I just feel like 
oh, I want to go shopping again, then I think about them, but it's nothing that I would actively think 
about in my free time and dream about whereas it is something I do with regards to luxury fashion 
brands. 
I: Okay. And have you ever engaged with luxury fashion brand? And could you give a concrete 
example of that? 
P: Yeah, for instance, actually, just recently, I've been to one of the Louis Vuitton stores again, be-
cause my mom wanted to buy a new bag. So, we went there and just had a look and tried out some 
different bags and had a woman help us find this bag. And we bought it in the end for her. So um, 
this was probably like the latest physical encounter I had with luxury fashion brands. And then I mean 
on Instagram is probably on a daily basis, because I see their posts every day. But more like a kind 
of deep engagement I had was probably the one in the store. 
I: Okay. So then let's stick to this specific example. Well you said that you accompanied your mom, 
so that was probably also a big motivator for you to go to the store. But is there another driver where 
you said okay, I really want to join her and go in a store together with her? 
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P: I mean, definitely. I just really like shopping. And I really like shopping for luxury goods, it is just 
that I can't really afford them right now. But I like the feeling of being in the store. So if she says she 
wants to go, I'm always volunteering to go with her. Just because I really enjoy the experience and I 
can have that experience when I go with her. And then also I just really like to be in these kinds of 
stores, they're so nice and the fashion they show, like the clothes, I think it just gives me a very 
different feeling than going to Zara or H&M for instance. And that's also why I definitely had the 
desire to go with her and I also was curious to see the newest models of Louis Vuitton bags because 
I mean obviously there are these standard models, but she wanted to buy one of the more exclusive 
ones. So, I was curious to see also what the newest collections are and see them in the store in real 
life rather than just online. 
I: Okay. And you mentioned that your mom has quite a lot of designer handbags, probably also from 
Louis Vuitton. Does it matter for you how satisfied you are with the bags or also how your mom is 
satisfied with the bags in order to engage with Louis Vuitton? 
P: Yeah, definitely. Like I would probably personally..., if it's just about me, I don't engage as much 
with Louis Vuitton, because I like the design of the bags, but I'm not the biggest fan. It's more like 
my mom's style, you know, it's not really my style. That's why I wouldn't do it, like, personally, I 
wouldn't... I'm not following them on Instagram, for instance, because it's just not as much my style. 
But it definitely matters that my mom loves the bags so much. Now, that way, because she can really, 
like she can tell me about the quality of the bags, when she tells me she thinks it's good or bad, I know 
that it's authentic in a way that she has the experience. And that definitely changes the way I perceive 
the brand and also whether or not I want to interact with it. Like for instance, she had, I mean, that's 
not really a luxury fashion brand, but she had a... how is it called...she had a Michael Kors bag a few 
years ago. And then a lady on the airport told her that oh, she has seen this bag so many times already 
this day, because so many of her friends have that bag as well. And my mom told me that my mom 
was very sad. She never used that bag again, because she doesn't want to have a bag that everyone 
has. And in that way, like that experience, for instance, also changed the way that I wanted to engage 
with Michael Kors. And in that sense, I think it can happen with lot of different like my opinion, also, 
my friends or my family's opinion, definitely impact the way I want to engage with brands. 
I: Okay, and you also said that you are familiar with a lot of luxury fashion brands. Would you rather 
be engaged with a brand that you are already familiar with or that you have already had an experience 
with? Or could it also be a completely unfamiliar brand? 
P: Probably a completely unfamiliar brand is less likely to happen. I don't think it's necessary that I've 
owned the brand or that I know someone who owns a product, but I probably would have to have 
heard of it or at least have a friend tell me about the brand before I start engaging with it. I think it's 
usually like a brand I follow on Instagram for instance, or something that I have experienced myself, 
or I've seen the brand, I've had friends or family who know the brand, but it's never something that I 
just saw and be like, oh, yeah, cool, I will engage with that when I will follow that brand. 
I: Okay. And would you say it's more motivating for you to get engaged with a brand in a self-initiated 
way? Or would it motivate you more if the brand would request you to engage with them? 

P: Can you elaborate on how they would request to engage with me? 
I: Yeah, for example if they would approach you maybe? When you're in the store, maybe they would 
ask you, if you could take a look at something or if you would give feedback or also on social media 
maybe if they would contact you in a way? 
P: Ah okay, yes. Usually when I go to a store I hate when they approach me. I prefer to first have a 
look by myself first and then just see what I like because I feel like some of the salesclerks, they will 
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show you some products but that's maybe not really you. And I find it always very uncomfortable to 
tell them that they should just stop showing me products. So, in that sense, I prefer to initiate the 
contact and the engagement myself and just have a look by myself. However, if I bought a product 
already, and then they would contact me, you know, they do that sometimes with Louis Vuitton. They 
will send you follow-up Emails after you've conducted your purchase. I think that's okay. Like this is 
something I don't mind, and I think that's nice. And that's also engaging me then because I've already 
had this relationship with a brand but if I just go somewhere for the first time, I prefer to first have a 
look myself.  
I: Okay. You also mentioned that you're really interested in the whole career section in the luxury 
industry, and you also said that when you were younger, you read a lot of magazines. Would it also 
motivate you to get involved with a luxury fashion brands when knowing that you could learn some-
thing? 
P: Like learn what exactly? What do you mean? 
I: Learn something about the brand, about its background? Maybe specific information about the 
designers or basically in every area. 
P: No, yeah, actually, I think it's very interesting. Especially like recently, I went on an exchange in 
France, and I had a course which was called luxury management. And I actually gained a lot of insight 
into luxury brands, which I didn't have before, or, for instance, on the designers and also the histories 
of specific brands. And that actually led me to seek this kind of information myself, like outside of 
class, therefore, it was really interesting. I mean, for some brands, you already know that there's like 
a lot of heritage and a lot of stories, but there is some brand where you are not really as aware of. But 
I find that this is something very interesting and I found myself actively looking for this kind of 
information. 
I: And does it matter if your friends or your environment in general, would also be engaged with 
luxury fashion brands or would it encourage you to even more engage with a certain brand?  
P: Oh yeah, definitely. I have some friends who tell me that... you know like many girls have like a 
dream product, a dream bag or whatever, that they would really like to have. And when I talk about 
these kinds of things with my friends, and they tell me about a brand or product, that's definitely 
something that increases my desire to engage with a brand. And it also really motivates me to actually 
go to the brand's website or their Instagram and have a look. And in that way, I think it matters a lot 
what my peers think and definitely also influences the way that I would think about a brand. Because 
if they tell me, that they really like it and that the quality is good, the design is good. I probably look 
at the brand differently than I would have, not knowing any background information. 
I: And yeah, when we think about your visit to the Louis Vuitton store with your mom. You already 
mentioned the positive experience you had, but what was your personal outcome when you engaged 
with the brand? 
P: Hmmm what exactly do you mean with that? 

I: What was the benefit? What did the brand give to you during your engagement experience? 
P: I think it's just... so when you leave that store, I think just feel special because you were treated 
nicely, like they would give you champagne and the sales personnel is just really, really friendly and 
treats you with a lot of respect. So, I think it's just a way of how people treat you, which I mean should 
actually be the case everywhere you go. But it's very, very special. So, when you leave the store, you 
just feel it. I mean, I wouldn't call it wellness, but it's just something that makes you feel better after-
wards like you're happy you're satisfied. It just makes you appreciate also the experience of being 
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like, treated nicely. And yeah, just having a good time really. It's a bit like, like a thing you would do 
for fun, maybe. Just, you know, like, go there, treat yourself nicely, go there with your mom, your 
friends, whatever, and just have a good time in the store and then go outside and have something like 
a souvenir to take back home and you think back to this, like nice encounters you have. 
I: Okay. And do you think it also works the other way around? Like, could you give something to the 
brand through your engagement? 
P: Oh, that's a good question. I mean, it probably depends on how attentive the salespeople are. Like 
usually you talk to them and you have like a conversation and I could imagine that I tell them some-
thing, like my experience with the brand or maybe other brands. If they are very attentive, I feel like 
there are some things that they can take out and they could give feedback to their manager maybe, or 
just see how I interact and I think in that way, like the interaction is also very interesting for a brand, 
because they see the different ways that customers, and ultimately different type of customers, interact 
with the brand. And I think in that way it is something they can value, that they can get out of the 
interactions as well. 
I: Okay. And, you also mentioned your mom a lot and that you connect her with a lot of your engage-
ment activities. 
P: Hmmm. 

I: Do emotions play a role for you when you are in general involved with the engagement? 
P: Yeah, I think probably definitely. Especially thinking about the brands that I connect through, like 
Louis Vuitton, for instance, which she likes a lot. But also, she likes Dior a lot, so probably I connect 
that with her as well. It's definitely something that...I wouldn't say that I actively think about my mom 
when I think about these brands, but it's something that I definitely connect. And probably also part 
of my enjoyment when I engage with these brands is because I think about this nice experience I had 
with my mom. So, I definitely attached like an emotional role to my interaction with the brands. 
I: Okay. And, according to your own perception, did you contribute to the brand's image through your 
engagement? So, did you contribute to Louis Vuitton's brand image while you were in the store and 
maybe also walking out there with a bag? 
P: Yes, I think so because, I mean if I carry the bag afterwards, they don't know if it's mine or if it's 
my mom's. But if they see us, they probably associate a certain type of person with these kinds of 
bags and maybe we met that kind of person they have in mind. And that way it would strengthen the 
brand image. But also, maybe we are very different, which I personally don't think, but it could always 
be that you're a very different person than the average user of a brand. And I think in that way, if 
people see you, they would start thinking about it and maybe, like, be more attentive to looking at 
other people they see with certain bag or clothes or whatever. And I think you can definitely shape 
the way that people perceive a brand just because they might associate a certain type of user with this 
brand. 
I: Yeah. You just mentioned the perception of others. Do you think that such engagement contributed 
to how you might be perceived by others? Did that change something? 
P: Yeah, I think probably, I mean, it really depends on the kinds of people you engage with. I mean, 
I think that some people, maybe not necessarily with me, but especially like thinking back in school 
when, I mean, I didn't have these expensive bags, but my mom would have them and I know that 
some people could be jealous, because they can't afford them and then they might look at you differ-
ently because they think like, oh, that person can afford them. Probably, even with a... maybe negative 
connotation. But then again, now, if I think about my life now, I feel the people who surround me, 
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they do not think in that way. But I think it attaches a certain element of style, like a certain style that 
you want to express yourself with. So, if you wear these kind of like expensive bags or clothes, I 
think that people might think that you pay a lot of attention to fashion, or to a certain kind of brand 
or style. And I think it will definitely impact the way that people perceive you. I mean, people might 
still think like, oh, she thinks she's better than others because she can afford an expensive bag. I hope 
that's not what people think. But I think mostly it's like kind of categorizing people to belong in to 
this kind of certain person that spends a lot of money on clothes and cares about clothes. 
I: And did that also influence how you perceive yourself? Like does it matter for you, if you know 
that your mom has a lot of designer items at home or that you engage with a lot of brands or did 
engage with a few brands already. 
P: I mean, for me personally, you know, when I try to engage with brands, that's also why I'm not the 
biggest fan of Louis Vuitton myself. I don't like it when they have a large logo on them, when it's 
really like in your face. So I feel like a way that I am perceived when I wear brands of that kind, I 
think it doesn't change much the way that I perceive myself, because I would like to have some brands 
which are a bit more subtle that don't really scream in your face "I'm a luxury brand", you know. But 
I think it definitely changes the way people might perceive you if you have these kinds of brands that 
a very obvious luxury and yeah, like that way.  

I: Was that different when you were younger?  
P: Yeah, I think when I was younger, I didn't mind when brands had like big logos on. I also liked 
Louis Vuitton, that's also why I have one, I liked it much better with like the canvas, and the logos of 
the brand. I was never really the type of person that really wanted to show off. Like, I didn't wear 
them to show like, oh I have Louis Vuitton, but I didn't mind as much. Whereas now, I'm more 
mindful about not wanting to have this logo, super obvious. So, I don't want people...that's like what 
I mentioned before, I don't want them to think that I think of myself as being like a better person or 
whatever, just because I buy an expensive brand. Like, I only buy them because I like the style and I 
think it will add on my personal expression. But yeah, it has definitely changed. Like when I was 
younger, I didn't really mind that people saw the logo or... I didn't perceive it as a bad thing if the 
logo was visible. Whereas today, I'm a bit more cautious. 
I: Okay, nice. So, yeah, I think we've now reached the end of the interview.  

P: Okay. 
I: Is there anything you would like to add, or do you have any questions? 

P: No, I'm good. Thank you. 
I: Okay, perfect. Then thank you again for your participation  

P: You are very welcome. 
I: And I'll stop recording now. 

 
 

  



Master Thesis | Katharina Schaab & Amelie Schwickert   
 

 CXXVIII 

Interview 9 

 

I: So, hello, and welcome to our interview. First of all, thank you very much for taking the time today 
to take part in the interview. My name is Katharina, I'm a student at CBS and my thesis partner Amelie 
and I are currently conducting a few interviews as part of a master's thesis. And first of all, the over 
schedule. The interview will last about an hour and I will ask you some questions about luxury fashion 
brands. And thereby it's really important that there's no right or wrong answer. So, you can just tell 
me your personal opinion and whatever comes to your mind spontaneously. If something should be 
unclear, you can of course, always ask questions. And your answers will of course be treated confi-
dentially and anonymously. Our conversation is recorded by audio only. And this is only for the 
purpose of allowing us to listen to the recording again at a later time in order to not have to remember 
or write everything down during the conversation. And everything you say serves only our research 
purpose and will not be related to you personally and will of course be deleted at the end of our study. 
Yeah, so if you agree, we would now like to start with the interview. 

P: Yeah, that's perfect. 
I: Do you have any questions before we begin? 

P: I am alright, thanks. 
I: Okay. So, before we start with the actual interview, I would like to get to know you a little bit 
better. Can you tell me a little bit about yourself? Where do you currently live? What are you doing 
professionally, and maybe some interests and hobbies of yours? 
P: Yeah, so I'm Roman. I live in Paris. I study in England and I've actually met Katharina in Rome, I 
studied in Rome this year. I do international business and marketing. And I'm on my third year now, 
so I complete next summer, so my final year. I am currently in Paris, my hobbies are... what are my 
hobbies...I do love fashion. So of course, fashion is one of my main hobbies. I love luxury brands. 
I've done internships for L'Oréal, I've done interviews for LVMH, etc. So, I'm really interested in the 
fashion and luxury industry and a hobby would be I like cooking. I like cinema. Yeah.  
I: All right. You mentioned that you are currently studying in England. Why did you decide to study 
there? 
P: Um, so I study in Leeds, so I started with one year as foundation year student in Oxford. So, I just 
wanted to discover a new place, discover new people, new ways of thinking and working as well, 
which is why I went to Rome as well, because I'm really interested in discovering different cultures, 
how people behave. So yeah for me, it was quite important to discover something new. 
I: Okay, perfect. Um, yeah. Let us now focus a little bit more about the topic of luxury in general. 
What does luxury mean to you personally? 
P: So, for me, so as I said in the, in the little interview before the paper, your questions. I think that 
for me, luxury is kind of a way of thinking, it's a kind of separate world, which can be a hobby as 
well. So, it's many things. It's engagement. It's some products, some services. It's, to me the notion of 
luxury is an intangible notion, that first starts when you think about it, then you can finish with a 
tangible product in your hands. For me, it's something special and yeah, it's obviously usually high 
priced, you have a big aspect of tradition of craftsmanship behind the different maisons and brands. 
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So, for example, Dior has a whole story behind, Balenciaga. Jacquemus nowadays, which is not lux-
ury yet, but it will definitely be, that's for sure. So yeah, for me it's this whole aspect of tradition and 
high price mainly. 
I: Okay. So, now you described luxury in general a bit, and also mentioned already few fashion 
brands, but how would you define luxury fashion brands in particular? 

P: How would I define it like, how they are, like they are or me?  
I: Yeah. 
P: I think that fashion brands are kind of different identities. So, for me, the Dior identity, the Chanel 
identity, Balenciaga, Hermès, Prada etc. So, they're all really different. But it's kind of like different 
like social groups. So for example, I would identify myself as a Balenciaga person because I like this 
whole like streetwear aspect, but I do love to Dior as well because I'm French so there's this whole 
like, French tradition behind this luxury brand that I really love and then the finest products etc. as 
well. So, for me, it's kind of like groups of interest. And obviously you share like passions and interest 
with these brands through like engagement etc. 
I: So, you would say that you are able to identify with multiple brands? 
P: Yes right, I do you think so. I do really like fashion, so I follow fashion brands, like, I would say 
at least 10 on my Instagram, I follow fashion weeks, I go to stores every time when I travel some-
where. I am gonna enter a Louis, I'm gonna go in a Dior, I am gonna go... I don't know, like different 
places, but I, I usually interact with these brands through different ways.  
I: Mm hmm. And you just mentioned that you visited stores of luxury brand several times. Did you 
feel comfortable walking in there? Is that something that you do on a regular basis? 
P: Um, I think that I do it usually when I travel and when, for example, people visit me in cities I live 
in. So, for example, I live in Leeds, I've lived in Oxford, and I live in Paris, I've lived in Rome, so 
I've lived in a few cities already. And usually when people visit, they actually like seeing some luxury 
fashion stores. And I am talking mainly of... obviously, your thesis is about fashion, so it's mainly 
like Louis etc. But, yeah, I think I go on a regular basis, I think that I do, I would say, in a luxury 
fashion store, I would go like once every two months. 
I: Okay. And in your opinion, what distinguishes a luxury fashion brand from other, like rather ordi-
nary fast fashion brands that you know? 
P: Um, so I think for me the service is the main thing so, obviously, you have the price aspect, but 
when you walk in a fashion luxury store, you'll obviously know about the price. So, for example, the 
price is very different. The layout of the store is going to be very different. You're not gonna have the 
prices in big, the music is going to be different, the whole atmosphere is gonna be different and also, 
yeah, the service is the main difference, I think. For example, in Rome when I had to go to Louis, I 
walked in and people open the door for you. Someone comes up to you straight away. They kind of 
follow you from the beginning of your purchasing process until the end if you want to buy or not. 
Yeah, I think this aspect of service is a very big thing. But of course, the products are also very 
different compared to ordinary stores such as H&H, Zara, etc. 
I: Okay, perfect. Yeah, you already said or mentioned that you follow a few brands on Instagram, that 
you like to visit stores when you travel especially. So, would you say that you are confronted with 
luxury fashion brands in your everyday life? 
P: Yeah, I think so. Definitely. So, living in Paris even more, I would say because it's big city and it's 
a fashion city as well. I lived in Oxford, so I spent quite a long time in London as well. So, London, 
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Paris, Rome, so Rome is not Milan, but it's always like fashion cities. And I actually chose to go to 
Rome, I actually chose to go to England because I actually do love fashion. And I do love seeing, like 
fashion, like fashion people around me as well. It's interesting to see the differences. So yeah, in a 
way or another. If it's not walking in a store one day, it will be interacting on Instagram another day. 
Or just looking at people around me and maybe just recognizing some pieces that I've seen before 
and I like potentially won't or... yeah. 
I: Okay. And yeah, what does it mean to you to wear those brands? 
P: Um, I think that to me at first...well hopefully, I hope to think that it's an individual pleasure, so 
that it's just because the person really liked the piece and that they like it and they just want to wear 
it because I don't really understand the fact of buying it and keeping it inside so I think that it's the 
piece that you're happy to show. So of course, it is a social aspect in the second time, well of course 
people buy to obviously talk about it, probably show it but I think that mainly, hopefully its own 
pleasure. 
I: You already talked a little bit about your history with luxury fashion brands, but I would like to 
dive a little bit deeper into that. When did it start for you to deal with luxury fashion brands, when 
did it become an interesting topic for you? 
P: Um, I think when I was quite young. So, my parents work in advertising companies. So, they're 
kind of confronted to people with nice clothes where you have to be quite nicely dressed in your 
everyday life basis. And when I was growing up as well, I just always had this interest in fashion, for 
beautiful things. Yeah, I was just really interested just by seeing the background of things that I was 
seeing. I was just looking at magazines, quite early age was no more three, I think. I have a sister, she 
is also really interested in fashion, so this was a huge influence growing up. And I've always been 
quite close to girls as well. So of course, I've just been quite interested in fashion. 
I: Okay. And do you think there is a special benefit for you personally, when you own luxury fashion 
products or if you wear them, do you think there's something that you have that you wouldn't have if 
you would wear like a normal brand? 
P: I would not say a benefit. I would say that, again it's like your little kind of kind of pleasure. So 
today, I think that it's seen a bit for our age, a bit of a guilty pleasure, like having a fashion luxury 
piece is not always THE thing to have, I think. But it's still for your own interest, if you really like 
the brand it is always a pleasure to have something from the brand. And I do like the aspect of col-
lecting things as well. So, you should just really like a certain brand, if you have like two three dif-
ferent pairs of like this exact type of shoes just because you really like it, it's kind of like a form of a 
really special collection. Because obviously inside... I said in the questionnaire, that it's a form of 
jewelry because usually it's quite expensive so it's a nice way to just keep things because the quality 
of a luxury fashion product is usually quite high so you can keep it as well. So, I think this is more 
this aspect of collection. 
I: Okay. But you also mentioned that if you own certain items of a luxury brand that you would like 
to show them outside and you're not seeing the point of storing them inside that no one sees them. 
So, you are rather buying them to actively show them outside? 
P: I think, no, I think that I do buy them because I like them at first and after the thing... when I say 
that it's important to wear them outside is that I think that when you spend or when someone offered 
to you something up of a big amount of money. I think that is just a bit of a waste of keeping it at 
home, so obviously you are not going to wear all your pieces at once.  

I: Yeah... 
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P: But if you can just wear them, like frequently to not just leave them in your wardrobe. I think that 
it's important, because it's just the way to get your money worth it. I mean it's important, it's not 
obviously to just show it because obviously the society is going to be like, oh my god, I love this pair 
of shoes and oh my god where did you get it. But I think that it's mainly to just have your value for 
money because it's you getting expensive products. So, you're just here to wear it. 
I: Yeah. Let's stick to the shoe topic. Because for example, I have some really expensive shoes and 
they have a really, like sensitive material, I would. Say so every time I go outside, I have to think 
about "okay, will it rain? Is there a possibility that it rains?" and then I also think about where I go 
because sometimes if I would go to certain places, I would not wear them. So, you really have to 
think ahead of what you do because it kind of limits you. Do you...? 
P: Yeah, right. It's obviously like jewelry. So, you would not wear your jewelry to go to do some 
sport or for like special pieces you just gonna think before wearing them, which is the luxury aspect 
as well. It's having the choice of wearing something or not. If you wear a pair of Adidas Stan Smith, 
you're not gonna think if it's gonna rain or if it's gonna be really hot outside. Whereas if you wear 
some big Balenciaga chunky shoes, you might not want to wear them during your daytime during 
summer because it's just gonna be really hot. So, it's this. Of course, you have to think a bit more 
before you wear fashion luxury products. 
I: And now please think of a concrete luxury fashion brand that comes into your mind. And this can 
be either one from which you have already consumed a product or received one as a gift or also, I 
don't know, just a brand that you could imagine consuming or that you are have already dealt with 
more intensively. Yeah, what brand are you thinking of? 

P: I am thinking about Dior, yeah. 
I: About Dior, okay. And are you thinking of a specific product? 

P: Are you asking if I have one? 
I: No, sorry, the connection was a little bit off right now. I was asking if you think of a specific 
product, like when you think of Dior, do you think of a specific product category or...? 
P: I do think that their bags. I do like the bags and I would say their leather collection 
I: The leather collection, okay. And when you picture this brand in general, what are your first 
thoughts? 
P: Um, so I think French tradition, fashion weeks, fine couture and quite like light colors. I don't 
know why, it's usually like either black or light colors but not really colorful. It's mainly like pastel 
colors, etc. I actually think that it's the biggest one as well. When I think about Dior, it is just the Dad 
of all fashion luxury brands.  
I: Okay, and if you try to imagine this brand as a person, what image do you have in your mind and 
what would this person be and look like? 
P: I think it would actually be a man, it would be a quite tall man and quite skinny, so you know like 
kind of sporty skinny and he would be really like um, like wide shoulders. Quite short hair, with 
sunglasses on, quite big sunglasses. He is wearing shorts and quite nice pair of shoes. Obviously no 
DocMartens, but kind of like the style, but in a Dior version. 
I: Okay. That was really specific. The creative director of Dior is a woman in this case. Do you think 
that this plays a role in your image of the brand as well? 

P: Can you repeat the question please? 
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I: Is the connection okay? Do you hear me? 

P: It's all right. Yeah.  
I: Okay.  

P: Yeah. 
I: Um, so the creative director of Dior is a woman in this case. Do you think that matters for the image 
that you have of the brand because you connected it with a rather manly picture? Did you think about 
her as well? 
P: Um, I was mainly thinking of Kim Jones. So, I really like Kim Jones with Dior, I really like his 
work. So, for me Kim Jones plays a big part so obviously he's the man so it's maybe why as well. 
And I've mainly followed his collection, so I don't know if it's that as a man I do follow more Kim 
Jones' work. But I think that he plays a very big image picture at the moment, so for me... I don't 
know, usually pictures that really catch my attention are men on fashion shows and walking.  
I: Okay, so if we now put the whole fashion topic aside for a second and if you think about your 
personal image of yourself, what kind of a person are you? 
P: So, I think, that I am very sophisticated, I am a tall boy, so I like when people notice what I wear. 
I really like having a good fashion sense. I am really smiley; I try to be sociable and to be as ap-
proachable. Obviously, with my past etc. I'm always a bit of struggling with people. So now that I 
just fully enjoy myself, I just really want to be open to everyone, speak about hobbies, because I think 
that I'm an approachable person who can talk about different topics and is always really interested. 
I: Okay. And are there any characteristics or values where you say, okay, that's not who I am right 
now, but that's something that I'm striving for in the future? 
P: Concerning what, what do you mean? (…) That's the only thing. I don't feel complete at the mo-
ment really... 

I: Could you repeat that again? Sorry, the connection is kind of off. 
P: Yes of course. So, I would say only on the professional side, so obviously I'm studying at the 
moment. So, I'm just trying to be complete and fulfilled in my professional life in the future. So just 
a job that I really want. 
I: Okay. And now if you think about the outward appearance that you want to make, what are perhaps 
characteristics that you would like to show outwardly or that you want that other people connect with 
you? 
P: Um, I think this whole like sociable aspect and like positivity. So yeah, I think, I try with people 
to be, as I said, as smiley and as positive, as interested. Not judgy. So, when someone tells me some-
thing. I just really focus on what they like and the personality of the person. So, yeah. 

I: Okay. And was that always the case or did that change a bit? 
P: Yeah, I've changed. Mainly when I came out and also when I was growing up as well, so I think 
this whole thing changed when I went to university in England, when I discovered a different place 
and different types of people as well. So, I just discovered new things, just opened my mind as well 
on what I liked as well. And this actually fashion and luxury passion just grew even more from it. 
I: And you're 21 right now, and you said that you're in your third year. So, you were probably around 
18 at that time, when it changed? 
P: Yeah. 



Master Thesis | Katharina Schaab & Amelie Schwickert   
 

 CXXXIII 

I: Okay, and would you say that the perception of others is more important to you than your own 
perception of yourself, does that matter to you? 
P: I think it is important. Yeah. Maybe not as much as before. Now, if people just not enjoy, for 
example, when I consume a product, if people don't like it, I will still buy it. Because I don't really 
care. If I do really enjoy a piece of something, I just buy it. Obviously, it's always nice to have kind 
of an appreciation of someone or like other people, but I do mainly focus on myself as well. And 
yeah, I do take care of myself, so obviously that image I send to a people is important. But I think my 
own image of myself is the most important for me. 
I: Okay. Yeah, well, I think it's sometimes also really nice... because you said that you would buy 
brands even if your friends or your like network wouldn't like them. I think sometimes it's nice to be 
the only one to have something... 

P: Yeah, to just do that for yourself. 
P: And yeah, well when we go back to the fashion area a bit more to what extent would you say that 
you can express your personality through fashion? 
I: So, to what way? So, one way or different ways? 

I: No, you can talk about whatever like to what extent... 
P: I think there are different aspects of my life. I don't consume fashion products well luxury fashion 
products very often. But I have a few pieces and every single piece represents something for me, so 
good and bad. I think that every piece as compared to a basic product or basic t shirt, I always re-
member when I got it, when I had it, for what, from whom or for myself. So, I think that fashion 
luxury products that I have, have a history, which is a big thing for me. Also, the whole engagement 
thing done through my like social media. I always try to be updated on things. So, for example, I'm 
currently enrolled in an online course, from a fashion school in Paris. I was always really interested 
to grow my knowledge in this sector. 
I: Okay, um, was that part of your original study? Or do you do that in your free time? The online 
course? 
P: I do that in my free time. 
I: Okay. And yeah, earlier we talked about what the Dior stands for in your eyes and yeah, now we 
talked a little bit more about the image that you have of yourself. Would you say that the two images 
match in a way? 
P: So, the image of myself now and what image I had before? 

I: Sorry? Yeah, the image of Dior. 
P: Oh yeah, yeah, yeah. I think I do. So, as I said when I was describing, I was describing quite tall 
boys and I'm a tall boy as well. I do really like beautiful and fine things which is very characteristic 
for Dior. I do really like YSL as well, I think they're different, but they have this different fine aspect. 
Kind of not chunky brands. So, there's some luxury fashion brands to me that are nice but seen as a 
bit chunky. And some others seen as more traditional and fine brands with very minimalist pieces, 
and I think that I would consider myself quite minimalist in this sector. I do like beautiful small 
things. I don't really like big, huge bags. So, I like little, yeah, I like little things. 
I: Yeah. And you mentioned that you engage a lot with luxury fashion brands like not only related to 
actual purchases but you said that you're confronted with them in your daily life, you are looking 
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what other people are wearing, you are engaged on social media. Would you say that is also related 
to your personality that you're really engaged with luxury fashion brands? 
P: Definitely, yeah. So, it's one of my hobbies. My friends are usually quite interested in fashion 
brands as well. When people are not really interested, I felt that I would struggle a bit more with these 
people because it's a big part of my life. I'm really interested I like beautiful objects, etc. I do like to 
have knowledge in the fashion luxury industry. So, when there's a new brand, I always try to follow 
the new brand. I know multiple of fashion brands and when someone doesn't know it, obviously it's 
kind of a handicap to like to speak about this sector which is really, really important for me and I'm 
really keen in this sector. 

I: Okay, so would you say also most of your friends are also into fashion and luxury brands? 
P: Yeah, I would say 75% of my friends. Yeah. 
I: Okay. And yeah, how do you select the brands that you engage with? Are you looking for brands 
that embody how you see yourself or what was the process? 
P: Yeah, I think that I would look for the creativity and also for the recognition. And finally, I would 
say for personal interest, so. So yeah, I think like these three aspects are obviously presented in a lot 
of brands, especially French brands. Because I know how, of course French luxury brands are really 
famous. But also, recognition. So, for example, Jacquemus at the moment is a big brand. And I think 
that it's interesting to follow, because he doesn't just sell products. He also shares a kind of way of 
life, really peaceful relaxed, which is actually interesting, especially in this period of quarantine, to 
follow because it's not just a luxury fashion brand, that is selling products it is also selling an idea 
and selling the kind of peace of mind, so yeah. 
I: Okay, and would you say that you as a customer or as an engaged person are able to change the 
image of the brand? 
P: I would not say on a big scale, but I would say that in my surroundings, yeah, definitely. Because 
I am really into fashion brands, so usually my friends, if they like a luxury fashion piece then will 
send it to me and I'll give my opinion on it. So, I think that I could, I could definitely say that I am 
able to change the image of the brand in the mind of my friends, but I don't think I have the power to 
change the full idea of the brand. 
I: And when you think about other people, do you maybe have a person in mind from whom you 
think that the personality is represented by wearing or interacting with a luxury fashion brand? And 
you can also think about? Yes, someone in your personal network, but also a random, influencer, 
celebrity from social media, for example.  
P: Yeah. I would actually think of my friends. So, um, yeah, I would mainly think of my best friend. 
So, she's a big consumer of fashion luxury products, or she does really like it. And the fact that we 
speak about it and that we have a big interest is a big thing. Because for me, the engagement with a 
fashion brand it's just not only being a loyal customer. It's also talking about it, this whole word of 
mouth interacting. So just always be on point for the last news and talking about it. So yeah. 
I: Okay, perfect then let's move a bit more into the yeah engagement part. Let's talk about what it 
means to you to generally be involved or to engage with a brand. And you can thereby think of all 
possible activities through which you can interact with the brand. How would you define such en-
gagement?  

P: What do you mean? Can you repeat the question? Sorry. 
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I: Yes, I wanted to know what it means to you generally, to be involved or to engage with a fashion 
brand or luxury fashion brand and you can think of all kinds of activities, how would you define that? 
P: So, I think first of all it is through social media. Because it's the main and easiest touchpoint that 
we have. So obviously you cannot be in a Louis store every day. But you can still have a look on your 
Instagram for like every picture that Louis posts every day. So, when you wake up, you can have an 
interaction straight away, when you go to bed at night, you can have an interaction straight away. So, 
I think social media is the main big one part of engagement. Of course, there are these fashion weeks. 
Um, so you can just follow the fashion week and discover new products that you would potentially 
buy in the future or just of course not only buy but being interested in. So, if you're just really inter-
ested in brand you can always just browse or not. And just sign up, sign up to newsletters and just 
receive all the evolution of fashion brands. For example, I am not a member, but I signed up to the 
Vogue Business newsletter, So I receive a few emails every day. And then I can read on different 
topics, how fashion luxury brands are doing. So, for example, fashion brands are going through this 
whole change in 2019, for example, when LVMH bought Fenty.  Um so it's kind of different news, 
it's a different world. So yeah, you have the news on your TV at night and you have the news of the 
fashion luxury industry. And then of course also when you wear it. 
I: Okay. And you just mentioned that you signed up for the Vogue Business newsletter. And yeah 
that you're in generally interested in news about the business side. 
P: Yes. 
I: Would you say then, that it is a motivation for you to get engaged with brands with the background 
that you are able to learn something? 
P: Definitely, yeah. So, it's another form of increasing your knowledge in something and increasing 
the hobbies that you have for something, the whole interest. So, for me, I want to work in the luxury 
fashion industry when I'll be older. So, it's kind of a way of revising my work, when I read newsletters, 
and when I can speak about it with my friends etc. And so, it's a different form of internal knowledge 
on a specific sector that I am interested in.  
I: Okay, earlier when we talked about luxury, you mentioned that for you, luxury is an intangible 
notion. 
P: Yeah, partly, yeah.  
I: Where does engagement started in your opinion? Can it also take place in your mind or is it just 
about concrete actions? 
P: No, I think that it's in your mind as well. So that's why I am talking, the intangible aspect can be 
in the store, so this whole service aspect is also the whole idea that you're connecting with a fashion 
brand itself. So, for example, when you like an Instagram it's just the idea of liking something like a 
specific product they consider like the colors because it gives you a good perception of some things. 
So, you cannot really explain it, but it's just an interest when I speak with my friend we just exchange 
and share our ideas which is obviously intangible. So, it's more a way of behaving and not obviously 
doing things. 
I: Mm hmm, okay. And, yeah, when we now think about luxury fashion brands, are there any differ-
ences for you in terms of engagement between the typical fast fashion brands like Zara or H&M and 
luxury brands? 
P: Yeah, yeah, the differences are really big. Of course, the price aspect, there is the service quality 
aspect. There is the atmosphere, there is the time spent on choosing a piece, there is...I am trying to 
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think ...there's just like so many differences there I think, because H&M is not a way of like behaving 
, you are not really showing anything through an H&M piece. And luxury fashion is really different 
for me, so I think yeah, I think there is no really like...even the textile is usually different, it's two 
complete different worlds. And yeah. 
I: Okay. And can you give me a concrete example, like the first one that comes into your mind, where 
you have engaged with the luxury fashion brand, maybe the most recent one? 
P: I would say with Balenciaga. 

I: Okay. Um, and how did that engagement look like? 
P: So, I got...a store offered me a pair of shoes, a store I was working for in Paris. And they offered 
me a pair of shoes. So yeah. 
I: Okay. And yeah let's stick to this specific example. You said that the store offered you the the shoes 
but what was the motivation to choose specifically Balenciaga? 
P: Well, so they have a limited brand range. So, they have Alexander McQueen, Balenciaga, um 
Margiela and Zanotti, Zanotti is for me just not at all a luxury fashion brand. It is not fine; I don't 
really like at all. 

I: What is the name of the brand again? 
P: Um, Zanotti, Z-A-N-O-T-T-I. Um, but for me it should not be a luxury fashion brand, it is quite 
ugly. So yeah, I chose Balenciaga out of these different brands and I got a Triple S pair of shoes 
because I do you like Balenciaga. But I think that it's nice when you like a specific brand to consume 
one of the symbols of the brand. And the Triple S is a quite big symbol of the brand, even though it's 
a different identity of fashion I like, because Balenciaga shoes are quite chunky. It's just the streetwear 
aspect, that I like. How I can just wear these shoes every day because it's just sneakers. It's obviously 
so, the girl cannot wear Dior heels every day. 

I: Yeah. 
P: Yeah, sneakers are easy to wear. 
I: Okay. And would you rather engage with a luxury fashion brand that you are already familiar with, 
that you have already bought before? Or have an experience with? Or could it also be a completely 
unfamiliar brand? 
P: I think it is not familiar in a way that I've never heard the name of it, I don't think I would be really 
tempted. But for example, I don't have any Prada things, but I do love Prada. So, I've never consumed 
any product, but I would be happy to consume a product from them. 
I: Okay, and would you say that it's more motivating for you to get engaged with a brand in a self-
initiated way because you want to and because you follow the brand, or would it be also motivating 
for you if the brand requests your opinion or that you engage with the brand? 
P: Um, I think both. I think that I would be interested to be contacted by a brand to give my opinion 
on a product because obviously I'm kind of like a sophisticated person. So, I like giving my appreci-
ation on some things. I like saying if I like a piece or if I don't like it at all, or how it could be better 
so I would be interested in being contacted by a brand. Also, I think, that on my own side as well, if 
I do appreciate a brand, I would be just happy to just go for it and give my opinion without the brand 
having to contact me. 
I: When it comes to going into a store, a lot of people I know have mentioned that they don't like it 
when they get approached directly when they go into the store because they perceive that as too 
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pushy. They like to have a look around first and then yeah, like to be contacted from the sales per-
sonnel in really subtle way. Would you agree with that or…? 
P: I agree. If someone opened the door and just starts talking to you, follows you in the store when 
you haven't looked yet, I don't like that at all. But I think it's important that they open the door for 
you,  but then just let you browse in the store and just ask if you need some help, either like this 
instead of directly jumping on you when you walk somewhere. 
I: Yeah, okay. Okay, so, um yeah, what would you say what is your personal outcome when you 
engage with luxury fashion brand, like maybe what is the benefit? 
P: Um, so as I said at the beginning of the interview, I think it's personal pleasure. So, it's just excite-
ment and it's nice just to add a piece to the kind of collection I have. So, it's just, it's just like for 
myself pleasure and after of course, there is this social aspect when you wear it outside of your house. 
So, if I show it to my friends, and if they don't like it well, I do you like it and then we talk about why 
we don't like or like the product. And yeah. 
I: Okay. And is there anything that you give to the brand through your engagement? You said that 
maybe to some extent you are influencing your friends. Is there another perspective that you want to 
add? 
P: So yeah, I can like influence my friends. I think that I am kind of loyal as well. When I find that I 
like a product or that I have a product from the brand. I feel quite loyal to the brand. So even after I 
buy one piece, I don't need to buy that many because it's usually quite expensive but it's kind of being 
part of the brand's family. When you buy the product, you usually browse quite a lot before, and it 
means that if you scan the store and that you consume one of the products at the end is that you've 
got an interest in the store itself. And I think, yeah, when I do have a product, I feel kind of loyal to 
the brand. 

I: And were you emotionally involved in the engagement? If so, in which way? 
P: Mainly when I get the product because after when I just like post on social media etc., it's usually 
quite like, in a habitual way. So, when I like some posts, I just go through the posts, and I like it and 
I don't really think about it that much. But there's always a feeling behind, of course, like if I like a 
picture of... I don't know...like Balenciaga or Hermès on Instagram it means that I like the picture, I 
like the style that they use. Um, but it's mainly when I buy a product, yeah. If I buy the product, yeah, 
I would feel the engagement a bit more, maybe, and there are more like feelings behind and of course 
I would be really happy when buying something. Yeah, If I get a product, I would usually be really 
happy, so it is just on different levels. 
I: And do you connect the experience of specific items to specific occasions? Are you thinking about 
the time when you bought for example, I don't know, some specific designer items? 
P: Um, yeah, definitely. So, I got a Gucci card holder for my 20th birthday. So, for me, yeah it is this 
occasion.  
I: Okay. And we also talked about that you get new knowledge by being engaged with brands to a 
certain extent. Did you have the feeling that you were also able to share your own knowledge during 
that process? 

P: When I got the product? 
I: No, in general when you engage with the brand? 
P: Yeah, in general when I get a product or when I just interact with the brand, I think it's a constant 
increase of knowledge. So, for example, if I like a picture on Instagram is using the latest collection. 
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So, I am aware of the latest collection, how the brand is evolving. So yeah, I think that is an increase 
of knowledge every time I take part and every time I, yeah, just thinking of the brand, researching 
etc. is an increase of knowledge for me. 
I: Okay. And you also mentioned earlier that your friends reach out to you when they want some 
advice regarding the latest trends and if you like a product or not. So, would you say that your en-
gagement contributes to how you might be perceived by others? 
P: Yeah, I think so. People around me know that I really like fashion. So of course, if they send me a 
piece of luxury fashion brand, they usually ask me like what do you think of that and I give always 
very like specific and concrete opinions on the product itself. So yeah, people... I do love talking 
about fashion. I like wearing nice clothes and being noticed by my fashion sense. So of course, my 
friends usually when they ask me, they just know that behind there is my knowledge as well. Yeah. 

I: Yeah. Okay. Perfect. That was, yeah, a really good answer, I think. 
P: No worries.  
I: And we have now reached the end of the interview. Is there anything you would like to add? Or do 
you have any questions? 
P: No, that's perfect. I hope I answered all your questions. And obviously, don't hesitate if you should 
have more questions. I can always reply to you as well. And then once you finished, I would be really 
interested to see your final project because your questions were really interesting as well. 
I: Okay, yeah. Okay then thank you again and I will stop recording now. 

P: Perfect.  
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Interview 10 

 

I: Then, welcome to interview and again, thank you very much for taking part. As you know, my 
name is Amelie and I'm a student at CBS. And my thesis partner Kathi and I are currently conducting 
a few interviews. And so, the overall schedule: the interview will last about 50 minutes and I will ask 
you some questions about luxury fashion brands and customer engagement pretty much. And it's very 
important that there's no right or wrong answer. So just feel free to tell me your personal opinion and 
whatever comes to your mind spontaneously. And of course, if something should be unclear, you can 
just ask. So, your answers will be treated confidentially, and I will record it on audio. But that's only 
for the research purpose. And yeah, so if you agree…  

P: I agree. 
I: Do you have any questions before we begin? 

P: Nope, I do not. 
I: That's perfect. Yeah, then I would first like to get to know you a little better. Can you tell me a bit 
about yourself? Like, where do you currently live? What are you doing professionally? And what are 
your personal interests or hobbies? 
P: Sure. So um, well, my name is …. I'm 24 years old. I'm French. currently a student at CBS, Co-
penhagen Business School, doing the Brand and Communications Management program. Thesis in 
June and I'm also working part time at Pandora. And interests… I like fashion. A lot. I care about 
sustainability. I like sport activities and obviously family and friends are also a big part of it. 

I: Okay, that sounds good. Um, thank you for that already.  
I: Then let's focus a bit more on the topic of luxury. What does luxury mean to you personally? 

P: So, for me, luxury means more high-quality products at a high price or premium price.  
I: And like luxury fashion brands in particular, or would you define them the same way? 

P: Yes, the same way as well. 
I: Okay. And in your opinion, what distinguishes luxury fashion brands from other premium or ordi-
nary fast fashion brands? 
P: Well, first of all, on top of my head, I would say the price, but they would probably tell you that 
this is based on the quality. So, mostly they're supposed to offer a higher quality clothing or accesso-
ries or anything else. And most of the time… yeah, the price is very, very high sometimes in my 
opinion. Maybe more than like what it should be to make some a lot of benefit out of it, but it's just a 
personal opinion. 

I: Okay, and what role do luxury fashion brands play in your in your life? 
P: Um, well, I follow a few luxury fashion brands and I'm interested about a few ones as well. In 
general, I mean, I don't have any I don't earn any luxury products. So, I can't say much about this part. 
But yeah, I think it's interesting to see their process and this is why sometimes I, I'm trying to go 
deeper into that information. 
I: And what exactly do you mean by their process? 

INTERVIEW AGE GENDER NATIONALITY RESIDENCE OCCUPATION SCHEDULED DATE 

10 24 Female French Denmark Student 02.04.2020 

 



Master Thesis | Katharina Schaab & Amelie Schwickert   
 

 CXL 

P: And in terms of supply chain, how are like materials they are using, where they are producing, 
because they are often communicating about, you know, made in Europe, which for them is then 
like…. it justifies a higher price rather than just made in China. So, all this kind of stuff, the sustain-
able part of it behind it and the… like more these specific materials and where do they do they get it 
and the innovation they're using or trying to develop, all that.  
I: And when you when you say that, it sounds like you’re sometimes a bit critical towards luxury 
brands like whether they do it the way they claim to do?  

P: Yes, my bad, let's be more neutral.  
I: No, no, no. It’s all about your personal opinion.  
P: It's more… I guess maybe the articles I read are making me biased and also because I'm not in that 
world. So, I'm not… I can't really tell whether it's true or not. But it's just most of the time I have the 
feeling that it's true. They have higher quality which justifies the price but, in my opinion, usually 
this quality does not justify that high of a price and so it's… I guess luxury is triggering people to be 
part of certain class and to be perceived as such. And most of the luxury brands aren't like to put their 
logo really big on their all of their products. And so, we need to be aware of that and have this brand 
image right away, which in my opinion is not always… Well, I don't know the word In English, but 
like very natural… how would you say? Yeah. I'm very critical about that but I hope by me to kind 
of…  
I: Um, okay, can you maybe take me a bit through your history with luxury fashion brands like, when 
did it start that you were interested in them? 
P: I would say two years ago, I started to be more into that. Because I also started to be more interested 
about like the sustainable products throughout the supply chain of fashion brands. And so, luxury 
fashion brands were also part of it. So, this is when it started, I would say. 
I: Okay, um, and now I would like you to think of a concrete luxury fashion brand. So just one that 
you have top of mind that you could imagine consuming or that you have to dealt with more inten-
sively. Yeah, which brand does come to mind first?  
P: I have two.  would say Gucci or Louis Vuitton? Do you have a preference?  

I: Yeah, maybe Gucci. I think, we didn’t have that one yet.  
P: Okay, well, good to see. 

I: Do you think of a special product when you think of a brand? 
P: Yeah, the belt. Um, the belt with the logo in front.  

I: When you when you picture the brand, what are your first thoughts? 
P: Well, my first thoughts are quality, for women from a certain age. Or I mean… Well, it depends 
on the products though, but more recently they kind of changed that brand image to more millennials, 
to target more millennials. And very… Yeah, I mean expensive, high quality. Yeah, that would be it.  
I: And maybe something that makes Gucci like special, maybe some adjectives that would only fit 
for Gucci?  

P: Only for the brand?  
I: Or maybe if we think about the brand as a person if we do it that way, like what would that person 
look like in your mind?  
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P: That's a good one. So, Italian and then with the great heritage. So, I would say more mature. Very 
talkative or expressive in a way that you see it right away? Not very colorful. Yeah, I mean kind of 
tall as well because everyone knows it and with a lot of money. Who likes to show off?  

I: Yeah, yeah. That's already very picture for me. 
I: Okay, so let's move a bit away from fashion. I would now like to think you about yourself, like 
what kind of person are you? What's your personal image of yourself? 
P: Okay, how would I see myself… Well, I would consider myself ambitious. Or like, in which way 
do you mean like character wise?  
I: Like characteristics that you stand for? So that you can identify yourself with.  

P: Okay, um, yeah so, I would say loving, ambitious, sincere, devoted, loyal, respectful.  
I: And do you maybe have something that you would want to be, where you think you're not there, 
but you would like to be that way?  
P: My career, professional career. I'm I mean in the way that I have something I really would like to 
achieve career wise and I'm not there yet so this is really something I would like to achieve. Do you 
mean that does it answer the question?  

I: Maybe like more and more thinking in characteristics.  
P: Okay, more in characteristics. I would say… I will try to kind of describe it. And then hopefully 
you can put a word on it. So basically, sometimes I would like to say no or but I, I don't know, I'm… 
Sometimes it's just too nice and try to help everyone. And whereas, like I still have stuff to do on my 
own and I can't, you know, like I'm trying to you know, be very helpful but sometimes too helpful. 
I: Okay, yeah, yeah, I totally get what you mean. And do you also have like some characteristics that 
you would like to show like to other people around you? Like some characteristics where it is im-
portant to you that other people also perceive them? 
P: One thing that people are telling me is I'm secretive or I feel like people know they can trust me 
without me telling it afterwards, this is one thing that people usually tell me.  
I: Would you say that, um, what would you say is more important to you? The picture that you have 
of yourself or the perception that others have of you? 
P: For myself, I think first believing in me is as the most important and how people see me is mostly 
their own problem.  
I: And then let's have a closer look on fashion again. What would you say, in which way can one 
generally express oneself through fashion? Like the personality?  

P: How do I express myself in terms of fashion? Do you mean the clothes? 
I: Like in a general way, do you think that people can express themselves through fashion? Like 
generally?  
P: Ah okay. Yes, definitely! I think fashion really helps people to become their own self or like to 
express their individuality. So, in that sense, I think fashion is very powerful.  
I: And how exactly do YOU express or want to express yourself to fashion? 
P: I'm very basic. I consider myself and character wise as a basic human being and I guess it's very I 
like classic, yeah basic clothes. Sometimes maybe with a peak of colors but usually I like basic tones 
such as black, white, grey or beige. And yes, but usually I wear always the same pants and pullover. 
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I: Um, okay, and then we talked about the image that you have of Gucci. And then we talked a bit 
about your image. Do you think that those two images match in some way? 
P: Not at all! I mean, I'm not saying that I would not like one day buy a Gucci product. But I don't 
consider myself matching with this brand specifically.  
I: Could you elaborate a bit on that? Like why do you think the way? 
P: Oh, well, first, I think, I mean, imagine I merge… I wouldn't target luxury brands to dress myself, 
I think. I prefer, in general high-quality products true but maybe not luxurious. So more like, I don't 
know, Sandro or Maje. Or, I don't know if you know those brands. But yeah, so more in between of 
fast fashion and luxury. And yeah, because… why? I think, yeah, I don't I don't know. I, I don't see 
myself having luxurious products because I don't want to waste so much money on luxurious prod-
ucts. 
I: But then you said that you're in your free time you're dealing with luxury brands, like you said 
you're following them and you're reading articles for example, how does like the whole part of dealing 
with them… how is that related to your personality? 
P: Because, I mean, some of the brands are really trying to be more careful and I like to see the process 
and the development of those brands. It's really interesting to see their shift in this industry. So in that 
sense, I like to inform myself about that. And, and yeah, so that's, that's why.  
I: So, is it like a bit that the sustainability or the the caring aspect is a bit the link between your 
personality and the luxury brand? 
P: Yeah, exactly. I mean, but at the same time, the fashion as well, because some of the luxury 
brands… I really like the clothes they are doing. Sometimes. But it's true that luxury fashion brands 
were always related to fashion, right? So recently it was more the sustainable parts that kind of made 
me more interested about those luxury brands.  
I: And then how do you select the brands that you deal with or that you engage with? Are you looking 
for brands that embody how you see yourself or would like to be seen? 
P: Yes, I think the ones that I am following are more the ones that I like in terms of design, what they 
do, their collection in general. So, it's true that I gave you Gucci before but I'm not following them. 
I'm more following Balmain, for example. Because yeah, I like the different collections there are 
doing. And I think the emotional part of it or the image, he's trying to cover from a woman, this 
powerful woman, it also triggers me in a way.  
I: Could you elaborate on that a bit more like what how does that trigger you? 
P: Um, well, since I would consider myself as an ambitious girl, I think seeing… and also feminist, I 
think seeing brands fashion brands, trying to put the woman forwards for once… or like for once… 
well now it's been a while now. But more and more putting the woman on the pedestal makes me… 
I mean hopeful for the future and in that way, I am interested more in this particular brand. And I 
could see also myself, I'll picture myself wearing those clothes. 
I: Which brand exactly? I think there was like a bad connection. I couldn’t hear the brand you were 
saying.  
P: Balmain. And also, because he's showcasing the clothes that are qualitative so strong in terms of 
materials, so strong woman as well that are doing whatever they like, don't care about the judgment 
of others. And so, in that sense, this brand I could relate to, to myself, I would say.  
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I: Would you… okay, so, like on the one side, you could a bit transfer the image of a brand to yourself 
by engaging with it or by following it and would you say that it could also work the other way around 
that you could as a customer of the brand, transfer your personal image to that brand like give some-
thing back? 
P: Yes, I think I could, if it was possible, reachable. Do you mean more as a comment on social media 
really like being in contact with them more finding a way to go through? 
I: Like when you're a customer of the brand or a follower of the brand like that same maybe like a 
fan of the brand. And by being that, do you think that you can give back some of your personality 
and put it on the brand so that the brand is a bit seen like you? 
P: I think If, for example, I would see a specific design that I like, but I might, I might suggest a 
specific additional touch to it… that would… I don't know describe me more or relate to my own 
personality and that they would like and maybe you know, implement it afterwards because they like 
the idea maybe that would be possible.  

I: Okay. Yeah.  
P: But usually I'm not very active on social media on other platforms. I don't think that would be 
reasonable in any way. Realistically speaking, but yeah, maybe, maybe.  
I: Okay. Um, then let's talk more about engagement, customer engagement in general. So I would 
like you to think of all possible activities during which you can interact with a brand. How would you 
define such engagement? 
P: For me, it's in terms of interactions, so every interaction whether in direct or not, you would have 
with the brand meaning offline, whether going into shop buying or, you know, online social media 
website, PR campaigns or all this different stuff. 
I: And where does such engagement start, in your opinion, like is it only about activities that you do 
or is it also something that could start in your mind?  
P: I think for it to start in my mind, I would need to physically… like I would need to see it before. 
So that would mean, still like, yeah and offline or online interaction before. 
I: Okay, so you like need. You first kind of need the activity, like the tangible engagement and then 
maybe the intangible?  
P: Yeah. Because for me to think about a brand, I mean, in my head right now we are talking about a 
brand that is unknown, right? 
I: Rather like brands in general.  
P: Yeah, because I mean, I mean, I could now start to think about anything like a brand but it's just, I 
would think about it because I know it already. So, I would say if we're speaking on a neutral basis, 
and I don't know the brand I would the first thing would be to see it somewhere. And then maybe 
even though I don't realize that I saw I had to make come up with it afterwards in my mind, but the 
first step would be to see something related to it.  
I: If you say it that way, is it more motivating for you to engage with the brand that you're already 
familiar with, or like a completely unknown brand to you? 
P: Both. I mean, the one that I know and that I like, will automatically continue engaging with them, 
but I'm also curious about the new brands and see the development behind them. So, in that sense 
also interact or engage kind of by curiosity. 
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I: Then I would… What are concrete examples of customer engagement that you can think of?  
P: Writing comments, reacting on different stories that they have, newsletters, going in the store, 
buying, talking to the different employees and then applying for jobs, talking to someone from cus-
tomer service, reading a magazine.  
I: And which of those did you or have you done before or would you consider doing?  

P: I think all of them.  
I: Okay then you already said some things in the screener. I would like you to think of a concrete 
engagement with a luxury fashion brand. Which one do you have in mind? Or Which one did you do 
like with it luxury fashion brand? 

P: Whether offline or online, right?  
I: Yeah. 
P: Okay. The last thing I did with a luxury brand. Probably on social media, interacting with their 
stories. You know like with the pool, like kind of a game you can do on stories?  

I: nd do you remember which brand it was? 
P: I think it was Balmain. 

I: Um, and then you also said that you did co-creation with a brand? 
P: Yes.  
I: What exactly did you do there? In the screener, we were asking like, which customer engagement 
activities have you done? And then you said co-creating. So, I would like to know about that example. 
In which case did you co-create with a luxury fashion brand?  
P: Okay. Wait, what did I think of when I did that? 

I: It was defined as including sharing your knowledge with the brand, …  
P: Yeah, I think I probably thought about comments that sometimes… I think I probably did it once 
or twice, it would be about suggesting different colors or actually design. With Jean Paul Gaultier I 
think I did that. So, in a way that I'm just suggesting other options for the design. So, in that term, I 
would say co-creation. I don't know if it counts since they're not automatically taking it into consid-
eration. But yeah, I would say so.  
I: Okay and if we think of these two concrete examples… what drove, why did you consider to get 
in touch with or to get engaged with a brand like what motivated you to do so?  
P: I think what motivated me is because I believe in that brand, I like this brand. Until now, I liked 
most of the designs and I would like to see the brand evolve even more. And in that sense, I think 
supporting or helping in a way if that if that term can be accepted. 
I: So how important is the satisfaction with the brand in order to for you to get engaged with it? 

P: My level of satisfaction?  
I: Yeah, how satisfied you are with the brand. Does that matter? Before you get?  
P: Oh, yes, definitely. If I if I'm not satisfied with the brand, I won’t connect with them or I won’t 
engage with the brand. I will just unfollow that brand or just not follow it from the beginning.  
I: And you said like you have to like it. So, is it important for you that you are kind of are able to 
identify with a brand or that you share similar values? 
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P: Yes. Usually, whenever I follow a brand I have something related with them, whether in terms of 
design or personality aspect that I see in them and that I see in me or that I is inspired by… yeah, 
there's always something positive when I follow a brand.  
I: Are you more motivated to engage with a brand when it's self- initiated? Or when it's on request of 
the brand? 
P: Oh, this depends. I think usually for luxury brands, I would say I engage from myself, but if it's a 
startup, I think and they are initiating it. I wouldn't mind. If it is luxury one, I would.  

I: There was something with the connection. Could you repeat on that? Sorry.  
P: Yeah. Because that way, your question, can you repeat the question? 
I: Yes, it was whether you're more motivated to get engaged with a brand when it's self-initiated, or 
when it's on requested from the brand?  
P: Yeah, exactly. Yeah. So, what I was saying is more if it's from a luxury brand, and they're request-
ing it, I wouldn't really appreciate it. I wouldn't be engaged with that. But for a startup, it would be 
the other way around. 
I: Okay, so but then in the context of luxury brands, you would rather do it in a self-initiated way?  

P: Exactly.  
I: Okay. Would it be motivating for you to know that or to like that you would gain knowledge when 
you engage with a brand? 
P: Oh, yeah, definitely. I think this is probably the one of the main motivation aspects of it because 
since it's really a topic I care about. Getting knowledge is what I'm aiming for in general. So to bring 
more insights with me.  
I: And would it be more motivating for you if you would know that your friends or that you're sur-
rounding would like it, would appreciate it or would encourage you? Would that be more motivating 
for you to get engaged with a brand or do you simply not care? 
P: I do simply not.  

I: Okay. Why? 
P: Because it needs to come from me, otherwise I won't be triggered by it or I won't really care or 
save the information or use the knowledge afterwards and needs to come from my own personality 
and individuality. I think. 
I: Okay, then let's think about what's your personal outcome when you engage with a brand? Like 
what is the actual benefit that you get? 
P: I think knowledge, experience are the two main ones. And motivation. Those are the three main 
ones.   

I: In which way motivation? And maybe also experience like, could you explain those two?  
P: Of course. So, motivation in a way that… well since it's very rare, or at least in my experience, 
that those brands would answer or engage back. It would motivate myself to do it more often. And 
maybe also… I don't know… experience would be more… well if those brands are actually talkative 
or giving you more information than expected, then this is a rare insight that you wouldn't have usu-
ally. And so you can… which can be very useful afterwards. And having a lot of small information 
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from different kind of luxury brands at some point can make a whole puzzle. So, your own puzzle, it 
can be very insightful. 
I: Do you mean like your own puzzle in a way of, like, connected to your personality or in which 
way?  
P: No, in a in a way that more pieces of information that you get together as a whole to use it as an 
overview for the future or future knowledge or implementation of strategy.  
I: Okay. And looking at customer engagement. What exactly do you give the brand through your 
engagement?  
P: I don't have a feeling I'm really giving something away. It's more from my side. I have the feeling 
but well, suggestions. Yeah, I'm just giving them a suggestion of design. So maybe also insights for 
them in terms of customers in general, like what customers would like. So, since I'm part of the 
millennial and since you now luxury brands are more targeting this generation or Gen Z, but maybe 
focusing more on what those kinds of customers have to say or it's like.  
I: And what does the brand give you then? Within that customer engagement, you can also stay like 
with your example that you had earlier? 

P: Yeah, yeah, I wanted to say the same as before. Motivation, experience, knowledge.  
I: Ok, then how about your emotionally involvement when it comes to customer engagement. Would 
you say that you are emotionally involved? Within that engagement with Balmain and Gaultier?  
P: No, I wouldn't say that. I mean, I just follow them, and I like them, and sometimes I interact with 
them. But yeah, that's it.  
I: Would you say that such an engagement influenced how you feel about the brand? Did it change 
something? Maybe? 
P: Not really. I mean, they didn't answer so, you know, I didn't perceive it in a negative way because 
I was not expecting anyone to answer. So no, t's just as long as they are doing stuff I like and not 
bring too much negativity or doing something that would harm anyone. I would still follow and I'm 
happy to follow this brand. 
I: Okay, and do you think that such an engagement contributes to your perception of yourself like 
does it add or add something to your personality? 
P: At first, I would say not really. But if I think of it, and I guess it gives me more inspiration. 
I: And thinking like really precisely on the characteristics that you have in mind, when you think of 
yourself, does it add to that or does it influence them? 

P: I would say it would influence it more or grow them even more. Yeah. 
I: So, kind of like support them? 
P: Um, I think yes. I think if I see something I like and think more about this specific image or are 
what they're offering and link it to, to myself, maybe I would discover something that I didn't think 
of before and yeah, so in that sense, it would support it for sure. 
I: And do you also think it would contribute to the way you are perceived by others? 

P: What do you mean by that?  
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I: Like we earlier talked about how you are perceived by others, like what is your other habit? Do 
you think that picture is influenced by you engaging with luxury fashion brands? For example, if the 
people would know that you are engaging with the luxury fashion brand? 

I: No, no, it's my own world and it can stay like that. 
I: Okay. Um, yeah, perfect, then we have already reached the end of the interview. Do you have 
anything to add? Or do you have any question questions before we stop? 
P: I think that was a lot of information. No, I think I'm, I think I don't have anything else to say. I 
talked too much. 
I: Thank you very much. 
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Interview 11 

 

I: Thanks again for taking the time. Now, to the general schedule: The whole thing will take about 
one hour and I will ask you some questions about LFB and customer engagement and most im-
portantly, you should always give your personal opinion. There are no right or wrong answers. And 
simply what comes to your mind spontaneously. And if something should be unclear, you can always 
ask questions.  
P: I won't hesitate to ask.  
I: Exactly, then of course we will treat your data completely confidential and anonymously. The 
whole thing will be recorded via audio now, but as soon as the research is finished, the data will be 
deleted of course. Any other questions before we get started?  
P: Nope, not yet.  
I: Okay. Then I'd like to start by getting to know you a little better. So, tell me about where you are 
currently living, what are you doing at the moment and what are your personal interests or hobbies?  
P: I have now lived in Munich for six years. I moved here back then for my studies and I'm still here 
for my studies. I work part-time for a management consultancy, meaning as a working student. My 
hobbies include the gym, golf, I played football for 18 years and yes, I am studying business psychol-
ogy, I am doing my master's degree there and I am about to graduate. So much for my person. Have 
I forgotten anything? Anything else you want to know?  
I: No, that’s great so far!  

I: Perfect, then let's get right into the topic of luxury. What does luxury mean to you personally?  
P: For me personally, luxury is being able to afford something that you normally can't afford or that 
you have taken as your goal. To achieve something or to be able to afford something.  
I: And what about LFB? How would you define that? What do they mean to you?  
P: I see LFB as a manufacturer of products, which people can identify with, or use as a status symbol 
and yes, identify with the product itself.  

I: You wanna explain that a little bit more? How far can you identify with it?  
P: With the brand itself. There are various brands that are now more focused on the classic area. Then 
there are other brands that are more sports-oriented, and I think it's also a question of personality, 
how you perceive yourself and which brand you feel addressed by.  
I: And if you try again to distinguish LFB from normal fast fashion or premium brands. What is the 
decisive characteristic?  
P: Probably the exclusivity. For example, that you won't find high fashion brands in any large shop-
ping malls, but really... yes, also this limitation, that many products are only very special limited 
editions and then of course a certain feeling of scarcity arises in the market and that of course also 
drives the value of the brands up compared to other brands.  

I: And in your life personally, what role do LFBs play?  
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P: LFB... yes of course I also like luxury brands, if you put it that way. So, I am also happy when I 
can afford a new product or a new thing of it. You are happy about it and take it as a reward to some 
degree.  
I: The reward thing. How do you reward yourself with that? Could you explain a situation where that 
used to be a reward for you?  
P: If I have learned a lot for my master's thesis, for example, or if I have successfully completed it 
all, then you reward yourself to a certain extent with a luxury item for the work you have done or for 
the challenge you set yourself to achieve it. As an incentive, if you like.  
I: And in your everyday life, how do you deal with LFB in general?  

P: In what way?  
I: For example, at what point in your everyday life do they play a role or when do you encounter them 
in your everyday life. You said that you consume a few products, but maybe even away from the 
consumption itself. What would you say, when does that play a role?  
P: That's a good question... in everyday life... it starts in the morning when I put my watch on, of 
course. They are of course always present in my everyday life, because they are also partly objects 
of daily use. Therefore, I would describe them as relatively present in my everyday life.  
I: Would you say that in your case it is then relatively strongly linked to the products themselves? 
That you then deal with the brands through the products themselves?  
P: Yeah, I'd say so. So, this is of course for me the biggest touchpoint to the brands themselves. The 
products that you own or that are part of your everyday life. And yes, that's why I would say that they 
actually play the biggest role in relation to LFB.  
I: Would you like to guide me through your own history with LFB? When did it start that you became 
interested in it or that you got involved with it?  
P: The first time, of course, was at a young age. That's when you started to make a name for yourself 
through luxury brands, somehow, in order to be a bit cool in puberty. At some point it developed 
more into a product or object that is part of everyday life, but where you didn't make a name for 
yourself or didn't look at it that way anymore. And nowadays I see it more as an object that you have 
in everyday life, but that you don't use it for that reason... I don't know how to express it... you don't 
identify yourself with it or you don't necessarily want to make a name for yourself with it.  

I: Would you say that by now it is more something you do for yourself than for others?  
P: Yes, exactly. In my opinion, in the past you did it more so that other people would think something 
about you. Here, look, he has this and that. And today I do it more for myself, because I find it nice 
myself and I don't care about the opinion of others.  

I: What would you say, what is the benefit of owning LFB or wearing them?  
P: The benefit... On the one hand that you can't prove it to yourself, but you know that you can afford 
it.  
I: Is that, like, a little bit of... is that like a form of self-affirmation?  
P: Nah, I wouldn't necessarily call it a self-affirmation. I would rather explain it as a form of self-
expressionism. It's a form of personality expression. And I don't know if you get validation about it, 
or if that's just the subjective view that makes it attractive to you.  
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I: Then I would ask you to think of a concrete LFB. This can either be one that you have consumed 
yourself or one that you have been given as a gift. But it can also simply be one that you have already 
dealt with more intensively and where you could imagine buying a product from it. Which brand are 
you thinking of?  
P: Louis Vuitton.  

I: Do you have a concrete product in mind? 
P: My wallet.  
I: And when you think of the brand. What are your first thoughts, what is the image you have in your 
head?  

P: Traditional company, sporty designs and contemporary fashion, trends.  
I: And if we go one step further, if we say, if you imagine this brand as a person, what would that 
person be like? You already said traditional and sporty. Are there any other character traits that you...  
P: Perhaps the modern gentleman. So still kind of well-dressed, athletic, maybe even tattooed. Some-
thing like that.  
I: Then we have already talked a bit about luxury. Then I would like to ask you to take a step back 
and think again about how you see yourself as a person, apart from fashion. What kind of person 
would you say you are? What are the characteristics you want to stand for?  

P: But not in relation to LFB?  
I: Nah, totally unrelated. How you see yourself or whatever you want to be as a person.  

P: Open-hearted, honest, athletic, dynamic, curious, ambitious, innovative.  
I: Are there also characteristics where you say that it is important to you that you can communicate 
them to the outside world? That these are also traits that others really notice in you?  
P: Yes, especially this one... open-minded. That you are very tolerant towards others, that you don't 
have to represent your narrow-minded view, but that you can take up and perceive the opinions of 
others and reassess them for yourself, in order to perhaps see things from a different perspective.  
I: Okay, then... would you say... there are situations where the perception on the outside is more 
important to you, or your own image you have of yourself. What would you say is more important to 
you?  
P: Actually, the self-image of me, because I think that if... to a certain degree you carry the self-image 
to the outside. Of course, there are always differences between the image of others and the image of 
myself, but I think, first and foremost, the idea of how I see myself is more important to me than how 
others see me. Because I also think that one is dependent on the other.  
I: And if we now take the whole thing back to the fashion industry. How far would you say, can you 
generally express your personality through fashion?  
P: I think there is almost no limit to how you can express your personality through fashion. I think 
there are a thousand different kinds of fashion. There are a thousand different styles, there are a thou-
sand different types of fashion, there are a thousand different designs and I think the personalities that 
can be expressed are just as individual. So, I think there are no limits to that.  
I: And you personally, what would you say, what exactly do you want to express through the fashion 
you wear?  
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P: What do I want to express... of course a bit of my self-image, how I perceive myself. I believe that 
sometimes subconsciously you do it in such a way that you dress like it. I don't know. Colorful, 
sporty. I think that always depends a bit on the mood. That you not only express your mood, but also 
your emotions, that is, your mood side.  
I: Would you say that it is more the mood than now really the personality? Which dominates?  

P: Yes, I would almost say that it depends on the day, and so it would almost be the mood.  
I: Perfect, then we talked a little bit about what image you have of Louis Vuitton - as the brand you 
chose - and your own image. Would you say that the two pictures match to a certain degree?  
P: Yeah, you can put it that way.  

I: Where exactly do they match and where do they differ?  
P: That's what I meant earlier about self-identification with a brand. Therefore... the described char-
acter traits of Louis Vuitton I would now also... could also be transferred to myself, because I have 
to a certain extent the same self-image of myself. Somewhat dynamic, innovative and future-oriented. 
This modern brand with classic structures.  
I: And you said that you could relate. How far would you say, does it have to do with your personality 
in general, that you deal with LFB, that you are interested in them?  
P: Since I would also describe myself as ambitious and luxury products are a form of reward, they 
are desirable. That you simply express this goal motivation, that you can achieve something. And in 
the sense that you can buy a luxury product in that case.  

I: How do you personally choose the brands you deal with?  
P: Mainly by design.  
I: Is that also about you getting involved with them and then... that you're looking for something to 
embody you?  

P: Embodies... yes, a bit. Where I think, yes, that would suit me just fine.  
I: Would you say that you as a consumer yourself, that if you wear the brand or you are involved with 
it, you can also change the image of the brand a little bit? That you can give something back, so to 
speak?  
P: I think that brands now differentiate themselves not only through their designs, but also through 
the customer himself. So, I mean, who are the people who wear this LFB. So, I think that you can 
give something back to the brands in that sense. But... I don't know whether it has something to do 
with the reputation of the brand in the first place or whether it has something to do with the brands 
themselves. Or how do you mean giving something back? 
I: So, the brand itself has an image, which you transfer to yourself to a certain degree if you are a 
consumer of it. And you also have an image of yourself. And whether you can give that back to the 
brand, that the view of the brand is changed by the fact that you - like many others - are a consumer 
of the brand.  
P: The general view or the subjective view?  

I: The subjective one.   
P: I think so. The more you can identify with the brand, the more the brand reflects your own point 
of view, because then of course you only pay attention or focus on the aspects that apply to you.  
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I: And if you think about other people a little bit. Do you have someone in mind - it could be someone 
you know from your private surroundings or someone you know from the social media - where you 
say that the personality is embodied by wearing LFB? So, someone you might have in your mind. A 
person where you say, in my eyes, he stands for brand xy to 100%.  
P: Philipp Plein would be the first person that comes to my mind now. But it is obvious why he 
embodies the brand.  
I: It does not have to be the designer himself. It can also be someone in your group of friends, whom 
I don't even know now that you say he or she stands for the brand and the brand in my eyes.  
P: Yeah, a mate of mine. He wears Off White almost exclusively because he is a huge fan of Virgil 
Abloh and apparently, he can identify himself quite well.  
I: Okay, perfect.  
I: Then let's take a closer look at the topic of engagement. I would like to understand a little bit more 
about what it means for you to get engaged with a brand, to deal with it and please really think of all 
kinds of activities where you can interact with a brand. How would you define such an engagement? 
How could it look like?  
P: I think these are all the touchpoints you have with a brand. These can be virtual touchpoints, these 
can be physical touchpoints. If you go to a store in the city center, the LV Store here in Munich for 
example, that can be a form of engagement. It can of course also be a form of engagement when you 
visit the website. Or if you like posts on Instagram, or if you look for something in the online shop, 
or if you simply find out about the brand online, what it stands for, how sustainable the production 
processes are. There are many forms of engagement.   
I: Okay, where would you say engagement begins for you? Are these just activities that you actually 
do or are these also things that can happen in your mind?  
P: Nah, I also think that cognitive processes can also be a form of engagement. No, for example, if 
you can recognize a brand just by its logo. That could also be a form of engagement.  
I: Then you have already mentioned quite a few concrete examples. Which of them have you done 
before? Or what would you consider doing?  
P: I think that depends on the situation. So, if you're in the city right now and you walk past the shop 
window, you can also go into a store. Or if you're sitting at home and look at Mister Porter to see 
what new products have just come onto the market and then go to the manufacturer's website. That 
can also happen like that. So, of all the things I have listed, I have probably done everything before.  
I: Is there a difference for you in the commitment you can have with a normal fast fashion brand and 
what you have with an LFB? Is there a difference for you?  

P: The experience itself? Or the process of engagement?  
I: Maybe both. Both the process and the experience you have with it.  
P: Yes, I think so, because... well, fast fashion brands... I don't want to say, is in that case compared 
to the LFB from my perspective now... I'll put it differently. The engagement with LFB is something 
more special than the engagement with fast fashion brands. When I walk into a Primark now, it is a 
different experience than when I walk into the LV or Rolex store on the Kaufingerstraße.  

I: In what way is that more special? What exactly makes it more special to you?  
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P: The presentation of the products. So how the presentation is draped on the one hand, the overall 
impression when you enter the store. Maybe the number of people in it. That's all I can think of right 
now.  
I: Then I would ask you to think of one specific example, or perhaps several examples where you 
have been engaged with LFB. What comes into your head? What kind of situations do you have in 
mind?  
P: Last year the visit to the Louis Vuitton store in Munich. What other engagement do I have in 
mind... engagement with Burberry, although it wasn't such a good engagement. It was as part of my 
studies and there was the issue where Burberry burned millions of dollars worth of goods to prevent 
them from returning to the market. And there I was mainly concerned with the ethical perspective of 
why other luxury brands should not do something like that. I think this is also a form of engagement. 
Then of course always visit a website. See what's new, what products, what's the new spring collec-
tion. These are such everyday processes.  
I: What kind of situation is this happening from? For example, that you say you go on the website 
and see what the new collection is.  
P: For example, if I see a cool picture on Instagram, of an artist or something, who is wearing a new 
jacket from manufacturer xy. Then I think to myself, cool, I don't know the jacket yet, and then I go 
to the page to have a look at it.  
I: Then let's go back a little more into this, into the motivation behind such an engagement. In the 
different situations you mentioned... Why do people think about contacting or engaging with the 
brand? What drives you in that moment?  
P: Curiosity. First and foremost, curiosity or rather the motivation to find out more about the product 
xy.  

I: Is it more the product focus again or also the brand?  
P: Probably indeed rather the product.  

I: But would you say that at that moment it gets to the point where the brand almost doesn't matter?  
P: No. So, I think the brand defines itself through the products that are on the market a bit. So, for me 
the products are first of all the things that tell me something about the brand.  
I: How does it matter how satisfied you are with the brand so that you get engaged with it?  
P: Of course, the price-performance ratio. The product quality is very important, because especially 
also at LFB sometimes only the price tag is high, but the quality sometimes lacks. Then the customer 
service afterwards - if problems occur, how to deal with them. Because it's not only the products that 
tell me something about the brand, but also the people who work there. And that is why it is important 
to me. I still have a negative example, if I can mention it at this point?  
I: Yes sure!   
P: That was during a visit two years ago to the Hermès shop here in Munich on Maximilianstraße. 
And well, I wasn't dressed in the way a normal Hermès customer dresses. And some of the salespeople 
felt more posh than the customers themselves and that gave me a bad impression of the brand itself.  
I: Oh, okay. So, this means that experience is extremely important to you, as you would be engaged 
with a brand in the future?  
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P: Yeah, those are just key situations that stay in your head. That's why this kind of thing should be 
avoided, especially with brands like these.  
I: Is it more likely for you to engage with a brand that you would recommend to a friend?  

P: Yeah. That's probably why I recommend it to my friend.  
I: And how important is it for you that you can identify with the brand?  

P: Very important!   
I: Also, with regard to the process of engagement?  
P: Yeah, partly so. It always depends on the brand. Like I said, engagement per se... there's positive 
engagement and negative engagement from my perspective. And so, I would say it depends, but not 
exclusively. 
I: For example, when would it matter and when not? So that I can understand it a little bit.  

P: Can you repeat the initial question again?  
I: Sure. How important is it to be able to identify with the brand so that you are motivated to engage 
with it?  
P: Positive engagement in itself... if I can identify strongly with a brand, if the brand stands for char-
acteristics that I myself stand for. And negative engagement like this example with Burberry or 
Hermès, where there were experiences with which I can't identify at all. And that's why my general 
interest in the brand would then decrease and consequently my engagement itself.  
I: Okay. Is it more motivating for you to engage with a brand that you already know? That you're 
already a little familiar with? Or is it more motivating to do it with a completely unfamiliar brand?  
P: I'd say that's more like it depends. With a brand that you know, you know what you get, let's say, 
or what you have, what the brand stands for. And in that case, it would perhaps be easier to get 
engaged. But of course, the whole fashion industry is very fast moving and therefore it is inevitable 
that you have to and want to work with new brands to stay up to date.  
I: And do you find it more motivating when such an engagement is initiated by yourself or do you 
find it more motivating when the brand asks you to do so?  
P: Probably, if it is from myself, if there is a certain degree of intrinsic motivation slumbering within 
me, that I am already generally interested in the brand.  
I: Is it important for you that you can learn something from the engagement, that you can take some 
knowledge with you?  
P: About the brand?  

I: Yes, exactly that you gain knowledge through commitment, so to speak. 
P: Yeah, I think so. So, one of my personal main factors for engagement is curiosity or interest in 
new information about the brand and therefore I would describe it as very important for me. 
I: Is it motivating for you when you know that your friends or your social environment, that they 
support it, that they think it's good, that you get engaged with the brand? Or does it not matter?  
P: I don't really care about that in the first place, because I have to feel comfortable with it or it is my 
decision, but... I would say not indifferent, but it is not the first factor that matters.  
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I: Then I would like to understand again a little bit what it gives you when you get engaged with an 
LFB. So, what is the benefit you take with you when you get engaged with an LFB? When you think 
about your situations or the engagement you have done, when you think about it in concrete terms.  
P: If you look at the LFB as a reward for certain achievements, then I take that with a certain kind of 
goal orientation. Or also performance motivation. If you achieve something again. Now I have seen 
the new product. I have to achieve something by then and if I finish it well, then I treat myself with 
the new product as a self-reward. I don’t want to call it future orientation, but maybe it is a motivating 
factor. Yes, that is the benefit.  
I: What do you say, what do you give to the brand through your engagement?  
P: Interest in getting to know the brand, maybe talking about it with friends and of course word-of-
mouth propaganda. So that one contributes to the general engagement with the brand, that perhaps 
other people also engage with the brand. That one appears as an ambassador of the brand to a certain 
extent, if one is convinced of the brand, that one can give it back in this way.  

I: And what does the brand give you in such an engagement?  
P: A certain amount of... how shall I put it... self-evaluation, no. A certain degree of satisfaction that 
one has satisfied the curiosity to learn something new about the brand and the products. That's a tricky 
question.  

I: And would you say... in the engagement situations, that you were emotionally involved?  
P: Well, yeah.  

I: In which way?  
P: Emotionally involved in the sense of being interested in the brand in general. I think that too, is a 
kind of emotional involvement.  
I: Maybe if you think a little bit more in this direction... do you have the feeling that such an engage-
ment also strengthens the relationship between you and the brand or that it might also become more 
personal? 
P: Yeah, I'd say so. The more you get engaged with the brand, the more the image of the brand 
improves even unconsciously. If you have made positive experiences with the brand, you can assume 
that you will continue to make positive experiences with the brand in the future and that the overall 
image will improve. Or the longer you are engaged with a brand, the more memories you associate 
with it. It is not only the products, but also experiences or memories that you associate with it. And 
the more positive memories, the higher is the emotional involvement with the brand.  
I: Would you say that at some point the brand will also become a part of yourself through your en-
gagement?  
P: No, I think that's a bit too much, that the brand is part of myself, but maybe a part of my self-
expression, how I see myself. But not necessarily part of myself.  
I: So how exactly does such an engagement contribute to how you see yourself? How exactly does it 
affect it? 

P: Can you explain that?  
I: We have talked before about what kind of image you have of yourself and how the engagement 
might pay or contribute to it, depending on how you see it? 
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P: I think that there is a certain degree of influence from the brands and that it can happen that if you 
define yourself too strongly through a brand, that you let yourself be influenced too much by the 
characteristics of the brand.  
I: Would you also say that the character traits you mentioned earlier are such that you can strengthen 
them when you engage with a brand? 

P: I don't know if I can strengthen them with it, but I can express them with it.  
I: And that was now more like the image you have of yourself. How is it with the image others have 
of you? Your image on the outside. Does a customer engagement also contribute to changing that? 
Or does it strengthen it?  
P: Yes, I think so, because by wearing such LFB you influence the perception of others about yourself, 
because it is visual things that are inevitably perceived by others. Whether one wants to or not, one 
is then also defined by that.  
I: You have just said that wearing the product itself, that is actually already the right possession of 
the product. Would you say that purely the commitment can also have an influence on that? Or is it 
more that the product itself has an influence on it? 
P: No, I think that the engagement there also has an influence to a certain degree. Because I think that 
it also depends on the way you wear the product. It is then also something, if you wear something 
very special, something really extravagant in your own eyes, that you wear it with a certain kind of 
pride and I think that you carry this pride to the outside, so that others can perceive it. Whether or not 
you are aware of it, that's a matter of debate. But I do think that it has an influence on it in any case.  
I: Great, then you would have made it, we've reached the end.  

P: Yeah, great. I hope the answers will give you some ideas.  
I: Yes, absolutely! Do you have any questions or anything you'd like to add?  

P: No, actually. But I would be interested in the results.  
I: Yeah, we'll see about that when the time is right. Well, thank you very much.  
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Interview 12 

 

I: Hello, and welcome to our interview. First of all, thank you very much for taking the time today to 
take part in our interview. My name is Katharina. I'm a student at CBS and my master's thesis partner 
Amelie and I are currently conducting a few interviews as part of our master's thesis. And first of all, 
the overall schedule: the interview will be more or less an hour and I will ask you some questions 
about luxury fashion brands. And it's important that there's no right or wrong answers. So, you can 
just feel free to tell me your personal opinion and whatever comes to your mind spontaneously. And 
yeah, when something should be unclear you can, of course, always ask questions. Your answers will 
be treated confidentially and anonymously, and our conversation is only recorded by audio and this 
is just because we don't want to write everything down during the conversation. And everything you 
say serves only our research purpose and will not be related to you and will of course be deleted at 
the end of the study. So, if you agree, we would now like to start with the interview. 
P: Yap, that's fine. 

I: Do you have any questions before we begin? 
P: No, I don't think so. 
I: Okay, perfect. Well, before we start with the actual interview, I would like to get to know you a 
little bit better. Can you tell me a little bit about yourself? Where do you currently live? What are you 
doing professionally, your interests and hobbies? 
P: Yeah, I live in Copenhagen. Was also born in Copenhagen. And I work in the marketing depart-
ment of Nespresso. And so, I'm mainly focusing on communications, um that's my area. And my 
interests are sports and then I also...I do like fashion actually and also trends also due my studies, I 
am studying Cand. merc. (kom) at CBS. 
I: Okay, yeah, perfect. Yeah then let's focus a little bit more on the topic of luxury. What does luxury 
mean to you personally? 
P: Um, luxury for me is like um something, first of all, expensive. Something that you might have as 
a reward, like an extra treat for you. So, it can be also products from like, famous brands, but it is also 
quality. I believe luxury equals quality. And if you buy luxury then you know, it's a quality product. 
Why also like to buy so much your products but not that many if that makes sense? 
I: Yeah. And so, would you say that all the luxury products, which you own, that they have a really 
high quality and that you're happy with the quality? Or are there products or a brand where you say 
well that was maybe too much money for the material or the quality? 
P: I will say that if it is like things like bags, shoes, etc. I actually think I'm happy with the quality of 
all of the products. It is more like clothes sometimes; it can be a bit more disappointing. And that's 
like, the only thing but if it's like leather material then I think I have never experienced that it is a bad 
quality.  
I: Okay. And yeah, you talked about how you define luxury in general. But how would you define 
Luxury fashion brands in particular? 

INTERVIEW AGE GENDER NATIONALITY RESIDENCE OCCUPATION SCHEDULED DATE 

12 26 Female Danish Denmark Student 03.04.2020 

 



Master Thesis | Katharina Schaab & Amelie Schwickert   
 

 CLVIII 

P: Luxury fashion brands? I would say....um I see it as something more like trendy. So, it could be 
for example, Prada. I think it's really trendy, but at the same time you could see it as something, I will 
say that it’s something only for like old people. If that makes sense. So, it's more like, it is popular to 
wear, it can change probably from time to time, so the fashion part.  
I: Okay. And would you say...because you also mentioned that, yes, some luxury brands are also 
connected with a quite old audience.  
P: Yeah 

I: Would you say that this is the case for most of the luxury fashion brands? 
P: Um, I would say like the old houses yeah, but I think within the last couple of years it has been a 
huge like change. For example, as I said Prada, also definitely Gucci, and also Louis Vuitton have 
been more like appealing for the younger segments. And also, houses like Balenciaga. Yeah, Balmain 
stuff like that. And you see a lot of young people wearing it right now and there are no old people at 
all. So, I think that's been a huge change. But on the other hand, there's some like the most expensive 
brands, I still think they're appealing more to the mature segments. 
I: Um, yeah. And but would you say that there are differences between a luxury fashion brand, and 
like ordinary fast fashion brands that you know? 
P: Um yes, definitely. But, yeah, you could say that the fast fashion brands, they're kind of copying 
the styles. But yeah, so as you see now, there are some trends that, yes, the young ones - I even think 
I am too old for that now - but some of them they like for example Balenciaga and they had the shoes. 
I can't remember the name right now, but the ones from last year... 
I: The Triple S? 
P: Yes. And then, for example, Zara, they made some shoes that were quite similar. So, they're kind 
of copying, what I would say the real brands - I cannot say that -but the original brands doing, so they 
definitely just follow the trends. 
I: And what's your opinion about that, that they are copying your original brands? Do you think it's 
yeah, like nice that a broader audience has the possibility to get their hands on a similar design, or do 
you think that's kind of a rip off for the original designer, that his own work gets, like, distributed to 
a broad audience?  
P: Well, um I have mixed feelings. Personally, I would never buy anything that is like trying to look 
like a particular product. And I don't think that's so nice. But on the other hand, I would buy a lot of 
things of Zara, and they are of course really inspired by the trends and some lines maybe. But that is 
more like based on colors, like oversized T-shirts, ripped jeans, something like that - then I think it's 
okay. But for example, for a particular shoe, I think it's a bit rip-off, like trying to steal the design. I 
don't like that, I think.  
I: Okay. And yeah, you mentioned that you have a few designer pieces at home. Well, what role do 
luxury fashion brands play in your life in general, like are you confronted with them in your everyday 
life or ...? 
P: Yeah, I guess I am. As many others I use a lot of Instagram and so I am following some of the 
brands themselves but also big influencers, fashion influencers. So I really see a lot of stuff there, 
through which I'm getting inspired but also I see like new lines of products that I really want to buy 
and then I also look a lot at sites like Mytheresa and net-a-porter, like several times a week there. Just 
to see what is like... new. Okay, so yeah, I guess I'm quite influenced. 
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I: And so you would say that the confrontation that you have with luxury fashion brands, takes place, 
mainly online the in your everyday life? 
P: Um, Yeah, I will say that. Of course, I also see some people on the streets. And I think some brands 
are easier, easy to spot. So, you can go home and look it up online. And of course, sometimes I also 
go to visit the stores but it's not like every week. 
I: Okay. And yeah, what does it mean to you to consume such luxury fashion brands or to wear them? 
What feelings do you have?  
P: Well first of all this, it's like I never just...I often don't buy them like right away. I usually have 
really like thought about it, had a lot of thoughts about it before the purchase. So, I would say that 
I'm kind of [happier] with the expensive stuff that I have, because it is something that you dream 
about and then buy it. But it's also of course some signal. I guess that's also why you are buying it 
and also yeah, just because it is how I like to look if you can say that. 
I: Yeah. And you mentioned the sending of signals. What kind of signals do you want to send to, 
yeah, the outward world when you wear those brands? That you have a specific style that you value 
quality or are there other aspects? 
P: For clothes, I think is a lot of like quality but it's not often you can like see what brand it is and I 
actually kind of like that as I am not into that...for my clothes, I don't like it when there is like a lot 
of logo on it.  First of all, like, I think you can spot when like a T-shirt is quality. I like to buy fewer 
pieces and then buy a more expensive, so it's a better quality, but for shoes and accessories I like that 
there is a brand on it, I guess. And especially shoes, I think it's difficult not to get branded shoes. For 
example, with sneakers, it's very easy to spot what brand it is. With that being said I don't have like 
that many really expensive sneakers, but I guess many of them are quite expensive. And for bags, I 
really like having picked like different brands that I like. But for example, with Celine, I would say 
it's like if you know you know, kind of thing. For Celine bags the logo is really small. And actually, 
yeah, I like that that you can see it is quality but you if you do not know the brand, you could not tell 
it is Celine. So, I like quality signals but not like logo all over the place, I think. 
I: Okay, so you would say that people that are also into fashion and are also focused on those brands 
and are happy to, yes, spend more money for good quality or for a certain brand, they will know the 
brand and recognize it but people who are not into that, and who might not understand why you would 
spend that much money, they wouldn't even recognize it because the logo is so small and quite spe-
cific in the case of Celine.  

P: Yeah. Yeah, I would also say that. 
I: Okay. And, yeah, I would like to go through your personal history with luxury fashion brands. 
When did it start for you to deal with them, or when did become an interesting topic for you? 
P: Um, I would say that I was quite young. I think it's my stepmom who was really into fashion luxury 
brands. And so, I would say I was quite young when I started like recognizing brands, maybe like 
five years or so. But of course, I didn't buy them back then. But I'd like always like the logo and yeah, 
they kind of fell into my mind quite quickly. But then maybe when I was 10, I started to want to have 
like, branded T-shirts. I didn't get any bags back then, like expensive bags. It started with like clothing 
and then it moved on to I think I was 13 when I had my first Mulberry bag and then yeah...not that I 
have one every year, but then the interest like got bigger if you can say that. 
I: Okay. And yeah you mentioned that now you really focus on brands that are not that yeah bold and 
you that you value more like quiet luxury items. Was that always the case? Or did your relationship 
with those brands change over time? 
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P: If I liked the logos more back then or...? 
I: Yeah maybe when you were younger? Because for me personally when I was younger, I liked it 
when there was a big logo, but now I also try to get away from that and focus on the quiet luxury. 
P: Yeah, yeah. Maybe because I also only was focusing on clothing. But I remember we all in Den-
mark, we had Miss Sixty jeans for example, I think I was 12. And it was really important that you 
would like, spot the logo or G Star, whatever. But for example, for G-Star jeans I would never - I 
don't know, I don't buy G-Star – but I would never wear like jeans with a big logo on right now, for 
example.  So yeah, I am more into... more delicate logo, if you can say that. Not so it's in your face 
kind of. 
I: Okay. Um, yeah now please think of a concrete luxury fashion brands that you have in your mind. 
And this can be either one from which you have already consumed the product or received one as a 
gift or also a brand where you can just imagine to consume it in the future. Yeah, what brand are you 
thinking of?  

P: And are you thinking of a specific product when you think about the brand? 
I: Um, Gucci? 

P: Um have a bag that I'm really happy with. A small Dionysus, I think that is what it is called. Yeah. 
I: Yeah. Okay and when you picture Gucci - what are you first thoughts that come to your mind? 
P: Um, that it is really well recognized. And I think it's easy to spot but on the other hand, I don't like 
it when... I can't remember the name... when it was all like brown with all the Gucci logo. That I don't 
like. And so, it can also be way too much in your face. I think sometimes I'm a bit like... I change my 
mind all the time about Gucci, but I have some pieces that I really like but they're more like, not so 
logo-ish.  
I: So more subtle, minimalistic style? 
P: Yeah, on the other hand, my Gucci bag it has a big Gucci logo on it, but it's like black on black, if 
that makes sense?  

I: Yes. 
P: So, it's not so much something that you could spot from a long distance. 
I: Okay, and if you try to imagine Gucci as a person - what image do you have in your mind? What 
would that person be like or look like? 
P: There's two types of person, I think. One is, I feel like Asian, maybe a Japanese. They wear really 
like a lot of color and Gucci - t-shirt, shoes, big shoes, chunky sneakers. Like they really, really want 
to show. On the other hand, a very well-dressed Italian person. Who is like really luxury-ish, the 
Japanese person I imagine wears more like fashion in your face kind of, yeah, logo type. And it has 
really like quality, Italian quality, I think. And so, it's more like maybe a nice dress or a nice Gucci 
bag or shoes. So, it's like I think, I see Gucci in like two ways. 
I: Yeah that's fine. Um, so besides fashion, like if we put everything we talked about before at the 
side for the moment, and if you think about your personal image of yourself, what kind of person are 
you?  
P: So, in fashion? 
I: Yeah, you know just like when we put the fashion topic aside, just in general what are values or 
characteristics that you identify yourself with? Yeah, just in general, about you. 
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P: Yeah, I value.... if I like to purchase or just in general? 

I: Just in general, like your own character, what kind of a person you are? 
P: I think I'm like a happy person. Yeah. Always nice to people that I know. I think for some others 
I can like seem a bit more closed, I you can say that. Maybe not so much "out there", so more like 
quiet from the outside I would say, yeah… 

I: And why do you think that you are perceived as more reserved and introvert? 
P: Maybe because I am a bit shy, I would say. But not when you know me. If you just meet me on 
the street. I think I'm a typical Dane, a bit more reserved. 
I: And do you think when you wear designer pieces that people get even more than impression that 
you may be a little bit reserved because they are maybe kind of afraid of you, a bit? 
P: It could be, yeah. Because it is like a statement. And I also think sometimes it can be a statement 
that you are like doing good in life, if that makes sense. And so, I guess it can be a bit overwhelming.  
I: Yeah, are there may be some characteristic where you say okay, this is not who I am right now, but 
I try to be that in a way in the future. 
P:  I don't know, actually. 
I: Okay. No, that's fine. Yeah, but we already talked about your outward appearance. You said that 
you are often perceived as maybe a bit quiet. But what are characteristics that you want to show 
outside like how do you want to be perceived? Do you want to be perceived also as, as happy that 
you are with your inner circle? 
P: Yeah, of course. I think that this is quite like normal. Yeah, I guess I just want people to like me. 
Yeah, I guess. 

I: Are there any other characteristics that you want to be connected with? Or is that it? 
P: Well as a young girl, woman, I would say of course that I like to be perceived that I have got like... 
how to say it... that I got my shit, right? And that I'm doing good, that I am well educated. Clever. 
Good at my job, school. I guess that quite like normal to want people to have that perception of you. 
But yeah, I would say that. 
I: Okay. And would you say that the perception of others is more important to you than your own 
perception of yourself? 
P: Yeah, I guess it is actually. Yeah. 

I: Okay. Okay, um, and why do you think is that the case? 
P: Um, to think that people think your successful? 
I: No, but for example, would it be more important that you are actually successful, but no one would 
know it, or would it be more important to you if people would think that you're successful, but you 
would not be successful? That's what I mean. 
P: Well that's a bit hard. But I want to change what I said before, of course, I want to feel that I'm 
successful myself. And that it is true. That being said, it's also yeah, important that others...that they 
know. 

I: Okay, so you would say it is equal?  
P: Yeah. Yeah.  
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I: Okay. Now let's have a closer look on the fashion area. To what extent would you say that you can 
express your personality through fashion? 
P: I will say... um I think you can...maybe if you're really out there, then you can wear a lot of like 
crazy stuff. For example, some of the crazy Gucci designs, I'm not into that, but it's also a way to 
show your personality. But I also think that you can show your personality with for example a more 
delicate design, or you can be more casual or... yeah, I don't know. But you can also focus on quality 
and show that you're successful. 
I: Yeah. Okay. And is there anything that you exactly want to express through fashion items that you 
are wearing or that you're owning? Do you have the certain pieces that just say okay, this is what I 
want to tell the world outside when I wear this outside? 
P: Um, I guess also that you have like new trends, upcoming trends. I guess that's nice but at the same 
time it can get quite annoying when everyone else would get the same bag for example...but yeah.  
I: Okay and you said that you're really interested in fashion and in the luxury industry in general. In 
which way do you think that's related to your personality? 
P: Um, I guess why I like it so much is and also why I buy it, it's a way of showing, I guess that you 
are successful at that, you know what's like "in" at the moment. Um but, yeah I also think it is the 
people, I know it's not when I was younger, but now the people that I work with or socialize with 
they also really interested in fashion and luxury and so I guess that just, you're really much influenced 
by others.  
I: And how do you select the brands that you are following on Instagram or that you already pur-
chased? Are you looking for brands that embody how you see yourself or are there other reasons why 
you decide to buy a certain brand? 
P: Yeah, I mean, for example, I don't think I do it anymore, but I follow Chanel. Because I think I 
was more.... like some years ago I was a bit [classier] you could say in my clothing, so really like felt 
this is me. Um, really traditional, classic, expensive design and I still like Chanel with that being said. 
But I think okay maybe now I'm a bit more into that upcoming brands for example, I just got a Chloé 
bag. That's a well-known brand but I think it has been more like upcoming within the last couple of 
years, at least, like again. So, I don't follow them, but I follow like the trends and I look it up online. 
A lot. So, yeah, I guess that's how I am like feeling myself through the brand. 
I: Okay, and so you would also say that you like, based on the identity that you're developing, or 
maybe you're changing your identity a bit - also in relation to your style, because you mentioned that 
before you were a little bit classier. So, you would say that different brands accompany you through 
your different personality changes or style changes? 
P: Yeah, I would say that definitely. I have become a bit more...not casual, that's not the right 
word...but maybe just a bit more "High Street" within the last few years. 
I: Okay. And, yeah, do you think that you or like in general people can change the image of a certain 
brand by being a consumer or by getting involved with the luxury fashion brand? 

P: Like one person or...? 
I: It can also be a group of people, like a certain kind of clientele or a certain kind of group that ...do 
you think that people in general are able to change the image? 
P: Yeah, I mean, for example, I used to like Louis Vuitton a lot. And I still do at some point, but then 
I think I'm more into a more classic design now. Because I think, especially in Denmark, there have 
been like movements within the last two, three years with really young people and kind of gangsters, 
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if you can say that...who are wearing it. And actually, I just went to buy a bag, it was a month ago. 
And the store... not to sound like um... it might come out wrong... but yeah, they're now hiring those 
kinds of people. So, there are now young boys in the stores so they're more appealing at least in 
Denmark to that segment and I think that changes a lot. 
I: Oh okay, really? 
P: Yeah, so they both... they have like young boys working with like other backgrounds than Danish 
and then they have like a more traditional, maybe a 30-year-old woman, working. So, we got the 
woman and then the younger boys who are coming into the store to buy like sneakers, some bags and 
stuff like that - they get the other salesperson. So that's a bit weird, but actually I think it is a good 
mix though. But it's a bit weird and it changed a lot how I see Louis Vuitton now. 
I: Okay, so you would say that in this way consumers are able to like to influence the image of the 
brand? So, in your case maybe you don't want to buy specific products from that brand anymore 
because you don't want to be connected to those streets aspect of the brand? 
P: Yeah, exactly. I think it happens for a lot of a brands, or it has happened. Also, you know Burberry 
or Hugo Boss...um at least some lines of Hugo Boss. So yeah, I think consumers have a huge power. 
Yeah. 
I: Okay. And do you perhaps have a person in mind from whom you think that the personality is 
represented by wearing or interacting with luxury fashion brands? And you can think of a person that 
you personally know like from your personal network, or it can be just, I don't know, a celebrity or 
an influencer from social media. 
P: Yeah...Which person? 
I: Yeah. Do you have a person in mind where that happens? That the personality is represented by 
wearing luxury fashion brands? 

P: In a good or a bad way? 
I: Both, whatever comes to your mind.  

P: Yeah, I have one. Yeah.  
I: And who is he or she? 

P: She. I don't know if you know her. She is called Geggo? 
I: Um no... 
P: Well, she is from a Danish reality show “Familien fra Bryggen”, and she has like a lot of Louis 
Vuitton bags, but not in a nice way... 

I: So more in a trashy way? 
P: Yeah. Yeah. Because I think she had like 50 bags. It's very much like show-off kind of.  
I: Okay, and is that another reason why you say, you would stay away from Louis Vuitton? Because 
also, you associate the brand with her in a way a bit because she's having all those bags? 
P: Yeah, I think that is the type that I don't want to be associated with. With that being said, I have 
Louis Vuitton bags that I do wear but maybe I would not buy new ones at the moment. 
I: Okay. All right. Then let's talk about what it means to you to generally be involved or to engage 
with the brand.  And thereby you can think of all possible activities during which you can interact 
with brands. How would you define such engagement? 
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P: Well, definitely, um social media. You can, like for example, follow them on Instagram. Maybe, 
maybe Facebook? But I don't think so anymore. But then also by posting pictures of the bags, not that 
I am doing that really, or to tag brands. Yeah. 
I: Okay and where does engagement start in your opinion? Can it like also take place just in your 
mind or start in your mind or is that only about concrete actions that you're doing like for example, 
as you mentioned following a brand or posting content? 
P: I guess you can also like start before, yeah. I think somehow it could also be, like, exchanging or 
engaging with friends, like, tips or...yeah, if I have some friends who know a lot about one specific 
brand. Yeah, so I will always before buying something really expensive, I think I actually always talk 
with a friend or a family member about the big purchase beforehand. Okay. So yeah. 
I: Okay. And yeah, you already mentioned a few examples of how engagement could look like. Are 
there any other examples that come to your mind or specifically what you have already done? 
P: I mean, I go to the store. I guess almost every time I would do that, I would also like browsing 
around in the internet beforehand. Um, or at least have in mind before what I want to look for, so I 
usually look up online before I purchase. 
I: Okay and have you ever contacted the brand because of something like did you write their customer 
service, or did you write to the... I don't know management of a brand... because you had an issue or 
because you wanted to tell them something.  
P: Um, no never. 

I: And but would you consider doing that or is that something that you would never do? 
P: Um, no, not before I am buying anything I'll say.  

I: Okay, but after like, if you I would have bought a product from them, then you could consider it? 
P: Only if there's something wrong with the product, but not...no. 

I: Okay, so if you're extremely happy with the bag you would not let them know? 
P: No. 
I: Okay. And do you think there are differences in terms of engagement between the typical fast 
fashion brands like Zara or H&M and luxury fashion brands? 
P: Yeah, I would say that. As I think people are more willing to, to also do like posts of more expen-
sive things. Because I think for me, it's a bigger purchase. I put more thoughts into it, then maybe just 
for a dress from Zara for like 50 euros. But that being said, I still think that some influencers, they 
are also posting Zara, H&M, COS, so you can still engage with the brand and find content about the 
brand, but I will say that there is still a big difference. 
I: Okay, so you would you also say that you are emotionally more involved engaging with a luxury 
fashion brands because you said that for you it's, it's a longer process because you think about it a lot 
if you buy it or not? 

P: Yeah, I would say that, yeah. 
I: Okay. And yeah, you have mentioned that you engaged with luxury fashion brands several times 
already. But can you give one concrete example? Maybe the most, I don't know, concise one that 
came into your mind or the most recent one? 

P: Yeah, it's in the bag that I bought in Rome. 
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I: Yeah. And how exactly did that happen? Like, did you make research before? Did you think about 
it for a long time? 
P: Yes. Actually. It's a bit different from my other purchase. It was my Chloé bag, I have looked 
online for Chloé bags actually for around a year. Um but of course, it's quite expensive, so I couldn't 
just buy it. But then, my dad... I lived in Rome, so my dad went to visit me and there was like, Black 
Friday. And we just went in the in the mall, and then I saw there was 30% off. And then he was like, 
"okay, let's buy it". So, it's a bit weird and it was a very fast purchase. But on the other hand, I've 
looked for a bag for around a year. And so first of all it was really spontaneous, and it was a lot of 
money, but when I thought about it, actually, it's not that spontaneous, because I have looked for it 
for a year. Um, so I think a fast purchase is made within like five minutes, but like a year of searching 
on different websites and what color... it’s not that spontaneous. 
I: So, you would say that you were kind of an expert already in that field, that you knew exactly what 
there is. And you could say the name of the version or the model of the bag that you wanted and could 
yeah... 
P:  Yeah, exactly.  
P: And beyond the purchase, did you still engage with the brand after you purchased the bag? Did 
you post it on social media, or did you tell your friends about it? 
I: Yeah, I guess I told like some of my friends about it. I think like for my closest friends, they also 
want to see what it is that I got, but not in a bragging way, if that makes sense. Because I don't like 
that. More like I'm really happy with this. I think my closest friends they don't see it as bragging. It's 
more like interest. Um, I think I did a few posts, not just about the bag, rather where the bag is shown 
like in the post. But I don't like to tag, I would never tag, actually. 
P: Why is that? Why wouldn't you do that? 
I: Um, I think, for my friends or people that I know who follow me... I think maybe for them it would 
seem like bragging or... especially in Denmark, I think. 
I: So, you would also say it's like a cultural thing that in Denmark people are more...yeah, it's not their 
style to brag too much. It's more about like being more reserved and quiet and like that? 

P: Yeah, exactly. And that fits also with my personality, I would say. 
I: Okay. And why did you consider to engage with Chloé in the first hand? 
P: I think it's just because I saw some bags around, if that makes sense. And then it just popped into 
my mind. Of course, I know the logo and then maybe on social media, and then I looked a lot in the 
online stores. As I said before, I will look always on sites like Mytheresa, for example, every week, 
and then maybe I think it started to pop up there. And then I started to be more like "maybe I should 
I buy one of these bags". Yeah, so it just slowly gets into my mind without really knowing when and 
how, I think. 
I: Okay. And do you think it matters thereby if  more people from your close environment have the 
same bag or do you look for people that you just see on the street and like their style, or like when 
the brand or the bag is featured on influencer's feed that you like? 
P: I think it's really much on like influencers. Also if I see someone on the street, and where I can like 
see a match in my style,  I think that happens quite often, and then I think due to...not that I know a 
lot about fashion and luxury, but I know like some brands...but then I think that I can see, okay that's 
a Prada bag, that's a Chloé bag. And if I really like it, I can look it up online. 
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I: Okay. And yeah, were you satisfied with your experience with Chloé? 

P: Yeah, I was. 
I: Okay, and do you think that plays a role that you might want to engage with the brand further? Do 
you think if you are satisfied with an experience with the brand that that matters for the following 
engagement with the brand? 
P: Maybe it does, yeah. But I think that is maybe more if I have like a really bad experience that I 
will say I will never buy that again. Whereas a nice experience is more like expected from me when 
it's like expensive things, so I think it's rather the other way around. 
I: Okay. And would you rather be engaged with a luxury fashion brand that you are already familiar 
with? Or could that be also a completely unfamiliar brand that maybe just launched recently? 
P: I think rather the brand that I am familiar with, yeah. 
I: Okay. And yeah, would it motivate you to engage with a brand with the background that you could 
learn something through this engagement? Or is it an aspect that you don't really care about when 
you engage with brands? 
P: I don't think it's like a really important aspect, no. 
I: Okay. And yeah, when you engage with luxury fashion brands, what was your personal outcome 
besides the product that you purchased or like, how did you feel after the engagement or during the 
engagement? 
P: Of the purchase or...? 
I: In general, also, the feeling that you had while researching for the whole time like when you check 
the website, is it something that you enjoy? Do you like spending your time like that? Which feelings 
were involved? 
P: Yeah, um I actually like the research part also, yeah. It's also if I can, like, picture myself with a 
shoe or a bag. Yeah, I think it's really interesting. And also, if I go back to the same web page several 
times, then I know "okay, that must really be something for me". And then I'm looking forward to go 
into the store and like see the things in real life. And then, of course, the feeling that I get when I buy 
something, it's like, I am really high. It's a really special feeling when I buy something that I've looked, 
for example the bag, I have looked for it for a year.  It's a bit stupid, but it really makes me happy.  
I: Yeah, okay. And would you say that the whole researching and engagement process before is, like, 
more enjoyable than the actual purchase? 
P: No, I won't say that, but you can say that it makes the purchase even better, and it's something that 
you really want, you have put a lot of thoughts into. So, it's not like, um of course also because I'm 
still a student, and I'm not like, super rich, so it's a big decision. And maybe if you were a billionaire, 
it's not like that big of a decision. So, I think that also makes the purchase matter even more that you 
have like the background research. 
I: And you also mentioned that you were quite happy during your engagement. Are there other emo-
tions that you have felt? 
P: Um, sometimes when I buy something, and also in this case, I get really happy and then I can 
actually get a little like guilt. Because sometimes I think I have many backs and I think that's a lot of 
money. So first of all, I think I have like maybe three things in my mind. First of all, that it is stupid 
money I could spend it on vacation or other everyday stuff. Secondly, the classic one, like people are 
starving in Africa or something like that, and then I need a new bag for what? And then also lastly 
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that the people around me. They think that are I don't need it and that it is stupid. And that's actually 
because I think every time that I buy something new, not that I say it to everyone, but if they found 
out, they always have like a... yeah, mixed feeling about it. I don't know why. And so I get a lot of 
like comments. And that's a bit annoying. But with that being said, I am still like really happy with 
the purchase, but always I get like, those mixed feelings afterwards. Yeah, so that's a bit annoying. 
I: Okay, but would you say that you're like closest friends or your circle of friends, they give you that 
mixed feelings or they are commenting on purchases because they are not that interested in fashion 
or luxury brands? 
P: Yes, I think that especially the boys, I think they think it is silly. But it's not like they're being rude. 
I know this because they just don't like get it. Not that they like should get it, but they don't understand 
why I'm spending so much money on one thing. Um, so I know it's just because they don't feel the 
same way and that's okay, I think. 
I: Okay. And yeah, do you think that through the engagement, you could give something to the 
brand?   
P: Like feedback or…?  
I: Yeah for example, like what is the outcome for the brands when you engage with a brand as a 
customer? 
P: I think that it is... well, I guess it's important that the brands knows that I'm happy with my purchase. 
And I guess when I leave the store, they don't really know how I feel about the purchase.  Like they 
cannot track if I'm wearing my bag every day or like once a month. So of course, I could get like 
positive feedback. But also, like on social media, as we talked about before, of course, I maybe have 
some pictures with my bags or bag, but as I said, I don't tag them. I guess that could be one, like, one 
way of like, recognizing them. 
I: Mhm, but would you say like, just by like, I don't know, leaving the store with a Chloé bag. Other 
people could see you, and also even if they don't know you, they connect you with the brand's con-
sumer group and be like, "Oh, I want to belong to that group as well". Like in that way, do you think 
that you can influence the image of the brand a bit? 
P: Yeah, of course. My style, how I behave I guess, yeah. When having the bag or yeah, the bag with 
the bag. 
I: And you just said what you gave to the brand by purchasing or engaging with them, what about the 
other way around? What does the brand give you besides the product? 
P: Well it certainly gives me...just walking around with a shopping bag, I like to see when also other 
people are carrying the bag. You can see that they're really proud. It's quite funny to watch I think, I 
guess I am also myself. But they give you a certain like group you belong to, or a segment. Yeah, I 
guess for example with Chanel, um I think we all put different people walking around with like a 
really expensive Chanel bag, we feature them as like a certain person. And so, I think that's really 
extreme power that well-known brands have.  So, for example that could also be the case for Chloé, 
it's not that expensive but I guess it will be categorized as expensive but not like super expensive... 
but also maybe more for younger segments. So, I would not see my mom with a Chloé bag. Yeah, so 
it's like, it gives me like that kind of vibe and feeling. 
I: All right, I think. Yeah, we have now reached the end of the interview. 

P: Yeah.  
I: Is there anything that you would like to add, or do you have any questions? 
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P: Um, no, I don't think so. 

I: Okay. Then thank you for your participation and I will stop the recording now.  
P: Yes, okay. 
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Interview 13 

 

I: Then, thank you very much again for taking the time to take part in our interview. So, I'm Amelie, 
a student at CBS. And my thesis partner Kathi and I are currently conducting a few interviews as part 
of our thesis. And so, the overall schedule is that the interview will last about 50 minutes, and I will 
ask you some questions about luxury fashion brands and customer engagement. And it's important 
that there's no right or wrong answer. So just feel free to tell me your personal opinion and whatever 
comes to your mind spontaneously. And if something should be unclear, you just let me know. That's 
totally fine. And of course, your answers will be treated confidentially, and our conversation is rec-
orded by audio, but it is all deleted after the whole research. So, it's just for the research purpose. And 
yeah, if you agree, I would like to start?  
P: Yep.  

I: Do you have any questions before we begin, anything that's unclear so far? 
P: No, I think it's fine. 
I: Okay, so, um, before we start, I would like to get to know you a little better. So, can you tell me a 
little bit about yourself, where you currently live? What are you doing professionally and maybe some 
interests or hobbies? 
P: Yeah. Um, so I'm from Italy and doing my master's and CBS. I'm finishing it now. I'm working as 
a student assistant at Pandora as the social media team. And yeah, my hobbies are like, fashion design 
and photography. And I'm currently living in Copenhagen. 
I: Okay. Um, yeah, then let's focus a little bit more on the topic. Luxury, what does luxury in general 
mean to you? personally? 
P: I think it's something like a pleasure, like something to treat yourself. But it also has like maybe 
some meanings like in this like a social position. So, like social class and yeah and right now consid-
ering my position is something not that easy to access. But it's kind of a dream. It would be nice to 
be able to access.  

I: And luxury fashion brands in particular, how would you define them? 
P: Well, I just think that the compared to other brands, they're focused on fashion and maybe a little 
bit less traditional and like, more innovative in fast changing compared to other luxury categories. 
I: Okay. And in your opinion what would you say what distinguishes luxury fashion brands from 
premium or fast fashion brands? 
P: Well, I think the speed of change, like I would say that fast fashion, they are changing a lot. And 
they don't give you this sense of long term. Products or services like less quality, maybe, of course 
the prices for fast fashion to luxury, there's a big difference in price. And premium luxury… maybe 
there's not such a big difference in price but I think it’s the name of the brand, the value the brand 
has. It's bigger in luxury than for premium and also like something more desirable, I would say, luxury 
compared.  
I: Could you elaborate a bit more on the value in the name? How exactly do you mean that? 
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P: Well, I think like luxury brands are something that has more value for the person that is using it 
like in the sense that they have a story behind. They did something that signals more your position. 
So, it's something easy to recognize, for example, if you own a Louis Vuitton bag, it's like a status 
symbol. While maybe the premium it's more the value is more on the quality itself. And not that much 
on the like, emotional or social aspect.  
I: Okay. And what would you say what role do luxury fashion brands play in your life? What do they 
mean to you?  
P: Well, I think it's a way to express what, what I am or who I am and who I want to be. Like, as I 
said, like since now I'm not really able to afford it, but I would like to be and it's kind of achieving 
that position would… like being able to afford these kinds of products would kind of symbolize the 
achievement of something. And then I just like fashion in general, so it's like the way of expressing 
myself by wearing clothes that I like.  
I: Okay, um, could you take me a bit through your own history with luxury fashion brands? When 
did you start to be interested in it? 
P: Well, I always had like the passion for fashion. In general, and then, like maybe in high school, 
like it became a little bit more stronger and started following like, the fashion weeks. And of course, 
brands that are, like stronger in the fashion industry are also strong in luxury. I would say maybe 
haute couture and this type… Dior or Chanel. And then I got my first luxury bag when I graduated. 
And now I'm just…  it would be nice to work in this industry. I follow them, I'm doing my thesis on 
it, it would be nice to find a job in it as well. 
I: And what would you say what benefits does it offer you to own or to wear luxury fashion brands? 
You already like set a bit about like self-expression.  
P: Yeah, I think it's a self-expression, I would benefit like probably feeling good about myself. Be-
cause it's kind of a goal to achieve and it's also like the aspect of this aesthetic thing, there are really 
nice products. And I like also art and like would be also… Yeah, I got pleasure to own them. 
I: Okay. Um, then I would like you to think of a concrete luxury fashion brand. So, it might be a 
brand that you consumed a product from or where you received a product from, but it could also be 
a brand that you just could imagine consuming a product from, or that you just have dealt with more 
intensively. So, what brand do you think of? 

P: Well, I would have been probably about Dior.  
I: Are you also thinking of a specific product? 
P: Yeah, I just… because the last thing I received was a Dior bag. So, I just say…. it just came to my 
mind. 
I: Okay. And when you picture the brand what are your first thoughts? Which picture do you have in 
mind?  
P: Well if I consider Dior in particular… well probably the fashion shows. Probably this. Or if I would 
think about another brand maybe it would be more the store or someone wearing it.  

I: Do you maybe have some characteristics that you connect with the brand Dior or some adjectives? 
P: Yeah, I would say elegant, sophisticated. I guess that’s it.  
I: Okay and if we go a step further, if you picture the brand as a person, what would that person look 
like? What would he or she be like? 
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P: Yeah, I guess like elegant person, probably with like quite a lot of knowledge and like a cultured 
person. Yeah and like nice with good manners and then probably an expensive taste and successful 
probably.  
I: Then I would like besides fashion, I would like you to think about yourself a bit more like what 
would you say? What kind of person are you apart from fashion? What are some characteristics that 
you stand for that or that you would like to stand for? 
P: And well, I think I am quite ambitious, courageous. I like to take care like, how I appear like in the 
sense like I like to be nice with people and treat them nicely, not be seen as arrogant or something 
like that.  
I: You already said like you would not like to be seen as arrogant. Are there some other characteristics 
that you are or that you would like… How you would like to be seen by others? 

P: I don't know probably a positive person like intelligent. Nice. I guess so. 
I: Okay, um, what do you say… that in general it is more important to you how you perceive yourself 
or how you are perceived by others? 
P: I would say how I perceive myself, but I think to a certain extent it's influenced by how I'm per-
ceived by others.  
I: Okay. Then let's have a closer look on the fashion area again. Do you say that, or would you say 
that generally, one can express their own personality through fashion? 
P: Yeah, I think so. I mean, not 100% because there are things that are difficult to express just through 
clothes and accessories. But I think it's the way of who you are. It can be shown also with clothes. 
I: And how exactly do YOU express yourself through fashion? Or how would you like to express 
yourself the fashion? 
P: I don't know. I like to put details like jewelry, to wear something a little bit more particular that 
maybe not everyone is wearing or I like to keep myself in line with the trends, let’s say to follow the 
trends and yeah, maybe wear some nice pieces that are a little bit more difficult to get. 
I: Okay. And if you connect that to your personality, like to the characteristics, you just told me. Do 
you think that there's any characteristic in particular that you're trying to express through the fashion? 

P: Yeah maybe uniqueness. Like, just not being the same as everyone.  
I: Okay. Then, yeah, then we earlier talked about the brand Dior and what it stands for in your eyes. 
And then we talked a bit about your image that you have of yourself. Would you say that the two 
images match in some way? 
P: Yes and no. I mean, there are certain characteristics that probably match but not all of them. And 
some of them, I would like to reach, but some of them also no. I think like yeah, it's like… I have this 
image of like… it’s super difficult to say… like not that relaxed. Or tight maybe. And I don't think I 
am like this and I don't think I would want to be. And for the rest… yeah, it might be. 
I: And then you also said like there are a few characteristics that you would like to or that you would 
like to reach some characteristic of Dior. Could you elaborate on that a bit more as well? 
P: Yeah, I know I mentioned elegance. Maybe I'm not as elegant as I would like to be. And also, it’s 
all about this culture. Like, seem like a cultured person. Like I think I have a lot to learn still, so yeah. 
I: Then apart from the like… how you said like unrelaxed pretty much thing… Could you see yourself 
matching the Dior characteristics in the future? Maybe at some point?  
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P: Particularly for this not being relaxed part?  

I: No like apart from that.  
P: Yeah maybe.  
I: Okay. Um and what would you say in general like how is dealing with luxury fashion brands… 
how is that related to your personality? 

P: I don't know exactly what… can you explain a little more?  
I: So, you said that you are interested in luxury fashion brands and you're interested in fashion. And 
exactly like there are… in particular the luxury fashion brand part, how would you say, how does that 
match with the characteristics you want to stand for? Do you have like any of those characteristics 
where you say, those match with my interests for luxury fashion, kind of? 
P: Yeah, I think it's like my interest in art. And, like in general, the visual aspects like photography 
or design, in general. And so, I think one of the main reasons why I like it is that and also the thinking 
about ambition, I would say, like, it's still a symbol of status and like some sort of achievement. So, 
I think it's aligned with that.  
I: Okay. And how do you select the brands that you deal with, like luxury fashion brands? How do 
you do that? How do you select? 
P: Well, I guess it's mainly of what I see online or in magazines, and then it's mainly based on my 
personal taste. Yeah, of course, I think it's also influenced by the perception I have about the brand. 
Maybe who is using it, who is not.  

I: You using it in the sense of like, the customers?  
P: Yeah, the consumer.  
I: Yeah. Okay. And would you say that it is more about the looks of the brand like the design or is it 
more about like, like values, they stand for?  
P: I think it's both. Like I'm not really a super fan of any brand in particular, but more just have 
specific… I like the specific pieces or like a bag from one brand and shoes for another one. So defi-
nitely the design plays quite a big role.  
I: So, it doesn't mean that it's pretty much the… or it's rather a bond with the products than with the 
brand itself?  
P: Well, both like if there's no bond with the brand… I don't know how to explain. Like just with the 
product, it's gonna last for that product and then it's not, I'm not gonna continue to, to follow the brand 
let's say. But when there is a value connection, I see the relationship or how we want to call it. It's a 
little bit stronger and more maybe long term. So, I will check more if they have new products.  
I: Do you have a brand in mind when you think of this like a little bit more long-term relationship? 
Or do you have a brand where you have this or where you feel like you are developing such relation-
ship with? 
P: Yeah, for example, like Bottega Veneta. I follow this brand like for a few years now since I basi-
cally started and of course now like it got a little bit more popular, but I really liked this also before 
because it's quite simple.   
I: Would you say that when you engage with a brand or when you like deal with a brand that you 
want to be seen in the same way as the brand? 
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P: Yeah. Until the certain extent I will say so. Like it is still like a symbol of something.  

I: And so is it for you… like transferring the image or the values, would you say so? 
P: Yeah, yeah.  
I: Okay. And do you think then also works the other way around that you as a customer, or someone 
who like a fan of the brand or follow up the brand, would you say that it's also possible to transfer 
your values back to the brand? 
P: Well, I think so… maybe not me, personally, but like in general, I also check… not check but like 
take into account who is actually the user? And what's the image of the user? So, I think it's related 
to who uses the brand as well. 
I: Okay, um, do you like when we think of other people… might be people in your social network or 
from social media that you don't know personally… Do you have any person in mind where you think 
that his or her personality is perfectly represented by wearing or interacting with a luxury fashion 
brand, like some person where you would say, okay, it's like… this person really stands for the brand 
xy. I don’t know. 
P: Yeah, I have like, a few people in mind. Could you maybe share your example, like describing it 
a bit more? 
I: Yeah, I have, for example, a friend. She's really quite ambitious and like good in what she's doing. 
And also nice in the social life and she knows a lot of things like about art and culture in general and 
she's elegant and I personally like her taste, her fashion taste. Like well-behaved and nice.  

I: And with which brand do you connect her? 
P: Well, yeah, maybe Dior or Valentino?  

I: Okay. 
P: Just because she owns a few products, so I guess.  
I: Okay, um, then let's focus a bit more on the customer engagement part. I would like you to think 
of any possible activities that… during which you interact with the luxury fashion brands. So, how 
would you define such customer engagement in general?  
P: Everything a consumer does in relation to the product so, probably following on the social media, 
checking the website, going to the store, reading the magazines, comments, likes, sharing. In general. 
what I personally do, it's like mainly following or liking on social media or maybe checking the 
magazines and the stores. 
I: Okay. And what you said, it was like mostly about concrete activities. Would you say that engage-
ment can also happen in the mind of a person like without a tangible or viewable result?  
P: Yeah, I think so. Maybe like, people don't express it like on social media but they just like a brand 
anyway. It's a bit more difficult to notice, but I would say so.  
I: Okay. Um, and you already talked about a few examples and what you've done of those examples. 
If we think about luxury fashion brands, do you think that there are any differences in like with the 
engagement when you compare fast fashion brands and luxury fashion brands, for you personally?  
P: Well, yeah, probably. Or maybe not even, I don't know, maybe the people who comment are more 
attached to luxury and less to fast fashion, because it's fast and trends change so, so quickly and also 
new brands come up and one. One brand is trendy today and maybe it's not tomorrow. But otherwise, 
I wouldn't say so. 
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I: So, you would say like there are no, like different kinds of engagement that you would rather do 
for luxury brands but not for fast fashion the other way around?  
P: Yeah, I mean, I'm not really engaging with any brand. That… I guess that it’s easier to build like 
a… I think I would put more effort to build a relation with a luxury brand than the fast fashion brand, 
I think. 
I: Perfect! Then… could you give me a concrete example? Were you engaged with a luxury fashion 
brand? Do you have one in mind? 
P: Yeah, I don't know. For example, I follow them on social media, and I like the pages or the images, 
or maybe I saved them. But that's mainly what I do.  
I: Okay, and what motivates you to do so and what drives you to do so… to follow them and like 
pictures of them? 
P: I think it's like a sort of inspiration. And they also kind of don't show that much the products but 
more sort of what they stand for, the sort of lifestyle. Which, yeah, it's more like an inspiration. And 
of course, like also watching the shows or the new collections, it's like just to follow.  
I: Okay. And does it matter for you how satisfied you are with a brand in order to engage with the 
brand? 
P: Yeah, I would say so. 
I: What does that mean? Like, would you rather engage with the brand you’re satisfied with… or is 
it more likely for you to engage with a brand that you're satisfied with? 
P: Yeah, I think so. I will… If I'm satisfied, I will probably like it or comment it. I’m not sure when 
I would not be satisfied that if I would write bad comments or so. So, if I'm satisfied, they will engage 
more.  
I: And how about the identification with the brand? Is it important for you that you share the same 
values? Or that you can identify yourself with it in order to engage with the brand?  
P: Yeah, I think so. Right, especially on social media, when they show more of the values of their 
personality, what they stand for. I think there it becomes important. If I'm supporting that. We kind 
of need to share the same values.  
I: Why would you, for example, or why would you not engage with a brand that you think you don't 
share the same values with? What are the reasons for that? Why you wouldn't do that? 
P: Well, I think that what I like or follow kind of represents also what I stand for. What I think. I 
wouldn't want to stand for something that I don’t share. Yeah, like support the brand that stands for 
something that I don't agree with. 
I: Okay. And would you say that you are more motivated to engage with brands that you are already 
familiar with? Or would it be more motivating for you to engage with brands that are unknown to 
you so far? 

P: Maybe unknown. I will be more curious and like see, like, discover their story. 
I: Does that sometimes happen to you? Like, do you sometimes do that? 
P: Yeah. Like for example, on Instagram, if I found like a new brand that I like, then I just follow 
them or maybe check their website. 
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I: Okay. And would you say is it more motivating for you to get engaged with a brand that when self-
initiated? Or is it more motivating for you to get engaged when it's on request from the brand? 
P: When I started, when I initiated, I'm more motivated to do it. I guess I could do to explore.  

I: And could you explain why?  
P: I don't know. I guess it's something that I want to do it because I'm curious about rather than being 
asked to do it.  
I: Why is it less motivating if somebody asked you to you? 
P: I feel like maybe it's like this kind of pressure that you have to do it or that you are forced to do 
something while the other one is just plain pleasure and discovery because you want to do it. 
I: Is it a motivation for you, when you know that you would learn something while engaging with a 
brand? 

P: Yeah, definitely 
I: What kind of knowledge are you hoping for? Or why's that motivating for you? 
P: Um, well, I think like more things to know the better it is. And I'm always like, trying to learn 
something. But in general, like it's not. There's not any particular knowledge that I'm looking for. It's 
also maybe just new creativity or new styles. Could be maybe some historical stuff about the brand.  
I: And would you say is it also a motivation if your friends or your surroundings, if they would like 
it or encourage you when you engage with a brand, is that a motivation for you? 
P: Yes and no. Like of course it influences but it mainly come from me whether I want to engage or 
not.  
I: So, would you say that it doesn't really matter for you in order to get engaged or does it have like a 
tiny influence? 
P: No, no it has… it definitely has an influence but not a major one.  
I: Okay, then what would you say? What is your personal outcome when you engage with a brand, 
for example, and when you what you just said, like following, reading magazines or visiting the 
stores, what is your main benefit when you do those kinds of engagement? 
P: I think I feel a little bit closer to the brand. So, the benefit that the brand might provide, like, 
pleasure, like to associate some values of the brand with yourself, like since I cannot really afford to 
have all these… let's say products, for example… it's another way to like, consume the brand.  
I: Could you maybe elaborate a bit more on within the engagement, what does the brand give you 
and what do you give the brand?  
P: Yeah, I will say it's like a source of entertainment and new ideas and inspiration and also like this 
feeling that you are part of the brand as well. That's the main benefits from the brand. So, for example, 
following on Instagram, and what I give the brand is like, probably support. And, yeah, that's mainly 
it.  

I: And would you say that there's an emotional involvement when you engage with brands? 
P: Yeah, definitely. Like it's…  think this stronger aspect of luxury brands is that they are able to kind 
of elicit emotions. So, there is definitely kind of a relationship that gets created. 
I: Could you can you maybe describe that a bit more?  
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P: I don't know, for example, I'm happy to see, like some new initiatives that I like. So that makes me 
like the brand even more, if they're aligned with what I think or what I like. Yeah, so I engage with 
the brand even more and I probably I enjoy it.  So yeah, definitely, the emotions are there. Did that 
answer your question?  
I: Yeah, yeah. Yeah. And would you say that with your engagement… do you contribute to the brand 
image through that engagement? 
P: Well, maybe a little part like support and like yes. Feeling attached to the brand. I think it's what 
they kind of want to create this audience of followers. I think that they like people that appreciate 
what they do.  
I: How does… you already talked a little bit about that, but how does the engagement influence on 
how you feel about the brand? 

P: Well, my personal engagement?  
I: Yeah.  
P: Well. I would say that like the fact that I can engage that like makes me feel closer to the brand 
and yeah, maybe associate myself to the brand and the brand to myself more. 
I: So, we earlier talked about how such an engagement… we talked about the image that you have of 
yourself and the image that others might have of you. How does such engagement with a luxury 
fashion brand, how does it contribute to the image that you have of yourself? How does it maybe add 
to your personality? 
P: Well, I think like sometimes… So also, when you hang out with a certain group of people you feel 
like that you are a little bit like them. So, I think it's the same, kind of… the same as engaging with 
the brand. So, like, yeah, if you surround yourself with and engage with the brand and follow what 
they do, I think you feel more similar, or you kind of feel that they represent who you are, to some 
certain extent. 
I: So, would you say it kind of like… how do I say that… like are you striving for… Like by engaging 
with a brand, would you say that you're like, striving for supporting your personality? Kind of? Does 
that make sense? 
P: Yeah, yeah, it could be, yeah. I mean, if… by supporting the brand and what the brand stands for, 
you're kind of showing what you stand for as well. So, I think so.  
I: And would you say that it also adds to how you are perceived by others? Like engaging with the 
brand does it contribute to how you might be perceived by others? 
P: Yeah, I think so like by showing engagement to something like I think an engaging to something. 
I think it shows what you like and definitely influences what others think.  
I: What would you say? Where Is the influence bigger? On your own image or on the image that 
others have of you? 

P: Well, probably of what others think.  
I: Why do you think so? 
P: Well, because when I think about engagement, I mainly think about these more concrete acts on 
social media, on visible behavior and I think that influences more what others see about you rather 
than what you see about yourself by doing so. 
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I: Would you… you already said like that you are kind of supporting what you yourself stand for 
when you engage with a brand. So, would you say it's a bit about also like defining yourself through 
that engagement?  
P: Um, yeah. Yeah, I think it's a way to define yourself. Yeah. It's kind of if you feel elegant, you 
tend to use like pieces that makes you more elegant and so that helps you to define yourself. 
I: Okay. Um, yeah, then we've already reached the end of the interview. That was super quick. I think 
your answers were like so much on point.  

P: Okay, cool because sometimes I didn’t know what to answer.  
I: No, it was like really, really good quotes, I think. So, do you have anything that you would like to 
add, or do you have any questions? 
P: No, I think it's fine.  

I: Then thanks a lot again!  
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Interview 14 
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14 27 Male German Portugal Student 09.04.2020 

 
I: Hello and welcome to our interview. First of all, thank you very much for taking the time today to 
participate in our interview. My name is Katharina, I'm a student at CBS and within the scope of our 
master thesis, my thesis partner Amelie and I are currently conducting a few interviews. First of all 
about the general procedure: The interview will last about an hour and I will ask you some questions 
about the topic Luxury Fashion Brands. It’s very important that there are no right or wrong answers, 
just always say your personal opinion and whatever comes to your mind spontaneously. And if some-
thing should be unclear, you can of course always ask questions. And it is also very important that 
your answers are treated confidentially and anonymously. And our conversation will be recorded only 
via audio, so that we can listen to everything again at a later time and don’t have to document every-
thing during the conversation. And what is said is only for our research purpose, will not be traced 
back to you and will be deleted when our study ends. And with your consent we would then start. 

P: Yes, I got it. 
I: Okay. Do you have any questions before we start the interview?  

P: Nope, everything's fine. 
I: Okay, great. Yes, then, before we start with the actual interview, I would like to get to know you a 
bit better. Why don’t you tell me a little bit about yourself, where you currently live, what you do 
professionally or what your personal interests are? 
P: Yes, all right. So currently I am in Münster. Because of the current situation I went home, or to my 
girlfriend. But normally I'm studying in Lisbon at the moment, at Católica, doing a double degree and 
I’ll be in Paris at ESCP from September on, doing my Master in International Management. And yes, 
I used to work a little bit as a banker and did my Bachelor in Münster. But yes, those are the basic 
facts...oh yes, I am 27, but you already know that, I already wrote that in the screener.  
I: Right. What do you like to do in your free time?  
P: Well, I play golf and go to the gym, so that’s the sports part, I guess, but other than that... I don't 
know, I guess like everybody our age, you like to go out with friends, meet friends, whatever you do. 
I: Okay, you just said that you study in Lisbon. What was the deciding factor why you decided to go 
there?  
P: The deciding factor was actually that I wanted to do the double degree and I wanted to do it at a 
university in the top 5, top 10 ranking in Europe. And that's where the ESCP comes in. And since I 
probably wouldn’t have gotten into it that way, I did it through a double degree in Lisbon. Well, and 
Lisbon is of course also a nice place to live at the moment and that’s why, yes, that’s what came on 
top of it, I’ll tell you. 
I: That’s true, of course. Then let’s dive a little deeper into the subject of luxury.  

P: Yes. 
I: What does luxury mean to you personally? 

P: Now in terms of fashion or...? 
I: First of all, in general, luxury in general.  
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P: I would say that you afford things that are far above the normal things I need to live. 
I: Okay, and if we now relate this to the fashion sector, what defines a luxury fashion brand for you 
in particular?  
P: Well, primarily the price. Yes, I’ve already written that in the screener, a high degree of creativity 
in most cases. That either goes with the trend of the time or can even set a new trend. But in any case, 
what it also means to me is a high degree of creativity.  
I: And what would you say distinguishes a fashion brand from other “usual” fast fashion brands?  

P: Sorry I forgot something: Quality, of course. 
I: Quality, okay. That would be something where you would say, this is the main difference between 
Zara, H&M, ...? 
P: Well, quality is for me the prerequisite that I’m even willing to pay that price. But the main thing 
that separates it from the rest is the quality, but also yes, I would say the creativity of the single items 
or the individuality of the single items. 
I: Okay, so you would say that it is not mainstream if you buy a product from a higher priced luxury 
brand? 
P: It depends on the product, so now let’s talk about a girl, a Louis Vuitton handbag, which quite a 
lot of girls own, can almost be called mainstream. So, I would almost call it mainstream, but no idea. 
Maybe this is not the case for other products of the brand. So, what is mainstream and what is not, 
depends a bit, in my opinion, on the design of the piece.  
I: So, you would say yes, such products that are owned by a broader mass, now for example those 
certain Louis Vuitton handbags that you see more often on the streets, that would not be a luxury item 
for you anymore? 
P: It is still luxury, just because I buy this bag... the purpose of a bag is to transport things, actually. 
And since this bag is much more expensive and therefore above what I would need to transport things, 
it would be a luxury item, and because it has a much better quality.  
I: And what role do such brands play in your life? So, to what extent do you deal with them in your 
everyday life? 
P: I follow them on Instagram, and I like to be inspired by them, and I’m actually just interested in 
what their latest trends are. And sure, then I also like to look at Farfetch or something, that’s a site I 
like to look at, I rather scroll through it like window-shopping and get inspired by it. It’s not that I 
always buy something there – rather the opposite. It’s more of a striving or a wish or something like 
that.  
I: So, would you say that you are dealing with such brands rather online than in real life such as going 
to shops or talking about them? 
P: So, if you take into consideration the total amount of time, I spend engaging with luxury brands, it 
is definitely more online. But of course, if you are in a shopping mall where the shops are, I go in 
there as well. But it’s not always like that, because sometimes in certain shops you feel a bit uncom-
fortable, because if you know that you probably won’t buy anything, there’s sometimes a bit of a 
strange feeling. So mainly online, but also sometimes in shops. 
I: You just said that you like to get inspired or to scroll through certain websites... would you say that 
this part is almost more fun than the actual purchase itself?  
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P: Nah, not that. The purchase is still, if you can afford or treat yourself to buy it, I think the luck, or 
whatever you feel, is way higher than scrolling through these pages, doing so is just more of an 
occupation and brings a little bit of fun. But the purchase itself is of course even nicer.  

I: And what does it mean to you when you consume such brands or deal with them?  
P: Hmm... what does it mean to me... I have no idea, so somehow, it’s a stupid way of showing 
yourself in some ways. Because you show that you can afford to buy something like that, although 
it's actually stupid to present yourself like that. So, I think I don’t want to admit it myself, or I say to 
myself “actually you don’t need to buy something like that to show off”. But I think, subconsciously, 
everyone does it in a certain way, if you buy such brands. Yes, and otherwise I think it’s just a way 
to stand out from the crowd. Not only by the price, but also by the individuality, because some pieces 
are a bit [freakier] than others. Exactly, that you can present yourself a bit differently.  
I: There are also many luxury brands where you don't necessarily see at first glance what kind of 
brand it is because the logo is kept relatively minimalist. And then others, who may not be so familiar 
with it, would not necessarily know that it is a luxury brand. What about that? Because you just said 
that it's a bit "stupid" to present yourself like that. But sometimes you only see it at second glance or 
maybe just trained eyes are able to discover it. 
P: Yeah, so it's a double-edged sword for me. Well, one thing that doesn't work for me is a t-shirt that 
says Gucci, or I don't know… - I don't think such striking things are okay. Although some patterns, I 
don't know, there is this new Dior pattern, I forgot what it's called. It's striking on the one hand, but 
also in a stylish way, so it's okay. But I don't know, what else is such an example... Philipp Plein for 
example – I think that's not working at all. It's the most striking thing there is, the logo is written in 
bold all over it – it’s just a small degree, I think. But it's not just about showing that you're wearing 
the brand, I think that's stupid.  
I: You just said it's not just about showing "I have this logo" - what does it mean to you then if you 
also wear, I don't know, a T-shirt or any other accessory you own... what does it mean to you to walk 
around with it or to show it?  
P: That's hard. I think sometimes it just makes an outfit more complete and I think you just feel more 
comfortable and cooler in what you wear.  
I: Hm, okay. Well, then I would like to look through your history with such luxury brands. When did 
it start for you to deal with them or that it has become an interesting topic for you?  
P: Well, it all started, and that's still the main point, with sneakers – but that's probably another topic 
now, not one hundred percent in the topic of luxury fashion brands. They're mostly just so expensive, 
because of rarity and not because they're already so expensive when they launch. So, this is what I 
did in the beginning… and still do to some extent. Yes, and then came the transition, because I think 
a lot of luxury brands have become more and more streetwear brands. So, if you look at Louis Vuitton 
and the change of the designer, the new one is called Virgil Abloh... and Kim Jones for Dior, the 
brands have become more and more wearable for young people, for me. And I think that's how the 
interest arose a bit, that I find these things cool, however I still can't really afford them as a student, 
of course. Oh yeah, and to get back to your question, in the beginning I mainly bought shoes, and 
then it turned out to be a t-shirt from Off-White or I don't know, Fear of God or something, but mainly 
streetwear brands. And then it sometimes happened that I get leather goods from Louis Vuitton or a 
belt or something like that. But just like two pieces a year or something like that, at the most. So, I 
always add items step by step. 
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I: You just said that it started with sneakers, did it just happen that from one day to the next you 
thought "I think that's cool", or were you influenced by siblings or friends?  
P: I don't know exactly... I think I was always very interested in things, that are hard to get. Back in 
the days, it was really hard to get Abercrombie or something, how old was I? 15 or something. That's 
kind of when this whole thing started. And then I was more interested in shoes, and then there was 
this hype about limited edition shoes. And that was also very much due to the music influence, I loved 
listening to Kanye West. And that's when it started with the Yeezy theme, and you kind of slowly 
slipped into that direction, that you started to get interested. 
I: And yes, would you say that your relationship to such brands has changed over time or has it stayed 
the same? 
P: Ehm, of course there are always brands that you find better in one year than in the year before. But 
I think that is also due to personal taste and of course there are brands that joined. But, so... is that an 
answer to your question? I am not sure.  
I: Yes, there are no wrong answers! I just meant, for example, when I was 14-15 years old, I would 
have liked to have had this Louis Vuitton bag, which everyone else had, and I would have worn it 
with pride, I'll say. But not anymore. Well, I'm really trying to stay away from that now and focus on 
luxury brands, which have a rather minimalistic design and a subtle logo. 
P: Absolutely, so a good example of this is for example Gucci. So, if you look at them, Gucci has 
become a rapper thing now, or at least it was in 2019, 2018, and I think if you still wear it now, or 
people who still buy it now, are really pretentious. So that would be an example. Last year for exam-
ple, or the year before that, I looked at Gucci a lot more, and I found it much more interesting in 
comparison to nowadays. Exactly – then what I just said at the beginning would be an example as 
well: I never found Louis Vuitton interesting or anything, but when the designer changed, I found the 
brand very interesting suddenly. And yes, now Kim Jones at Dior, I suddenly find the new collection 
very good, and interesting and I like to look at it. But before that, I don't know, I didn't even have the 
brands in my mind. But I think there's always a lot of influence from athletes, musicians – so it's 
definitely strongly connected. 
I: Then please think of a very specific luxury fashion brand that you have in your mind. It can either 
be one you've already bought a product from or received as a gift, or simply a brand that you've 
already dealt with a little bit more or that you could imagine buying something from or dealing with 
in the future.  

P: Let's try Louis Vuitton, let's see. 
I: And are you thinking about a specific product or just about the brand in general? 

P: What I would like to buy in the future? 
I: No, just in general. So, when you think of the Louis Vuitton brand, what kind of product pops into 
your head? 
P: The first thing that pops into my head is the historic Louis Vuitton leather pattern. That image 
comes directly in my mind, but it's not like that I want to have it now.  
I: And what are the first thoughts you have when you think of Louis Vuitton. You just mentioned the 
pattern, what else? 
P: Pattern, logo, expensive. Um... but now also for younger people. Yes, and I would like to own 
something or more things from the brand, if you can put it that way. 
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I: And if you try to imagine Louis Vuitton as a person, what kind of image do you have in your head, 
what would this brand be like and why? 
P: A wealthy person who always cares about her or his look. But through certain small things, creative 
details, the person stands out from the crowd.  
I: Okay and are you thinking of a certain gender, a man, a woman or ...? 

P: No, I think of women's clothes as much as I think of men's clothes.  
I: Yes, then let's forget everything we have talked about so far. And apart from fashion, apart from 
luxury – if you think of your own image of yourself. What kind of person are you?  
P: Ehm... 

I: So, characteristics or values you can identify with? 
P: Can I just say a few adjectives? 

I: Sure! 
P: In any case I would say creative, very organized and too neat – so really everything has to be in 
line. Disciplined and I attach great importance to the word of a person, so trust and reliability. And, 
yes. I would leave it at that for now. 
I: You just listed a few things you stand for. Are there also qualities where you would say "Okay, I'm 
not that right now, but I'm striving for that. That's how I want to be in the future"?  
P: Yes. I would say being more open to new people in the first moment and not being afraid of 
rejection.  
I: And when you think about how you want to appear to the outside world - what are some of the 
qualities you would like to show to the outside world? Maybe they correspond to your image of 
yourself, maybe it differs from your image of yourself... yes.  
P: Ehm... how I want to appear to the outside world is also in any case... what I value is reliability 
and that you can rely on my word. But also, that I'm organized and think straight and despite that 
have a creative personality and… yes. 
I: And would you say that the perception of others is more important to you than your own perception 
of yourself?  
P: I think that your own perception is, deep down, of course still above everything. But for me it's 
definitely important what others think about me, you can say that, although I know that it's not very 
clever that you always think that. But no idea. 
I: Yes, unconsciously it always plays a role. 

P: Yes, exactly. 
I: Yes, and if we now look a little bit more at the fashion area. In which way would you say that you 
can express your personality through fashion?  
P: I think you can absolutely do so, because... well, I said that I think I'm creative or want to be 
perceived as creative, but I also want to be perceived as clear thinking, stringent or something like 
that and I think that you can achieve this partly by a coherent outfit. So, if someone sees, "oh, he is 
dealing with fashion" or "his outfit is coherent", I think it can trigger such associations.  
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I: And what exactly do you want to express personally? Does it always vary, or are you saying that 
you actually have a relatively consistent style? 
P: I think I want to express that I try out new things, that I'm open to new things, and I want to express 
that I deal with such topics.  
I: Okay. Earlier, we talked about what Louis Vuitton stands for in your eyes and now you also talked 
a bit about yourself. Would you say that the two images are perhaps a bit similar?  
P: So wealthy definitely not yet... Can you say again what I just said about Louis Vuitton? 
I: Yes, you said you imagine Louis Vuitton as a creative person, wealthy, who always pays attention 
to his appearance. 
P: So, as I said, not wealthy. Creativity in any case, I think, because the brand likes to try out new 
things and shows this through their collections. And um, yes, this streetwear cult, which this brand 
embodies nowadays, simply meets my taste.  
I: And if we now talk about luxury fashion brands in general, not only related to Louis Vuitton. In 
which way, would you say, it has something to do with your personality that you deal with these 
brands? 
P: I think it's because I'm just a little bit into this eccentric shit sometimes. So, a little bit... yeah I 
don't know how to say it.  

I: No, that's alright. 
P: Well it's not only that, but I am kind of into luxurious items because they offer such a special 
package. Oh I have to say that – I don't know where you can put that but, for example, the service in 
Louis Vuitton Stores... you are definitely treated differently than in other stores. I think this is really 
striking and to have this special feeling also belongs to the whole experience, it makes the whole 
thing more complete and is in any case a plus. 
I: So, the service in Louis Vuitton stores is different from other luxury fashion brands’ stores or 
other...?  
P: Even that, but of course also in comparison to fast fashion brands. But could you repeat the last 
question? 

I: To what extent does it have to do with your personality that you are dealing with such brands? 
P: So, for once this eccentric aspect, that I have already mentioned before. And I think this urge for 
a little more individuality or creativity, to be able to copy something from it. 
I: Would you also say that it's definitely something you strive for, because you said that as a student 
you can't buy things you want at will. Is that something you also think of as a wish for the future? 
That you can work towards being able to say "I want this," and I'm just gonna buy it now. 
P: Right. I'm working towards something, but not only – or not at all – to be able to afford luxury 
things. There are bigger goals. But I know if I was in the financial situation where it doesn't really 
matter, I would definitely do that and spend my money on it, even though I know it's not really 
rational. 

I: So, in general you'd rather just go for a carefree life, not just in terms of luxury brands? 
P: That's exactly it, I want to make a difference and of course I want to have a lot of money, a nice 
house, a family, all that. That's stands above everything, but I know that with the necessary money – 
this is an additional point that I still want to fulfill. 
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I: Earlier, you mentioned how important the designer is to you, or the design of the brands in general. 
How else do you select the brands you deal with?  
P: Well, there are more things... so, I still go to Zara or something, I value the cut and the, let's say, 
simplicity. Normal jeans or a normal white t-shirt or something. That simply suits me, that the cut 
suits me well and that I can have, let's say, fifteen of them in the wardrobe and I know everything fits 
well and it doesn't cost that much. And then there are also brands, I say, like other streetwear brands, 
which are not quite as expensive. For example, Supreme, I also pay attention to their creativity. So, 
if there's a t-shirt that has a special slogan or expresses something special that I stand for, I pay atten-
tion to that. And then there is this factor that the item has to be rare and that not everybody can have 
it. That's what I'm concerned about. 
I: That means you wouldn't be averse buying a niche brand in the luxury segment, which is perhaps 
not well known, yet?  
P: Yes, I would do that, but for that the design or whatever would have to convince me so much that 
I would be willing to spend the money for it. Because with such a niche brand the third aspect I just 
mentioned is of course missing, that you can show that you have something, that most people don't 
have.  
I: And would you say that you also buy brands because you want to be seen exactly the way the brand 
is seen? You have mentioned this streetwear aspect quite a few times now – would that be something 
you would like to transfer to yourself? 
P: I think I would like to transfer to myself that other people see, but only the kind of people who are 
also into these brands, that I also deal with them, you know? So maybe that's what this niche brand 
is all about, there are some smaller brands in the streetwear sector, which are not really known at all, 
but if you deal with this field, you will recognize it anyways. You can also recognize it by a small 
mini-logo or something like that. I like that, so when other people who deal with it see what it is - but 
the multitude of people doesn't see it. That's actually the most important thing to me, so it's even more 
important. 
I: That means that you would also feel like you are part of a group when you wear or buy a certain 
product, because you know okay, there are certain other people who also know what a owning a brand 
like that means, or they also have dealt with it more. And when you see them on the street, maybe 
you already have a different sympathy for them because you know you have a similar interest? 
P: So group membership is such a strong word for me now, but when you described it in more depth 
later, that it means that you have the same interest and you think, "oh, cool, he's a bit in the topic" – 
then I agree, it's already group membership in that sense.  
I: Okay, and would you say that consumers of luxury fashion brands have the opportunity to change 
the image of a brand by buying their products or by being involved with the brand?  
P: Definitely. So, like I just said before, many athletes or musicians wear these brands. That embodies 
the brand in a certain way and attracts certain customers, like me in this case. 
I: When we were talking about Gucci, you said that it has become a bit "pretentious" – would you 
say that this is a classic case of certain customers changing the image of the brand so that, for example, 
you would no longer think of Gucci as THE luxury brand, but rather of the pretentious image? 
P: Well I still see Gucci as a luxury brand, but I also see it as a pretentious brand. In my opinion, 80 
percent of it is related to the fact that the brand is mostly worn by people I don't want to be associated 
with, and 20 percent I think it's related to the designs. So, if they become more and more striking with 
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their designs, then that's a natural consequence. So, it goes hand in hand with the fact that more and 
more people are wearing it with whom I don't feel connected.  
I: And when we think of other people: Do you have a person in mind whose personality is embodied 
by wearing it or dealing with a luxury fashion brand? And that could be a friend or someone from 
social media, a celebrity... 

P: I watch Justin a lot, he is a YouTuber. I don't know if his name tells you anything... 
I: This reaction…  

P: Yes, he is also called “The reaction boss”. 
I: Yeah right, okay. 
P: Yes, but this is only his second channel. He mainly does fashion videos. Oh yeah, I think he em-
bodies luxury fashion brand…  

I: His brand is called PESO or something... 
P: Yeah, exactly.  
I: I don't know how much it costs and if you can see it as a luxury brand. But would that be something 
you would buy because you like the YouTuber? 
P: First of all, the price, the items are in the average price segment - that's not high fashion, yet. And 
I would buy some items of his brand, but I didn't like the last two collections, it was just not my style. 
But I became aware of the brand through him, and I liked pieces from his older collections and would 
definitely have bought something from him. But I wouldn't just buy it because I know it's from him 
although I would think that the clothes have a bad style. 
I: That means you still set a high value on design, quality and not just because his name is on it? 

P: Yes, definitely. Definitely. 
I: And yes, let's talk about what it means for you to generally engage, or to deal with a brand, not 
necessarily in the luxury fashion sector. And yes, you already mentioned a few things like social 
media, a little bit of window shopping in the Internet. But you can really think of all kinds of activities 
where you can interact with the brand. How would you define such an engagement?  
P: Point one is still definitely social media, that you look at things there. That you look at the website 
and just get inspired.  Not only by the clothes or the products themselves, but also by how the website 
is structured – with videos, with music and whatever else is included. It's the same with the website 
as it is with the stores: that you go in there, not only to look at the clothes, but also because of the 
overall feeling conveyed by the design of the store. And then also that maybe you get a little bit 
involved with the design and the story, because I just find it interesting how something like that has 
its roots. And I just deal with the people who wear it, the whole Instagram thing of looking at the 
people there and looking at some celebrities who wear it. But I don't know if that's really a direct 
engagement with the brand. 
I: And, for example, an exchange with other customers or when you talk to your friends about certain 
brands, would that be an engagement for you? 
P: I haven't yet considered it as an engagement, but I think that's a matter of definition. With certain 
friends I definitely talk about certain brands or show them specific items or ask what they think about 
it. But I don't know if this is really a real brand engagement. I don't have the one friend with whom I 
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am the most exaggerated PESO fan or something like that, I don't have that - but I can definitely 
imagine that there are such people. 
I: And yes, where does engagement start for you – can it start in your mind or is engagement just 
about concrete actions for you? 
P: Ehm, for me these are rather actions, if you deal more intensively with the brand in the way I just 
told you about. So, in the way that I go into the store, I'm interested in what they're doing, I deal with 
the brand’s story. When I consume something of theirs every day or week, so to speak, when I look 
at Instagram to see what's new and all that - that's engagement for me. 
I: So that means, if you were walking around in the streets and you see someone who might be wear-
ing a really good pair of sneakers, and you recognize the brand and it's stuck in your mind all the 
time. You wouldn't call that an engagement?  
P: I've had something like that for the last three weeks actually, so with a shoe that's really been on 
my mind all day.  But I don't know, is that engagement then? Because this is also a rare sneaker, a 
Nike collaboration. I had it in my mind all the time, but I was thinking about the shoe and not about 
the Nike itself. 
I: So, you would make a clear distinction when you say that you think about products, that's not 
necessarily a brand engagement for you, because you put the focus on the shoe itself? 
P: Yes, exactly. Because the shoes I buy are rare, because they are not there so often and because 
they have a certain creativity, a certain style, which is extraordinary, and the masses don't wear them. 
And that's why in this case I'm more involved with the shoe than with the brand as a whole.  
I: And have you ever contacted the brand or a brand?  

P: No, never. So, contacting means talking to people in the store? 
I: Well, it means that you have actively approached the store staff, for example, or if you have written 
an email to the customer service or...? 
P: No. Well, not yet, but I did chat with the staff in the Louis Vuitton Store sometimes and they told 
me a little bit about their new stuff, just out of interest. But I never wrote an e-mail or anything else. 
I: But would that something that you could consider doing in general, or do you say, this is already 
too much for me, I don't want that?  
P: I would definitely consider contacting the brand if I have a problem - but only if I have a problem. 
I would never write to them and ask if they could tell me a little bit of the brand or something like 
that.  
I: And when we think about luxury fashion brands again, are there any differences for you in the 
terms of engagement between normal fast fashion brands like H&M and luxury brands?  
P: I think so. Because on the one hand you don't necessarily want to get engaged with H&M or 
something like that, because it's just not that exciting for you to get involved. And yes, I think that's 
it basically. So, I think that's an interest thing then. Maybe you can say it like that, to H&M or Zara 
or something, I go there because I need something, a white t-shirt or some basic items. I go there 
because I need that. And with these luxury fashion brands, I get inspired, it's really the satisfaction of 
a need for luxury in that sense. 
I: So, you would say, H&M, Zara, it's all rather on a functional level and with luxury brands it goes 
even further, because it's not something you really need? 
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P: Absolutely.  
I: And let's talk about a concrete example. Can you think of a concrete example of how you have 
already been engaged with a luxury fashion brand? Maybe something that you remember most vividly 
or something that you just recently did? 
P: I always look at the new Louis Vuitton collections and sometimes watch the fashion shows, not 
sometimes even most of the time. 
I: And how exactly did that work out? Did you go to the store or did you stream the fashion show 
online?  
P: Most of the time, I was in the store or drove past a store. And I saw that there is a new collection 
and that there is something new. And I definitely noticed that I don't know, fall or winter is coming 
out right now and then I looked it up online to see when the exact date and time is and then I streamed 
the show and clicked through the collection. 
I: Okay and did that also influence you to look at social media again and to like more or maybe 
comment their content? 
P: No, not that. 

I: So, you would not do that in general? 
P: No, I don’t like, and I also don't really comment. Maybe I might comment if a specific item is 
posted. Because then I would also send it privately, if I wanted to show it to somebody.  
I: And yes, what exactly motivated you to go to the store? You just said that if there is a new collection 
you would like to inform yourself there. Was there anything else why you engaged with Louis Vuit-
ton?  
P: Well I don't know if that's a good example, but some people like to go to art museums and look at 
the paintings. And I see these brands as art or expression of creativity, to a certain extent. And ac-
cordingly, I like to go into the stores and have a look at the items for entertainment, in the same way 
some people look at pictures or go to art museums. Well, I like doing that too, but...yes. 
I: And does it make any difference whether you are satisfied with the brand or whether you have 
already had experiences with the brand before? You said that you own some Louis Vuitton stuff. Did 
it matter how you continue to engage with the brand? With the satisfaction you had before or dissat-
isfaction?  
P: Sure, first of all the quality aspect, that's what it's all based on. So, if I bought something now and 
the quality of it sucks, then I would just be pissed off and I wouldn't go there again because the price 
it's not worth it then. And then the design, the cards get reshuffled every time. So, when a new col-
lection comes out and I like the design of this brand, I get more involved. And if not, then I don’t. 
And then it's also very dependent on designers. If there's a designer I like or from whom I like the 
stuff, I spend a lot of time on it. 

I: So far, does that mean you're always satisfied with Louis Vuitton?  
P: It's not that I have a lot of items - on the contrary. But I could never complain about the quality, 
the quality of what I get from the brand, and the same goes for the other luxury fashion brands I own. 
I: Okay, great. And do you think it would be more likely for you to deal with a brand that a friend 
recommended to you? So, if there's a certain product that is hyped or people talk about in your circle 
of friends, would that increase the probability for you to engage with it?  
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P: No, not generally. Well, it just depends on who the friend is. It depends on how the friend dresses, 
and whether he is in some way a role model or inspiration for me. 
I: And would you say that it's also important that you can identify with the brand to some extent, so 
that you can also engage with the brand beyond the purchase? That it's not just about a certain product, 
but that you also want to be involved with the brand in some way afterwards.  
P: I'm not sure if I understood the question one hundred percent, but I can definitely say it in the other 
way around: I could not buy a product if I can't identify with the brand at all. So because of the design 
or the history of the brand, no idea or because of the political motivation of the brand, whatever. This 
is definitely important for me. I don't know now if it was a hundred percent answer to the question, 
but…  
I: Yes, it was related to the fact that as you said, if you like the product from the design point of view 
and you would like to have it, but maybe you can't identify with the brand because they are somehow 
behaving in a way that is not representable or something like that, would you still deal with them 
afterwards?  
P: Actually, I would say no. But if we look at the issue of child labor, for example, well that's not 
necessarily so big for the luxury industry, I think they produce mostly in Europe. But for example, I 
also buy a lot of Nike and child labor is still an issue there, even if they say they don't do that anymore 
... so they're definitely not behaving ccorrectly,and I don’t really care about that and still buy their 
products. But I don't know, I don't have a concrete example now...or do I? That doesn't concern me, 
but some brands, Lonsdale or something like that, or some brands stand for Nazis or something like 
that, although they are of course not Nazi brands at all. Maybe I would like a style or design of it - 
which is not the case now - but then I still wouldn't buy it. 
I: Because then you can't identify yourself with it? You keep your distance and don't want to be 
associated with it in any way? 
P: Yes, definitely.  
I: And yes, is it more motivating for you if you deal with the brand on your own initiative or if you 
imagine that the brands would approach you specifically and ask for your feedback, would that be 
motivating for you? 
P: Motivating in what way? So, motivating to buy again or what do you mean? 
I: So if somebody from Louis Vuitton would call you and ask you specifically for your opinion, would 
that be a higher motivation for you to really give feedback in comparison to the scenario where no-
body would have called you. Would you then have left a comment on Instagram or written to them 
personally about your experience with the brand? 
P: Well a positive comment, a positive feedback I wouldn't give on my own because I'm just too lazy 
for that. But if somebody would call me in a nice way - and I think a brand like Louis Vuitton would 
be able to do that - I would give a feedback. And a negative feedback I would give on both channels. 
So, a negative feedback I would also write myself on social media, but only if I'm really extremely 
dissatisfied with something. And if somebody calls me, I would give a negative feedback even if I'm 
only slightly dissatisfied with something. Then I would simply tell them my opinion or my feelings I 
had with the brand.  
I: And if we now think back again to the concrete example you have mentioned. What did it give you 
in the end to deal with the brand? What benefit did you get out of it?  
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P: Well I think the main benefit is definitely entertainment. Entertainment, inspiration, yes that’s for 
sure. So, it's only related to the engagement, right? So, if I go to a fashion show for example? 
I: Yes, exactly. 
P: So mainly entertainment, inspiration. Yeah, I would still compare it to going to an art museum and 
looking at something. And maybe sometimes you can copy a little bit for yourself. 
I: So also, as inspiration, when you say, "okay, that's cool" and you don't necessarily buy something 
from the brand, but imitate the style a bit? 

P: Yes exactly. 
I: And are you giving to the brand through your engagement with them? 
P: Hm so what do I give them? So, the only thing I can think of is if I combine some items of them 
well with an outfit and wear it, I can in a way be an advertisement for the brand. Because other people 
inspire me in the same way, and maybe I inspire some other person - which I don't know, I have no 
idea. But I think in that case I can be a brand ambassador in a very, very small way. But then that's 
also every person for the individual brand. 
I: So, would you say that you can contribute to the brand image as a consumer? 
P: Well, I don't want to presume to say that I dress so well that I contribute positively to the brand 
image for them. That is of course a goal or one tries hard to do so, but I don't know if I can do that, 
someone from the brand has to judge that, I think. 
I: And were you also emotionally involved in your engagement when you watched the shows, or 
when you said that it's like a visit to a museum for you, there's also always an experience behind it? 
P: So, an experience definitely - no idea to what extent that is emotional. I don’t know that now. 
Emotional, apparently already now with the shoe shopping we just talked about. That it was in my 
mind for 3 weeks now, that's already emotional. And honestly, I'm so annoyed that I can't get a shoe 
like that out of my mind. So, in this respect it is somehow emotional, if you really strive for a certain 
item and that then finally buy it in some cases. Sure, you might be emotional, then. But otherwise, 
when you watch a fashion show, I think it’s mainly entertainment and inspiration.  
I: So, you would say that maybe there is a certain nostalgia when thinking about specific luxury 
items? 
P: Yes, for some designer items, for sure - even if it is very stupid. 
I: Okay. And you already told me earlier that you also find the background stories or the stories about 
the designer interesting. To what extent did you gain new knowledge during your engagement? Or 
could you perhaps share your own knowledge?  
P: Received new knowledge? Um no idea, so with the new designer of Louis Vuitton, you just look 
at what he did in his life before, his bio. Or I sometimes like to watch creative YouTube videos of 
him. So now, for example, the other day at the art academy in New York, he gave a lecture on how 
he defines art or how he defines his style, I just loved to watch that and of course I generated a certain 
kind of new knowledge - I don't know now if I can use it in any form, but yes.  

I: But is it something you would talk about with your friends when you look at something like that?  
P: Well, for example Virgil Abloh, he is really very creative and sometimes it is very freaky what's 
going on in his mind. But I just find it really interesting. I can talk about it with certain people, like 
my girlfriend or one of my friends. But the majority of my friends are not like that... so they clearly 
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pay a lot of attention to their appearance, but not in this creative way, or maybe they don't pay much 
attention to what the designer is thinking. 
I: And yes, how would you say your engagement has contributed to your personal self-perception? 
Do you somehow see yourself differently because you like to engage with such brands? 
P: Different, better or worse, I can't say that at all. Maybe you feel more comfortable if you can 
express your "creativity" a little more or ... I don't know ... but I don't know now if I feel different 
somehow. 
I: But would you perhaps say that others perceive you in a different way, not necessarily your inner 
circle, but people who don't know you that well and just see you on the street or they see you for the 
first time. Do you think that they perceive you differently when they see, okay you deal with such 
brands, or you may even wear them sporadically?  
P: So sure, I would definitely be happy about that. So, if other people identify me in a way that I dress 
well and wear brands like this. But I don't want to be perceived as a person who only wears luxury 
brands although they don't match at all and they just look like shit. So as a person who wears the 
brand just for the brand name. That would be terrible for me, so not terrible but I don't want that. And 
yes, was that an answer? I sometimes forget the question… 
I: Yes, yes, that was the answer. Okay, yes, I think we've reached the end of the interview.  

P: Super. 
I: Is there anything you would like to add, or do you have any questions?  

P: I do not want to add anything. 
I: Okay then I will stop the recording now.  

 


