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ABSTRACT


In recent years, the second-hand luxury market has been rapidly growing, and the young 
 people, namely Generation Z and Millennials, are the market’s largest group of buyers. 


Young people are generally more concerned about the importance of sustainability than the 
 older generation. They fear the effects will eventually lead to the destruction of the planet. 


With this rapid increase, the second-hand luxury market is expected to become larger than 
 the traditional luxury market over the next few years. 


  


The purpose of this research is to investigate in what ways and why luxury brands should be 
 affected by the evolving trend of second-hand consumption. Furthermore, the thesis 


explores consumers’ motivations for purchasing luxury brands, uncovering the different 
 drivers for first-hand luxury purchases versus second-hand luxury. Brand experience as a 
 construct was further analyzed to uncover which dimensions, and to what degree, might 
 transpire when purchasing first-hand versus second-hand. Moreover, the customer and its 
 various touchpoints have been studied in order to increase the understanding of consumers’ 


experiences with luxury brands. 


  


To answer the research questions, an exploratory single case study has been conducted. 


Following an abductive approach, a theoretical framework was constructed based on 
 literature to guide the research. A qualitative method of individual in-depth interviews was 
 applied to analyze consumers’ experience with luxury brands. The findings of the thesis 
 show how young female consumers reflect on sustainability and consumerism when using 
 and consuming luxury brands. Through these reflections, their awareness and recognition of 
 the impact fashion consumption has on the environment, becomes apparent. Being 


sustainable is considered one of the main drivers when purchasing second-hand luxury 
brands. According to the research, luxury brands would be wise to consider young female 
consumers’ luxury brand values. In particular, because these consumers seem to prefer 
purchasing second-hand luxury over first-hand luxury. The reasons vary from one or more of 
the following; the financial aspect, comprehensive selection of unique and rare items, and 
by acting more responsible towards the environment. 
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1. INTRODUCTION


In recent years the evolving trend of second-hand luxury consumption has been significantly 
 increasing. It is expected that over the years that the second-hand luxury market will 


become even larger than the traditional luxury market (Forbes, 2021). Based on this 
 information, the market is extremely interesting to investigate further. 


The importance of climate change has been in the spotlight in recent years. People have 
 generally become more concerned about consumerism and the importance of 


environmental impact, especially the younger generation. Young people are generally more 
 concerned about climate change and pollution than the older generation, they fear the 
 effects will eventually lead to the destruction of the planet (BBC, 2019). In line with that, the 
 younger generation is the majority of buyers of second-hand luxury items (Statista, 2020a). 


Choosing pre-owned over new is one step towards circular fashion and an obvious way to 
 extend the lifetime of an item. 


One of the first signs of young people's growing unrest regarding climate action was when 
 15-year-old Greta Thunberg from Sweden attracted international media attention when she 
 launched the campaign “Skolstrejk för klimatet” (“School strike for climate”). March 15, 
 2019, tens of thousands of young people from more than 100 countries walked out of their 
 schools to demand that the government take action to prevent further climate change. 


These demands were explicitly related to the fact that their generation will be more affected 
 by a failure to deal with climate change (Lee et al., 2020). As stated by Thunberg at the UN 
 Climate Change Conference in 2018 ”The world is waking up, and change is coming whether 
 you like it or not”. 


In line with the steadily growing market of second-hand luxury, along with young people's 
concern about the environment, it is considered interesting to see how this phenomenon 
affects the luxury market. When it comes to personal concern for the environment, the 
younger generation seems to differ distinctly from the older generation. Therefore, it is 
important to study how they, as consumers, experience luxury brands and whether or not 
the evolving trend of second-hand consumption affects their experiences. With this 



(6)increasing trend on the market, luxury brands might be in need of substantial change in their 
 brand- and communication strategies. With that said, the project seeks to explore the 


younger generation’s experiences in the luxury market, with the goal to understand if and 
 how luxury brands are affected by the increase on the market. 



1.1 Research Scope 


With the rapid and continuous growth of the second-hand luxury apparel market, the need 
 to explore relevant literature supports this paper as a necessary supplement to existing and 
 future research within the field. The second-hand luxury market has relatively limited in-
 depth information about the market compared to the traditional luxury market. The 
 construct of luxury has existed since the beginning of society, and its management has 
 evolved along with societal changes and developments (Kapferer & Bastien, 2009). The 
 global luxury market is facing a fast-growing new base of consumers, namely second-hand 
 buyers (Bianchi et al., 2020), and the second-hand luxury market is expected to rapidly 
 increase in the following years. Due to this increase and consumers’ awareness of the 
 fashion industry’s environmental impact, luxury apparel brands face some new consumer 
 trends. Given the emerging approach in the luxury industry, a potential gap in brand 
 management literature is revealed. 


  


This research seeks to explore how consumers’ experience of luxury apparel brands 


purchased second-hand, is affecting these luxury brands. More specifically, this paper seeks 
 to answer the following problem statement: 


How and why should luxury brands be affected by the evolving trend of vintage, 
 second-hand consumption? 


Furthermore, interviews with young women are conducted to examine their perception of 
luxury brands. The thesis will compare consumers’ experience with first-hand luxury brands 
versus second-hand luxury brands to uncover possible differences and similarities. In order 
to answer the problem statement, three sub-questions have been developed. These 
questions aim to define the project’s scope and include nuances that contribute to further 
insight to the main question. 



(7)SQ 1. How are luxury brand values perceived from first-hand buyers’ perspective vs. second-
 hand buyers’ perspective? 


The purpose of the first sub-question is to gain an overall understanding of the research-
 phenomenon, by comprehending how luxury is perceived and valued. Motivational drivers 
 for purchasing luxury brands will be investigated.  


SQ 2. How are luxury brands experienced differently when bought first-hand vs. second-
 hand? 


Consumers' brand experience with first-hand luxury brands is compared and analyzed in 
 relation to second-hand luxury brands, in order to investigate if and how the experiences 
 differ for the respondents.  


SQ 3. How is the customer journey experienced when purchasing first-hand luxury vs. second-
 hand luxury?  


The third sub-question is asked in order to gain a more holistic understanding of consumers’ 


experience with luxury brands, by exploring specific touchpoints when purchasing first-hand 
 luxury and second-hand luxury. 



1.2 Delimitations 


Certain limitations have been set to ensure consistency and theoretical focus in line with the 
 problem formulation and topic. 


Firstly, the researchers consider one specific generation and gender. Generation Y, or the 
 Millennials, are chosen due to being amongst the most significant participants in the second-
 hand luxury resale market. Further, the choice of only including women is related to females 
 tending to differ from males in their response toward luxury brands (Stokburger-Sauer & 


Teichmann, 2013). 


  


Further, the scope of the research is focusing on the overall luxury apparel market. Thus, the 
research is not limited to any specific luxury brands. However, the respondents are asked to 



(8)reflect upon their own experiences with luxury brands to get an in-depth and realistic 
 description. This further implies that specific brands will be mentioned throughout the 
 research. Nevertheless, the findings will be discussed in a general way and will not be 
 applied to any specific brands. 


  


Pre-owned luxury can be defined as both second-hand and vintage items, distinguished by 
 the age of the item, with vintage being 20-100 years old (Ryding, Henninger, & Cano, 2019). 


However, the research considers second-hand- and vintage-luxury as one resale market, 
 thus not distinguishing between the two definitions. 


  


Furthermore, the research scope intends to obtain deeper insights into how luxury brands 
 are affected by second-hand consumption. Even though a branding perspective is a part of 
 the thesis and expressed in the problem statement, the research’s focus lies in the consumer 
 perspective, laying a foundation for possible recommendations for luxury brands’ branding 
 strategy. 


  


Lastly, the researchers have selected and purposefully omitted some theories and 


frameworks. In order to explore the phenomenon, models and literature within the concepts 
 of brand experience and customer journey have been chosen. However, the researchers are 
 aware that other possible concepts could contribute to insights into the research. 


Clarification of Key Phrases


Throughout the project some phrases are used frequently. It is found important to provide a 
 definition and clarification of these phrases to avoid any misunderstandings.  


First-hand luxury: Is used as a term for luxury brands that are purchased as brand-
 new, thus not pre-owned. 


Second-hand luxury: This term includes pre-owned luxury brands, purchased either as 
second-hand or vintage.  



(9)Young consumers: When referring to young consumers, it is consumers in the age of 
 24-29. This segment is best described as Millennials, which is people born between 
 1981 and 1996 (Dimock, 2021).  



2. EMPIRICAL CONTEXT 


The aim of this chapter is to provide a comprehensive framework of the contextual factors 
 related to the Vintage and Second-Hand Luxury apparel market. To grasp the challenges and 
 opportunities within the industry, key aspects and specific characteristics will be introduced 
 and understood in the context of what the market looks like, actors existing on the market, 
 consumer trends and social factors. Introducing this useful background knowledge lays the 
 foundation for the research environment of the thesis.  



2.1 Vintage and Second-hand Luxury Apparel Industry 


The term apparel comes from the meaning "to wear" so it includes both clothing, footwear, 
 and accessories (Dictionary, 2021). The resale apparel market consists of vintage and 
 second-hand apparel. The term vintage is used to define “a rare and authentic piece that 
 represents the style of a particular couturier or era” (Gerval, 2008). It refers to an item that 
 is at least 20 years old, but less than 100 years old. Items more than 100 years old are 


classified as antique while clothing less than 20 years old is not considered to be vintage yet. 


Vintage items are not necessarily items that have been used. However, second-hand is 
 defined as “any piece of clothing which has been used before, notwithstanding the age of the 
 clothes” (Cervellon, Carey, & Harms, 2012). Second-hand apparel can also include vintage 
 apparel, if the products are pre-owned and between 20-100 years old. However, not all 
 vintage pieces are used and not all second-hand pieces are that old (Ryding, Henninger, & 


Cano, 2019). In this project the second-hand- and vintage market will be considered as one 
 market, further clarified as the second-hand market throughout the project.  


The second-hand apparel market has been rapidly growing and according to the recent 
report by ThredUp, the market is expected to be bigger than fast fashion, which is defined as 
mass-producing fashion at low cost, by 2029 (ThredUp Resale Report, 2020). ThredUP is an 



(10)online consignment and thrift store where you can buy and sell high-quality second-hand 
 clothes. From the year 2017 has ThredUp released an annual report that contains global 
 research and data. The global data are determined through consumer surveys, retailer 
 tracking, official public data, data sharing, store observation, and secondary sources 
 (ThredUp, 2021). Throughout the project, ThredUP reports are essential sources when 
 studying the second-hand luxury market. In the year 2020, the global resale market was 
 valued at $30 billion to $40 billion (Willersdorf, Krueger, Estripeau, Gasc, & Mardon, 2021). 


The market growth is estimated to increase over the next four years by reaching $64billion 
 growth by 2024 (ThredUp Resale Report, 2020). 


It appears clear at this point that the huge potential of second-hand fashion can no more be 
 ignored. The second-hand online market has been growing in popularity. The online market 
 expanded 21 times faster than the traditional apparel market in the year 2019. Due to the 
 Covid-19 pandemic, the growth has increased even more, since people are starting to buy 
 more online than before. Before the pandemic hit, the resale market was on track to double. 


Now, this growth may very well accelerate (Forbes, 2021). With the increase of consumers 
 seeking bargains from home, the online second-hand market is expected to grow by 69% 


between 2019 and 2021 (ThredUp Resale Report, 2020). The aforementioned information 
 also applies to the luxury second-hand apparel market which is becoming one of the fastest-
 growing areas of luxury. Published by the global management consulting firm, Boston 
 Consulting Group (BCG), Ducasse, Finet, Gardet, Gasc, and Salaire (2019) studied why luxury 
 brands should celebrate the increase of the second-hand market. The study shows that the 
 luxury second-hand market increased by 12% per annum from the year 2018 to 2021. While 
 the primary luxury market grew more slowly, or around 3% per annum over the same 
 period. The market for luxury resale, alone, was worth a reported $24 billion in 2020. The 
 market is expected to grow to around $36 billion in the year 2021 (Ducasse et al., 2019). 


Compared to the overall global resale market, the luxury second-hand market is an 
 enormous part of it.  


In terms of generational differences, younger luxury consumers are the largest participants 
in the second-hand luxury market. In 2018, 54% of Generation Z and 48% of Millennials 
bought pre-owned luxury items (Statista, 2020a). Millennials, sometimes referred to as 



(11)Generation Y, are individuals born between 1981 and 1996 while persons born between 
 1997 and 2012 are considered generation Z (Dimock, 2021). The younger generations are 
 generally paying more attention to resale value than the previous generation by looking at 
 hard luxury goods as sensible investments. Moreover, they are often more concerned about 
 the importance of sustainability when making purchasing decisions (Bianchi et al., 2020). 


Forbes (2020), "Even as the retail industry has slumped, dragged down by disappointing 
 earnings and an unending trade war, resale is exploding". A number of studies indicate that 
 the second-hand market is dynamic and is expected to expand significantly in the coming 
 years. The four main drivers of luxury resale apparel growth are affordability, the changing 
 consumer preferences towards sustainability, uniqueness, and a large selection of items 
 (Ducasse et al., 2019). It is worth mentioning that around 66% of customers that buy second-
 hand items use that as an opportunity to buy luxury products that they would otherwise not 
 be able to buy at full price at the primary market (ThredUp, 2017). Moreover, the study by 
 Ducasse et al. (2019) shows that 59% of luxury customers say that the increasing concern of 
 sustainability influences their purchasing behavior. While 17% of customers in the second-
 hand market purchase pre-owned items solely due to sustainability (Ducasse et al., 2019). 


The main drivers for second-hand consumption will be further discussed below.  



2.2 Main drivers for second-hand consumption and consumer trends 


This subchapter aims to enlighten and elaborate on the main drivers behind second-hand 
 consumption, and to present current and increasing trends amongst consumers in the 
 second-hand luxury market. Such knowledge contributes to understanding how the evolving 
 second-hand market is aligned with consumer trends in the apparel industry. In turn, how 
 consumer trends are affecting consumers’ perception of luxury brands.  


2.2.1 The Conscious Consumer 


A globally increasing consumer trend is the rise of the “Conscious Consumer” (Thredup 
Resale Report, 2019). Environmentally conscious consumers are defined as consumers who 
consider the environmental consequences of their private consumption, or who attempt to 
use their consumption power to produce environmental changes (Barbarossa & Pastore, 



(12)2015). In line with the increased focus on the climate crisis, consumers are waking up to the 
 realities of fashion’s impact on the environment, where second-hand purchasing is one of 
 the most effective ways to collectively lower the fashion consumption and footprint 
 (Thredup Resale Report, 2020). Statistics show that consumers who prefer purchasing 
 environmentally friendly brands have increased from 57% in 2013 to 72% in 2018, and 74% 


of consumers between the age of 18-29 prefer to buy from sustainably conscious brands 
 (Thredup Resale Report, 2019). 


  


One major reason for the increase in second-hand consumption is the environmental 
 benefits, where purchasing one used item reduces its carbon footprint by 82% (Thredup 
 Resale Report, 2019), “carbon footprint” being the total amount of greenhouse gases that 
 are generated by human actions (The Nature Conservancy, 2020). Conscious consumers are 
 more specific and demanding when choosing brands, being in consideration of the 


environment practiced through reselling and less consumption (Thredup Resale Report, 
 2020). Studies show that consumers now feel proud of purchasing second-hand, whereas 
 choosing unsustainable options could elicit a feeling of shame and guilt, being 


environmentally friendly gives an euphoric mood boost (ibid). The number of women 
 purchasing second hand increased from 56 million in 2018 to 62 million in 2019.  


Considering the apparel industry, consumers' desire for a frequent turnover of wardrobes 
 has been evident. This can be related to the fast fashion industry, where clothing is mass-
 produced, cheaply made and sold at a low price point (Stylemagazin, 2019). These clothes 
 are designed to be worn only a handful of times and fast fashion has become a dominant 
 business in the global fashion industry (ibid). Furthermore, this business encourages over-
 consumption and a “throw-away-mentality”. According to statistics global garment 
 production between 2000-2014 doubled and consumers do now buy 60% more clothing 
 items, and only keep them for half as long as they did 15 years ago (ibid). Along with the 
 environmental benefits, the desire for frequent turnover of wardrobes is one of the reasons 
 for the rise in resale (Thredup Resale Report, 2019). The resale concept offers the same 
 amusement of rotating your wardrobe with fast fashion, yet without the guilt or waste (ibid). 


Consumers now purchase with an intent to resell, where 40% consider an item’s resale value 
before purchasing it (ibid). 



(13)2.2.2 Affordability  


One of the major key drivers of second-hand consumption is price accessibility (Ducasse et 
 al., 2019). Within the second-hand luxury market consumers gain access to luxury items at 
 affordable prices. In a survey conducted by BCG and the online resale platform Vestiaire 
 Collective in 2019, 96% of buyers said that one of the reasons for purchasing second-hand 
 items is to attain a good deal (ibid). The second-hand industry brings luxury brands to a 
 wider audience, and second-hand apparel can be seen as a way to access both cheap goods 
 and goods some consumers normally can’t afford (Park & Martinez, 2020). In a survey 
 conducted by BCG and Vestiaire Collective in 2020, 45% of the respondents strongly agreed 
 with affordability and purchase power being a key driver for second-hand consumption 
 (Willersdorf et al., 2020). It is further evident that affordability has been a major driver 
 especially during the Covid-19 pandemic, where consumers have reduced their consumption 
 of cheap disposable items, by buying more items of higher quality (Park & Martinez, 2020). 


Economical drivers do also include the element of the profit from a following resale 


(Hristova, 2019). Through purchasing second-hand consumers are facing an opportunity of 
 saving money on a good deal, but also an opportunity of earning an extra income through 
 reselling (Beaulove, n.d.) 


2.2.3 Offer and Choice 


Another reason the second-hand market is growing so rapidly is because it gives consumers 
 a large offer and selection of products (Ducasse et al., 2019). Amongst the respondents in a 
 survey conducted by BCG, 46% strongly agreed that the large offer and selection on the 
 second-hand market is a key driver for their consumption, where consumers feel they are 
 able to find “a large selection of items and brands'' (Willdersdorf et al., 2020). The second-
 hand market offers a wide range of items, such as second-hand apparel, vintage items, items 
 made available from past luxury collections. Two categories are especially popular; rare 
 items, including limited edition and collaborations (Ducasse et al., 2019). 


2.2.4 Item Uniqueness and emotions 


While consumers are pursuing a sustainable and more affordable approach to their 
consumption, another global consumer trend and key driver for second-hand is the desire 



(14)for authentic and unique items (Mintel, 2019). In the BCG and Vestiaire Collective survey of 
 2020, 43% of the respondents strongly agreed with trend and uniqueness being a key driver 
 for second-hand consumption, where second-hand contributes to finding unique pieces that 
 enhances consumers’ style (Willerdorfs et al., 2020). Furthermore, second-hand markets 
 create opportunities to collect previous season collections, vintage gems, limited-editions 
 and sold-out exclusives (Beauloye, n.d.), and second-hand shopping is perceived as a 
 responsible way to acquire such unique items (Siwak, 2020). Resale prices for rare and 
 limited items is typically high which correlates with items’ desirability and scarcity, making 
 the prices even higher than what the same items got sold for firsthand (Ducasse et al., 2019). 


To find a unique item could trigger consumers’ emotions, where some items may have a 
 special meaning or story behind it (Behavior Institute, 2017). The experience of second-hand 
 shopping itself could increase the emotional motivation for consumers, where they consider 
 the shopping process as a treasure hunt or a trip back into history. 



2.3 Actors in the industry  


2.3.1 Online 


The term online platform is used to describe a range of digital services available on the 
 Internet. The digital service is defined as interactions between two or more parties who 
 interact through the service via the Internet. The key characteristics that the platforms share 
 is the use of information and communication technologies to facilitate interactions between 
 users, collection and use of data about such interactions, and network effects. The online 
 platforms play an essential role in digital economies and societies (OECD, 2019).  


As previously mentioned, the second-hand online apparel market has been growing in 
 popularity. In the year 2019, the market expanded 21 times faster than the traditional online 
 apparel market (Forbes, 2021). According to BCG research from 2019, around 25% of global 
 second-hand luxury market sales come from online platforms (Ducasse et al., 2019). It can 
 be assumed that this percentage has increased considerably due to the Covid-19 pandemic, 
 since people are starting to buy more online than before (Forbes, 2021). The online 


platforms for pre-owned luxury items have won over consumers by offering a wide range of 
brand selection and product assortment (Ducasse et al., 2019). 



(15)In 2018, most consumers who purchased pre-owned luxury items online, stated that they 
 used the platform Vestiaire Collective (Statista, 2020b). Furthermore, when searching for 
 platforms offering pre-owned luxury items, Vestiaire Collective can be found on almost 
 every list. Vestiaire Collective was launched in Paris in 2009. At that time the only 


competition in the market was the industry giant Ebay. Now 12 years later, the community 
 consists of over 7 million fashion members located in over 50 countries. Vestiaire Collective 
 submitted around 25,000 new items every week by the community of sellers (Vestiaire 
 Collective, 2021a). However, they refuse approximately one third of products provided by its 
 sellers. They only accept items that are in line with current market trends and that are 
 characterised as pre-owned luxury items (Vestiaire Collective, 2021b). 


When considering the market in Scandinavia, one of the main online platforms is the Vintage 
 Bar. The Vintage Bar was founded in Denmark in the year 2017. Their aim is to offer pre-
 owned (both second-hand and vintage) luxury fashion for Scandinavia and beyond. The 
 Vintage Bar online platform is different from Vestiaire Collective in the way that they take 
 care of everything for the seller: price setting, authentication, product photography, 


description, shipping to buyer, etc. A team of brand experts inspects each and every item by 
 hand to provide a 100% guarantee of authenticity on everything they sell (The Vintage Bar, 
 2021).  


2.3.2 Offline 


Offline platforms are the opposite of online platforms. The term offline is defined as being 
 disconnected from a network of computers or other devices, it is completely non-digital 
 (OECD, 2019). In 2019, 75% of global second-hand luxury market sales come from physical 
 stores. However, according to a study by BCG the sales through the offline platform is 
 expected to decrease since customers are beginning to shop more online than before 
 (Ducasse et al., 2019). 


When considering the offline second-hand apparel market, it mainly applies to thrift stores, 
vintage boutiques, donation outlets, and pop-up stores (ThredUp Resale Report, 2020). The 
Vintage Bar offers consumers to come and experience shopping in person in their showroom 



(16)in Copenhagen. Consumers have to book an appointment through their website, where they 
 can choose available time that fits them. That gives the customers the opportunity to come 
 and see all their items they have for sale (The Vintage Bar, 2021). 


Vestiaire Collective are working with the concept pop-up stores where they partner with 
 large retail stores, such as Le Bon Marché and Joyce. The aim of the pop-up store is to open 
 temporary stores often up to two weeks where consumers will both be able purchase and 
 sell their pieces. By partnering with retail stores they are driving a sustainable approach to 
 retail fashion by offering pre-owned luxury fashion within a physical retail environment 
 (Ducasse et al., 2019). Furthermore, in 2019, Vestiaire Collective opened a permanent 
 physical retail space in the British department store Selfridges in London. That is the only 
 permanent store they have opened so far (Selfridges, 2021). 



2.4 Social media 


2.4.1 Instagram 


Instagram is a free social media platform to share photos and videos (Antonelli, 2020). Since 
 the platform launched in 2010 (Blystone, 2020), the channel has become a popular way to 
 connect with friends, family, celebrities and brands (Antonelli, 2020). Today the platform has 
 over one billion users with more than 500 million active users everyday (Facebook for 


Business, 2021a), and the application has become a large part of people’s daily life 
 (Antonelli, 2020). The huge number of users did also turn Instagram into a platform for 
 businesses with a large potential, where brands and companies can drive awareness  and 
 interact with engaged customers (Facebook for Business, 2021a). Over 90% of all Instagram’s 
 accounts follow a business-account and the social media platform has turned into an 


essential tool in many businesses' marketing strategy (Campaign Monitor, 2021). 


  


Social Media gives consumers and brands a direct connection, and the relationship between 
 consumer and brand created on social media platforms is beneficial for both parts. 


Consumers are now able to convey their opinions and more easily communicate directly 
with the brands, and brands who are now able to understand consumers, know their 
opinions and show different sides of their brand (Davis, n.d.). This potential and effective 



(17)tool is recognized, where businesses from strong brands to small independents are achieving 
 strong results with Instagram (Facebook for Business, 2021a). Instagram is amongst the top 
 three most used social media platforms among global marketers, where the leading benefits 
 of Instagram Marketing is increased exposure, improved traffic, lead generation and growing 
 fan loyalty (Statista, 2021a). 


Amongst the users of Instagram over two-thirds of the total Instagram audience is aged 34 
 years and younger, making it clear that the millennials and generation Z are the groups that 
 are represented the most. Where Boomers, born between 1946 and 1964, and Generation 
 X, born between 1965 and 1980 (Wolfe, 2020), use social media platforms to share pictures 
 and updates, millennials and generation Z have evolved into using platforms for other 
 purposes such as communicating with friends and following celebrities (Marketing Charts, 
 2019). Adding to this, more and more consumers turn to social media and specifically 
 Instagram for the purpose of getting inspired, mainly the millennials and generation Z (ibid). 


A research conducted by the social commerce company Curalate in 2019, revealed that 
 Instagram had a 64% increase in consumers who use the platform to find inspiration 
 (Hughes, 2019). 


  


According to the global fashion platform Lyst.com (2018) is Instagram a “powerful fashion 
 force, that is setting trends and boosting sales''. Consumers come to Instagram to shop and 
 discover products, and 70% of shopping enthusiasts turn to Instagram for product discovery 
 (Facebook for Business, 2021d). Furthermore, consumers do also have a need for connecting 
 on what they stand for and fight for, emphasizing Instagram as a platform for the conscious 
 and sustainable consumer. Conscious consumers seek likeminded brands that meet their 
 needs and expectations (Skiles, 2020), and the shift in consumer preferences is closely 
 related to the way brands engage with eco-friendly consumers. Social media plays an 
 important role in influencing consumers’ views on the environment and sustainability, and 
 Instagram is one key platform for research and finding more information about eco-friendly 
 products (Valentine, 2019).  


The platform is a “powerful tool for forging authentic connections and converting curiosity 
into action” (Facebook for Business, 2019), where the large online platforms Vestiaire 



(18)Collective and The Vintage Bar are strong examples of brands that are evolving with the 
 complex and rapidly changing luxury market by speaking to consumers on Instagram. Both 
 brands are proven visible and active on social media with a great number of followers. The 
 resell marketplace Vestiaire Collective uses Instagram as a part of their innovative business 
 model, offering a versatile communication and accessible, easy shopping (Facebook for 
 Business, 2019). One strategy both companies have implemented is the use of influencer 
 marketing. The concept of influencers will be further discussed in the next chapter. 


2.4.2 Influencers 


An influencer is someone who has “the power to affect the purchasing decisions of others 
 because of his or her authority, knowledge, position or relationship with his or her audience” 


(Influencer Marketing Hub, 2021a). An influencer has succeeded in building a keen and 
 enthusiastic audience, where the group of following care about the opinions of the 


influencers. The influencer culture connects consumerism and social media, where brands 
 collaborate with influencers because they are able to create trends and encourage their 
 followers to purchase the products they promote (ibid). Thus, the establishment of 
 Influencer Marketing as an online marketing tool taking place into content-driven social 
 media campaigns (Influencer Marketing Hub, 2021b). 


Influencers are the opinion leaders of social media and play a fundamental role in 
 consumers decision-making process (Zak & Hasprova, 2020). What makes influencers 
 influential is their large following on social media and their developed reputation as an 
 expert within their field (Influencer Marketing Hub, 2021b). Thus, a fashion influencer is 
 considered an expert in the fashion world, creating fashion content, sharing their taste and 
 approach of creating outfits and shopping habits (Alisa, 2021). With the rise of conscious 
 consumerism, more and more influencers are denouncing fast fashion and rather promoting 
 sustainable thrift-shopping, by sharing sustainable shopping advice (Fox, 2020). According to 
 statistics 49% of consumers depend on influencer recommendations, and 40% had 


purchased something after seeing it on Social Media (Digital Marketing Institute, 2018). In 
terms of generations, millennials and gen Z are proven to be the groups to most likely 
engage and generate conversions for brands (Takumi, 2019). 
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3. THEORETICAL FRAMEWORK 


This chapter introduces the relevant key concepts and theoretical foundations for the thesis. 


The presented framework will provide an overview on existing theoretical contributions in 
 the fields of luxury brands, brand experience, and customer journey. The layout of the 
 chapter is divided into three parts, following the structure of the sub-questions, where each 
 part includes relevant existing concepts and frameworks to act as a foundation for the 
 research. Collectively, each part is used as a foundation to comprehend consumers' 


perception and experience with luxury brands, in order to compare consumers' experience 
 with second-hand luxury brands to first-hand luxury brands. Firstly, a background of the 
 theoretical framework will be presented introducing a definition of the term ‘brand’ and a 
 foundation for how the term is comprehended throughout the research. 



3.1 Background 


 As presented by the American Marketing Association (Heding, Knudtzen, & Bjerre, 2008) a 
 brand can be defined as; 


  


”A name, term, sign, symbol or combination, intended to identify the goods or services of one 
 seller or group of sellers” 


  


The social landscape has, in many aspects, turned into a commercial brandscape, where 
 brands need to differentiate their tangible goods from competitors (Roper & Parker, 2006). 


Studies suggest that various forces (e.g., the media, economic developments, marketing 
 research, and theorizing) have enacted a transformation in the concept of branding. The 
 concept of branding relates to brand identification, ensuring that consumers can recognize 
 the brand. The origin idea of branding is the human desire to be someone of consequence, 
 create a personal and social identity, and have a good reputation (Bastos & Levy, 2012). 


However, it takes more than branding to build a brand. The brand capsulizes its name and its 
 visual symbol of all the goodwill created by consumers' positive experiences with the 


organization, its products, channels, stores, communication, and people. However, brands 
need to manage these points in an integrated and focused way (Kapferer, 2008). 



(20)Following the industrial revolution, the onset of mass-production was in the spotlight. This 
 indicated that brands on the market needed to adapt to new and unfamiliar markets. Thus, 
 differentiating themselves from the increased competition in order to stand out. The 
 differentiation strategy communicated during the industrial age was usually based on 
 functional or rational attributes (size, packaging, quality, availability, price, etc.) (Roper & 


Parker, 2006). With the growing sector, the debate began as to whether tangible goods were 
 significantly different from intangible services to warrant the development of a new stream 
 of marketing. This has led to the concurrent development of branding within the literature 
 (Bastos & Levy, 2012). 


The evolution of the market environment has significantly changed the foundations for 
 managing brands today. Ever-changing markets, technical and environmental challenges, as 
 well as engaged consumers in the value-creation process, have dramatically changed the 
 field and forced brands to adapt (Veloutsou & Guzman, 2017). Researchers recognize the 
 movement of focus from company-centric to more customer-centric value creation (Vargo & 


Lusch, 2004). In previous decades, brands were perceived as transactional tools managed 
 inside the company, facilitated only for selling purposes. On the contrary, today, brands are 
 viewed as engagement entities who co-create value with their stakeholders (Veloutsou & 


Guzman, 2017). 



3.2 Luxury Brands 


In order to obtain an understanding of consumers’ experience with luxury brands, the 
 meaning of luxury brands and motivation behind luxury consumption will be presented from 
 a theoretical point of view. The subchapter will be divided in four main parts, the first aims 
 to define and conceptualize the concept of luxury. Secondly, a presentation of the luxury 
 industry, mainly the luxury fashion apparel market will be made. Luxury from a branding 
 perspective will be reviewed to understand the attached value to luxury brands by 


presenting common characteristics of luxury branding. Finally, existing literature referring to 
 consumers’ perceived value of luxury brands will be reviewed, in order to acquire an 


understanding of values associated with luxury consumption. 



(21)3.2.1 Defining Luxury 


Luxury is a relative concept and the perception of the concept has fluctuated over time (Ko 
 et al., 2019). One basic definition goes as follows; “Luxury is anything that is desirable and 
 more than necessary and ordinary” (Heine, 2012, p. 42).  


The phenomenon of luxury is complex and has influenced society over centuries and has 
 evolved according to global developments (Brun and Castelli, 2013). In order for products to 
 initially be recognized as luxury goods, tangible aspects of performance-related attributes 
 were identified, such as high quality, superior technology, durability, or design (Brun & 


Castelli, 2013). These characteristics have evolved over time, and more intangible and 
 emotional aspects have been added to the classification of luxury (Brun & Castelli, 2013). 


According to Berthon et al. (2009) luxury is considered to be a relative and complex 


construct as luxury is more than the material. The term is subjective, meaning that what is 
 characterized as luxury for some individuals, is for others considered ordinary, irrelevant and 
 valueless (Kapferer, 1997; Berthon et al., 2009). 


  


In conclusion, luxury is comprehended as an abstract, subjective and complex concept. 


When linked to brands, additional constructs are given. Berthon et al. (2009, p. 49) defines a 
 luxury brand as a “differentiated offering that delivers high levels of symbolic, experiential 
 and functional value of the extreme luxury end of the utilitarian-luxury continuum”. Kapferer 
 and Bastien (2009) views luxury brands from a more social perspective. They refer to luxury 
 brands as “the symbolic desire to belong to a superior class, which everyone will have 
 chosen according to their dreams, since anything that can be a social signifier, can become a 
 luxury” (Kapferer & Bastien, 2009, p. 314). 


  


Heine (2012) developed a broad definition of luxury brands: “Luxury brands are associated 
with products which exceed what is necessary and ordinary compared to the other products 
of their category”. Furthermore, Heine (2012) argues that luxury brands are commonly 
associated with their core products (Kapferer, 2008; Heine, 2012), which the following 
definition emphasizes: “Luxury brands are regarded as images in the minds of consumers 
that comprise associations about a high level of price, quality, aesthetics, rarity, 



(22)extraordinariness and a high degree of non-functional associations” (Heine, 2012, p. 62). The 
 definition promotes both tangible and intangible aspects of the luxury brand. 


  


Okonkwo (2009, p. 287) defines luxury as a “result of its connection to a culture, state of 
 being and lifestyle, whether it is personal or collective”. Furthermore, in regards to brands, 
 luxury is characterized by a “recognizable style, strong identity, high awareness, and 


enhanced emotional and symbolic associations”(Okonkwo, 2009, p. 287). Factors related to 
 the products such as high quality, controlled distribution and premium pricing evokes 
 uniqueness and exclusivity (Okonkwo, 2009).  


  


De Barnier, Facly and Valette-Florence (2012) proposed a luxury continuum differentiating 
 luxury brands by three different levels, namely accessible, intermediate and inaccessible 
 luxury. The levels are reflecting consumers’ perception of brands and their accessibility. The 
 aspect of subjectivity is further discussed, where the researchers found that product 


categories within a brand may be perceived differently by individuals and further assign 
 them to different levels. Accessible luxury is luxury goods that can be accessed by a wide 
 range of customers (Genier, 2014). Both the production and distribution is of larger scales, 
 but the brand still manages to provide a strong experience and satisfaction. Examples of 
 accessible brands are Chanel and Mont Blanc (De Barnier et al., 2012). Intermediate luxury is 
 more recognized for their exclusivity and limited availability. The products are more rare and 
 of higher price than accessible luxury, and are only distributed through selected channels. 


The brand Rolex is considered as an example (De Barnier et al., 2012). The highest level of 
 luxury is the inaccessible luxury, and is considered the most exclusive kind of luxury, such as 
 the brand Ferrari (De Barnier et al., 2012). The products are characterized by being very 
 expensive, highly rare and limited by being accessible to only a small group of individuals 
 (Genier, 2014.)  


3.2.1.1 From old to new luxury  


Luxury fashion has always been a fundamental part of history and society. In the beginning 
of the nineteenth century to the middle of the twentieth century the luxury fashion market 
was a small and specific niche consumer sector consisting of aristocrats, celebrities and the 
world’s royals (Okonkwo, 2007). Furthermore, luxury was viewed as an expression of power 



(23)and wealth, and a satisfactory act achieved from a consumption of non-necessities (Dubois, 
 Czellar & Laurent, 2005). The luxury market was characterized as a niche market who 
 offered rare, unique products and served a selected, significant group of people (Okonkwo, 
 2007). In the present twenty-first century the luxury environment is different. Since the 
 1980s the luxury landscape has changed significantly (Brun & Castelli, 2013; Silverstein & 


Fiske, 2003). This change caused blurred defined lines within luxury. The luxury market has 
 now developed into a mass market with increased exposure (Brun & Castelli, 2013; 


Silverstein & Fiske, 2003). 


  


There are many reasons for the shift in the luxury market, and the new market reality has 
 been driven by factors such as globalization, digitalization of businesses, individual travel, 
 culture convergence and wealth-creation opportunities (Okonkwo, 2009; Nobre & Simoes, 
 2019). According to Okonkwo (2007) the change in the luxury scene has emerged due to 
 four main reasons. Firstly, a multitude of wealthy consumers has emerged throughout the 
 world. Secondly, the entry barrier on the luxury market has been lowered. This is due to 
 advancement in business and management practices. The third factor refers to the rapid 
 growth of digital, information and communications technology, and the internet gives luxury 
 brands an opportunity to attain a global level of brand awareness in a short period of time. 


Lastly, investments in the luxury sector through acquisitions, capital investments and brand 
 portfolio development have increased, where financial institutions have realized the high 
 intangible asset benefit of luxury brands (Okonkwo, 2007). 


  


As a result of the mentioned change, luxury products reach more and wider markets, and 
 brand purchase decisions are increasingly influenced by symbolic and non-utilitarian aspects. 


The strategy which targets a mass market is often called mass-prestige or masstige within 
the luxury market (Silverstein & Fiske, 2003). Luxury goods or goods that resemble luxury 
goods are now available to an increased number of consumers (Okonkwo, 2007). The new 
luxury trend contributes to increasing the accessibility of luxury fashion. As described in the 
previous chapter, luxury brands can be distinguished into three levels. One important effect 
of the mass-market approach on the luxury market is namely the accessibility, and luxury 
fashion goods are now available to more consumers (Okonkwo, 2007). This increase can 
further be explained through two factors; the luxury market has expanded and more people 



(24)can now afford luxury brands, and secondly luxury brands that previously were considered 
 exclusive have been diffused to include lower-priced versions, line-extensions such as 
 cosmetics, fragrance, eyewear and other accessories (Okonkwo, 2007). 


Another effect that has emerged from the new luxury market is the intangible constructs 
 attached to the luxury concept (Okonkwo, 2007). Previously the value in luxury goods was 
 explained through the functional dimension and the product itself. Now the focus switched 
 to more symbolic and emotional values created by the brand (Brun & Castelli, 2013). Luxury 
 is considered as a dream that comprises intangible qualities that are lacking in consumers' 
 lives (Okonkwo, 2007). This further correlates with the experiential marketing approach, 
 which emphasizes consumers’ desire for experiences and engagement when interacting with 
 brands.   


With the luxury market evolving into a more accessible and wide-spread experience, 


consumers' perception and relationship with luxury brands has simultaneously evolved. For 
 consumers, new luxury is perceived as an individual option and as an experience embedded 
 with subjectivity and uniqueness (Nobre & Simões, 2019). The experiential nature of new 
 luxury brands relates to private and subjective experiences for the consumer, while still 
 maintaining classic traits and status, providing a more intimate and unique relationship 
 between consumer and brand (Nobre & Simões, 2019). 


3.2.2 Luxury Industry  


The luxury industry consists of a wide range of product categories, services, and experiences 
 (Brun & Castelli, 2013), ranging from fine wines (Williams & Atwal, 2013) to luxury 


automobiles (Štrach & Everett, 2006), or luxury fashion (Fionda & Moore, 2009). The luxury 
 industry used to be a tiny economic sector aimed at the rich where time, class, and 


handmade goods were the essence of this luxury brand value proposition. Over the years, 
the industry has changed significantly and since 1985 the sector has been growing steadily 
(Kapferer, 2014; Kapferer, 2017). Today the market is characterized by complexity, fierce 
competition, and susceptibility to change (Okonkwo, 2009). Due to the industry's broad 



(25)range of product categories, the focus of this paper will be on the luxury fashion apparel 
 segment.    


3.2.2.1 Luxury Fashion Apparel Industry  


Luxury apparel consists of designer clothing and clothing accessories that are made “ready-
 to-wear” (Fionda & Moore, 2008). The market is characterized by fierce competition by 
 brands that are perceived to be exceptionally relevant and influential in today’s society. 


Considering the whole luxury market, the luxury apparel covers about 25% of the total 
 luxury market. In 2021 the market amounts to $72.2billion. Over the next four years, the 
 market is expected to increase annually by 4.82% (Statista, 2021b).  


The increased growth in the market can be attributed to three driving forces. The most 
 significant driver is originating from emerging economies. New rich customers have entered 
 the market who want to display their wealth by buying luxury products. The second driver 
 can be traced to an increase in customers who can not afford to regularly buy luxury 


products but occasionally purchases smaller items. This group of customers usually belongs 
 to the middle or upper class. The last driver can be attributed to a significant increase in the 
 visibility of luxury brands, which creates greater desirability and accessibility of luxury goods. 


Even though the luxury apparel market is constantly growing, it is threatened by several 
 trends as well as challenges which can have a significant impact on the market (Kapferer, 
 2017). 


3.2.2.2 Challenges 


Luxury fashion brands are challenged by heightened competition following a global market 
 expansion (Okonkwo, 2007). Economic trends, digital transformation, and evolving 


consumer habits are slowly creating a new competitive landscape. For brands to maintain 
healthy growth and profitability they need to be aware of these challenges and trends that 
are affecting the industry. Current trends and challenges affecting the industry are mainly 
coming from technological and sociological nature (Kapferer, 2017). With the increased 
competition, more brands are entering the market which has led to mass fashion and 
premium fashion brands that attempt to market themselves as luxury brands (Kapferer, 



(26)2017; Okonkwo, 2007). For brands to follow the current competition and excel they need to 
 embrace technological and digital innovations (Kapferer, 2017).  


The rise of the internet has posed a series of challenges for luxury brands. To meet these 
 challenges, brands need to focus on the online shopping activities (Kapferer, 2017). 


Customers are now demanding more digitalization for a seamless online-offline brand 
 experience (Gutsatz & Heine, 2018). Within the digital environment, customers have more 
 control over brands where they can interact with other customers by discussing and 


comparing each brand. For example by reading comments and reviews from others on social 
 media (Kapferer, 2017). 


Another important challenge that luxury brands need to be aware of is that the consumer 
 tends to change and evolve over time. Movements towards a ‘sharing economy’ and trends 
 like ‘anti-consumerism’ are rising. Consumers are becoming aware of the importance of 
 sustainability, which pushes luxury brands towards acting in an environmentally and socially 
 responsible way (Gutsatz & Heine, 2018). The most influential factor is the development 
 originating from the growing influence of a younger customer generation, the millennials 
 and the generation Z. With the generational shift, brands need to identify the customers’ 


values from this generation. One of the key values that differs between the generations is 
 that the younger generation is more aware of the environment and the harmful effects that 
 unsustainability can have on the earth. Moreover, what differs between generations is that 
 the younger generation stand out for their technology use, with the use of the internet and 
 social media (Kapferer, 2017). 


In modern society, it is therefore important for luxury brands to be aware of these 


challenges and adapt their business strategy to the younger generation as well as focusing 
 on digitalization. If the challenges and trends on the market are met and handled correctly it 
 creates an opportunity (Kapferer, 2017). Therefore, it is essential for luxury brands to 


understand the current environment in order to keep up with increased competition. 



(27)3.2.3. Luxury brand characteristics and mechanisms 


To meet the current challenges on the market can be difficult, therefore branding the core 
 activity of luxury brands is an important strategic tool (Okonkwo, 2009). To be able to create 
 a sustained competitive advantage, companies need to recognize the strategic importance 
 of brands and brand management and develop a successful marketing strategy (Louro & 


Cunha, 2001). In order to create a successful marketing strategy and sustain the symbolic 
 value for consumers, several researchers have pointed out some common characteristics 
 and mechanisms for luxury brands. In the following paragraphs, the most important 
 mechanisms and characteristics are further described. 


Brand identity 


One of the fundamental characteristics of luxury brands is the brand identity which covers 
 the visual elements associated with the brand and how they are perceived by others 


(Okonkwo, 2007). Developing a professional and creative brand identity can help businesses 
 to differentiate themselves from the competition and appropriately position the brand 
 (Keller, 2009). Furthermore, by creating a premium brand image in consumers´ minds can 
 support the high luxury prices. 


The brand identity is not only related to the extrinsic properties of the product or service, 
 but it is also how the brand aims to meet the consumers' psychological and social needs. 


Therefore, it consists of the perceptions and thoughts people have when thinking about the 
 brand (Keller, 2009). Creating a brand identity can therefore come from many different 
 factors, including product attributes such as quality, craftsmanship, innovation, creativity, 
 and uniqueness  (Fionda and Moore, 2009; Okonkwo, 2007). Moreover, it has been 
 emphasized that products that are authentic, high-quality, and exclusive evoke a positive 
 feeling in customers' minds (Fionda & Moore, 2009). To create a consistent and coherent 
 brand identity that is in line with the brand's customers, a relevant, strong, and consistent 
 marketing strategy must be established. It is important that the brand’s identity is 


incorporated into all elements of the marketing strategy for it to be successful (Keller, 2009; 


Okonkwo, 2007). 



(28)Exclusivity 


Luxury brands must be perceived as something special in order to differentiate from 


traditional products that are non-luxury (Keller, 2009). Perception of exclusivity, scarcity and 
 rarity enhance the desire, which increases especially when it comes to expensive products 
 (Kapferer, 2017). If everyone has the access and the possibility to own a brand’s products or 
 services, people's desire will reduce and the luxury component would decrease (Phau and 
 Prendergast, 2000).  


Scarcity and rarity is a powerful driver to create desirability. For brands to create scarcity 
 and rarity perception, a high level of brand awareness must be sustained, but low level of 
 brand diffusion. That can be done through advertising, endorsement, control of the 
 distribution and price, as well as by introducing limited editions (Fionda & Moore, 2009). 


Luxury brands should therefore be desired by everybody but only consumed by a limited 
 number of people (Kapferer, 2017). 


Uniqueness 


The concept of uniqueness is very related to exclusivity (Kapferer, 2017). Uniqueness is 
 related to products and services that are hard to find and enhances an individual's self-
 image and social image (Vigneron & Johnson, 2004). From a brand management perspective, 
 uniqueness is described as an intangible brand element associated with originality, scarcity, 
 creativity, unique symbols, innovative design, logos and package design (Vigneron & Johnson 
 1999; Keller 2009). When considering luxury, uniqueness is key since it expresses personal 
 taste and creative identity. Moreover, products that are limited edition and hard to find 
 become even more valuable and customers are willing to pay more for these products 
 (Vigneron & Johnson, 2004). Uniqueness from the consumer perspective will be further 
 discussed in section 3.3.4.  


Heritage 


From the brand management perspective, heritage refers to the past and special events of 
 the brand’s history (Keller, 2009). By telling the history of the brand, an emotional 


involvement with consumers can be created (Kapferer & Bastien, 2009). Many of the most 
well-known luxury brands have been in operation for many years. It is common that it 



(29)started as a small family business focusing on craftsmanship invented by well-known 
 founders. Many of these companies also derive their name from the founder (Kapferer, 
 2017). By linking the brand to its history and heritage, it creates nostalgia, credibility and 
 durability for consumers (Keller, 2009). Researchers point out the importance of the brand 
 history, they also suggest that if a brand has no particular history behind, then they should 
 create one from scratch to build an appealing and unique identity (Keller, 2009; Kapferer, 
 2017). The brands' unique history and heritage can make the brand incomparable to 
 competitors (Kapferer & Bastien, 2012). 


Premium Price 


Considering the pricing strategy for luxury brands it is completely different from what is seen 
 for non-luxury brands. Lowering the price of luxury goods does not increase the demand, 
 which would be the case for non-luxury goods (Kapferer & Bastien, 2009). Theory by Veblen 
 (1899) indicates that an increase in the price of a luxury product will increase sales volume 
 (Veblen, 1899). However, the company's aim should not be to be the most expensive brand 
 on the market. Therefore the importance of premium prices is essential. Premium prices are 
 higher than standard price for a good which is perceived to be of higher quality than 


standard. By introducing premium prices, the focus is on the high-end consumers since the 
 non-high-end customers are less likely to afford it (Kapferer & Bastien, 2009). The prices 
 reflect the quality associated with the brand along with other intangible and symbolic 
 elements, especially exclusivity and uniqueness (Fionda & Moore, 2009; Kapferer & Bastien, 
 2009). To live up to these prices it is important that companies manage to find new ways of 
 creating more value for the customer compared to competitors. Moreover, to maintain the 
 luxury and symbolic value of the brand the premium price must be consistent with the brand 
 values and other principles (Kapferer & Bastien, 2009). 


Luxury environment and experience 


The environment and the brands' service play an important part when transmitting the 
luxury proposition to consumers (Fionda & Moore, 2009). The luxury brand's environment 
should be filled with personalized stimulation for the imagination and individualized to 
create an immersive shopping experience. Within the luxury environment, the brand can be 
expressed through all the five senses that define the shopping experience (Kapferer, 2017). 



(30)The experience can be created through features that shape the atmosphere and 


complement the unique environment in customers' surroundings, i.e., the style, colors, 
 lighting, sense, artwork and decorations displayed (Okonkwo, 2010). Moreover, human 
 interaction plays a crucial role in providing an excellent luxury experience. That promotes 
 the importance of employees and experts working in the environment (Kapferer, 2017; 


Okonkwo, 2010). It has been demonstrated how the interaction with salespersons, 


evaluated through the kindness, availability, courtesy, and behaviors of employees is a key 
 feature to the success of luxury brands (Hamrouni & Touzi, 2011). 


Considering the digital revolution, the luxury brand experience and environment need to be 
 transferred to the online world. By creating a positive customer experience on the online 
 platforms in the same way as in the store environment, it must appeal to the senses and 
 evoke a deep desire to the consumers to be associated with the brand (Okonkwo, 2010). 


Branding the experience and transforming the consumers’ interactions with their 
 environment can create a stronger daily experience within the brand, leading to a 
 competitive advantage (Fionda & Moore, 2009). Due to the importance of customer 


experience within the luxury brands, the consumer experience within the offline and online 
 retail environment will be discussed further in section 3.4.4.1. 


Distinctive design and aesthetics 


Aesthetics is the nature of art and beauty and is related to the perception by the senses. 


According to Kapferer (1997) luxury defines beauty in the way that it is art applied to 


functional goods. Along with providing functionality, luxury items also become references of 
 good taste, it provides an extra and multisensorial pleasure like to hear, smell, taste or 
 touch. Therefore, the aesthetic appeal of luxury brands is not only related to beautiful 
 design, but is also related to the experiential dimension, which is sustained by the luxury 
 environment and experience mechanism (Kapferer, 1997). By emphasizing aesthetics, luxury 
 brands should be assured that the look and feel of the brand work in a way to attract 


consumers and give them a positive experience within the brand. 



(31)3.2.4  Perceived values of luxury brands 


In this section relevant frameworks within luxury branding will be examined from a 
 consumer perspective. 


  


Various classifications of luxury goods seem to be corresponding between scholars, where 
 agreement can be found in the conceptualization of luxury goods by meeting both functional 
 and psychological needs (Vigneron & Johnson, 2004). Furthermore, these psychological 
 attributes to luxury brands seems to be the main factor for distinguishing them from non-
 luxury products (Vigneron & Johnson, 2004). In order to gain a deeper understanding of 
 consumers’ experience with luxury brands such functional and psychological values will be 
 enlightened. Selected existing frameworks will be deliberated with the purpose of 


understanding consumers’ perceived values of luxury brands. 


  


Functional, Experiential and Symbolic Value of Luxury Brands 


Berthon et al. (2009) proposed a luxury value model consisting of three dimensions, namely 
 an objective (material), subjective (individual) and collective (social) dimension. Similarities 
 with Keller’s definition of a brand is evident; “the personal value and meaning that 


consumers attach to the brand’s product attributes (e.g., functional, symbolic, or experiential 
 consequences from the brand’s purchase or consumption)”. This further emphasizes that the 
 three dimensions argued by Berthon et al. (2009) correlates with the three components of a 
 brand; functional, experiential and symbolic (Berthon et al., 2009). 


  


The functional dimension refers to the physical attributes of a luxury brand (Berthon et al., 
 2009). The functionalism of the brand highlights what the object does in a sense of 


functionality, rather than what it actually represents. The symbolic dimension is related to 
the social factors attached to the brand. These dimensions comprise both what the value a 
luxury brand signals to others, and the value such signaling has to the signaler. Lastly, the 
experiential dimension expresses how the experience of a brand is an individual subjective 
value. How an individual perceives luxury is subjective, and personal hedonic values in luxury 
brands is apparent here (Berthon et al., 2009). It is stressed that the dimensions of luxury 
are contextual. The symbolic and functional values change with context, such as trends in 



(32)the market and time, where the experiential value can change accordingly to individuals' 
 change in taste (Berthon et al., 2009). 


  


Interpersonal and personal effects of luxury values 


 A framework consisting of five perceived luxury values was developed by Vigneron and 
 Johnson (2004). The framework aims to understand what distinguishes strong luxury brands 
 from non-luxury brands, and proposes a scale to measure the dimensions of perceived 
 luxury. The five dimensions involve three interpersonal effects and two personal effects. 


Each dimension is correlating, but it is of importance to highlight the subjectivity, where 
 different consumers will have different perceptions of luxury for the same brands, thus the 
 overall luxury level of a brand would incorporate these dimensions from different 


perspectives (Vigneron & Johnson, 2004). 


  


The five values are conspicuousness, uniqueness, and quality, which is categorized as non-
 personal perceptions, and hedonism and extended self, considered to be personal 


perceptions (Vigneron & Johnson, 2004). Conspicuousness refers to consumption of 
 expensive luxury items to express wealth and status, meaning that the social status 
 associated with a brand is an important factor when purchasing. Need for uniqueness is 
 related to consumers' preferences for a brand when it is considered to be limited or difficult 
 to obtain. Exclusivity and rarity increases one’s desire for a brand, which is further enhanced 
 when the brand is perceived as expensive. The dimension of quality refers to the functional 
 attributes of luxury brands, where luxury brands are expected to offer superior product 
 quality and performance. Luxury brands may be used to classify or distinguish oneself 
 compared to relevant others. Thus, the value of the extended self refers to people’s desire 
 to conform to certain lifestyles and to portray their possession as a part of their identity. 


Lastly, hedonism refers to the personal rewards and fulfillment gained through luxury brand 
consumption. The dimension measures the emotional value luxury brands offer, rather than 
the functional benefits (Vigneron & Johnson, 2004). 
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