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ABSTRACT

Consumer loyalty in the luxury market of today is not simply about having the best
product and the best quality, it is an experience that the brands deliver, through exclusivity and
meaningful engagement. Consumers now demand rarity, emotional connection and immersive
experiences that go far beyond ownership, all of which helps define their perception of a brand’s
value. However, the interplay of these factors and their influence on brand loyalty is still
underexplored. Thus, this dissertation intends to explore the relationship between exclusivity
and experiences and their roles in perceived value and long-term loyalty. Using a qualitative
approach, 13 in-depth interviews were conducted with mid-tier and upper mid-tier luxury
consumers to understand their motivations and purchasing behaviors.

Findings show that exclusivity enhances perceived value, mostly because it fosters a
feeling of rarity, distinction, and personal identity. However, the influence of exclusivity on
loyalty diverge between the consumers. Some consumers remain loyal precisely because of
exclusivity, while others prioritize other factors such as quality, authenticity and emotional
connections. Luxury experiences play a critical role too, with consumers prioritizing personalized
service, emotional engagement and sensory appeal as factors that influence their perceive value
and consequently their loyalty to the brand. While mid-tier consumers value emotional and
relational aspects, upper mid-tier consumers focus more on status, craftsmanship, and heritage.

From an academic perspective, this study contributes to the literature by providing an
integrative perspective that addresses the influence of exclusivity, experiences and perceptions
of value on loyalty, while underscoring the importance of more profound qualitative
exploration in luxury brand management.

For managers at luxury brands, the study emphasizes the need for a balance between
exclusivity and accessibility, creating remarkable brand experiences and maintaining exceptional
product quality, in order to create stronger ties with consumers and develop long-term loyalty.

Keywords: Luxury brands, exclusivity, experiences, perceived value, brand loyalty, consumer
behavior



RESUMO

A lealdade do consumidor no mercado de luxo atual ndo se resume apenas a ter o
melhor produto e a melhor qualidade, mas sim a uma experiéncia que as marcas proporcionam,
através da exclusividade e de um envolvimento significativo. Atualmente, os consumidores
exigem raridade, ligacdo emocional e experiéncias imersivas que vao muito além do produto.

A interacdo destes fatores e a sua influéncia na lealdade a marca é ainda pouco
explorada. Assim, esta dissertacdo pretende explorar a relacdo entre exclusividade e
experiéncias e a consequente influéncia no valor percebido e na lealdade. Foi utilizada uma
abordagem qualitativa e realizadas 13 entrevistas a consumidores de luxo de nivel médio e
médio-alto para compreender as suas motiva¢cdes e comportamentos de compra.

Os resultados mostram que a exclusividade aumenta o valor percebido, sobretudo
porque promove um sentimento de raridade, distincdo e identidade pessoal. No entanto, a
influéncia da exclusividade na lealdade difere entre os consumidores. Alguns consumidores
permanecem leais pela exclusividade, enquanto outros dao prioridade a outros fatores, como a
gualidade, a autenticidade e as ligacbes emocionais. As experiéncias de luxo também
desempenham um papel fundamental, uma vez que os consumidores demonstraram valorizar
o servico personalizado, o envolvimento emocional e o apelo sensorial. Enquanto os
consumidores de nivel médio valorizam os aspetos emocionais e relacionais, os consumidores
de nivel médio-alto centram-se mais no status, no artesanato e no patriménio.

De um ponto de vista académico, este estudo contribui para a literatura ao fornecer
uma perspetiva integradora que aborda a influéncia da exclusividade, das experiéncias e da
percecao de valor na lealdade, ao mesmo tempo que sublinha a importancia de uma abordagem
qualitativa mais profunda na gestdo das marcas de luxo.

Para os gestores de marcas de luxo, o estudo sublinha a necessidade de um equilibrio
entre exclusividade e acessibilidade, através da criagcdo experiéncias memordveis e da garantia
de uma qualidade de produto excecional, a fim de criar lagos mais fortes com os consumidores
e fomentar uma lealdade a duradoura.

Palavras-chave: Marcas de luxo, exclusividade, experiéncias, valor percebido, lealdade a
marca, comportamento do consumidor.
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CHAPTER 1- INTRODUCTION

1.1 Theoretical Context

The negative effects of the macroeconomic, political, and social challenges that the world
has been dealing with for the last few years at both the macro and micro levels can be observed
in different markets across the globe (Gourinchas, 2024). In contrast, 2023 marked a strong
rebound in the global luxury market, achieving an impressive growth of 8% to 10% comparing
with 2022 and reaching an estimated value of €1.5 trillion in the market (D’Arpizio et al., 2024).
These figures not only set a historical record for the industry but also demonstrate its resilience
and ability to adapt to new conditions.

Luxury brands stand out by offering: high-priced products, highest quality, exclusivity, and
prestige (Ko et al., 2019). Therefore, traditionally, the growth of luxury industry is driven by
consumers who value not only the superior quality of products but also the exclusivity, prestige,
heritage, legacy, and rarity that accompany luxury brands' offerings (Heine & Phan, 2011; Phau
& Prendergast, 2000), providing a higher status position (Kapferer & Valette-Florence, 2021).
Status is closely connected to a person's social position in a specific context, significantly
affecting how individuals think, feel, and interact with one another, both within their groups and
in broader social settings (Benson et al., 2023).

However, it is important to note that a brand's offering is not limited to the product itself,
as consumers increasingly seek strong and memorable experiences (Zomerdijk & Voss, 2009).
These experiences make the acquisition of the product more exclusive and have the power to
create emotional ties with consumers (Dion & Borraz, 2017). Thus, it becomes increasingly
relevant to analyze the consumer's perspective in choosing a luxury brand, as their
considerations are becoming more complex and go beyond the product itself and its social
representation (Kerviler & Rodriguez, 2019). Based on significant changes in social and economic
dynamics, luxury is associated with the desire to own and use luxurious goods that provide a
sense of accomplishment and personal fulfillment (Cristini et al., 2017).

Loyalty becomes an essential part of luxury brands’ success , as it is a central pillar that
enables long-term survival (Fanandaru et al., 2023). Repeated purchasing in the luxury market
is not enough in terms of loyalty. Consumers are looking for emotional connection with the
brand, which can be developed with personalized services, exclusive events and more bespoke
experiences (Loureiro & Araujo, 2014). Luxury brands play an important role in actively shaping
the perception of exclusiveness and prestige in order to reinforce these emotional relationships
and increase the consumer’s right of identity and social position (Balabanis & Stathopoulou,
2021). Equally critical in this landscape is the concept of value creation, which lies at the heart
of luxury brand strategies (Holmqvist et al., 2020). From the customer’s perspective, value
creation in the luxury market is a holistic process where exclusivity and experiences interplay to
deliver a product that is not only of superior quality but also rich in symbolic and emotional
meaning (Tynan et al., 2010). This complex interplay is what differentiates luxury brands from
their non-luxury counterparts and is fundamental to their ability to command premium prices
and maintain consumer loyalty (Kapferer & Bastien, 2009).

It is the critical role of exclusivity and experiences in shaping consumer perceptions and
behaviors in the luxury market (Tynan et al., 2010) that leads these constructs in the present
study. Exclusivity and experiences are not only central to the creation of value but also have a
profound influence on brand loyalty (Chaudhuri & Holbrook, 2001; Oliver, 1999). Therefore,
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these elements are pivotal in understanding how value is created and sustained in the luxury
market, making them the most relevant factors to explore in the context of this dissertation
(Atkinson & Kang, 2022; Holmqvist et al., 2020).

1.2 Purpose of the Study and Specific Objectives

As contextualized above, the luxury market is defined by its unique attributes, where factors
such as exclusivity and experiences play pivotal roles in shaping consumer perceptions and
fostering both value creation and brand loyalty. Although, is essential to explore how and why
these influential variables influence the value that consumers perceive in luxury brands and their
subsequent loyalty to these brands. By delving into the underlying motivations and perceptions
that drive consumer engagement with these elements, this research aims to uncover the
intricate ways in which these factors contribute to a luxury brand’s ability to create and sustain
value, ultimately fostering strong consumer loyalty.

1.2.1 Research Question and Specific Objectives

The research seeks to answer the central question: How do exclusivity, experiences, and
value creation foster loyalty toward luxury brands? To address this question, the investigation
establishes three specific objectives. First of all, it aims to analyze the importance of exclusivity
in enhancing perceived value and building customer loyalty. In addition to exclusivity, the study
seeks to explore the role of experiences in shaping customer perception of value and reinforcing
loyalty. Furthermore, the research intends to investigate how value creation drives brand loyalty
and fosters long-term commitment.

1.3 Relevance of the study and Motivation

The luxury market has been extensively studied, particularly in consumer behavior, brand
management, and value creation (Gupta et al., 2023; Hennigs et al., 2015; Wang et al., 2022).
However, there are still significant research gaps in understanding how the key variables in this
investigation: exclusivity and experiences, interact to influence perceived value and consumer
loyalty while interacting between each other. Despite previous studies have examined these
factors individually, there is a lack of integrative research that explores their combined influence
on consumer perceptions and long-term commitment to luxury brands (Atkinson & Kang, 2022).

From an academic perspective, this study advances knowledge in luxury brand
management by addressing key gaps and providing a more comprehensive view of the
relationship between exclusivity, experiences, and value creation, examining how they interact
with each other and consequently influence perceived value and consumer loyalty. Previous
research has often treated these factors separately, without fully exploring their interconnected
effects on consumer perceptions (Cristini et al., 2017). This study takes a holistic approach,
analyzing how these elements collectively drive brand loyalty. Additionally, most past studies
have relied on quantitative methods, which may not fully capture the complexity of consumer
behavior in luxury markets (Holmquvist et al., 2020). By integrating insights from consumers, this
research offers a deeper understanding of how these interrelated variables shape brand loyalty
and value perception in the luxury sector. Furthermore, the study expands existing literature by
investigating how luxury brands can balance accessibility and exclusivity in an era of mass
production and digitalization (Bazi et al., 2020; Fuentes et al.,, 2023). In an increasingly
competitive and evolving landscape, understanding how brands can sustain exclusivity while
catering to a broader global audience is crucial (Kapferer & Valette-Florence, 2016). This
research also aligns with recent calls for a more experience-driven understanding of luxury, as



consumers shift from product ownership to immersive brand experiences as one important
source of value (Atwal & Williams, 2009).

From a practical standpoint, the findings offer valuable insights for luxury brand managers
navigating in increasingly dynamic and competitive market. Despite economic fluctuations, the
luxury sector continues to grow, with projections indicating an annual increase of 5% to 7% over
the next six years, driven by younger consumers and digital expansion (D’Arpizio et al., 2024).
This evolution underscores the importance of understanding the drivers of consumer loyalty and
value creation. As luxury brands rely more on their ability to craft personalized, immersive
experiences, this study provides actionable strategies for fostering deeper consumer
relationships and ensuring long-term commitment (Kapferer & Bastien, 2012).

1.4 Dissertation structure

This dissertation is organized into five sections. The introduction defines the research
challenge, aims, and relevance, highlighting theoretical and practical gaps and emphasizing the
importance in the study of luxury brands. Further, the literature review critically examines key
studies and theories, addressing the limitations of previous research and establishing this work
as a contribution to academic investigation. The methodology details the qualitative research
design, data collection method, analysis techniques and the results. In the analysis and
discussion of results, the data is presented and interpreted, relating findings with previous
research while analyzing implications for luxury brands. Finally, the conclusion summarizes key
findings of the investigation, highlights the academic and practical contributions, discusses
limitations, and offers suggestions for future research.

CHAPTER 2- LITERATURE REVIEW

2.1 Luxury, Luxury Brands and Luxury Consumption

a. Luxury

The concept of luxury has roots in ancient times, appearing in classical literature from
authors like Virgil and Cicero, where it was often criticized by religious and moral authorities
(Chandon et al., 2016). Despite the enduring critiques from philosophers like Aristotle to
modern thinkers regarding the behaviors of luxury consumers, the luxury industry has remained
successful and expanded, despite global economic challenges (Chandon et al., 2016). Luxury was
over the centuries transformed from a symbol of excess and available only to an exclusive elite
to a medium for people to express who they are and what they want to be. Now, luxury speaks
to a wider spectrum of people as a synonym of self-expression in society (Chandon et al., 2016).
According to Kapferer and Valette-Florence (2018), luxury goes beyond a simple idea of physical
product characteristics as it involves a range of attributes, such as superior quality, exclusivity,
rarity, personalized service, and finally provides an emotional and symbolic experience to the
consumer. This perspective is supported by more recent research that emphasize the critical
role of consumer experience and the creation of symbolic value in defining what luxury truly
means (Gupta et al., 2023). Wang (2022) further refines this idea, defining luxury as products
and brands that stand out due to their high cost, exclusivity, exquisite design, craftsmanship,
sensory appeal, and distinct socio-cultural narratives. Additionally, Kapferer and Valette-
Florence (2016) emphasize that luxury is not merely about the products themselves but also
about the dreams and symbolism associated with luxury brands.



b. Luxury Brands

Keller (2009) identifies ten key attributes that set luxury brands apart: maintaining a
premium image, creating intangible brand associations, aligning with high quality, leveraging
logos and symbols to build brand equity, linking with influential personalities and events,
controlling distribution channels, adopting premium pricing strategies, managing brand
architecture carefully, considering broad competition, and ensuring legal protection of
trademarks.

Building on this foundation, recent studies by Ko et al. (2019) have re-evaluated existing
definitions and proposed a more comprehensive understanding of luxury brands. They describe
luxury brands as those perceived by consumers to offer exceptional quality, deliver authentic
value through both functional and emotional benefits, and maintain a prestigious image rooted
in qualities like craftsmanship and service excellence. Furthermore, these brands are seen as
justifying their premium prices and fostering deep emotional connections with consumers.
Ultimately, what defines a brand as luxury is the consumer's perception, which hinges on these
intricate dynamics (Ko et al., 2019).

¢. Luxury Consumption

Kapferer and Bastien (2009) describe luxury consumption as involving the purchase of goods
that offer exceptional quality, exclusivity, and prestige, often associated with high prices that
enhance their rarity and desirability. These products are more than mere commodities, they
symbolize status and social power.

Vigneron and Johnson (2004) identify five key dimensions of perceived value in luxury
consumption: quality, uniqueness, pleasure, social value, and self-expression. These dimensions
highlight that luxury consumers are attracted not only to the tangible qualities of products but
also to the emotional and social benefits they provide. Moreover, Fionda and Moore (2009)
highlight that luxury consumption transcends basic needs by encompassing products and
experiences that offer superior quality and craftsmanship but also significant emotional
satisfaction and social distinction. They suggest that luxury goods are closely associated with
symbolic meanings, which allow consumers to express their identity and differentiate
themselves in society.

With changing trends in luxury consumption, identifying customers’ perception of value and
creation of loyalty toward luxury brands has become even more critical (Wang, 2022).
Traditionally, luxury products have been considered to be high quality, rare, and exclusive
products that act as symbols of status and wealth (Kapferer, 2014; Pandelaere & Shrum, 2020;
Veblen, 1999). Nevertheless, the expectations and behaviors of luxury consumers are
extensively influenced by recent socio-economic, cultural and technological changes, and these
need to be reconsidered in order to shape effective strategies for luxury brands (Wang, 2022).

d. Luxury Consumption theories and evolution

Luxury consumption has traditionally been motivated by a need to show wealth and gain
social status. According to Thorstein Veblen (1999)’s theory of conspicuous consumption Luxury
consumers buy expensive and ostentatious products to signal wealth and social standing. This
traditional approach of luxury, however, stresses that ostentation and display of wealth is the
fundamental driver for luxury consumption, where the exclusivity of luxury reinforces its
expensive prices (Kapferer, 2014). Studies further indicate that heritage, tradition and
authenticity are fundamental drivers in luxury consumption because they constitute the
guarantees of quality and prestige (Dubois & Duquesne, 1993; Kapferer & Bastien, 2009). Truong
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et al. (2009) expand on this understanding by discussing luxury consumption as closely tied to
the consumers' need for social recognition and the desire for products that reflect their personal
values and aspirations

Contemporary views have transformed luxury consumption. Modern consumers are
increasingly interested in personal, personalized, and meaningful experiences through luxury
consumption, rather than mere ostentation of wealth (Gupta et al., 2023). Atkinson and Kang
(2022) identify five new core values in luxury consumption, reflecting this shift: inconspicuous
consumption, self-directed pleasure, intrinsic experiential value, personal fulfillment, and
sustainability.

Modern luxury consumers place high value on personalized and meaningful experiences
that connect them with brands (Shin et al., 2022). Luxury brands are increasingly focused on
creating unique and memorable experiences that go beyond product ownership, as these
experiences significantly influence consumers' perception of value, satisfaction, and loyalty
(Gupta et al., 2023). An emerging trend in luxury consumption is inconspicuous consumption,
which challenges the traditional definition of luxury (Atkinson & Kang, 2022). This concept posits
that luxury consumers prefer products that do not ostentatiously display logos and are not
automatically recognized by the general public. Instead, the value of luxury is intended to be
interpreted by those who are familiar with the culture and value of luxury brands, that is, by
specific groups (Eckhardt et al., 2015). This trend reflects a shift in how status is signaled,
favoring discretion and sophistication over open ostentation.

While contemporary approaches are gaining prominence, traditional drivers of luxury
consumption, such as the pursuit of social recognition and status, continue to be relevant in
recent literature (Bazi et al., 2020). Public self-consciousness also emerges as a relevant factor,
where individuals consume luxury products to enhance their social image and gain validation
from others (Balabanis & Stathopoulou, 2021). The role of intangible attributes, such as heritage,
authenticity, and exclusivity, remains central to luxury brands' status signaling. The intangible
attributes not only differentiate luxury brands from other product categories but also create a
deep emotional connection with consumers, influencing their loyalty and willingness to pay a
premium price (Wang, 2022).

2.2 Perceived Value

Perceived value is the consumer’s judgment about the product’s worth and is the
comparison of benefits received in exchange for the sacrifices or costs incurred (Zeithaml, 1988).
In the luxury brand context, perceived value extends beyond tangible attributes, incorporating
emotional, symbolic, and social dimensions (Wiedmann & Hennigs, 2007). Based on Wiedmann
and Hennigs (2007), the perception of value in luxury products can be divided in four major main
components:

a. Functional Value

Functional value aligns with the tangible and practical characteristics of a product, including
its quality, performance, durability, and functionality (Sweeney & Soutar, 2001). Luxury products
are typically associated with high functional value due to the use of superior materials and
meticulous manufacturing processes (Wiedmann & Hennigs, 2007). These products are
designed to offer greater longevity and better performance compared to mass-market
alternatives (Beverland, 2004). Luxury goods enhance durability and performance, and these are
achieved in part by rigorous quality testing and the use of high technology (Fionda & Moore,



2009). Consequently, research shows that consumers' perception of the quality of a product is
a defining factor when they are willing to pay premium prices for luxury products (Vigneron &
Johnson, 2004). Luxury consumers traditionally spend more because they consider luxury goods
to provide superior value compared to mass produced goods which is mainly due to the fact that
they believe that these goods are of superior quality, craftsmanship and are exclusive (Vigneron
& Johnson, 2004).

b. Emotional Value

Luxury brands fulfill not only functional needs but also psychological desires, with the latter
often being the key differentiator (Vigneron & Johnson, 2004). Emotional value refers to the
feelings and emotions that a product evokes in the consumer (Bagozzi et al., 1999). These
emotions are complex and multidimensional, reflecting the consumer's relationship with their
social and physical environment as well as their interpretations of these relationships (Achar et
al.,, 2016). This emotional component is central to the luxury consumption experience, as
consumers often seek emotional satisfaction that goes beyond mere functionality (Vigneron &
Johnson, 2004). The emotional experience is further enhanced by the brand's narrative, which
may include elements such as craftsmanship, cultural heritage, and exclusivity (Franco et al.,
2022).

¢. Symbolic Value

Symbolic value in luxury brands is closely tied to the meanings and cultural associations that
these products represent (Vigneron & Johnson, 1999). Luxury brands are often perceived as
symbols of status, prestige, and exclusivity, motivating consumers to purchase them as a way to
express these qualities (Esmaeilpour, 2015; Kapferer & Bastien, 2012). This value arises from the
product's ability to signify something greater, such as the consumer's social position or their
affiliation with an exclusive group (Belk, 1988). In this perspective, the results presented in the
recent study by Sahin and Nasir (2022) initially observed that status-oriented consumption and
conspicuous consumption are linked to the perception of symbolic value. Subsequently, it was
identified that the symbolic status attributed to the product by the consumer is related to the
symbolic status attributed by other consumers. Finally, the research revealed that, on average,
consumers evaluate the symbolic status of the products they own more highly than they
evaluate the symbolic status of products owned by others.

d. Social Value

Social value in luxury products pertains to their influence on the consumer's social image
and status (Reyes-Menendez et al., 2022). Possessing and using luxury items can enhance social
recognition and acceptance within certain groups, thereby reinforcing an individual's social
identity (Wiedmann & Hennigs, 2007). This is particularly significant as luxury products are often
associated with high social status and are used as symbols to signal one’s position within a social
hierarchy (Balabanis & Stathopoulou, 2021). The perceived value of luxury brands stems not
only from financial exclusivity but also from their social significance, which merges uniqueness
with social value. Consumers actively co-create and reinforce the value of luxury through their
interactions within various social groups, such as brand communities (Reyes-Menendez et al.
2022). This concept aligns with Kastanakis and Balabanis' (2012) "bandwagon effect", which
suggests that luxury consumers exhibit collective consumption behaviors rooted in social
influence rather than individual preferences.

These socially driven behaviors contrast with the traditional snob and Veblen effects, where
luxury is intended to be unattainable for the average consumer (Kastanakis & Balabanis, 2012).
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The social value of luxury products is particularly amplified in environments where public display
is important (Berger & Ward, 2008).

In 1999, Thorstein Veblen conceived the theory of conspicuous consumption as the
foundation of social value. According to Veblen, people often buy luxury goods not just for its
functional or intrinsic value but because they are signs of wealth and social standing. This
behavior is also because they want to be respected, admired, or even envied by peers, because
the ownership of such goods serves as a 'privileged' indicator, of success and high status.

2.3 Brand Loyalty

Oliver (1999) defines loyalty as a strong commitment from consumers to continuously
repurchase or engage with a preferred product or service, even when external factors or
marketing from competitors could influence them to switch. He further elaborates that true
loyalty is when a consumer is deeply determined to repurchase and remains dedicated to their
choice, even in the face of significant challenges or obstacles. The author proposes a
comprehensive model that includes three main dimensions of loyalty: cognitive, attitudinal, and
behavioral loyalty. This model suggests that loyalty begins with brand awareness (cognitive
loyalty), evolves into an emotional preference (attitudinal loyalty), and culminates in repeat
purchase actions (behavioral loyalty). According to Oliver (1999), true loyalty involves a deep
commitment to the brand, reflected in both attitudes and behaviors.

In addition, there is a real and measurable economic impact on consumer loyalty. Classic
studies of Reichheld (1996), and Reichheld & Sasser (1990) show that a 5% increase in customer
retention is associated with a profitability gain of 25% to 95% net present value in 14 different
industries. The importance of loyalty remains emphasized in recent studies. For example, Bain
and Company (Markey & Reichheld, 2012) points out that customer loyalty can substantially
boost a company’s profitability. The report also reiterates that loyal customers’ spend more over
time, not only through repeated purchase expenditure, but also by averagely spending more on
each transaction. Moreover, loyal customers are more likely to recommend the brand to others,
which starts a cycle of organic growth and lowers acquisition costs (Markey & Reichheld, 2012).

2.4 Exclusivity

In the luxury brand narrative, exclusivity is a fundamental part of it, it defines consumer
perceptions and plays a huge role in creating the perception of value of luxury product (Kapferer
& Valette-Florence, 2016). Exclusivity, when applied to luxury, involves limiting product
availability to generate rarity and uniqueness perceptions among customers (Kapferer &
Bastien, 2012). However, this limited access is not restricted to supply constraints, rather, luxury
brands often employ this tactic intentionally to increase desirability and protect reputation
(Wang et al., 2022).

There are two aspects of the concept of exclusivity: tangible and intangible (Vigneron and
Johnson, 2004). In terms of the tangible, exclusivity is expressed through limited supply of
production runs, exclusive distribution channels and high price points and this makes the
consumer believe that it is a rare product (Berger & Ward 2008; Kapferer, 2014). These
strategies are used to keep luxury products out of the hands of the mass market so that they
retain their prestige. Exclusivity, from an intangible perspective, is closely related to the
emotional and symbolic value of luxury goods (Wang et al., 2022). This creates a feeling of
privilege and distinction among consumers, and allows them to perceive the ownership of
specific exclusive products as a marker of social status and personal achievement (Seo &



Buchanan-Oliver, 2015). The emotional appeal of exclusivity is further enhanced by brand
narratives that emphasize heritage, craftsmanship, and the unique stories behind each product
(Franco et al., 2022).

Scarcity marketing strategies like “Hunger Marketing” effectively prompt consumers to
believe that the items being marketed are scarce, and thus cause consumers to feel that they
are missing out on the opportunity to purchase it (Shi et al., 2020). In Hunger Marketing we
create scarcity through deliberate tactics such as waiting lists, limited editions or explicit product
exclusivity (Herpen et al., 2014). These strategies amplify the perceived rarity and prestige of
luxury products, compelling consumers to act swiftly to secure these exclusive items (Lynn,
1991). For example, waiting lists are particularly effective at creating the appearance of high
demand and low supply, sparking greater desire, particularly for products perceived as highly
desirable and difficult to acquire (Kim & Sullivan, 2019).

2.4.1 Exclusivity as a Driver of Perceived Value in Luxury Consumption

Kapferer and Bastien (2009) argue that the limited availability of luxury products
enhances their perceived value by fostering social distinction. This exclusivity not only adds
symbolic and emotional value but also reinforces the premium status of luxury brands
(Wiedmann et al., 2007). Heine and Phan (2011) support this, noting that consumers associate
exclusivity with superior craftsmanship, quality, and uniqueness, which collectively elevate the
perceived worth of luxury items. Wang et al. (2022) further emphasize that exclusivity and rarity
contribute to consumers' perceptions of value by reinforcing their social identity and status
within an elite group. By carefully controlling access, luxury brands not only drive desire but also
maintain their high-end positioning. Together, these studies highlight how exclusivity, beyond
scarcity, is a key driver of perceived value, blending emotional fulfillment with the social rewards
of luxury consumption.

Scarcity marketing strategies amplify this perceived value by deliberately limiting the
availability of luxury products (Hamilton & Shaheen Hosany, 2023). Tactics such as limited
editions and waiting lists are commonly employed to enhance a brand's prestige and exclusivity
(Shi et al., 2020). For instance, Hermes creates waiting lists for its iconic Birkin bags, increasing
both the desire and perceived value of the product due to the difficulty of acquisition (Kapferer
& Valette-Florence, 2016). Research by Herpen et al. (2014) demonstrates that product scarcity
can signal high quality to consumers, either through its association with exclusivity (limited
supply) or popularity (high demand). This dual perception effectively enhances both the
perceived value and attractiveness of a product, reinforcing the effectiveness of scarcity
marketing as a strategy for luxury brands. Similarly, Teubner and Graul (2020) note that
consumers who perceive a product as scarce tend to view it as more unique and exclusive,
further reinforcing its perceived value in the marketplace. This strategic use of scarcity not only
differentiates luxury products but also solidifies their exclusivity and, consequently, their
perceived value.

The intersection of exclusivity and perceived value is further reinforced by consumer
behavior studies that highlight how scarcity marketing can manipulate demand and enhance
consumer perception (Hamilton & Shaheen Hosany, 2023). When consumers perceive a product
as both exclusive and scarce, their desire to acquire it increases, leading to a higher perceived
value and, in many cases, a stronger emotional attachment to the brand (Shi et al., 2020). This
relationship underscores the strategic importance of managing exclusivity and scarcity in luxury
brand marketing (Herpen et al., 2014). As such, we propose that:



P1: Exclusivity enhances perceived value of luxury brands in the mind of consumers.

2.4.2 The Role of Exclusivity in fostering Brand Loyalty

Exclusivity is a key driver of brand loyalty, particularly in the luxury market, where
consumers are drawn to brands offering rarity, privilege, and distinction (Wiedmann et al.,
2009). Beverland (2004) shows how limiting availability and offering personalized experiences
in the luxury wine industry creates a sense of privilege, making consumers feel part of an elite
group. This emotional bond, coupled with exclusivity, encourages long-term loyalty. Beverland
(2004) further notes that exclusivity is about crafting a narrative of craftsmanship and rarity,
which significantly enhances consumer attachment.

Similarly, Heine and Phan (2011) argue that exclusivity fosters emotional bonds by
elevating perceived value. Consumers feel privileged owning rare, high-quality products, which
strengthens their connection to the brand. This sense of belonging and prestige not only boosts
loyalty but also reinforces social identity, with rarity enhancing desirability and commitment
over time. Wiedmann et al. (2009) emphasize that exclusivity enhances both social and
emotional value by offering consumers distinction through rarity. Exclusive ownership allows
consumers to express individuality and status, reinforcing emotional ties and loyalty. This
emotional connection, driven by exclusivity, aligns with consumers' aspirations for uniqueness,
fostering long-term brand commitment.

Together, these studies highlight how offering rare and distinctive products creates
emotional and social value, making exclusivity a powerful tool for cultivating and maintaining
brand loyalty in the luxury market (Beverland, 2004; Heine & Phan, 2011; Wiedmann et al.,
2009). Thus, it is proposed that:

P2: Exclusivity strengthens brand loyalty.

2.5 Experiences

Experiences has become integral to luxury brands, shifting the focus from merely offering
high-quality products to delivering memorable and emotionally engaging moments (Tirado et
al., 2024). Luxury experiences refer to tailored, exclusive interactions that offer a heightened
sense of personalization and emotional engagement (Atwal & Williams, 2009). They are
characterized by their ability to deliver not just products but exceptional moments that resonate
deeply with consumers (Holmgqyvist et al., 2020). These experiences can include private events,
customized services, and immersive brand interactions that cater to individual preferences
(Fanandaru et al., 2023; Franco et al., 2022; Gupta et al., 2023; Holmgvist et al., 2020; Verhoef
et al.,, 2009). Gupta, et al. (2023) emphasize that these experiences add symbolic and
experiential value to functional benefits, essential in a market where differentiation through
quality or price alone is increasingly challenging.

Pine & Gilmore (2013) introduced the "Experience Economy," asserting that value comes not
only from products or services but also from the accompanying experiences. According to
Verhoef et al. (2009), customer experience involves elements, such as store environment,
employee interaction, and brand engagement. Additionally, Holmqyvist et al. (2020) and Shahid
et al. (2022) also note that luxury experiences require the stimulation of consumers’ senses;
offering personalized services; and creating emotional connections through exclusivity and
sensory appeal. In addition, Franco et al. (2022) and Tynan et al. (2010) argue that brand
narratives and coherent experiential touchpoints strengthen the emotional bond towards the
brand, leading to greater perceived value and loyalty.
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Gentile et al. (2007) provide a comprehensive framework for understanding customer
experience, which they define as a series of interactions between consumers and the brand,
product, or company. These interactions trigger responses that are not just rational, but also
emotional, sensorial, physical, and relational, offering a multidimensional experience. Central to
this framework are six key dimensions that shape consumer perceptions and engagement
(Gentile et al., 2007):

First, the sensorial component focuses on stimulating the five senses, where brands
create environments or products that generate pleasure, excitement, and satisfaction. A well-
designed store or product that appeals to sight, touch, or even smell can significantly enhance
the customer’s experience. The emotional component, on the other hand, focuses on the
feelings that the brand sparks, drawing the attention to the positive emotional responses to
form stronger connections and secure loyal customers over the long term.

The cognitive component involves engaging the consumer’s intellect, encouraging
creativity or problem-solving through the brand experience, which leads to deeper, more
meaningful interactions. There is also pragmatic component which takes care about the practical
aspects of the brand offering such as the convenience, functionality, ease of use so that the
product or service is usable and pleasant to the consumers at the same time.

The lifestyle component is another important component as it encompasses the
suitability of a product or brand to the values, beliefs and lifestyle of a consumer. Most of the
time brands that are creating affinity with consumers on a personal level tend to build up a
stronger affinity among consumers as they feel the brand is an extension of their identity. Finally,
the relational component seeks to explore the ways in which consumers construct relationships
with the product, by sharing these experiences with other consumers or joining brand
communities, which augments the social depth of the actual experience.

Gentile et al. (2007) emphasize that these six dimensions are crucial in co-creating value
between brands and consumers, resulting in more engaging and memorable experiences. This
framework is especially relevant in the luxury sector, where sensory and emotional engagement
are vital in building perceived value and fostering brand loyalty (Atwal & Williams, 2009). Luxury
brands often depend on these experiential components to stand out, making personalized and
unique experiences essential for maintaining a competitive advantage and nurturing long-term
customer relationships (Wiedmann et al., 2009).

It is important to note that the customer experience extends well beyond the point of
sale, with post-purchase interactions being pivotal in sustaining brand loyalty (Lemon & Verhoef,
2016). Personalized post-sale services, including dedicated customer support and ongoing care,
are vital for reinforcing customer satisfaction and loyalty (Davidow, 2003). Brands that excel in
after-sales service ensure customers feel continuously valued and supported, thus contributing
to a consistently positive brand experience (Grewal et al., 2017).

2.5.1 Linking Luxury Experiences to Perceived Value

In today’s luxury market, perceived value is increasingly shaped by the experiences
brands offer rather than just product quality (Ko et al., 2016). As consumers seek more than
material goods, brands have recognized the importance of delivering emotionally resonant
experiences that foster exclusivity and deeper connections (Shahid et al., 2022).
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Atwal and Williams (2009) highlight how well tailored luxury experiences enhance a
brand’s appeal, positioning the consumer not just as a buyer, but as part of a narrative that
aligns with their personal identity and aspirations. These experiences, such as VIP events or
behind-the-scenes access, create a strong sense of privilege, serving to strengthen emotional
bonds between the brand and the consumer. This emotional connection significantly enhances
perceived value, making the brand feel more prestigious and justifying premium pricing.

Additionally, Wiedmann et al.(2009) argue that social and emotional aspects of luxury
experiences are crucial in driving perceived value, especially when brands emphasize exclusivity
and status. Their findings show that luxury consumers place higher value on brands that offer
unique and exclusive experiences that elevate their social standing. Similarly, Holmguvist et al.
(2020) explore luxury from a service-dominant logic, demonstrating how multisensory and
emotional engagement in luxury experiences significantly enhances consumers' value
perception by creating a deeper emotional connection with the brand.

Lastly, Krishna (2012) explains how sensory marketing further enhances perceived value
by creating emotional connections through touch, sight, and smell. The tactile experience of
handling luxury products made from fine materials evokes feelings of craftsmanship and
exclusivity, while sophisticated store atmospheres heighten the sense of luxury and refinement.
As such it is proposed that:

P3: Luxury brand experiences enhance perceived value

2.5.6 The Influence of Luxury Experiences on Consumer Loyalty

Fostering consumer loyalty requires more than just offering high-quality products, it
fundamentally depends on delivering a rich, memorable brand experience (Brakus et al., 2009).
Experiential marketing, as introduced by Pine & Gilmore, 2013, emphasizes creating emotionally
engaging and unforgettable interactions, which has become vital for luxury brands striving to
build lasting consumer loyalty.

Lemon and Verhoef (2016) present a framework of customer experience throughout the
customer journey that emphasizes the roles played by cognitive, emotional and behavioral
responses at every stage of interaction. According to them it is important to have a seamless
and positive experience across these touch points to create lasting loyalty. In addition, Brakus
et al. (2009) examine how brands can design experiences that directly influence consumer
perception and behavior. The research shows that positive brand experiences that stimulate
consumers' senses and emotions correlate strongly with higher brand loyalty and advocacy. As
such, it is proposed that:

P4: Luxury experiences cultivate consumer loyalty

2.6 Perceived Value and Consumer Loyalty

In luxury brands, perceived value plays a pivotal role in shaping consumer loyalty,
encompassing both tangible and intangible elements that contribute to a product’s overall
worth (Wiedmann et al., 2009). This value extends beyond the economic exchange between the
consumer and the brand, incorporating emotional, symbolic, and social benefits derived from
luxury products (Tynan et al., 2010). These elements are crucial determinants of consumer
behavior and brand loyalty in the luxury market (Vigneron & Johnson, 2004).

Research by Ko et al. (2019) and Wiedmann & Hennigs, (2007) emphasizes that
perceived value in luxury brands is not merely based on product quality but also on the symbolic
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meanings and emotional benefits associated with the brand. This broader understanding of
value, which integrates exclusivity, rarity, and unique experiences, is essential for fostering deep
consumer loyalty. Keller (2009) delves into the complexities of luxury brand management,
particularly focusing on the balance between growth and maintaining brand exclusivity,
emphasizing that perceived value is a crucial element in this balancing act, as it directly influence
consumer loyalty.

These studies consistently underscore that perceived value is a pivotal driver of
consumer loyalty within the luxury market. The ability to enhance and sustain this perceived
value is critical for luxury brands as they are highly dependent on the capacity to create enduring
consumer loyalty and succeed in the long term. By prioritizing the emotional, symbolic, and
functional aspects that add value for consumption overall, luxury brands can create deep,
enduring relationships with consumers, and cement their loyalty in a growing competitive
market. As such, it is proposed that:

P5: Perceived value strengthens consumer loyalty in the luxury market

CHAPTER 3 - CONCEPTUAL MODEL

The Conceptual Model of the study (Figure 1) integrates the key constructs of exclusivity
and experiences to demonstrate their importance in developing value and brand loyalty in the
luxury market.

Brand
Loyalty

Value

Creation

Experiences

Figure 1- Conceptual Model (Source: Personal Elaboration)

It is proposed that each of these constructs plays a crucial role in enhancing the
perceived value consumers associate with luxury brands, ultimately strengthening their
long-term commitment and loyalty.

CHAPTER 4 - METHODOLOGY

4.1 Type of Study

Given the objectives of this dissertation, the study adopts an exploratory qualitative
approach aimed to understanding how consumers perceive exclusivity and experiences in
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relation to value creation and brand loyalty within luxury brands. While the research allows for
the possibility of validating the relevance of these variables, it also seeks to explore their
significance to consumers, how they are interpreted, and whether other factors may play a role
in influencing consumer loyalty.

An abductive approach is employed, combining both inductive and deductive elements
(Saunders et al., 2019). This approach allows the study to begin with theoretical concepts related
to exclusivity, experiences, and their effects on value creation and loyalty, while remaining open
to insights that may arise from the qualitative data. The aim is to uncover both the potential
validation of these variables and any additional factors that consumers consider relevant.

Exploratory research, as described by Malhotra et al. (2017), is adaptable and well-
suited for investigating complex marketing phenomena that are difficult to quantify, such as the
role of exclusivity and experiences in luxury brand loyalty.

To gather data, the study used semi-structured interviews. The semi-structured
interviews allowed for deeper, one-on-one conversations with individual participants, offering a
more detailed understanding of their personal perspectives on luxury brand experiences and
value creation (Oberoi, 2024). The study employed a cross sectional design and data were
collected at a single time. This method allows the researcher to capture a current representation
of consumer point of view without expending time on data collection (Saunders et al., 2019).

Saunders et al. (2019) consider a cross sectional design particularly appropriate when
there are resources and time restrictions. This, allowed, for instance, the assessment of
attitudes, behaviors or opinions in a particular time frame. In addition, this design can facilitate
efficient analysis and presentation of results in a rapidly changing environment like the luxury
market.

4.2 Sample

The selected sampling method was non-probabilistic, allowing the researcher to choose
participants based on their judgment and relevant criteria (Malhotra et al., 2017). This research
employs a convenience sampling approach, using judgment sampling as a technique.
Participants were chosen based on their suitability for the study, according to the researcher's
discretion and evaluation (Malhotra et al., 2017). This method ensures that the sample reflects
the characteristics necessary to gain relevant insights to the research questions.

To qualify, participants must have previously purchased at least one luxury item. The sample
was divided into two groups:

1. Individuals who purchase upper mid-tier luxury products.
2. Individuals who purchase mid-tier luxury products.

Focusing on these groups allows the study to examine how experiences, exclusivity, and
perceived value influenced brand loyalty across different segments of luxury consumers,
recognizing that differences may exist between them. Mid and upper mid-tier consumers
balance a desire for exclusivity with attainable luxury, making them ideal for exploring how these
factors interact. These categories are also broader and more inclusive, which facilitates the
recruitment of interview participants fitting these profiles. This segmentation aligns with the
qualitative nature of the study, as understanding the motivations and "why" behind purchasing
behaviors benefits from a wider set of influencing factors, particularly in these categories. By
selecting these segments, the study provides insights into how value is created and loyalty is
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maintained in a market that values both high-quality experiences and a sense of exclusivity,
without the ultra-high barriers of top-tier luxury.

In order to understand the distinction between upper mid-tier luxury and mid-tier luxury
consumers (Table 1), this study will draw on two luxury brand pyramids (Appendix 1 and
Appendix 2) that categorize brands based on price points (Sheanoy, 2023) and market
positioning (Lorenzoni, 2024):

Table 1- Segmentation of Luxury Brands into mid-tier and upper mid-tier categories
(Source: Personal elaboration based on Appendix 1)

Category Price Examples of the Brands
C e Bottega Veneta, Gucci, Yves
LUL AL 187 LSS Saint Laurent, Celine, Prada
Dior, H € h I, F i
Upper Mid-tier Luxury 5000€ - 15000€ for, Hermes, Chanel, Fendi,

Louis Vuitton

This segmentation offers a simplified approach for classifying brands during interviews.
When participants mention specific brands, it becomes easier to classify them as either Upper
Mid-tier Luxury or Mid-tier Luxury based on their market positioning and price range.
Additionally, it was asked to the participants to specify how much they spent on each item, as
even within the same brand, products can fall into different categories depending on their
individual price points. By comparing these two consumer segments, the study aims to uncover
whether one group emphasizes these factors more or whether other variables emerge as more
influential in shaping loyalty and perceived value.

Additionally, the study will feature a mixed-gender sample, reflecting the fact that both
men and women actively participate in luxury consumption. According to recent data, 60.2% of
luxury purchases globally are made by women, while men account for 40% (Grand View
Research, 2023). Finally, all participants must be over 18 years old, ensuring they have sufficient
experience and decision-making power regarding luxury purchases. According to Saunders et al.
(2019), a sample size of 12 to 30 participants is appropriate for homogeneous groups in
qualitative research. In line with this guidance, this dissertation includes 13 semi-structured
interviews.

4.3 Data Collection Method

Data for this study was collected through semi-structured, non-standardized interviews
to gain a deeper understanding of the topic at hand, in line with an interpretive approach
(Saunders et al., 2019). To guide the interviews, an interview script was prepared (Appendix 3),
though the conversations remained flexible and fluid, allowing for adjustments in the sequence
and content of questions as the discussion unfolded (Saunders et al., 2019). This flexible
structure ensures that the dialogue evolves naturally, with questions potentially changing as the
interview progresses.

For accurate analysis, the interviews were audio-recorded, and participants' data was
collected anonymously and confidentially, encouraging greater honesty and openness. As this is
a cross-sectional study, the interviews were conducted within a specific time frame, from
October 20, 2024, to November 30, 2024. The interviews were held one-on-one online and

14



presential, with participants from Portugal, ensuring accessibility and convenience. Each
interview lasted an average of 30 minutes, providing rich data for analysis.

4.4 Quality Criteria

This study was based on several data quality standards specific to qualitative interviews
and research methods to ensure accuracy and validity of the research. Given the nature of
qualitative research, key quality standards include credibility, transferability, confirmability, and
dependability (Lincoln & Guba, 1985; Saunders et al., 2009). Recognizing the inherent limitations
of all research methods, a number of procedures have been implemented to support these
quality standards. This includes clear explanations of data collection and sampling techniques,
careful interview preparation, and prolonged engagement in the research process to build trust
and collect comprehensive data. In addition, thorough reflection, detailed analysis, and data
review were conducted, and participants received regular feedback on their interpretations.
Other quality measures address specific challenges associated with semi structured interviews,
such as researcher and answer biases and possible cultural differences between interviewer and
interviewee. To mitigate these issues, researcher impartiality was considered a top priority to
prevent undue influence or misinterpretation of responses. Structured topic exploration was
used to ensure a balanced approach to each topic and to allow interviewees to share their
insights freely without pressure from the interviewer’s perspective. Furthermore, the codes
created for the analysis of the interviews were validated by other investigator beside myself.

4.5 Data Processing and Analysis

Due to the chosen data collection method, the data obtained are qualitative, consisting
primarily of spoken words and verbal responses (Saunders et al., 2019). All data were collected
anonymously, with each participant providing their informed consent prior to participation. The
next step involved content analysis, which was facilitated by the software MAXQDA. The
interviews were transcribed and given number to each participant. These transcripts were then
organized into separate documents for analysis, ensuring clarity and structure during the data
processing phase. After transcribing the interviews, the transcripts were uploaded into the
software and data were coded, along with creating categories and subcategories based on the
questions asked and the responses provided by the participants during the interviews (Appendix
4). By coding, data analysis and interpretation was streamlined by allowing the identification of
the key themes and conducting frequency analysis of the selected indicators. The code created
was validated by two investigators, the coefficient of agreement was 96,83% (Appendix 5). A
total of 8 dimensions (categories) and 135 subdimensions (subcategories) were created, forming
the basis for the analysis presented in the following chapters. This approach seeks to address
the previously outlined propositions.

CHAPTER 5 — ANALYSIS OF RESULTS

5.1 Sample Characterization

A total of 13 interviews were conducted, with participants evenly distributed between
males (53.8%) and females (46.2%)ensuring gender balance (Appendix 6). The age range of the
participants spans from 18 to over 57 years, offering broad demographic representation. Most
participants hold higher education degrees, with 7 (53.8%) having an undergraduate degree and
6 (46.2%) holding a postgraduate degree. Professional occupations are evenly divided, with 50%
in full-time employment and 50% self-employed. In terms of income, 23.1% of participants earn
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between 15,000€ and 30,000€ annually, 30.8% earn between 30,000€ and 50,000€, another
30.8% earn between 50,000€ and 75,000€, and 23.1% report earning more than 75,000€ per
year. Table 2 presents the sociodemographic data of the participants.

Moreover, the approximate value of the last luxury item purchased by each participant
is presented on Appendix 6. Based on this value, participants were segmented into two
categories: Mid-tier luxury (1,500€-5,000€) and Upper Mid-tier luxury (5,000€-15,000€), as
defined on Table 1. The segmentation shows that 8 participants (61.5%) belong to the Upper
Mid-tier luxury category, while 5 participants (38.5%) are classified as Mid-tier luxury. Those in
the Upper Mid-tier luxury group typically have higher incomes (50,000€ or more annually) and
postgraduate education, with many being self-employed or holding senior full-time positions.

Three questions were asked at the start of the interview to delve into the perceptions
and variables that influenced the respondents' decision to buy the luxury item. These criteria
led to the coding of 14 subcategories, which are shown in the word cloud below (Figure 2).

History and reputation

Sustainability Exclusivity

Symbolism

Figure 2- Word Cloud of perceptions shaping purchasing decision

Craftsmanship was noted in 61.5% of the interviews, while design was cited in 53.8% of
them. These are the main perceptions that were found. In 46.2% of the interviews, respondents
reported that they felt their assessment of the acquired item matched their own unique taste
and style. This was followed by self-identification. Furthermore, 46.2% of the interviews
emphasized the importance of "Special Occasion," with respondents linking the luxury item to a
noteworthy life event or the accomplishment of a personal or professional goal.

5.2 Interview Analysis

A total of 13 individual interviews were conducted based on the interview guide in
Appendix 3 to evaluate the five propositions derived from the literature review. Following
transcription, the data were analyzed using codes developed in MAXQDA software. Appendix 4
provides the coding matrix, detailing the codes created and their application across the
interviews.

5.2.1 Perceptions associated with Brand Loyalty

A key variable in this research is brand loyalty, it is essential understand how consumers
view and define "loyalty" in relation to luxury brands, the elements that influenced it and the
reasons why people either stay loyal to these brands or think about moving to another one. As
one participant noted: “ I stayed loyal to Saint Laurent because their designs continue to feel
relevant to me. Other brands may have comparable or even better prices, but | choose Saint
Laurent because their pieces always feel bold and confident.” (Verbentin, Interview 06). Thus,
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brand loyalty frequently supersedes external factors, underscoring the notion that loyalty
signifies a profound connection that transcends mere practical considerations such as price.

Based on the responses gathered, the verbatims were coded according to the three
types of loyalty described by Oliver (1999): cognitive loyalty, behavioral loyalty, and attitudinal
loyalty. A general overview of the interviews reveals that participants perceive their loyalty to
luxury brands as multidimensional. As represented in Figure 3, attitudinal loyalty being the most
significant (77%), followed by cognitive loyalty (69%) and behavioral loyalty (54%). Attitudinal
loyalty, driven by emotional and symbolic connections, reflects participants' identification with
brand values, exclusivity, and prestige. “The reason was simple, | trust Prada’s design philosophy
and craftsmanship. It is their entire vision that resonates with me. | know they will keep pushing
boundaries in a way that fits with me and with my style and this for me is irreplaceable”
(Verbetim, Interview 10). Cognitive loyalty, predicated on rational decision-making, underscores
the significance of superior quality, craftsmanship, and value, thus one participant said: “I keep
going back because their designs are always striking and unique. They have a way of blending
timeless elegance with bold details that really resonate with me” (Verbentim, Interview 8).
Behavioral loyalty, though less prominent, represents repeat purchases motivated by
satisfaction and trust, “/ saw other brands but | do return to brands | trust because there’s
comfort in knowing what to expect.” (Verbentim, Interview 8).

General Perceptions associated with Brand Loyalty

" oy I, - 0
Loyalty ’

Behavioral

Loyalty %M

0% 8% 16% 24% 32% 40% 48% 56% 64% 72% 80%
% based on total number of the interviews

Figure 3- General Perceptions associated with brand Loyalty

Having set the general context around how consumers perceive brand loyalty in terms
of luxury brands, it is necessary to analyze how consumers at each segment we have focused on
this research, mid-tier luxury (Figure 4) and upper mid-tier luxury (Figure 5), differ in their
perceptions. This comparison’s purpose is to locate differences in the salience of attitudinal,
cognitive, and behavioral loyalty among these segments, thus leading to insights on how each
segment is weighted toward the emotional, rational, habitual aspects of loyalty.

Interviews with the code Interviews with the code

0% (4) a0% (4)

80% 5% (6) B0%
72% 2%

4% £3% 15) 6%,
56% 56%
48% 48%
0% o 40% (2)
32% 32%
24% 24%

16% 16%

8% 8%

0% o

Attitudinal Loyalty Behavioral Loyalty Cognitive Loyalty Attitudinal Loyalty Cognitive Loyalty Behavioral Loyalty
Figure 4- Upper Mid-Tier Luxury consumers perception about brand loyalty Figure 5- Mid-tier Luxury consumers perception about brand loyalty
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Mid-tier consumers exhibited significantly lower behavioral loyalty (40%) but higher
cognitive (80%) and attitudinal (80%) loyalty, suggesting a more rational and less habitual
connection with brands. Their decision-making is guided by evaluation rather than routine
purchases. One mid-tier consumer emphasized this rational approach, stating: “I keep going
back because their designs are always striking and unique” (Verbatim, Interview 8), highlighting
the role of distinctiveness in maintaining loyalty.

Conversely, upper mid-tier consumers demonstrated a stronger inclination toward long-
term brand commitment, with one participant explaining: “If I trust a brand, | tend to stick with
it unless there’s a compelling reason to switch” (Verbatim, Interview 5). This contrast illustrates
how cognitive loyalty manifests differently. For mid-tier consumers, it is driven by continuous
assessment of brand appeal, whereas for upper mid-tier consumers, it is more closely tied to
trust and reliability.

Upper mid-tier consumers exhibited a more balanced distribution of loyalty, with 75%
demonstrating attitudinal loyalty and 63% displaying both cognitive and behavioral loyalty,
reflecting a mix of emotional connection and rational commitment. Both groups emphasized
attitudinal loyalty, as illustrated by an upper mid-tier participant: “If a brand makes me feel
valued, | want to remain loyal. It is comparable to a relationship, like if the expectations continue
to be met | will come back” (Verbatim, Interview 2). Similarly, a mid-tier consumer highlighted
the importance of emotional and cultural resonance, stating: “Even if another winery offers a
comparable product, it does not hold the same meaning without that deep cultural and the
emotional bond” (Verbatim, Interview 13). These perspectives underscore the role of emotional
attachment and brand symbolism in sustaining brand loyalty across both consumer segments.

Some participants expressed a strong connection to specific luxury brands, however,
others demonstrated a willingness to switch brands under particular circumstances. The analysis
of the interview data led to the identification of four overarching reasons for brand switching: a
desire to explore new brands, the perception of better value, the search for greater innovation,
and alignment with personal needs. The upper-mid-tier group were the only consumers that
mentioned that they would switch brands if they find something more innovative. As one
participant stated: “/ would switch if another brand offered a fresh perspective or innovation that
better suited me”(Verbetim, interview 5). Conversely, mid-tier consumers primarily switched
brands for two reasons: “Like to try new brands” and “Beter suited with the needs”. One
participant expressed a preference for exploring different brands: “I’'m definitely open to trying
new brands. It’s more about finding something that feels more unique and speaks to me than
sticking to one name” (Verbetim, Interview 10). Another participant emphasized the importance
of alignment with personal style: “For me, it’s about finding pieces that fit with my style and
make me feel confident, whether it’s from a familiar brand or a new on.” (Verbetim, interview
6).

5.2.2 Perceptions associated with Value Creation

The participants were asked to answer the following question in order to assess their
view of the concept of value creation in luxury products "What does 'value' imply to you when
it comes to luxury products? Could you elaborate on the elements that, in your opinion, make a
luxury goods desirable and why, such as quality, exclusivity, craftsmanship, and experience”. The
interpretation of value included social value, symbolic value, emotional value, and functional
value.
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The functional value dimension was identified as the most frequently mentioned among
participants, with twelve individuals (92.3%) emphasizing attributes that align with this category.
This pronounced attention underscores the significance participants assign to tangible attributes
such as craftsmanship, durability, and quality in the evaluation of luxury products. One
participant articulated this sentiment, stating: “Value, for me, is about creating a lasting
impression. Quality and craftsmanship are essential. In my opinion there’s no point in luxury if
the product isn’t exceptional.” (Verbatim, Interview 13). Another participant remarked: “It is a
combination of tangible and intangible aspects. Tangibly, it’s the exceptional quality and
craftsmanship when | look at my Hermeés Kelly, every stitch tells a story of care and precision.”
(Verbatim, Interview 12).

The symbolic value dimension was the second most frequently mentioned, with seven
participants (53.8%) associating luxury products with personal identity, achievement or cultural
significance for example. The emphasis placed on this aspect of luxury items is reflective of how
these products are not merely regarded as goods, but rather as symbols signifying status and
aspiration. One participant articulated this sentiment by stating: “The product’s impact on my
status and professional image matters far more to me than the experience surrounding the
purchase.” (Verbatim, interview 4).

Four participants (30.8%) cited emotional value when asked how they perceived the
value, emphasizing the profound psychological and individual fulfillment that comes with
possessing luxury goods. Furthermore, this dimension strengthens the emotional bonds that
customers form with the brands they choose, which are frequently associated with sentiments
of self-worth, assurance, and fulfillment. One participant clarified, "For me, value in luxury
products isn’t just about how much it costs or how useful it is. It’s about how it all comes together,
like the quality, the story behind it, and how it makes me feel. When | buy something luxurious,
| want it to feel special in every way.” (Verbatim, Interview 1).

The social value dimension, despite being the less frequently mentioned, was
highlighted uniquely by two participants (15.4%). The participants articulated that the
ownership of luxury items serves as a medium for expressing their social status and as a means
of affiliating with specific social circles. As one participant explained: “For example, Rolex is
recognized globally as a symbol of success and reliability, and that aligns with how | want to
present myself.” (Verbetim, interview 4).

The analysis highlights key differences in value perception between mid-tier (Figure 6)
and upper mid-tier luxury consumers (Figure 7).

Perceptions associated with value Creation 100% (8)

Perceptions associated with value creation

100% (4)

25% (1) 25% (2) 25% (2)

0% (0}

Functional Value Emotional Value Symbolic Value Social Value

. o . Functional Value Symbolic Value Social Value Emotional Value
Figure 6- Mid-tier luxury consumers value perception ! “ 4 : “ ! . “

Figure 7-Upper mid-tier luxury consumers value perception
Both groups prioritize functional value (100%), emphasizing quality and durability. However,
upper mid-tier consumers place significantly more importance on symbolic value (75% vs. 25%
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in mid-tier), indicating that status and prestige play a larger role for this segment. Additionally,
only upper mid-tier consumers recognize social value (25%), suggesting that exclusivity and
social belonging influence their perception of value. In contrast, emotional value has a greater
influence on mid-tier consumers (50% vs. 25%), reflecting a stronger emotional attachment to
brands.

5.2.2.1 Value Creation and Loyalty

To evaluate Proposition 5, participants were asked: “In your opinion, does the value you
perceive in a luxury brand influence your decision to remain loyal to it? In what way?”. All
participants, comprising 100% of the total, emphasized the critical role of their perception of
value in influencing their loyalty to luxury brands: “Absolutely, perceived value influences loyalty
because it reflects how the brand fits into my life” (Verbetim, Interview 10). The reasons behind
this bond varied among participants, indicating the importance of four dimensions of value:
functional, symbolic, emotional, and social.

The exploration of each value dimension involved specific subcategories to gain a
deeper understanding of how participants perceive value and its influence on their connection
to luxury brands. The analysis of the Figure 8 revealed that superior quality and reliability were
the most frequently mentioned subcategory, with 12 participants (92%) emphasizing its
significance. This highlights the foundational role of functional attributes in fostering loyalty, as
luxury products are often perceived as long-term investments “Consistency in delivering high-
quality products is the biggest factor for me. If a brand proves that | can trust them to always
meet or exceed expectations, I’ll stay loyal” (Verbetim, Interview 5).

Value dimensions and Brand Loyalty

92% (12)

. Superior quality and reliability drive trust and loyalty

54% (7)
. Satisfaction derived from emotional resonance driving repeat behavior

46% (6) [ Practicality, efficiency, and durability fostering trust and long-term loyalty
Status reinforcement strengthening brand affinity

Recognition within exclusive groups, social connections, and a sense of belonging

15% (2)

8% (1)

Figure 8- Frequency of Subcategories Linking Value Dimensions to Brand Loyalty

Emotional resonance, identified by 7 participants (54%), further demonstrates the
importance of emotional connections in building and maintaining loyalty. One participant's
statement exemplifies the influence of emotional connections: "Saint Laurent’s consistent
balance of bold design and practicality has made me loyal to the brand. It's more than just
owning something luxurious, it’s more about how well the product integrates into my personal
style and the confidence it gives me when | wear it." (Verbatim, Interview 6). This finding
demonstrates the brand's ability to connect with a person's unique identity and evoking
pleasant emotions. The emphasis on practicality, efficiency, and durability by 6 participants
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(46%) indicates the ongoing relevance of rational considerations in purchase decisions, “For me,
the decision is always about whether the product is practical and well-designed.” (Verbetim,
Interview 5). In contrast, the lower frequency of mentions for status reinforcement (15%, 2
participants) and recognition within exclusive groups (8%, 1 participant) suggests that symbolic
value and social value plays a less significant role in comparison to functional and emotional
dimensions.

Rational reasons dominated the relationship between loyalty and value perception in
the mid-tier luxury consumer group. All participants (100%) underlined functional value,
showing the significance of reliability and quality in building loyalty and confidence. 80% of
participants indicated that emotional value was significant reflecting the satisfaction that results
from having a good emotional experience with the brand, as noted by one participant: “When a
brand can consistently evoke that sense of pride and connection on me, I’ll remain loyal. The
sommelier’s expertise during my Bordeaux purchase made me feel like | was part of a select
group, which deepened my loyalty” (Verbetim, Interview 13). Symbolic and social values,
however, were irrelevant to this group, indicating that mid-tier consumers are more concerned
with their practical and emotional requirements than with social recognition and status
signaling.

The value characteristics that connect participants to brands, were distributed more
evenly in the upper mid-tier luxury consumer group. Nevertheless, according to 88% (7) of
respondents, functional value is still the most valued, suggesting that exceptional workmanship
and reliability continue to be the main factors influencing loyalty. As explained by one
interviewee: “That craftsmanship feels like an extension of the brand's respect for tradition, and
it makes me more loyal because | know I’'m investing in something timeless” (Verbetim interview
10). Additionally, only in this group, status reinforcement and recognition within exclusive
groups carried some weight in the responses. One participant shared: ‘It is all about what the
watch represented. After the purchase, | felt proud because it marked an achievement in my
business and added to my professional image.” (Verbetim, interview 4).

5.2.3 Perceptions associated with Exclusivity

Responses were examined to determine the components that participants believed to
be connected with exclusivity, a crucial variable in this study. The most commonly reported
factors were "elite group affiliation," "perceived rarity," and "how unique the product feels", as
the word cloud illustrates (Figure 9).

Quality Svmbol of status

How unique the product feels
sense of privilege

Figure 9- World cloud key perceptions of Exclusivity Among Participants
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100% (5)

The most frequently cited dimension was perceived rarity, with participants
emphasizing the importance of limited availability in creating a sense of exclusivity. As one
participant articulated, "It’s not just about owning something expensive; it’s about having
something that feels rare and special, like it was made for a select few. Exclusivity, to me, is what
separates luxury from just another product” (Verbetim, interview 1). Moreover, “elite group
affiliation”, was linked by the participants with exclusivity to belonging to a select group, as one
interviewee mentioned, "It’s about rarity and feeling like the product is tailored for a select
group." (Verbetim, Interview 3). Finally, participants frequently mentioned “how unique the
product feels”, reflecting the importance of distinctiveness in their perception of exclusivity. One
participant articulated this sentiment by stating, "Exclusivity is pretty important to me. | want a
luxury product to feel special, not just like everybody else has the same thing. If a product feels
too common or mainstream, it kind of loses that “wow” factor for me." (Verbetim, Interview 1).

Considering the most frequently mentioned variables among respondents in both
consumer groups, we can observe distinct patterns in how exclusivity is perceived. Mid-tier
consumers prioritize affiliation with elite groups, followed by the uniqueness of the product and
its perceived rarity. This suggests that, for this segment, exclusivity is closely linked to a sense of
belonging and social validation rather than the inherent scarcity of the product.

In contrast, upper mid-tier consumers place the greatest emphasis on perceived rarity,
with elite group affiliation and product uniqueness being less significant. This indicates that, for
these consumers, exclusivity is primarily defined by the rarity of the product itself rather than
by social recognition.

5.2.3.1 Exclusivity and value creation

In order to assess Proposition 1, participants were prompted with the following question: ”In
your opinion, does the sense of exclusivity contribute to enhancing the value previously
described? If so, how? If not, why do you think that is? ”. This question aimed to elucidate the
participants' perceptions regarding the influence of exclusivity on the value ascribed to luxury
brands. One participant articulated their perspective as follows: “Yes, because when something
is rare, it’s not just about the product itself, it’s about the story behind it and the privilege of
owning it.” (Verbetim, interview 13).

For a better comprehension behind the reasons underlying the association between
exclusivity perceptions and enhanced perceived value, Figure 10 and 11 presents the most
frequent reasons given by each group of interviewees. These reasons underscore divergent
perceptions and priorities among mid-tier and upper mid-tier luxury consumers in regard to the
role of exclusivity in value creation.

Exclusivity and Value Creation

Exclusivity and value creation

63% (5)

60% (3) 60% (3) 38% (3) 38% (3)
40% (2) 25% (2)
20% (1) 20% (1)
Symbolic and Sense of rarity and  Prestige through Membership in Differentiation Superior Quality
Emotional Value importance ownership elite groups from mass-market  and Craftsmanship Prestige through Symbolic and Membershipin  Sense of rarityand  Differentiation Superior Quality
products ownership Emotional Value elite groups importance from ket and C i
Figure 10- Mid-tier luxury consumers perceptions of exclusivity products
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An analysis of mid-tier luxury consumers reveals that symbolic and emotional value
emerged as the predominant factor, with 100% (5) of participants citing it as the primary
consideration. This finding suggests that exclusivity primarily enhances perceived value by
fostering emotional bonds and cultivating a sense of personal identity and fulfillment. These
were some of the perceptions shared by consumers during the interviews: “Exclusivity adds a
layer of emotional value. It makes the product feel more special because it’s not something that
can be easily replicated or found everywhere.” (Verbetim, Interview 10); “It’s not just something
you buy, it becomes something that feels like it was made specifically for you, and that’s what
makes it more valuable.” (Verbetim, Interview 1); “Yes, exclusivity for me makes each purchase
feel like an achievement, a personal milestone.” (Verbetim, Interview 13). In contrast, less
frequently mentioned were membership in elite groups (40%, 2 participants), differentiation
from mass-market products (20%, 1 participant), and superior quality and craftsmanship (20%,
1 participant). These responses suggest a prioritization of personal benefits over functional or
social benefits.

Within the upper mid-tier group, perceptions were more uniformly disseminated across
the factors. Symbolic and emotional value, prestige derived from ownership, were equally cited
by 63% (5 participants). In the last perception mentioned, the participants noted: “exclusivity
makes a product feel like more than just an object, more like a piece of art that only a few can
own.” (Verbetim, Interview 11). In contradistinction to mid-tier consumers, membership in elite
groups (38%, 3 participants), where one participant explained: “Knowing that not everyone can
have the same item makes it feel special and adds to the pride of ownership” (Verbetim,
Interview 6) and superior quality and craftsmanship (25%, 2 participants), were assigned greater
importance, reflecting a more expansive appreciation of the tangible and social dimensions of
exclusivity.

Therefore, it can be concluded that, despite the consensus between both groups
regarding the enhancement of value perception by exclusivity, their underlying motivations
differ. The comparison reveals that mid-tier luxury consumers explained exclusivity with the
enhancement of emotional and symbolic value, emphasizing how it makes them feel unique and
distinguished. Meanwhile, upper mid-tier consumers understand exclusivity as a multifaceted
concept, recognizing not only the emotional and symbolic benefits but also its capacity to signal
social status and craftsmanship.

5.2.3.2 Exclusivity and Loyalty

In order to understand de perception associated with Proposition 2, participants' share
their views about the relationship between exclusivity and loyalty highlighted two key views:
respondents who felt that exclusivity strengthened their loyalty to a brand, and others who
emphasized other factors over exclusivity in fostering brand loyalty.

Figure 12 shows a word cloud that illustrates the top reasons why respondents feel more
loyal to brands that offer exclusivity. When analyzing the reasons why participants feel more
connected to brands that offer exclusivity, the most common reason was "emotional
connection," cited by 69.2% of respondents. This underscores the powerful role of exclusivity in
creating deep personal connections with luxury brands, often creating senses of uniqueness and
loyalty. As one respondent reflected: “Sure, exclusive products create an emotional tie because
they feel personal, almost like they were made for you.” (Verbetim, Interview 13). Other strong
drivers were "personal offer" and "expression of individuality," each cited by 38.5% of
interviewees. As one participant explained, "Honestly, | feel more loyal to a brand that offers

23



exclusive products. For me, it’s about owning something unique and special that reflects my
taste." (Verbatim, Interview 2). These reasons illustrate how exclusivity caters to individual
preferences and allows consumers to feel unique in their consumption choices. In addition,
aspects such as "value quality over mass production" and "rewarding customers" were each
cited by 30.8% of participants, as mentioned by an interviewee: “Exclusivity absolutely impacts
my loyalty. If a brand continues to create rare or limited-edition products, it keeps me interested
and makes me feel like they value quality over mass production” (Verbatim, Interview 3),
emphasizing the appreciation for craftsmanship and personalized recognition that exclusivity
brings. Lower, but still notable, mentions included "Belonging to an elite group" (23.1%) and
"Alignment with aspirations for uniqueness" (15.4%), with one respondent noting, “If a brand
can make me feel like I’'m part of an elite group, I’'m more likely to stay loyal. Hermeés does this
brilliantly by combining exclusivity with incredible experiences." (Verbatim, Interview 12).

Rewarding Costumers b
Personal offering

Belonginy to an elite group
Expression of individuality

How unique the product feels

Figure 12- Reasons why respondents feel more loyal to brands that offer exclusivity

For those respondents who did not feel more loyal to brands offering exclusivity, the
most commonly cited reason was the preference for "quality over exclusivity". This suggests that
for a considerable proportion of respondents, product quality is a more important driver of
loyalty than exclusivity. As explained by one participant: "While exclusivity is nice, it’s not the
main factor that drives my connection to a brand. | care more about quality, timeless design, and
how well the product fits into my lifestyle.”(Verbatim, Interview 5). In addition, some participants
valued "authenticity over scarcity" and "experiences over exclusivity," revealing that exclusivity
alone does not necessarily enhance their connection to a brand. Instead, these consumers value
more having genuine connections with brands and value unique, unforgettable experiences than
the excitement of limited-edition items: “Don’t get me wrong, having a unique product is great,
but it’s the experience that really sticks with me and makes me want to go back.” (Verbetim,
Interview 1).

Examining the two groups, upper and mid-tier luxury consumers, we can see on Figure
13 and Figure 14, that both prioritize quality over exclusivity when exclusivity fails to strengthen
their loyalty to the brand. Upper mid-tier consumers place a greater emphasis on quality and
authenticity, likely due to their higher aspirations for superior craftsmanship and the
authenticity that defines luxury products, as one participant explained: “Exclusivity doesn’t have
a big impact on my loyalty. What makes me loyal is consistency in quality and design. Limited
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editions might catch my eye, but they don’t necessarily make me feel more connected to the
brand.” (Verbetim, Interview 7).

. . Other variables that strenght loyalty more than exclusivity
Other variables that strenght loyalty more than exclusivity

67% (2) 80% (4)

0% (0) 0% (@

Quality over exclusivity Experiences over Authenticity over scarcity Quality over exclusivity Authenticity over scarcity Experiences over

exclusivity exclusivity
Figure 14- Other variables that strength loyalty more than exclusivity for mid-tier
consumers

Figure 13- Other variables that strength loyalty more than exclusivity for mid-tier
consumers

In contrast, mid-tier consumers emphasize experience as an alternative value driver to
their loyalty, reflecting their appreciation for the emotional and functional benefits that go
beyond exclusivity. One participant explained: “I definitely feel more loyal to a brand that offers
exclusive experiences rather than just exclusive products. Don’t get me wrong, having a unique
product is great, but it’s the experience that really sticks with me and makes me want to go
back.” (Verbetim, Interview 1)

5.2.4 Perceptions associated with Experiences

Participants linked luxury experiences to a number of factors, as showed on the word
cloud below (Figura 15), such as relationship connections, personalization, sensory appeal,
emotional engagement, lifestyle integration, and cognitive and practical aspects. These aspects
demonstrate how luxury experiences go beyond tangible goods and services, emphasizing the
development of memorable, emotionally impactful, and meaningful connections.

More than transactional relation

Unigue and exclusive events

Emotional Engagement cuswomizedpost-nurchase care

Brand communities

Engaging intellect through creative experiences
Product personalization

Figure 15- Word Cloud of perceptions associated with experiences

Personalization was the most commonly mentioned characteristic with participants
highlighting the importance of customized services, invitation-only events, and interactions that
are especially in line with their tastes. With 83% of respondents mentioning it, “Unique
Interactions Aligned with Preferences was the most important component of this dimension.
The significance of customized experiences” that satisfy personal preferences and strengthen
sentiments of exclusivity and gratitude are explained by one participant: "When | bought my
Dior bag, what made me feel connected wasn’t just the beautiful store or packaging, but how
the staff took the time to understand what | wanted.” (Verbatim, Interview 3). 50% of
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respondents also emphasized product personalization, indicating the growing appeal of goods
that are tailored to each person's requirements and taste. According to one participant, “What
really stood out was the option to personalize the bag with my initials. They explained the
process, showed me samples, and made the whole thing feel like | was creating something
unique.” (Verbatim, Interview 1).

Relational connections were another view that the respondents emphasized, with
"Attention to Detail from Staff" being the most commonly reported subdimension (76.9%).
Individualized, attentive service that made them feel distinctive was considered important by
the participants. A participant said, "Yes, the boutique staff made the experience memorable.
They walked me through the history of the Serpenti line, and their enthusiasm was infectious."
(Verbatim, Interview 8).

In addition to the previously mentioned dimensions, participants identified Sensory
Appeal, Emotional Engagement, Lifestyle Integration, and Cognitive and Practical Aspects as
essential components of their understanding of luxury experiences. The focus on emotional and
lifestyle integration indicates the increasing significance of crafting experiences that resonate
profoundly with consumers' identities, “They asked about my preferences and lifestyle rather
than pushing a product.” (Verbetim, interview 9). In terms of emotional engagement, one
participant shared: “Experiences make the brand feel more human and relatable. It created a
sense of community and connection that went beyond just buying a bottle”. While the
acknowledgment of cognitive and practical elements, as shown by this participant “/It wasn’t just
a transaction; it felt like a moment of education and a celebration.” (Verbetim, Interview 13),
illustrates that thoughtful design and functionality are vital for enhancing overall satisfaction.

Considering the most referenced variables, Upper Mid-Tier consumers place high
importance on Personalization, Relational Connections, and Attention to Detail from Staff,
showing a strong preference for tailored, high-touch experiences. They also value Unique
Interactions Aligned with Preferences, Product Personalization, and Emotional Engagement,
reinforcing their desire for exclusivity and deep emotional bonds with brands.

Meanwhile, Mid-Tier consumers also emphasize Personalization, Unique Interactions
Aligned with Preferences, and Relational Connections, but they show a stronger appreciation for
Cognitive and Practical Aspects, Engaging Intellect Through Creative Experiences, and More
Than Transactional Relations. This suggests they seek experiences that go beyond luxury status,
valuing intellectual engagement and meaningful interactions with brands.

5.2.4.1 Experiences and value creation

In order to explore P3, participants were urged to discuss how immersive, customized,
and one-of-a-kind experiences influenced their opinion of a brand's value, going beyond tangible
aspects to examine the intangible aspects of luxury. Following this, one participant stated that
"Honestly, the experiences can make or break how | see the brand. If they treat me well, like
remembering what | like or making the process feel special, it boosts how much | value them"
(Verbatim, Interview 1). Another underlined, "Personalized experiences enhance the value
because they make the product feel like it was designed specifically for me" (Verbatim, Interview
5).

According to the overall analysis, mid-tier and upper mid-tier luxury customers showed
comparable views about how experiences shape the value they perceive in luxury brands. The
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comparative charts below, Figure 16 and 17, illustrate the six main points that both groups

highlighted.
) ) Experiences and Value Creation
Experiences and Value Creation
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Figure 16- Mid-tier luxury consumers perceptions of experiences and value creation Figure 17- Upper Mid-tier luxury consumers perceptions of experiences and value creation

The most often mentioned element among these in both groups was emotional
bonds developed from experiences, demonstrating the importance of emotional connections in
influencing perceptions about luxury brands. 86% of respondents in the upper mid-tier shared
the same opinion, with 100% of mid-tier consumers associated this element as an important
aspect of value generation. "It wasn’t just wine; it was a shared experience, a memory tied to
something truly exceptional. That’s the kind of value that stays with you, far beyond the product
itself" stated one mid-tier participant (Verbatim, Interview 4).

80% of participants in the mid-tier and 71% of those in the upper mid-tier named the
creation of lasting memories as the second most important dimension. This was explained by
the participants saying: " Every time | wear my watch, | think back to the day | purchased it and
the care they showed me" (Verbatim, Interview 9). Lower but still noteworthy comments were
made of consumer immersion in brand narratives (20% mid-tier vs. 29% upper mid-tier)
craftsmanship evoked through sensory interactions (20% mid-tier vs. 29% upper mid-
tier). Ultimately, only one mid-tier participant (20%) acknowledge social status reinforced by
unique interaction.

5.2.4.2 Experiences and Loyalty

In order to investigate Proposition 4, participants were asked to consider why brand
experiences from luxury brands could strengthen their loyalty or, conversely, why they might
not think of these experiences as an important variable in loyalty. Participants discussed how,
for example, personalized services, exclusive events, and customer engagement created or
strengthened their connection with luxury brands.

Among the main explanations given by the individuals who felt more connected to
brands as a result of their experiences were: interactive and immersive experiences, storytelling,
ongoing support, innovation and personalization, and creating a sense of community. Among
these reasons, one participant revealed: “If the brand takes the time to make me feel part of
their story, whether through personalized service or exclusive insights into their creations, it
makes me want to stay loyal” (Verbetim, Interview, 12).

Furthermore, a vital viewpoint that emphasized the sorts of experiences which
contributed to participants to feel loyal was the "experiences worth the returning" component.
For instance, one respondent explained: “That experience stays with you and makes you want
to return because you know you’ll be valued as a customer.” (Verbetim, Interview 8). Other
partipant explain how and why experiences create a stronger connection and consequently
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influencing their loyalty, saying: “The product itself can be extraordinary, but the experience is
what creates lasting loyalty. If a brand treats me with care and respect, and goes out of their
way to make me feel valued, it builds a stronger connection.” (Verbetim, interview 9). Likewise,
one respondent highlighted: “The excellent experience during the purchase just reinforced my
loyalty to the brand.” (Verbetim, Interview 6). These interactions and the perspective provided
by the participants show that the experiences are viewed as another manifestation of the
brand's values, producing an atmosphere in which individuals were recognized and emotionally
involved.

Some participants, on the other hand, emphasized that their loyalty to luxury brands
was not mainly centered on experiences. Rather, they gave more weight to symbolism, brand
reputation, and product quality because they believed these factors were more important in
fostering their bond with the brand. Among the reasons, one participant explained: “Not really.
While a good experience is nice, it’s not a deciding factor for me. My loyalty is tied more to the
brand’s reputation and what their products symbolize. As long as the process is smooth and
professional, I'm satisfied.” (Verbetim, interview 4). Moreover, some respondents clearly
prioritized exclusivity over experiential value, viewing experiences as additional rather than
core. According to one interviewee, “I value the exclusivity of the product itself more than
experiences. I’'m not looking for events or personal touches from the brand, | care about what
the product stands for and how it aligns with my goals.” (Verbetim, interview). Finally quality
was mentioned by some participants as a non-negotiable when analyzing their loyalty to the
brands: “Yes, quality has definitely been a bigger reason for my loyalty than exclusivity or
experience” (Verbetim,, Interview 2).

A comparative analysis shows that none of the mid-tier participants indicated that
experiences did not make them feel more connected to the brand. This emphasizes how
experiences are a key factor in fostering loyalty in this audience, as emotional connection and
memorable experiences seem to be crucial in forming their loyalty to luxury brands. On the other
hand, the upper mid-tier group included all participants who gave additional justifications for
their loyalty to luxury brands outside of the experiences offered. For these consumers, quality
in particular stood out as an essential attribute, suggesting their strong preference for excellent
craftsmanship, durability, and the knowledge that the items they buy are of the highest possible
standard. Exclusivity was another often noted factor, with participants declaring that their
loyalty centered on the distinctive qualities and exclusivity of what they owned. Furthermore,
brand symbolism was important to these consumers, who appreciated the prestige and status
that came with buying luxury things that reflected their aspirations and social position.

While these upper-mid-tier consumers appreciated experiences, they were not the
deciding factor in their loyalty. Instead, the tangible attributes of the product and the symbolic
meanings associated with the brand were highlighted to be more important in maintaining their
relationship. As one of the participants explained, “Without quality, the experiences wouldn’t
matter, but together, they create a complete package that feels truly special” (Verbetim,
Interview 2).

5.2.5 Other factors that influenced Value Creation

Aside the factors that we analyzed until now, many participants have other views about the
value they perceive in luxury brands. The world cloud below (Figure 18), presents the additional
variables that enhance value creation according to the participants.
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Figure 18- Other factors that influenced value creation

"Personal ldentification" emerged as the most influential component in value
perception. Participants commonly stated luxury brand's capacity to relate with their personal
beliefs and goals enhanced the perceived value of the products. As one respondent declared:
“it’'s more about how well the product integrates into my personal style and the confidence it
gives me when | wear it” (Verbetim, Interview 6). Moreover "craftsmanship" was a further
significant variable in perceived value. Participants pointed out how important is the attention
to detail, precision, and the handcrafted character of luxury products. One participant
commented: “I've always appreciated brands that focus on authenticity and craftsmanship
rather than just following trends. That’s what makes a purchase feel like an investment, not just
an indulgence” (Verbetim, Interview 7). Finally, participants acknowledged long-lasting of
products that transcend trends, and "Timeless Design" was shown to be a significant factor in
determining perceived value. According to one respondent: “timeless design is one of the most
important factors because | want to buy something that I’ll still love in 10 years”. (Verbetim,
Interview 3).

5.2.6 Other factors that influenced Loyalty

The examination of other elements fostering loyalty finds both overlaps with those
identified as enhancing perceived value and the introduction of new dimensions particular to
developing long-term consumer connections. Personal identification, quality, timeless design,
and consistency were major drivers of loyalty, as shown in the word cloud (Figure 19), which
aligned with the value creation findings. However, other factors, such as ongoing support and
engagement, brand reputation, and transparency, have been recognized as reasons why
customers are loyal to brands, illustrating how loyalty extends beyond the dimensions related
to creating value.

Timeless design _
huthenticity  >ymbolism

Consistency /iy ality
_Brand Reputation
ongoing support and engagement

Figure 19- Other factors influencing loyalty
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One important factor that stood out was ongoing support and engagement, which
highlights the significance of reliable, superior after-sales care and brand interactions in
preserving the customer-brand relationship over time, as explained by one participant:
“Experiences are important, but ongoing support and engagement would have the greatest
impact on keeping me loyal.” (Verbetim, Interview 3). Brand reputation was also identified as a
significant influence in loyalty, with respondents underlining the importance of a brand's image
and credibility in sustaining their trust and commitment. As an interviewee explained, “For me,
it’s not just about consistency in quality, but whether the brand maintains a clear and meaningful
identity” (Verbetim, Interview 10). Some participants also mentioned transparency, saying they
valued clear communication and honesty from the company, especially in areas like sources,
sustainability, and company practices. As another individual phrased: “Transparency is also
important, for me, how a brand communicates about its materials, processes, or values builds
trust” (Verbetim, Interview 3).

CHAPTER 6 — Discussion and conclusion

6.1 Discussion of Results

The primary goal of this investigation is to answer the research question: " How do
exclusivity, experiences, and value creation foster loyalty toward luxury brands?". In order to
respond to the question, five propositions were suggested based on the literature review made.

Regarding the first proposition, "Exclusivity enhances the perceived value of luxury
brands in the mind of consumers", results revealed that the majority of participants considered
exclusivity as a crucial driver of value creation. This is consistent with previous research, which
has found that exclusivity not only encourages rarity and distinction, but it additionally improves
the total appeal and perceived value of luxury brands (Kapferer & Bastien, 2009; Wiedmann et
al., 2007). Participants linked exclusivity mostly to emotional and symbolic value, emphasizing
its significance in developing a sense of uniqueness and personal identity. Mid-tier luxury
consumers highlighted these dimensions, seeing exclusivity as a way to strengthen the
emotional connection and symbolic significance of their purchases. This supports Wiedmann et
al.'s (2007) hypothesis that emotional and symbolic value play an important role in shaping
consumers' perceptions of luxury. For these consumers, exclusivity becomes a personal
milestone or an expression of personality, which strengthens its role in improving perceived
value. Meanwhile, upper-mid-tier luxury consumers, developed a more holistic approach, that
includes functional and social dimensions as well as emotional and symbolic elements. They
emphasized exceptional craftsmanship and the capacity of exclusive products to communicate
social status as important factors in value perception. This is consistent with Kapferer and
Valette-Florence's (2016) argument that exclusivity improves both the quality and reputation
associated with luxury brands. These buyers respect exclusivity not only for its emotional impact,
but also for its practical and societal ramifications, demonstrating an integrated understanding
of luxury.

The findings for the second proposition, "Exclusivity strengthens brand loyalty," shows
that many participants cited exclusivity as a compelling incentive to stay loyal to a brand. This is
consistent with Kapferer and Bastien's (2009) argument that exclusivity gives consumers a sense
of belonging to a limited group, which strengthens their commitment to the brand. Mid-tier
consumers, in particular, emphasized the emotional resonance of exclusivity, characterizing it
as a mechanism that makes each purchase feel special and worthwhile. This viewpoint supports
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Tynan et al. (2010), who argue that exclusivity not only increases emotional involvement but
also fulfills aspirational needs, making the brand experience more meaningful. For upper-mid
tier consumers, exclusivity was appreciated since it was associated with excellent craftsmanship,
product quality, and brand heritage. This larger approach is consistent with the findings of Heine
and Phan (2011), who assert that exclusivity enhances loyalty by combining emotional appeal
with tangible characteristics like quality and rarity. Upper-mid-tier consumers frequently stated
that exclusivity improved their trust in the brand's capacity to offer outstanding items, resulting
in a stronger and more lasting relationship. Nevertheless, the findings demonstrate that
exclusivity is not always enough to ensure loyalty. A subset of upper-mid-tier individuals stated
that their loyalty was primarily motivated by other considerations, such as product quality,
brand reputation, and alignment with personal values. This finding is consistent with research
by Beverland (2004), which emphasize the importance of reliability and quality in developing
consumer loyalty. These individuals saw exclusivity as an enhancement rather than a core factor
of their loyalty, implying that its success relies on how well it complements other crucial traits.

In terms of the third proposition, “Luxury brand experiences enhance perceived value”,
the research showed that experiences are essential to how customers understand the value of
luxury brands. Beyond the product itself, participants consistently stated that the relationships,
emotions, and uniqueness associated with brand experiences influence their perception of
value. Luxury experiences were viewed as a gateway to developing emotional attachments,
which participants saw as a critical aspect for improving their perception about the brand's
value. In this line of thought, Wiedmann et al. (2007) and Holmqyvist et al. (2020) argue that
emotional connection enhances consumer attachment and admiration for the brand. The
potential of luxury experiences for generating positive feelings, such as feeling valued or
understood, distinguishes them from non-luxury options. However, mid-tier luxury consumers
prioritized individualized and emotionally engaging experiences, which can be related with
Wiedmann et al. (2009), who emphasize the relevance of emotional benefits to enhancing
perceived value among aspirational consumers. These participants commonly connected value
creation with unique interactions suited to their preferences, confirming Tynan et al.'s (2010)
results that personalized experiences promote self-expression and emotional pleasure. Luxury
brands and the experiences shared for many participants, were highly regarded for their
customized attention and service, which generated a sense of individuality and exclusivity.
Upper mid-tier consumers, on the other hand, showed a stronger preference for experiences
that reaffirm their social standing and highlight craftsmanship, reflecting their emphasis on
exclusivity and functional quality. While they valued emotional and relational qualities, these
were frequently overshadowed by the perceived prestige and quality contained in their
interactions. These distinctions suggest that luxury firms should employ nuanced techniques
when building experiences, ensuring congruence with the diverse goals and expectations of each
consumer segment.

The fourth proposition, "Luxury experiences cultivate consumer loyalty," investigates
how the experiential components can enhance the relationship between consumers and luxury
brands. This study show that personalized and immersive experiences are key drivers of loyalty,
however the effects vary by consumer niche. This can be sustained by (Pine & Gilmore, 2013)
paradigm for experiential marketing and Brakus et al.'s (2009) study on the sensory and
emotional components of consumer-brand connections. Mid-tier luxury customers expressed a
high preference for emotional and relational components of their interactions with brands.
Personalized attention and specialized offerings were often cited as essential factors in building

31



customer loyalty. These findings are consistent with research by Tynan et al. (2010) and
Holmgvist et al. (2020), which emphasize the relevance of emotional involvement and
relationship depth in promoting loyalty, particularly among aspirational consumers. However,
customers in the upper mid-tier had a different view about this topic. The uniqueness,
craftsmanship, and symbolic value ingrained in the brand's experiences had a greater impact on
their devotion. Their sense of belonging to an exclusive group was strengthened by exclusive
events and opportunities with limited access, which supports Kapferer and Bastien's (2009)
thesis that exclusivity and rarity are crucial for maintaining prosperous consumers' loyalty. This
group gave more weight to the status-enhancing and premium quality aspects of their brand
interactions, even if personalization was still crucial. It is important to note that for certain
participants, the influence of experiential components on loyalty was not the most important
aspect, but product quality and consistency were the outstanding factors. This supports the
proposition made by Wiedmann et al. (2007) that in the luxury market, functional value is still a
crucial factor in determining loyalty.

Finally, the fifth proposition, "Perceived value strengthens consumer loyalty in the
luxury market," explores the relationship between loyalty among luxury consumers and the
multifaceted character of perceived value, which includes functional, emotional, symbolic, and
social elements. The results firmly support this assertion, highlighting how important perceived
value is when building long-lasting relationships between consumers and brands. The most
important factor influencing loyalty among mid-tier and upper mid-tier luxury consumers was
found to be functional value. The focus on craftsmanship, quality, and durability supports
research by Wiedmann et al. (2007) that emphasizes the fundamental significance of functional
features in luxury purchases. As a major factor in their ongoing commitment, participants
frequently mentioned their belief in the products' exceptional quality. Customers in the upper
mid-tier group for example showed a greater value for accuracy and craftsmanship, which also
supports the point made by Heine and Phan (2011) that higher functional value increases brand
loyalty. Further, emotional value was important, especially for mid-tier customers who
frequently linked their allegiance to the emotional resonance of the products they bought.
Based on that, Vigneron and Johnson's (2004) findings shows that luxury consumption is
distinguished from non-luxury alternatives by emotional benefits, these consumers saw their
luxury goods as sources of emotional fulfillment and personal happiness. Among upper-mid
tier consumers, symbolic value was especially important since they connected their allegiance
to luxury goods' signals of status, prestige, and identity. This discovery can be supported by
Kapferer and Valette-Florence (2016) that luxury brands' symbolic value enhances their capacity
to cultivate brand loyalty among customers looking for social differentiation. This segment's
participants frequently highlighted how their selected brands complemented their own beliefs
and goals, highlighting the significance of symbolic resonance in fostering loyalty. Even though
it was not as often acknowledged, upper-mid-tier customers still valued social value. According
to Wiedmann et al. (2007), this dimension illustrates how luxury brands help people join groups
and raise their social status. The acceptance and respect that luxury brands provided in elite
social circles contributed to these customers' loyalty.

The results showed that, in addition to the main dimensions of functional, emotional,
symbolic, and social value previously examined, there are other elements that have a major
influence on how consumers perceive value and loyalty in the context of luxury brands. These
elements provide subtle insights into the larger processes influencing luxury consumption and
were discovered through participant answers. For example, "personal ldentification" was
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indicated to be an essential component in how values are perceived. This is consistent with
research by Vigneron and Johnson (2004), which highlights how luxury spending reflects
personal identity and goals and acts as a vehicle for self-expression. Another significant factor
was "craftsmanship," as participants valued the fine craftsmanship and meticulous care to detail
found in luxury goods. This result supports Beverland's (2004) contention that luxury brands’
premium status and ability to stand out from mass-market competitors are largely dependent
on their craftsmanship. In terms of loyalty, continued support and engagement were highly
emphasized. This is consistent with Grewal et al. (2017), who emphasize the importance of
outstanding after-sales care and ongoing involvement in developing trust and long-term
relationships. Personalized post-purchase services make clients feel valued, which boosts brand
loyalty. Brand reputation has also emerged as an important driver of loyalty. Keller (2009)
describes reputation as a foundation of consumer trust and a predictor of long-term
commitment. This is also consistent with Herpen et al. (2014), who argue that clarity about
exclusivity and production procedures increases consumer confidence and strengthens their
connection to the brand.

In conclusion, this study successfully achieved its research objectives by demonstrating
how exclusivity, experiences, and value creation influence consumer perceptions and loyalty in
the luxury market. Although the proposed variables effectively supported the propositions,
additional factors were also highlighted by consumers as relevant to their connection with value
and loyalty. This suggests a broader and more nuanced framework of influences, warranting
further exploration in future research to comprehensively understand the complexities of
consumer-brand relationships in the luxury sector.

6.2 Academic Contributions

This study, fulfill an important theoretical gap concerning the relationship between
exclusivity, personalized experiences, perceived value, and loyalty in the luxury market.
Although previous studies have examined these factors separately, the integrative approach
taken in this research provides a comprehensive understanding of how these variables work
together to influence consumer perceptions and behaviors. This insight addresses a gap noted
by Atkinson and Kang (2022) and Cristini et al. (2017), who emphasized the need for more
thorough investigations into the relationships between these factors. Moreover, one of the
primary academic contributions is based on the employing of a qualitative approach. Thus, this
study offers a deeper understanding of consumer motivations that are frequently missed in
quantitative studies, highlighting the emotional and relational elements that contribute to
lasting brand loyalty. Furthermore, it was emphasized during this research the pivotal role of
exclusivity in differentiating luxury brands in an era of increasing accessibility and digitalization
(Kapferer & Bastien, 2009; Fuentes et al., 2023). This, adds depth to the discourse on how
exclusivity enhances brand value and loyalty (Wiedmann et al., 2007). Also, the critical
importance of experiences in luxury branding, corroborating findings by Atwal and Williams
(2009) and Holmgqvist et al. (2020) that highlight the transition from product-centric to
experience-driven value creation. It delves into how personalized interactions, sensory
engagement, and lifestyle alignment enhance emotional connections, thereby elevating brand
loyalty. This contribution is particularly timely, given the growing emphasis on experiential
marketing in luxury branding to meet the evolving demands.

Besides that, this study finds that additional elements like craftmanship and timeless
elegance are significant contributors to loyalty and value. These results support those of
Chapman and Dilmperi (2022) in highlighting the rising demand from consumers for ethical,
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sustainable, and authentic luxury consumption behaviors. A key innovation of this study is its
segmentation of participants into mid-tier and upper mid-tier luxury consumers, providing fresh
insights into how different consumer groups prioritize exclusivity, experiences, and value
creation. This segmentation approach opens new doors for academic literature, offering a
refined lens through which to study consumer behavior and brand strategy in the luxury market.
With this, the study establishes the foundation for further investigation by putting forward a
dynamic framework to examine customer-brand relationships in light of changing and specific
targeted consumer expectations.

6.3 Contributions to Management

The research developed on this dissertation, offers actionable insights for managers
of luxury brands on how consumer perceptions about value, drive their behaviors and decision-
making. By collecting detailed insights into how consumers perceive value, this research offers
practical guidelines and advices on how managers should design their strategies in order to
foster loyalty and maintaining relevance in a competitive market.

Results highlight the importance of exclusivity, not only from a scarcity perspective but
also in its multi-dimensional manifestations of rarity, distinction, and emotional connection. As
noted by Kapferer and Valette-Florence (2016), managers will be able to elicit more intimacy if
exclusivity is firmly rooted in unique narratives supported by bespoke offerings. This further
underlines the importance of exclusivity as a strategic tool aimed at maintaining brand prestige
and desirability. The second variable analyzed, experiences, was also highlighted, where
personalized and immersive interactions, such as bespoke services, unique interactions with the
staff, were shown to enhance perceived value and drive loyalty. Based on this discoveries,
managers should prioritize crafting meaningful experiences that resonate not only with
consumer identities but also, creates lasting memories that are perceived as experiences that
worth the returning, positioning the brand as an integral part of the customer’s lifestyle.

The segmentation insights from this research highlight distinct priorities between mid-
tier and upper mid-tier consumers. Mid-tier consumers value emotional engagement and
personalized relationships, indicating that brands should focus on tailored interactions and
exclusivity to foster deeper connections. In contrast, upper mid-tier consumers prioritize quality,
craftsmanship, and exclusivity, suggesting that strategies should emphasize superior product
attributes and the prestige of ownership. Understanding these nuanced consumer expectations
allows luxury brand managers to develop more targeted, consumer-centric strategies. By
aligning brand practices with both the emotional and functional needs of their audience, brands
can enhance customer satisfaction, strengthen loyalty, and maintain a lasting competitive edge
in the luxury market.

6.4 Study Limitations and Research Suggestions

Finally, the limitations of this study and suggestions for future research are presented.
One limitation of this dissertation is the focus on mid-tier and upper mid-tier luxury segments.
While these groups provided valuable insights into consumer behavior and brand perceptions.
Future research could explore these additional tiers to provide a more comprehensive
understanding of how exclusivity, experiences, and value creation influence consumer loyalty
across the luxury spectrum. Another limitation concerns the geographical and cultural scope of
the study. The sample was regionally specific, because all the participants interviewed are
Portuguese, which may limit the generalizability of the findings to global markets. Cultural
differences in how luxury is perceived and consumed may vyield varying results, and future
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studies could expand the geographical scope to explore these nuances in different cultural
contexts.

The qualitative approach of this study, while effective in capturing detailed and nuanced
insights, presents another limitation. Despite of the in-depth interviews offered valuable
perspectives on consumer motivations, only 13 interviews were conducted, which represents a
small sample size and consequently limits the ability to generalize findings to a broader
population. Future research could incorporate more interviews or mixed-method approaches,
combining qualitative depth with quantitative validation, to achieve a more balanced and
generalizable analysis. Additionally, this study focused primarily on the role of exclusivity and
experiences in value creation and loyalty but did not fully explore the influence of other
emerging themes such as sustainability, ethical practices or digital transformation. Given the
increasing importance of these factors in luxury consumption, future research should investigate
their impact on consumer perceptions and loyalty strategies.

Also, the segmentation of consumers into mid-tier and upper mid-tier groups of
consumers proved insightful but also highlighted the need for more granular analyses. Future
studies could examine additional subgroups inside this ones, for example, as generational
differences or varying levels of digital engagement, to uncover how these factors influence
luxury brand perceptions. Lastly, while this research identified additional variables like
craftsmanship and timeless design as influential in value creation and loyalty, it did not delve
deeply into their interrelationships or potential long-term effects. Future studies could focus on
these factors in more detail, exploring how they interact with exclusivity and experiences to
shape consumer-brand relationships in the luxury sector.

35



REFERENCES

Achar, C,, So, J., Agrawal, N., & Duhachek, A. (2016). What we feel and why we buy: the influence of
emotions on consumer decision-making. Current Opinion in Psychology, 10, 166—170.
https://doi.org/10.1016/J.COPSYC.2016.01.009

Atkinson, S. D., & Kang, J. (2022). New luxury: defining and evaluating emerging luxury trends
through the lenses of consumption and personal values. Journal of Product and Brand
Management, 31(3), 377-393. https://doi.org/10.1108/JPBM-09-2020-3121

Atwal, G., & Williams, A. (2009). Luxury brand marketing — the experience is everything! Advances in
Luxury Brand Management, 43-57. https://doi.org/10.1007/978-3-319-51127-6 3

Bagozzi, R. P., Gopinath, M., & Nyer, P. U. (1999). The role of emotions in marketing. Journal of the
Academy of Marketing Science, 27(2), 184-206. https://doi.org/10.1177/0092070399272005

Balabanis, G., & Stathopoulou, A. (2021). The price of social status desire and public self-
consciousness in luxury consumption. Journal of Business Research, 123, 463—475.
https://doi.org/10.1016/J.JBUSRES.2020.10.034

Bazi, S., Filieri, R., & Gorton, M. (2020). Customers’ motivation to engage with luxury brands on
social media. Journal of Business Research, 112, 223-235.
https://doi.org/10.1016/J.JBUSRES.2020.02.032

Belk, R. W. (1988). Possessions and the extended self. Journal of Consumer Research, 15(2), 139—
168. https://doi.org/10.1086/209154

Benson, A. J., Evans, M. B., & Xu, T. (2023). The nature of status: Navigating the varied approaches
to conceptualizing and measuring status. Organizational Psychology Review, 14(2), 123-145.
https://doi.org/10.1177/2041386623122050

Berger, J. A., & Ward, M. K. (2008). Subtle signals of inconspicuous consumption (Working Paper).
SSRN Electronic Journal. https://doi.org/10.2139/ssrn.1242282

Beverland, M. (2004). Uncovering “theories-in-use”: building luxury wine brands. European Journal
of Marketing, 38(3—4), 446—466. https://doi.org/10.1108/03090560410518648

Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand experience: What is it? How is it
measured? Does it affect loyalty? Journal of Marketing, 73(3), 52—68.
https://doi.org/10.1509/jmkg.73.3.052

Carluccio, J., Eizenman, 0., & Rothschild, P. (2021, October 12). Next in loyalty: Eight levers to turn
customers into fans. McKinsey&Company. https://www.mckinsey.com/capabilities/growth-
marketing-and-sales/our-insights/next in-loyalty-eight-levers-to-turn-customers-into-fans

Chandon, J. L., Laurent, G., & Valette-Florence, P. (2016). Pursuing the concept of luxury:
Introduction to the JBR Special Issue on “Luxury Marketing from Tradition to Innovation.”
Journal of Business Research, 69(1), 299-303. https://doi.org/10.1016/J.JBUSRES.2015.08.001

Chapman, A., & Dilmperi, A. (2022). Luxury brand value co-creation with online brand communities
in the service encounter. Journal of Business Research, 144, 902-921.
https://doi.org/10.1016/J.JBUSRES.2022.01.068

36


https://doi.org/10.1016/J.COPSYC.2016.01.009
https://doi.org/10.1108/JPBM-09-2020-3121
https://doi.org/10.1007/978-3-319-51127-6_3
https://doi.org/10.1177/0092070399272005
https://doi.org/10.1016/J.JBUSRES.2020.10.034
https://doi.org/10.1016/J.JBUSRES.2020.02.032
https://doi.org/10.1086/209154
https://doi.org/10.1177/2041386623122050
https://doi.org/10.2139/ssrn.1242282
https://doi.org/10.1108/03090560410518648
https://doi.org/10.1509/jmkg.73.3.052
https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/next%20in-loyalty-eight-levers-to-turn-customers-into-fans
https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/next%20in-loyalty-eight-levers-to-turn-customers-into-fans
https://doi.org/10.1016/J.JBUSRES.2015.08.001
https://doi.org/10.1016/J.JBUSRES.2022.01.068

Chaudhuri, A., & Holbrook, M. (2001). The chain of effects from brand trust and brand affect to
brand performance: The Role of Brand Loyalty. Journal of Marketing , 65(2), 81-93.
https://doi.org/10.1509/jmkg.65.2.81.18255

Cristini, H., Kauppinen-Raisanen, H., Barthod-Prothade, M., & Woodside, A. (2017). Toward a
general theory of luxury: Advancing from workbench definitions and theoretical
transformations. Journal of Business Research, 70, 101-107.
https://doi.org/10.1016/J.JBUSRES.2016.07.001

D’Arpizio, (2024, January 18). Long live luxury: converge to expand through turbulence. Bain &
Company. https://www.bain.com/insights/long-live-luxury-converge-to-expand-through-

turbulence/

Davidow, M. (2003). Organizational responses to customer complaints: What works and what
doesn’t. Journal of Service Research, 5(3), 225-250.
https://doi.org/10.1177/1094670502238917

Dion, D., & Borraz, S. (2017). Managing status: How luxury brands shape class subjectivities in the
service encounter. Journal of Marketing, 81(5), 67-85. https://doi.org/10.1509/jm.15.0291

Dubois, B., & Duquesne, P. (1993). The market for luxury goods: Income versus culture. European
Journal of Marketing, 27(1), 35-44. https://doi.org/10.1108/03090569310024530

Eckhardt, G. M., Belk, R. W., & Wilson, J. A. J. (2015). The rise of inconspicuous consumption. Journal
of Marketing Management, 31(7-8), 807—826.
https://doi.org/10.1080/0267257X.2014.989890

Esmaeilpour, F. (2015). The role of functional and symbolic brand associations on brand loyalty: A
study on luxury brands. Journal of Fashion Marketing and Management, 19(4), 467—-484.
https://doi.org/10.1108/JFMM-02-2015-0011

Fanandaru, E. M., Kurniawati, K., Wahyuni, N., & Septiani, Y. (2023). Brand experience, attitude, and
loyalty in brand equity fashion luxury brand. International Journal of Application on Economics
and Business, 1(2), 651-669. https://doi.org/10.24912/1JAEB.V112.651-669

Fionda, A. M., & Moore, C. M. (2009). The anatomy of the luxury fashion brand. Journal of Brand
Management, 16(5—6), 347—363. https://doi.org/10.1057/BM.2008.45

Franco, S., Presenza, A., Messeni Petruzzelli, A., & Peruffo, E. (2022). Tradition-driven business
models at luxury companies: revealing value-creation and value-capture activities. Journal of
Knowledge Management, 26(11), 486-506. https://doi.org/10.1108/JKM-05-2021-0356

Fuentes, H., Vera-Martinez, J., & Kolbe, D. (2023). The role of intangible attributes of luxury brands
for signalling status: A systematic literature review. International Journal of Consumer Studies,
47(6), 2747-2766. https://doi.org/10.1111/1JCS.12852

Gentile, C., Spiller, N., & Noci, G. (2007). How to sustain the customer experience: an overview of
experience components that co-create value with the customer. European Management
Journal, 25(5), 395-410. https://doi.org/10.1016/J.EMJ.2007.08.005

Gourinchas, P.-O. (2024, April 16). Global economy remains resilient despite uneven growth,
challenges ahead. IMF Blog. https://www.imf.org/en/Blogs/Articles/2024/04/16/global-
economy-remains-resilient-despite-uneven-growth-challenges-ahead

37


https://doi.org/10.1509/jmkg.65.2.81.18255
https://doi.org/10.1016/J.JBUSRES.2016.07.001
https://www.bain.com/insights/long-live-luxury-converge-to-expand-through-turbulence/
https://www.bain.com/insights/long-live-luxury-converge-to-expand-through-turbulence/
https://doi.org/10.1177/1094670502238917
https://doi.org/10.1509/jm.15.0291
https://doi.org/10.1108/03090569310024530
https://doi.org/10.1080/0267257X.2014.989890
https://doi.org/10.1108/JFMM-02-2015-0011
https://doi.org/10.24912/IJAEB.V1I2.651-669
https://doi.org/10.1057/BM.2008.45
https://doi.org/10.1108/JKM-05-2021-0356
https://doi.org/10.1111/IJCS.12852
https://doi.org/10.1016/J.EMJ.2007.08.005
https://www.imf.org/en/Blogs/Articles/2024/04/16/global-economy-remains-resilient-despite-uneven-growth-challenges-ahead
https://www.imf.org/en/Blogs/Articles/2024/04/16/global-economy-remains-resilient-despite-uneven-growth-challenges-ahead

Grand View Research. (2023). Luxury goods market report. Grand View Research. Retrieved
February 2, 2025, from https://www.grandviewresearch.com/industry-analysis/luxury-goods-

market-report

Grewal, D., Roggeveen, A. L., & Nordfalt, J. (2017). The future of retailing. Journal of Retailing, 93(1),
1-6. https://doi.org/10.1016/J.JRETAI.2016.12.008

Gupta, D. G., Shin, H., & Jain, V. (2023). Luxury experience and consumer behavior: a literature
review. Marketing Intelligence and Planning, 41(2), 199-213. https://doi.org/10.1108/MIP-12-
2021-0438

Hamilton, R. W., & Hosany, A. R. (2023). On the strategic use of product scarcity in marketing.
Journal of the Academy of Marketing Science, 51(6), 1203—1213.
https://doi.org/10.1007/s11747-023-00976-w

Heine, K., & Phan, M. (2011). Trading-up mass-market goods to luxury products. Australasian
Marketing Journal (AMJ), 19(2), 108-114. https://doi.org/10.1016/J.AUSMJ.2011.03.001

Hennigs, N., Wiedmann, K.-P., Klarmann, C., & Behrens, S. (2015). The complexity of value in the
luxury industry. International Journal of Retail & Distribution Management, 43(10/11), 922—
939. https://doi.org/10.1108/IJRDM-07-2014-0087

Herpen, V., Pieters, R., & Zeelenberg, M. (2014). When less sells more or less: The scarcity principle
in wine choice. Food Quality and Preference, 36, 153—160.
https://doi.org/10.1016/J.FOODQUAL.2014.04.004

Holmqvist, J., Visconti, L. M., Grénroos, C., Guais, B., & Kessous, A. (2020). Understanding the value
process: Value creation in a luxury service context. Journal of Business Research, 120, 114-126.
https://doi.org/10.1016/J.JBUSRES.2020.07.002

Kapferer, J.-N., & Bastien, V. (2009). The Luxury Strategy: Break the Rules of Marketing to Build
Luxury Brands. In The challenges of luxury branding (pp. 473—491).

Kapferer, J. N. (2014). The artification of luxury: From artisans to artists. Business Horizons, 57(3),
371-380. https://doi.org/10.1016/).BUSHOR.2013.12.007

Kapferer, J. N., & Valette-Florence, P. (2016). Beyond rarity: the paths of luxury desire. How luxury
brands grow yet remain desirable. Journal of Product and Brand Management, 25(2), 120-133.
https://doi.org/10.1108/JPBM-09-2015-0988

Kapferer, J. N., & Valette-Florence, P. (2018). The impact of brand penetration and awareness on
luxury brand desirability:: A cross country analysis of the relevance of the rarity principle.
Journal of Business Research, 83, 38-50. https://doi.org/10.1016/J.JBUSRES.2017.09.025

Kapferer, J. N., & Valette-Florence, P. (2021). Which consumers believe luxury must be expensive
and why? A cross-cultural comparison of motivations. Journal of Business Research, 132, 301—
313. https://doi.org/10.1016/J.JBUSRES.2021.04.003

Kastanakis, M. N., & Balabanis, G. (2012). Between the mass and the class: Antecedents of the
“bandwagon” luxury consumption behavior. Journal of Business Research, 65(10), 1399-1407.
https://doi.org/10.1016/J.JBUSRES.2011.10.005

Keller, K. L. (2009). Managing the growth tradeoff: Challenges and opportunities in luxury branding.
Journal of Brand Management, 16(5-6), 290-301. https://doi.org/10.1057/bm.2008.47

38


https://www.grandviewresearch.com/industry-analysis/luxury-goods-market-report
https://www.grandviewresearch.com/industry-analysis/luxury-goods-market-report
https://doi.org/10.1016/J.JRETAI.2016.12.008
https://doi.org/10.1108/MIP-12-2021-0438
https://doi.org/10.1108/MIP-12-2021-0438
https://doi.org/10.1007/s11747-023-00976-w
https://doi.org/10.1016/J.AUSMJ.2011.03.001
https://doi.org/10.1108/IJRDM-07-2014-0087
https://doi.org/10.1016/J.FOODQUAL.2014.04.004
https://doi.org/10.1016/J.JBUSRES.2020.07.002
https://doi.org/10.1016/J.BUSHOR.2013.12.007
https://doi.org/10.1108/JPBM-09-2015-0988
https://doi.org/10.1016/J.JBUSRES.2017.09.025
https://doi.org/10.1016/J.JBUSRES.2021.04.003
https://doi.org/10.1016/J.JBUSRES.2011.10.005
https://doi.org/10.1057/bm.2008.47

Kerviler, G., & Rodriguez, C. M., (2019). Luxury brand experiences and relationship quality for
Millennials: The role of self-expansion. Journal of Business Research, 102, 250-262.
https://doi.org/10.1016/j.jbusres.2019.01.046

Khan, I., & Fatma, M. (2017). Antecedents and outcomes of brand experience: An empirical study.
Journal of Brand Management, 24(5), 439-452. https://doi.org/10.1057/s41262-017-0040-x

Kim, Y. K., & Sullivan, P. (2019). Emotional branding speaks to consumers’ heart: the case of fashion
brands. Fashion and Textiles, 6(1), 1-16. https://doi.org/10.1186/540691-018-0164-Y

Ko, E., Costello, J. P., & Taylor, C. R. (2019). What is a luxury brand? A new definition and review of
the literature. Journal of Business Research, 99, 405-413.
https://doi.org/10.1016/J.JBUSRES.2017.08.023

Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience throughout the customer
journey. Journal of Marketing, 80(6), 69-96. https://doi.org/10.1509/jm.15.0420

Lorenzoni, T. (2024, March 8). A Pirdmide das Marcas de Luxo.
https://www.tamaralorenzoni.com/a-piramide-das-marcas-de-luxo/

Loureiro, S. M. C., & Araujo, C. M. B. de. (2014). Luxury values and experience as drivers for
consumers to recommend and pay more. Journal of Retailing and Consumer Services, 21(3),
394-400. https://doi.org/10.1016/J.JRETCONSER.2013.11.007

Lynn, M. (1991). Scarcity effects on value: A quantitative review of the commodity theory literature.
Psychology & Marketing, 8(1), 43-57. https://doi.org/10.1002/MAR.4220080105

Malhotra, N. K., Nunan, D., & Birks, D. F. (2017). Marketing Research: An Applied Ap proach (5th
ed.). Pearson Education.

Markey, R., & Fred Reichheld. (2012). Calculating the economics of loyalty | Bain & Company. Bain
and Company. https://www.bain.com/insights/calculating-the-economics-of-loyalty-forbes

Oberoi, A. (2024, October 7). Understanding in-depth interviews: A comprehensive guide to
qualitative research. Looppanel. https://www.looppanel.com/blog/understanding-in-depth-
interviews-a-comprehensive-guide-to-qualitative-research

Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing, 63(4_suppll), 33-44.
https://doi.org/10.1177/002224299906345105

Pandelaere, M., & Shrum, L. J. (2020). Fulfilling identity motives through luxury consumption. In
Research Handbook on Luxury Branding (pp. 57-74). Edward Elgar Publishing Ltd.
https://doi.org/10.4337/9781786436351.00014

Phau, I., & Prendergast, G. (2000). Consuming luxury brands: The relevance of the ‘Rarity Principle.’
Journal of Brand Management 2000 8:2, 8(2), 122-138.
https://doi.org/10.1057/PALGRAVE.BM.2540013

Pine, B. J., & Gilmore, J. H. (2013). The experience economy: past, present and future. Handbook on
the Experience Economy, 21-44. https://doi.org/10.4337/9781781004227.00007

Reichheld, F. F. (1996). The Loyalty Effect: The Hidden Force Behind Growth, Profits, and Lasting
Value. Harvard Business School Press.

39


https://doi.org/10.1016/j.jbusres.2019.01.046
https://doi.org/10.1057/s41262-017-0040-x
https://doi.org/10.1186/S40691-018-0164-Y
https://doi.org/10.1016/J.JBUSRES.2017.08.023
https://doi.org/10.1509/jm.15.0420
https://www.tamaralorenzoni.com/a-piramide-das-marcas-de-luxo/
https://doi.org/10.1016/J.JRETCONSER.2013.11.007
https://doi.org/10.1002/MAR.4220080105
https://www.bain.com/insights/calculating-the-economics-of-loyalty-forbes
https://www.looppanel.com/blog/understanding-in-depth-interviews-a-comprehensive-guide-to-qualitative-research
https://www.looppanel.com/blog/understanding-in-depth-interviews-a-comprehensive-guide-to-qualitative-research
https://doi.org/10.1177/00222429990634S105
https://doi.org/10.4337/9781786436351.00014
https://doi.org/10.1057/PALGRAVE.BM.2540013
https://doi.org/10.4337/9781781004227.00007

Reichheld, F. F., & Sasser, W. E. Jr. (1990). Zero Defections: Quality Comes to Services. Harvard
Business Review, 68(5), 105—-111.

Reyes-Menendez, A., Palos-Sanchez, P., Saura, J. R., & Santos, C. R. (2022). Revisiting the impact of
perceived social value on consumer behavior toward luxury brands. European Management
Journal, 40(2), 224-233. https://doi.org/10.1016/J.EMJ.2021.06.006

Sahin, O., & Nasir, S. (2022). The effects of status consumption and conspicuous consumption on
perceived symbolic status. Journal of Marketing Theory and Practice, 30(1), 68—85.
https://doi.org/10.1080/10696679.2021.1888649

Saunders, M. N. K., Lewis, P., & Thornhill, A. (2019). Research methods for business students (82 ed.).
Pearson.

Seo, Y., & Buchanan-Oliver, M. (2015). Luxury branding: the industry, trends, and future
conceptualisations. Asia Pacific Journal of Marketing and Logistics, 27(1), 82—98.
https://doi.org/10.1108/APJML-10-2014-0148

Shahid, S., Paul, J., Gilal, F. G., & Ansari, S. (2022). The role of sensory marketing and brand
experience in building emotional attachment and brand loyalty in luxury retail stores.
Psychology & Marketing, 39(7), 1398-1412. https://doi.org/10.1002/MAR.21661

Sheanoy, P. (2023, June 7). An Introduction to Luxury Brands. Medium.
https://medium.com/@ppsheanoy/an-introduction-to-luxury-brands-53232d3065dd

Shi, X., Li, F., & Chumnumpan, P. (2020). The use of product scarcity in marketing. European Journal
of Marketing, 54(2), 380—-418. https://doi.org/10.1108/EJM-04-2018-0285

Shin, H., Eastman, J., & Li, Y. (2022). Is it love or just like? Generation Z’s brand relationship with
luxury. Journal of Product and Brand Management, 31(3), 394-414.
https://doi.org/10.1108/JPBM-08-2020-3049

Sweeney, J. C., & Soutar, G. N. (2001). Consumer perceived value: The development of a multiple
item scale. Journal of Retailing, 77(2), 203-220. https://doi.org/10.1016/S0022-
4359(01)00041-0

Teubner, T., & Graul, A. (2020). Only one room left! How scarcity cues affect booking intentions on
hospitality platforms. Electronic Commerce Research and Applications, 39, 100910.
https://doi.org/10.1016/j.elerap.2019.100910

Tirado, D., Tena, M. A., & Estrada, M. (2024). Co-creating customer experiences in service
ecosystems: A study in a tourist destination. Journal of Services Marketing, 38(10), 1-16.
https://doi.org/10.1108/JSM-09-2023-0334

Truong, Y., McColl, R., & Kitchen, P. J. (2009). New luxury brand positioning and the emergence of
masstige brands. Journal of Brand Management, 16(5—6), 375—-382.
https://doi.org/10.1057/bm.2009.1

Tynan, C., McKechnie, S., & Chhuon, C. (2010). Co-creating value for luxury brands. Journal of
Business Research, 63(11), 1156—1163. https://doi.org/10.1016/J.JBUSRES.2009.10.012

Veblen, T. (1999). The Theory of the Leisure Class.
https://moglen.law.columbia.edu/LCS/theoryleisureclass.pdf

40


https://doi.org/10.1016/J.EMJ.2021.06.006
https://doi.org/10.1080/10696679.2021.1888649
https://doi.org/10.1108/APJML-10-2014-0148
https://doi.org/10.1002/MAR.21661
https://medium.com/@ppsheanoy/an-introduction-to-luxury-brands-53232d3065dd
https://doi.org/10.1108/EJM-04-2018-0285
https://doi.org/10.1108/JPBM-08-2020-3049
https://doi.org/10.1016/S0022-4359(01)00041-0
https://doi.org/10.1016/S0022-4359(01)00041-0
https://doi.org/10.1016/j.elerap.2019.100910
https://doi.org/10.1108/JSM-09-2023-0334
https://doi.org/10.1057/bm.2009.1
https://doi.org/10.1016/J.JBUSRES.2009.10.012
https://doi.org/10.1016/J.JBUSRES.2009.10.012
https://moglen.law.columbia.edu/LCS/theoryleisureclass.pdf

Verhoef, P. C., Lemon, K. N., Parasuraman, A., Roggeveen, A., Tsiros, M., & Schlesinger, L. A. (2009).
Customer experience creation: determinants, dynamics and management strategies. Journal of
Retailing, 85(1), 31-41. https://doi.org/10.1016/J.JRETAI.2008.11.001

Vigneron, F., & Johnson, L. W. (2004). Measuring perceptions of brand luxury. Journal of Brand
Management 2004 11:6, 11(6), 484-506. https://doi.org/10.1057/PALGRAVE.BM.2540194

Wang, X., Sung, B., & Phau, |. (2022). Examining the influences of perceived exclusivity and
perceived rarity on consumers’ perception of luxury. Journal of mshion Marketing and
Management, 26(2), 365—382. https://doi.org/10.1108/JFMM-12-2020-0254

Wang, Y. (2022). A conceptual framework of contemporary luxury consumption. International
Journal of Research in Marketing, 39(3), 788—803.
https://doi.org/10.1016/J.1JRESMAR.2021.10.010

Wiedmann, K.-P., & Hennigs, N. (2007). Measuring consumers’ luxury value perception: a cross-
cultural framework. https://www.researchgate.net/publication/228344191

Wiedmann, K. P., Hennigs, N., & Siebels, A. (2009). Value-based segmentation of luxury
consumption behavior. Psychology & Marketing, 26(7), 625-651.
https://doi.org/10.1002/MAR.20292

Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: A means-end model and
synthesis of evidence. Journal of Marketing, 52(3), 2—22.
https://doi.org/10.1177/002224298805200302

Zhan, L., & He, Y. (2012). Understanding luxury consumption in China: Consumer perceptions of
best-known brands. Journal of Business Research, 65(10), 1452-1460.
https://doi.org/10.1016/J.JBUSRES.2011.10.011

Zomerdijk, L. G., & Voss, C. A. (2009). Service design for experience-centric services. Journal of
Service Research, 13(1), 67—82. https://doi.org/10.1177/1094670509351960

41


https://doi.org/10.1016/J.JRETAI.2008.11.001
https://doi.org/10.1057/PALGRAVE.BM.2540194
https://doi.org/10.1108/JFMM-12-2020-0254
https://doi.org/10.1016/J.IJRESMAR.2021.10.010
https://www.researchgate.net/publication/228344191
https://doi.org/10.1002/MAR.20292
https://doi.org/10.1177/002224298805200302
https://doi.org/10.1016/J.JBUSRES.2011.10.011
https://doi.org/10.1177/1094670509351960

APPENDIX
APPENDIX 1

Luxury Brand Pyramid
A

Price €€€ : SUPREME LUXURY

e
{ DELVAUX
S LUXURY

FAURE LE PAGE
Herttage Brands GOYARD  D)igr
(artierr BVLGARI
Y FENDI  PRADA CELINE
: rmo
: Classic Brands Gucal , Chloé LOEWE = "
: Mubbery (V0 sermer gomecavenes  LANVIN
BURBERRY FERRAGAMO GIVENCHY M My
hte oo ALAIA BALMAIN METEER
& M A R N 1 Maon Margich msanper  Off-White™
Brands L
CRBARSE DG VERSACE ALExANDER wane
b 4 JACQUEMUS ISSEY MIVAKE Acne Studios W‘“"
O/ rorv @ BURCH k"“\,““ SP“d‘ STELLAM Th alexanderwang
MARC JACOBS  Proenzs Schouler e POLENE i GANNI
(Ea=n)
MICHAEL KORS LONGCHAMP é/‘ﬁ‘%:" A.P.C. STRATHBERRY
FTICE € L e T T ST T T AT T TTT T T ST ST TR ST T T T S T T TR T A £ >
Mass Niche

Source: https.//www.across-magazine.com/the-luxury-market-as-a-trendsetter-for-the-retail-world/

APPENDIX 2

Luxury Brand Pyramid
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APPENDIX 3
Interview script
i. Introduction

This interview is taking place in the context of my master’s dissertation in Management at
ISEG — Lisbon School of Economics & Management, University of Lisbon. The focus of this
research is to explore how exclusivity and experiences influence value creation and brand
loyalty in the luxury market. More specifically, the study aims to understand the significance
of these variables to luxury consumers, how they are perceived, and whether there are
additional factors that consumers consider important when engaging with luxury brands.

| would like to express my gratitude for your willingness to participate in this interview. Your
input is crucial in helping to deepen the understanding of this subject. Please be assured
that all the data collected during this interview will be used exclusively for the purposes of
this study and the dissertation. | encourage you to answer as honestly as possible, as there
are no right or wrong answers, and all insights are valuable. There will be no judgment or
evaluation of the responses you provide.

Before we begin, | would like to ask for your permission to record this interview. The
recording will solely be used for transcription purposes and to ensure that | capture your
responses accurately. May | have your permission to proceed with the recording?

This interview will follow a semi-structured format, meaning | have prepared some
questions to guide our conversation, but the discussion may evolve based on your
responses. Please feel free to elaborate on your answers or bring up any points that you feel
are important for the topic.

ii. Validation of profile requirements
1. Have you ever purchased a luxury product? (Yes; No)

a. If yes, Can you recall the last luxury product you purchased? What was it and
how much did you spend on it?

2. How often do you purchase luxury products?
3. What factors influenced your decision to purchase from this particular brand?

4. Could you explain what aspects of the brand stood out to you during the decision
process? How did those aspects make you feel during and after the purchase?

5. Did you feel that this luxury brand offered you a unique or memorable experience
during the purchase process? How so? In what way?

6. What were your expectations before purchasing this product? Would you say that the
product met or exceed your expectations?

7. Have you purchased from this brand more than once? If yes, why? If not, why?
a. Was it based on the product’s quality, brand experience, or another factor?

8. Do you plan to buy from this brand again in the future? Why or why not?
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a. Areyou loyal to this brand, or do you consider switching to others?

When purchasing luxury products, do you consider trying new brands, or do you
typically stick to brands you’ve previously purchased from?
a. What would make you switch or stay loyal to a brand?
iiii. Value Creation and Brand Loyalty

What does "value" mean to you when it comes to luxury products? Could you explain
what factors (e.g., quality, exclusivity, craftsmanship, experience) make a luxury product
feel valuable to you, and why?
What factors do you believe create the strongest sense of loyalty to a luxury brand? Why
do these factors make you remain loyal to one brand over another?
Have you ever switched from one luxury brand to another? If yes, what were the key
reasons for doing so?
In your opinion, does the value you perceive in a luxury brand influence your decision
to remain loyal to it? In what way? What specific aspects of value (e.g., exclusivity,
quality, or experiences) make the biggest difference in your loyalty? Why?
Have you ever remained loyal to a luxury brand even when other brands offered better
value in terms of price, quality, experiences or more exclusive products? If so, why did
you choose to stay loyal?
How do you think a luxury brand can improve the value it offers to strengthen customer
loyalty? Which aspects of value (e.g., product quality, exclusivity, experiences) do you
believe would have the greatest impact?

iv. Perceptions of Exclusivity in Luxury Brands

What comes to mind when you think of exclusivity in luxury brands? Did you feel that
you were buying an exclusive product?

How important is exclusivity when choosing a luxury brand? Why? What role does it
play in your decision-making process?

Do you feel more loyal to a brand that offers exclusive products or experiences? Please
explain your reasoning.

Have you ever purchased a luxury product because it was exclusive or limited edition?
If yes, how did that influence your decision?

In your opinion, does the sense of exclusivity contribute to enhancing the value
previously described? If so, how? If not, why do you think that is?

How does exclusivity in luxury brands impact your long-term loyalty? Do you feel more
connected to a brand when it offers exclusive or limited-edition products? Why or why
not?

Does a sense of exclusivity strengthen your emotional connection to a brand? If so, in
what ways does it influence your decision to keep purchasing from them? If not, why do
you think exclusivity doesn't affect your attachment to the brand?

V. The Role of Experiences in Luxury Consumption
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Could you share a memorable or meaningful experience you’ve had with a luxury brand?
I’d love to hear the full story, from how the experience started, the interactions you had
with the brand, and how it made you feel during and after the experience.

Do you think the overall experience (e.g., customer service, personalized offers, events)
influences your loyalty to a luxury brand? Why or why not?

How important are experiences (such as brand events, exclusive access) compared to
the quality of the product itself?

Does the brand’s experiences made you feel more connected to the brand? Why?

How do the experiences provided by a luxury brand shape the overall value you perceive
in the brand? Can you explain why these experiences make the brand feel more (or less)
valuable to you?

In what ways do unique or personalized experiences influence your perception of a
luxury product’s value? Could you explain why such experiences enhance (or don't
enhance) the value you associate with the brand?

vi. Other influential Factors

Aside from exclusivity and experiences, are there other factors that you consider
important when choosing a luxury brand?

Have any of these other factors ever made you more loyal to a brand than its exclusivity
or the experiences it offers? In addition, do these factors also increase the value you
associate with the brand? If so, how?

vii. Sociodemografphic Profile
Age
o 18-24
e 25-34
o 3544
e 45-54
e 55+
Gender
e Male
e Female

e Non-binary
e Prefer not to say
Educational Background

e Primary Education
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e Secondary Education

e Undergraduate (Bachelor’s Degree)

e Postgraduate (Master’s Degree, PhD, etc.)
4. Professional Occupation

e Unemployed

¢ Homemaker

e Student

e Part-time Employment

e Full-time Employment

e Self-employed

e Retired
5. Salary Range

e Less than 15,000€ per year

15,000€ - 30,000€ per year

30,000€ - 50,000€ per year

50,000€ - 75,000€ per year

More than 75,000€ per year
e Prefer not to say
6. How would you describe your financial lifestyle?
e My income allows me to live comfortably
e My income covers my basic expenses
e | struggle to cover my expenses
e | have noincome
e Prefer not to say

viii. Closing Questions

1. Isthere anything else you would like to share about your experiences with luxury brands
that we haven’t covered?

Thank you for your participation. Your responses are highly valuable to this research.
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Lista de Codigos

v Perceptions Shaping Purchase Decisid
Exclusivity
Sustainability

Functionality
Heritage
Design
Quality
Status
Self identification
Symbolism
Special occasion
Experiences
History and reputation
Craftsmanship
v g Exclusivity
v g Perceptions associated with exclus
& How unique the product feels
@ Not mass-produced
@ Quality
o Elite group affiliation
o Perceived rarity
@ Induced urgency
 Symbol of status
@ Sense of privilege
o Limited Editions
o Cratfsmanshift
@ Waiting List
Vv g Exclusivity and Value creation
@ Sense of rarity and importance
o Prestige through ownership
& Membership in elite groups
o Differentiation from mass-mar
@ Superior Quality and Craftsma

o Symbolic and Emotional Value

v g Exclusivity and Loyalty
v g More connected
@ Value quality over mass pri
@ Personal offering
@ Rewarding Costumers
@ Alignment with aspirations
 Expression of individuality
@ Belonging to an elite grou|
 Emational Connection
v g Not necessary more connectec
 Authenticity over scarcity
@ Quality over exclusivity
@ Experiences over exclusivit
Vv g Experiences
v g Perceptions associated with experi
v g Lifestyle Integration
@ Resonating with consumer
@ Reflecting personal values
v g Cognitive and Practical Aspect
o Engaging intellect through
v g Personalization
@ Customized post-purchase
@ Unique and exclusive even
@ Product personalization
@ Unique interactions aligne«
@ Sensory Appeal
o Emotional Engagement
v g Relational Connections
@ More than transactional re
@ Brand communities

@ Attention to detail from st
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@ Experiences and Value Creation
@ Personalization .
o Craftsmanship evoked througt
@ Consumer immersion in brand

@ Social status reinforced by unir

o Emotional bonds throughexpc ® ® ® @
[ B J

o Creates lasting memories -
@ Experiences and Loyalty
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e Ongoing support
@ Innovation and personalize L J
o Creating sense of commun
@ Experience worth the retur @ @

o Prioritizes relational over t (]

v g Value Creation

@ Perceptions associated with value
@ Social Value
@ Symbolic Value
@ Emotional Value
@ Functional Value o
@ Value Creation and Loyalty
v ¢ More connected
v g Sodial Value
@ Recognition within exc
v g Symbolic Value
@ Status reinforcement st
v g Emotional Value
o Satisfaction derived frc ®
v g Functional Value

o Superior quality and re @

v g Brand Loyalty

@ Perceptions associated with loyalty

@ Behavioral Loyalty {

o Attitudinal Loyalty .

@ Cognitive Loyalty LA
@ Brand Switching

@ Like to try new brands .

o Offers better value

@ Someting more innovative

@ Better suited with needs L]

v, Additional Variables That Enhance Vali
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APPENDIX 5

Coding Reliability Assessment

Codes
cla: Perceptions Shaping Purchase Decisions
clal: Exclusivity
cla2: Sustainability
cla3: Functionality
cla4: Heritage
cla5: Design
cla6: Quality
cla7: Status
c1a8: Self-identification
cla9: Symbolism
c1a10: Special occasion and and Self reward
clall: Experiences
clal2: History and Reputation
clal3: Craftsmanship
cl1b: Exclusivity
c2b: Perceptions associated with exclusivity
c2b1: How unique the product feels
c2b2: Not mass-produced
c2b3: Quality
c2b4: Elite group affiliation
c2b5: Perceived rarity
c2b6: Induced urgency
c2b7: Symbol of status
c2b8: Sense of privilege
c2b9: Limited editions
c2b10: Craftsmanship
c2b11: Waiting list
c3b: Exclusivity and Value creation
c3b1: Sense of rarity and importance
c3b2: Prestige through ownership
c3b3: Membership in elite groups
c3b4: Differentiation from mass-market products
¢3b5: Superior Quality and Craftsmanship
¢3b6: Symbolic and Emotional Value
c4b:Exclusivity and Loyalty
c4ba: More connected
c4bal: Value quality over mass production
c4ba2: Personal offering
c4ba3: Rewarding Costumers
c4ba4: Alignment with aspirations for uniqueness
c4b5: Expression of individuality
c4bab: Belonging to an elite group
c4ba7: Emotional Connection
c4bb: Not necessarily more connected
c4bb1l: Authenticity over scarcity
c4bb2: Quality over exclusivity
c4bb3: Experiences over exclusivity
clc: Experiences
c2c: Perceptions associated with experiences
c2cl: Sensory Appeal
c2c2: Emotional Engagement
c2ca: Relational Connections
c2cal: More than transactional relation
c2ca2: Brand communities
c2ca3: Attention to detail from staff
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c2cb: Lifestyle Integration

c2cb1: Resonating with consumer beliefs

c2cb2: Reflecting personal values and identity

c2cc: Cognitive and Practical Aspects

c2ccl: Engaging intellect through creative experiences
c2cc: Personalization

c2ccl: Customized post-purchase care

c2cc2: Unique and exclusive events

c2cc3: Product personalization

c2cc4: Unique interactions aligned with preferences
c3c: Experiences and Value Creation

c3cl: Personalization

c3c2: Craftsmanship evoked through sensory interactions
c3c3: Consumer immersion in brand narratives
c3c4: Social status reinforced by unique interaction
c3c5: Emotional bonds through experiences

c3c6: Creates lasting memories

c4c: Experiences and Loyalty

c4ca: Not necessarily more connected

c4cal: Brand reputation and product symbolism
c4ca2: Greater emphasis on product quality than on
experiences

c4ca3: Preference for exclusivity over experiential value
c4cb: More connected

c4cbl: Interactive and immersive experience
c4cb2: Storytelling

c4cb3: Ongoing support

c4cb4: Innovation and personalization

c4cb5: Creating sense of community

c4cb6: Experience worth the returning

c4cb7: Prioritizes relational over transactional value
cld: Value creation

c2d: Perceptions associated with value creation
c2d1: Social Value

c2d2: Symbolic Value

c2d3: Emotional Value

c2d4: Functional Value

c3d: Value Creation and Loyalty

c3da: More connected

c3dal: Social Value

c3dala: Recognition within exclusive groups, social
connections, and a sense of belonging

c3da2: Symbolic Value

c3da2a: Status reinforcement strengthening brand affinity

c3da3: Emotional Value

c3da3a: Satisfaction derived from emotional resonance driving

repeat behavior
c3da4: Functional Value

c3dada: Superior quality and reliability drive trust and loyalty
c3da4db: Practicality, efficiency, and durability fostering trust

and long-term loyalty

cle: Brand Loyalty

c2e: Perceptions associated with loyalty
c2el: Behavioral Loyalty

c2e2: Attitudinal Loyalty

c2e3: Cognitive Loyalty

c3e: Brand Switching

c3el: Like to try new brands

c3e2: Offers better value

c3e3: Something more innovative
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c3e4:
c1f: Additional Variables That Enhance Value Creation
clfl:
clf2:
c1f3:
clfa:
c1f5:
cife:
clf7:
c1f8:
c1f9:
clg: Additional Variables That Influence Brand Loyalty
clgl:
clg2:
clg3:
clgs:
clg5s:
clg6:
clg7:
clg8:
c1g9:

=
(o]

Better suited with needs

Authenticity

Ethics and Sustainability
Symbolism

Status

Personal identification
Heritage

Timeless design
Craftsmanship

Quality

AD NG R PR RPN

Ongoing support and engagement
Brand Reputation

Durability

Symbolism

Approachable

Personal identification 11
Transparency
Authenticity 1
Timeless design

B Wk u e

[

¢1g10: Consistency 10
clgll: Quality 8

Total

695

Reliability / Coefficient of Agreement

Source: Personal Elaboration
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Interview

10

11

12

13

APPENDIX 6

Sociodemographic characterization of the participants and Segmentation of Participants Based
on the Value of the Last Luxury Purchase and Luxury Category

Age

25-34

45-54

25-34

25-34

45-54

25-34

35-44

35-44

55+

18-24

45-54

45-54

55+

Gender

Male

Female

Female

Male

Male

Female

Male

Female

Male

Female

Male

Female

Male

Academic
background

Postgraduate
(Master’s Degree)

Undergraduate
(Bachelor’s
Degree)
Undergraduate
(Bachelor’s
Degree)

Postgraduate
(Master’s Degree)

Undergraduate
(Bachelor’s
Degree)

Postgraduate
(Master’s Degree)

Undergraduate
(Bachelor’s
Degree)

Postgraduate
(Master’s Degree)

Undergraduate
(Bachelor’s
Degree)
Undergraduate
(Bachelor’s
Degree)

Postgraduate
(Master’s Degree)

Undergraduate
(Bachelor’s
Degree)
Undergraduate
(Bachelor’s
Degree)

Professional
occupation

Full-time
employment

Full-time
employment

Full-time
employment

Self-Employed

Self-Employed

Full-time
employment

Self-Employed

Full-time
employment

Self-Employed
Full-time
employment

Full-time
employment

Full-time
employment

Self-Employed

Salary range

50000€-75000€

50000€-75000€

30000€-50000€

More than 75000€
per year

50000€-75000€

30000€-50000€

50000€-75000€

More than 75000€
per year

More than 75000€
per year

15000€-30000€

50000€-75000€

50000€-75000€

More than 75000€
per year

Source: Personal Elaboration
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~ Value of the last
Luxury Purchase

2200€

6500€

5800€

12000€

11000€

1850€

7800€

3800€

8500€

1800€

6800€

11000€

4800€

Luxury Category

Mid-tier Luxury

Upper Mid-tier Luxury

Upper Mid-tier Luxury

Upper Mid-tier Luxury

Upper Mid-tier Luxury

Mid-tier Luxury

Upper Mid-tier Luxury

Mid-tier Luxury

Upper Mid-tier Luxury

Mid-tier Luxury

Upper Mid-tier Luxury

Upper Mid-tier Luxury

Mid-tier Luxury



