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(3)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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(8)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 



(9)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? 



(10)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. 



(11)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 



(12)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). 



(13)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 



(14)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) 
 THE GRIFFE


THE LUXURY BRAND


THE UPPER-RANGE BRAND


THE BRAND


Pure creation, unique work, materialized perfection


Small series, workshop, handmade work, 
 very fine craftsmanship


Series, factory, highest quality in the
 category


Mass series, cost pressure, the spiral 
 of quality


MO
NEY
AURA



(15)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. 



(16)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). 



(17)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-



(18)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  



(19)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 



(20)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 



(21)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 



(22)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. 



(23)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-



(24)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. 



(25)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 



(26)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 



(27)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 



(28)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. 



(29)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. 


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 


•  Shared inventiveness 


•  Co-design  


•  Shared production of related goods 



(30)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 


1In 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.



(31)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 



(32)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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