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Abstract 

 

There must be a human factor to explain the lack of logic in luxury consumption. This irrational 

behavior is subject to explanation in this thesis, using values to map a framework where 

hopefully, conclusions can be drawn regarding how values drive people to consume luxury 

clothing. An individual’s luxury value perception and the motives for luxury clothing 

consumption are not simply tied to a set of social perspectives of displaying status, success, 

distinction and the human desire to impress other people, but also depend on the nature of the 

financial, functional and individual utilities of the certain luxury brand (Wiedmann et al., 2007). 

The values are divided into different dimensions with “sub-dimensions”: financial “price”, 

functional “usability, quality and uniqueness”, individual “self-identity, hedonic and 

materialistic” and social “conspicuousness, prestige and contextual”. The different values 

presented and the conceptualized framework might provide some insight into the matter of why 

we consume luxury goods and the underlying reasons behind consumer behavior, what values 

motivate us to consume and explain the paradox of luxury consumption.  

 

Key Words: Luxury value, consumer behavior, contextual value, concept of luxury, marketing 

and luxury clothing. 
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Background 
 

Luxury goods spending grew by two percent last year to €217 billion at present (Bain, 2013). 

The number of luxury consumers has tripled during the last 20 years from 90 million to 330 

millions at the end of 2013. The number of luxury consumers is growing by 10 million a year 

and by 2020 there will be 400 million consumers and 500 million consumers by 2030. (Bain, 

2014) Emerging economics such as China, Brazil, India and Russia has a growing market for 

luxury goods. (Shukla & Purani, 2011) The economic growth in emerging markets is increasing 

the need for luxury goods among consumers, Bain and Company approximated in 2009 that 85% 

of all the new luxury stores opened in emerging markets. (Krauss, 2009) Clothing is and has 

always been a way to express social status, power and wealth. Luxury value lies in social and 

individual as well as in functional and financial aspects (Wiedmann et al., 2007). Disregarding 

its functional value, one may wonder why is it that luxury goods always have a place in in 

society, no matter the era. Why is it important to pay more for certain goods when you can find a 

substitute with the same functional value but cheaper? Luxury goods are from an economic 

perspective a paradox. Most consumption of this nature can be regarded as economically 

irrational and according to the assumptions of modern economic theory, people are supposed to 

behave in a rational way on the market. How can luxury consumption be justified as a valid 

consumption pattern in a modern economy and how can luxury value explain this consumer 

behavior.   

Trying to define the luxury concept   
 

In ancient history luxury items signified power, exclusivity and wealth. In ancient Greece luxury 

was regarded as excessive pleasure, and therefore a threat to society because it was considered 

that excessive pleasure would shift an individual’s attention from the city to privacy. (Brun & 

Castelli, 2013) “Luxus” is the original word of luxury, which means “expensive looking” or 

“extravagant living” and “luxus” shares a root with “luxuria”, which means “excess” (Dubois et 

al., 2005). Luxury later became associated with the Latin word “lux” that means “light” because 

of precious gems and treasures (Brun & Castelli, 2013). The modern industry of luxury products 
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originates in the 19th century in Europe when the industrial revolution made it possible to 

produce higher volumes of material and expand sales outside of their local area (Antoni et al., 

2004). During the second half of the 20th century the luxury market was niched and limited to 

Europe and the U.S. but in recent time the demand for luxury products has increased in emerging 

markets (Brun & Castelli, 2013).  

 

The most common definitions in research literature of luxury are “prestige”, “status”, and 

“luxury” (Dubois & Czellar, 2002). However, “dream value” has also been used (Dubois & 

Paternault, 1995). Brun & Castelli (2013) argue that luxury is not merely a philosophical or 

academic exercise and that it is important for both consumers and manufacturers to understand 

the phenomenon. Luxury products are consumed to impress others and express certain signals 

(Piccione & Rubinstein, 2008). Luxury is defined by price (Ng, 1987). Luxury is also regarded in 

research literature as possessing an exclusive quality and unique distribution channels (Kapferer, 

2001; Vigneron & Johnson, 1999). Name, logo, craftsmanship and performance also may signify 

luxury (Quelch, 1987) . Some researchers like Dubois and Czellar (2002) have focused more on 

the concept of luxury such as “more free time” for consumers, while researchers like Vigneron & 

Johnson (1999) focused on luxury in a marketing context, “what differentiates a luxury product 

from a high quality product”. It is also difficult to say if “luxury” refers to a brand or a product. 

(Brun & Castelli, 2013)  

 

There is not one single description of luxury. Trying to define luxury is not easy, because of its 

subjective nature. In this thesis Wiedmann et al’s. (2007) definition of luxury value will be used 

because that is closest to our own perception of what luxury is. Wiedmann et al’s. (2007) luxury 

value concept is created by four value dimensions: financial, functional, social and individual.  

Price, cost, investment, discount and the product belong to the financial dimension. The 

product’s value: quality, usability, uniqueness, durability and reliability belong to the functional 

dimension. A customer’s personal interest towards luxury consumption and materialism, 

hedonism, and self-identity belong to the individual dimension. Usefulness one may gain from 

products or services within their social network belong to the social dimension. (Wiedmann et 

al., 2007)  
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Problematization  
 

Wiedmann et al. (2007) argue that it is important to understand why consumers buy luxury, how 

their perception of luxury value affects their consumption behavior and what they believe luxury 

is, for both luxury researchers and marketers. The problem with luxury consumption lies within 

the fact that the function of a luxury product can be the same as a cheaper counterpart. One could 

argue that resources are wasted in such a transaction, since it is not an efficient way to gain 

access to the function, which the product provides. One could speculate however, that there are 

no resources wasted in such a transaction. The value gained is hard to define by simply looking 

at the monetary values. What are these values? This should be examined because there could be 

room to more effectively deliver these values from producer to consumer. The goal is to 

successfully map which value-dimensions are most relevant to consumers when consuming 

luxury clothing. It is difficult to find facts about this irrational behavior that doesn’t follow 

logical thinking. Luxury consumption is different for each individual and its functional use can 

be unnecessarily expensive, however it fulfills a need for the individual. As Wiedmann et al. 

(2007) argue, with help from a conceptual model, it is possible to identify a broader variety of 

luxury value drivers than previous studies with a focus on consumer's perception of the motives 

for consuming luxury. By using existing theory, our aim is to explain deeper into the problem or 

matter why some people consume luxury brands. 

 

Luxury clothing will be referred to brands that are expensive, use small-scale production and are 

hard to acquire. Mainstream luxury brands such as Chanel, Dior, Prada, Gucci, Louis Vuitton, 

Céline and Hermés etc. are those normally referred to as luxury brands, but this thesis will focus 

on other luxury brands. This thesis will focus on the online forums Stylezeitgeist, Superfuture, 

Unwoven and Styleforum where members discuss and consume luxury clothing, brands such as 

Rick Owens, Ann Demeulemeester, Julius, Boris Bidjan Saberi, Maurizio Amadei, Label Under 

Construction, Carol Christian Poell, Devoa, Paul Harnden, Yohji Yamamoto and Carol Christian 

Poell. These forums are niched towards brands that are hard to find, use expensive and exclusive 

material, traditional and innovative craftsmanship, design and production. We chose to use these 

online forums because of their fashion-oriented nature, we have been members on these forums 
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for a few years and there are no other similar forums. Members have a high knowledge about 

fashion and are consumers of luxury clothing.  

 

The research is limited in the area concerning especially luxury consumption behavior, in 

contrast to the research done on luxury branding. It is important for luxury brand managers and 

people who work in the luxury business to understand the importance of what values motivates 

luxury consumption. Since the luxury market is growing, year after year, it also becomes more 

important to get a better understanding of why this irrational consumption behavior exists and 

how we can explain the drives of this behavior. It is important to do a research about this topic 

because it is not known what motives drive individuals the most to consume luxury brands. 

(Wiedmann et al., 2007) 

Purpose 
 

The motivations behind consuming luxury clothing are a focus of this study. Looking at it from 

an economic standpoint, it is one of the most irrational consumption behaviors of all. Luxury is a 

subjective multidimensional construct, therefore a definition of the luxury concept should follow 

an integrative understanding (Wiedmann et al., 2007). Against this background, the goal is to 

provide insight into a subject with limited attention in a socio-economic manner and to explain 

what luxury values motivate people to consume luxury clothing. The objective is to gain a better 

understanding and insight about what luxury value motivates luxury consumption on the online 

forums “Stylezeitgeist”, “Unwoven”, “Superfuture” and “Styleforum”. Within the content of this 

thesis, explaining value dimensions and how they drive luxury consumption is the key to 

understanding the basic underlying reasons behind it. The purpose is to gain an understanding 

regarding what values consumers crave from luxury clothing.  Luxury products are not 

homogenous, consumer motives and desires derive from everyone’s situation and the luxury 

value dimensions. The model used integrates the different value perceptions. (Wiedmann et al., 

2007) Our aim is therefore to explain and understand the conditions and drivers of luxury 

consumption with the help of luxury value. 
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Research question 

 

What values drive people to consume luxury clothing? 

 

The objectives of our dissertation:  

 

-The conclusions drawn in this thesis can provide a framework for public relations, academics 

and branding, as well as to better understand consumer behavior. 

 

-This thesis may be a source to market, create and manage brands or products. 

 

-Identify what values that motivate luxury consumption the most. 

 

-Identify the buying behavior of consumers that buy luxury brands from online forums. 

 

Theoretical limitations  
 

Consumers in different parts of the world consume luxury products, these consumers possess 

similar values and their motivational drivers are the same: financial, functional, social and 

individual. To understand the luxury construct, one must take all current and potential value 

sources of the consumers’ luxury perception into account when creating a model. There are more 

aspects than the social: status, success, desire to impress, distinction but also functional, financial 

and individual value aspects. By choosing to investigate different forums where luxury brands 

are bought and discussed, it is possible to reach out to consumers who are buying the brands we 

define as being the most relevant to the subject of luxury consumption. To expand this study, the 

conceptual model is going to be tested. (Wiedmann et al., 2007) Since the research is limited in 

this area concerning luxury consumption behavior, plenty of research has been done that study 

consumers’ perceptions of luxury brands. Dubious and Paternault 1995; Dubois, Czellar and 

Laurent 2005; Christodoulides, Michaelidou and Li 2009; Husic and Cicic 2009; Vickers and 

Renand 2003; Vigneron and Johnson 2004). Other studies regarding luxury brands is about, 

cross-cultural comparison (Dubois et al., 2005; Shukla, 2010; Shukla et al., 2009; Wong & 



9 

Ahuvia, 1998) and counterfeits (Commuri, 2009; Phau & Teah, 2009; Wilcox, Kim, & Sen, 

2009). (Kapferer & Bastien, 2009; Keller, 2009) has done research about understanding the 

reasons why consumers buy luxury. (Tynan et al., 2010; Wiedmann, et al.2007) have done 

research regarding how consumers’ luxury value influences their buying behavior. Wiedmann et 

al. focus on a cross-cultural comparison. (Tynan et al., 2010; Wiedmann, et al.2007) focus on 

comparing the effect of various luxury value perceptions on deciding the overall and the 

influence of overall luxury value perceptions on luxury consumption in a cross-national context. 

 

Other studies are made by (Chadha & Husband, 2006; Thomas, 2007), they explain that 

marketing luxury goods require a unique approach because the consumers need to get enough 

value back when consuming expensive luxury goods. The most relevant source of inspiration and 

theory for this paper comes from Wiedmann et al. (2007) that focus on their conceptual model of 

luxury value, which highlights four value dimensions with different sub-dimensions. We didn’t 

find any other research regarding what value Wiedmann et al.’s study focuses on motivate luxury 

consumption the most. 
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Theory 

Definitions of value  
 

According to the Oxford Dictionary of English (2010), the origin of value comes from "valoir", 

to “be worth” and value is regarded as: “the importance, worth or usefulness of something”. 

Value is as luxury hard to define because of its subjective nature, something can be valuable to 

one individual and be worthless to another. Is it possible to draw general guidelines and conclude 

that something with a high demand, but low in stock is considered valuable (Prahalad & 

Ramaswamy, 2004). A modern explanation of “value” is that after a consumer uses a product, 

they are better off in some way than before (Grönroos, 2006). Words like “prestige”, 

“uniqueness” and “exclusivity” also express value. (O’Cass & Frost, 2002; Kapferer, 2001). 

According to Simmel´s theory of value, reality and value are two mutually independent 

categories. Simmel meant that value is not a characteristic of things, that is rather a relational 

concept: the judging of the object is entirely dependent on the subject. The subject gives meaning 

and value to the object. (Sassatelli, 2000) 

Four dimensions of value 
 

Wiedmann et al. (2007) conceptualize four different dimensions of value: financial, functional, 

social and individual. The financial dimension focuses on the value of price, cost, investment, 

discount and the product (Wiedmann et al., 2007). The functional dimension stresses the 

product’s value: quality, usability, uniqueness, durability and reliability (Sheth et al., 1991). The 

individual dimension refers to customer’s personal interest towards luxury consumption; the 

value is also about the matter materialism, hedonism, and self-identity. The social dimension 

explains the usefulness an individual can gain from products or services within their social 

network, such as conspicuousness and prestige value that may affect an individual’s 

consumption of luxury products. (Wiedmann et al., 2007) 

 

Hypotheses show how the authors think recipients will respond to each dimension. The 

hypotheses will be found after the presentation of each dimension. These will show “high” or 

“low” impact, depending on what response frequency the authors think the dimension will 
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receive. The number behind “H” is there to keep track of all the hypotheses and “H” stands for 

“hypothesis”.  

The financial dimension  

 

“Price value” refers to luxury products and price sometimes reflects the perception of 

quality. (Wiedmann et al., 2007) Price sometimes judge quality and becomes an indicator of 

prestige (Berkowitz et al. 1992, Groth & McDaniel, 1993). Setting a high price is a way to signal 

high quality and sometimes status (McCarthy & Perreault, 1987). Some products are therefore 

considered more desirable as a result of their high price (Groth & McDaniel, 1993). Price plays a 

positive role in determining consumers understanding of quality: a higher price generally is a 

sign of higher quality (Tellis & Gaeth, 1990). Regarding luxury products, a higher price or 

financial sacrifice is positively correlated to overall value of the brand associated (Thomas, 

2007). A positive price becomes important in case of luxury goods because a higher cost of 

acquisition raises the luxury brand's uniqueness and desirability (Shukla & Purani, 2011).  

 

The financial dimension - H1: Low impact 

 

The functional dimension  

 

Usability value is perceived as the usability of a product to achieve the goal to a customer’s 

demand; usability value can be interpreted as a technical product (Park et al., 1986). Usability is 

both the product’s properties and the consumers’ needs (Wiedmann et al., 2007). Usability value 

is when the thing you buy works right, performs as promised and lasts a long time (Fennel 1978).  

 

Quality value refers to superior quality reflected by the brand name (Gentry et al., 2001). This is 

consistent with luxury brands often offering hand-made, better quality and performance 

compared to non-luxury brands, which offer mass production (Wiedmann et al., 2007). Therefore 

luxury products can be associated by consumers with better quality and more value (Aaker, 

1991).  
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Uniqueness value stresses exclusivity and rareness of a product with a limited production. 

Uniqueness value therefore increases a consumer’s desire for a certain luxury brand (Wiedmann 

et al. 2007). The desire increases when the brand is regarded as expensive (Groth & McDaniel, 

1993; Verhallen & Robben, 1994). Therefore, a brand is more valuable if it is perceived as both 

unique and expensive (Verhallen and Robben, 1994). Consumers have a wish for exclusivity and 

uniqueness, therefore only exclusive customers can afford to buy from certain luxury brands. A 

luxury product cannot be affordable and owned by everyone; otherwise it would not be 

considered a luxury item. (Wiedmann et al., 2007) 

 

The functional dimension - H2: High impact 

The individual dimension  

 

Self-identity value refers to the individual self (Wiedmann et al., 2007). The theory of consumer 

behavior discusses the effect of self-image or product image on consumers’ purchasing behavior 

(Sirgy, 1982) It is also confirmed there is a congruity between self-image and luxury product 

(Puntoni, 2001). Therefore, it is possible that consumers use luxury brands or products to create 

meaning for their own identity (Holt, 1995; Vigneron & Johnson, 2004) and it is also possible 

that some consumers may use luxury brands or products to develop or support their identity 

(Douglas & Isherwood 1979; Dittmar 1994). 

 

Hedonic value deals with personal emotions towards certain products or enjoyment of 

the product (Wiedmann et al., 2007). Research made has shown that certain luxury products have 

had an impact on a person’s subjective benefits (Dubois and Laurent, 1994). Moreover, studies 

have shown that luxury consumption sometimes creates emotional responses like aesthetic 

beauty, excitement or sensory pleasure (Wiedmann et al., 2007). Hedonic value explains the 

subjective utility and emotions one can feel when purchasing a luxury product such as fulfillment 

or reward (Sheth et al., 1991; Westbrook & Oliver, 1991). 

 

Materialistic value can be interpreted as the degree to which possessions play a role in the life of 

an individual. If a consumer is more materialistic, he will likely to have more possessions too. If 

there is a congruity between possession and acquisition there is a materialistic value. (Wiedmann 
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et al., 2007) Materialistic individuals desire possession and are therefore dedicated to spending 

time to product related actions (Belk, 1985). Studies have also shown that materialistic 

consumers function like a signal of communication to others expressing who they are and what 

status the have (Douglas and Isherwood, 1979; Belk, 1985). 

 

The individual dimension - H3: High impact 

The social dimension  

 

Conspicuousness Value focuses on influence or reference groups when consuming luxury 

products (Wiedmann et al., 2007). This value is about a consumer’s perceived conspicuousness 

of a purchase from a luxury brand that symbolizes elitism, wealth and ranking in a society 

(Wiedmann et al., 2007). Luxury products that are bought in public are more likely to be 

conspicuous than items bought privately, therefore this value plays an important part in shaping 

preferences for different products in public settings (Wiedmann et al., 2007).  

 

Prestige value is about status that may appear when sharing information through communication. 

A person may use a certain brand while performing their work to confirm a professional position. 

This person might use other certain prestigious brands to match their social standards. 

Individuals desire to own luxury products serve as a sign of belonging to a group. This could 

affect individuals to conform to luxury lifestyles or distinguish themselves from non-luxury 

lifestyles. (Wiedmann et al., 2007)  

 

Contextual value can be understood as value in social context (Vargo, 2008). To explain value in 

context, Alvesson (1994) gives an example: “a person who lives in a village will receive more 

value with a little car if he is the only one in the village with a car, rather than if everyone had a 

big car”. It is also possible to find value in context from luxury products. Some people like or 

value luxury items because some people have desire for them but cannot always afford them 

(Edvardsson et al., 2010). “Most people do not know what they want until they see it in context 

… Everything is relative” (Ariely, 2008).  

 

The social dimension - H4: Low impact 
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Summary 
 

To sum up the different values there is a picture below that describes luxury value. The picture 

helps us to understand what luxury value is regarded as in this thesis and what it consists of. To 

make it easier for the reader there are arrows that explains how to read the picture. The reader 

starts by looking at luxury value and from there follow the arrows to see all components. It has 

four different value dimensions and every arrow reaches one: financial-refers to price, 

functional-refers to product’s value: quality, usability, uniqueness, individual-refers to 

customer’s personal interest towards luxury consumption and social-refers to the usefulness an 

individual can gain from products or services within their social network. These arrows point to 

the dimensions corresponding values. The financial value dimension has price value. The 

functional value dimension has usability, quality and uniqueness value. The individual value 

dimension has self-identity, hedonic and materialistic value. The social value dimension has 

conspicuousness, prestige and contextual value.  
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This model is inspired by Wiedmann et al’s. (2007) framework for luxury value. It has been 

slightly modified through the addition of contextual value. Wiedmann et al’s. (2007) model is an 

extension of the five dimensional framework by Vigneron and Johnson, it explains the current 

consumer motives and value perception in relation to luxury consumption. (Wiedmann et al., 

2007) The original model is inspired by many researchers such as Dubois and Laurent (1994), 

Leibenstein (1950), Mason (1992), Kapferer (1998), Eastman et al. (1999) Phau and Prendergast 

(2000), and Dubois et al. (2001)  

 

As noted earlier trying to define luxury is not easy, but with this model we will be able to test our 

theory and measure what value motivate luxury consumption the most, because that is the aim of 

our purpose: to explain which of these values motivate the most to luxury consumption. It is 

possible to distinguish the different value dimensions and the sub-dimensions with this model. 

The model also gives an overview and summary of the luxury value concept. Wieldmann et al’s 

model is interesting for this thesis because it reflects the value aspects in a favorable way for our 

purpose. One reason why it wasn’t interesting to test cross-national for us was because (Tynan et 

al., 2010; Wiedmann, et al.2007) focused on comparing the effects of various luxury value 

perceptions and the influence of overall luxury value perceptions on luxury consumption in a 

cross-national context. In other words, the model does not differentiate between different 

cultures or ethnicities.  The conceptual model that will be used, will therefore not be able to 

capture all cultural and ethnical differences either. Therefore it was more interesting for us to test 

what value motivate the most, which one is the most important one for luxury consumption on 

these four online forums, regardless of culture of ethnicity. (Wiedmann et al., 2007)  

 
 
 
 
 
 
 
 
 
 
 



16 

Method 
 

Research approach 
 

Our study will be of explanatory nature in order to explain the relationships between variables 

and therefore a survey will be an important tool to collect large amount of quantitative data from 

a sizable population. On the subject of research approach there are two different ways of 

approaching a research subject. With the deductive approach you develop a theory and a 

hypothesis first, then you design a research strategy to test the hypothesis. With the inductive 

approach you develop a theory as a result of the data analysis. In our research approach we will 

use a combination of deductive and inductive approach. The primary research approach is 

deductive and the analysis has an inductive approach. According to Saunders, combining the two 

approaches can prove advantageous in gaining a broad understanding of the subject. (Saunders et 

al., 2009) 

 

Research design 
 

The main research design for this dissertation will be of a descriptive nature coupled with some 

explanatory and exploratory elements. Most of what is presented is to provide insight and 

through the empirics, prove the value framework. The empirics and method parts of this 

dissertation is strictly descriptive while the latter part such as analysis and conclusion is 

explanatory and exploratory. (Saunders et al., 2009) An online survey by using “Kwiksurvey” 

will be undertaken in four forums where fashion is in focus: Stylezeitgeist, Superfuture, 

Unwoven and Styleforum to determine what values motivate the respondents the most to 

consume luxury clothing. Online communities devoted to consumption-related topics are an 

increasingly important source of data for marketing research (Saunders et al., 2009).  
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Operationalization 
 

When making this research we chose to narrow down our range of people to forum members on 

internet: Stylezeitgeist, Unlike, Styleforum and Superfuture. On these forums they discuss and 

consume luxury brands. Most members are men, because most of the brands on the forums only 

create menswear. The recipients are defined as the individuals that responded to our survey, we 

do not differentiate between individuals from different forums. It is possible to see the recipients 

as a group and use them in our survey, several of the members have accounts on several of these 

forums. As noted earlier (Tynan et al., 2010; Wiedmann, et al.2007) focused on comparing 

luxury consumption in a cross-national context. Therefore, it was not interesting for us to know 

how old they were, what country, they were from, what language they spoke, what ethnicity they 

had and if they were a male or female. It was important for us to treat the recipients like a mass 

because of anonymity (Saunders et al., 2009). Another reason is also because our idea about 

investigating what value motivate luxury consumption the most is more interesting for the brands 

themselves to know. When browsing the different forums there are also indicators that many 

members are on all of these four forums, for example, the name and profile picture have been the 

same. With Wiedmann et al´s value theories as the foundation of our study, our definition of the 

luxury value consists of the four dimensions (social, individual, financial, functional). The four 

dimensions themselves are defined by the corresponding values. We define our values as 

measuring tools used by a consumer when confronted with the option to purchase a luxury item. 

When consuming luxury clothing we mean both buying online or physically in a store. 

Stylezeitgeist, Superfuture, Unwoven and Styleforum have in total around 4000 active members 

and at least 800 viewed the thread where the survey was posted. In total 114 members responded, 

the questions remained on the forums for a month, the views and responses increased in the 

meantime.  

 

Some of the luxury brands discussed and bought on these forums, have fashion shows during 

Paris fashion week such as Rick Owens, Ann Demeulemeester, Julius, Boris Bidjan Saberi, 

Damir Doma and Yohji Yamamoto. Other smaller luxury brands like Maurizio Amadei, Label 

Under Construction, Carol Christian Poell, Devoa and Paul Harnden usually have exhibitions to 

show their collections, but also a showroom where they sell their clothes during fashion week in 
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Paris like other brands. These forums are the only online forums that discuss these brands, that’s 

why these four were chosen. The above-mentioned brands are the most popular brands on these 

pages. The forums consist of different threads. On the forums you can view the work of these 

designers, where you can find documentaries, interviews, pictures, discussions about various 

objects they created and about their philosophy, history and life. Members can view threads like 

seasonal collections, where seasonal runway collections and presentations are being discussed. 

Members can browse from old seasonal collections to the most recent ones from Paris fashion 

week. Members can also see garment archives, where members post photos of clothes they own 

from a designer and write the fabric composition. Another thread is called shopping and 

personal style, where latest trends are discussed. There are threads in the forums such as what 

are you wearing today and your closet, where members can comment on each other’s outfits and 

closet. There is a term used on Stylezeitgeist when one wishes to display what they are wearing 

called “Stylezeitgeist-approved”, this refers to accepted brands on Stylezeitgeist. Discounts are 

sometimes discussed here and sales, also where to find certain items or how to buy from various 

online pages from especially Japan, since Japan is a big market for many of these brands. 

Fashion media is discussed as well, mostly about blogs, newspapers, magazines and print. 

Culture is another big thread where music, movie, art and literature are discussed. There are also 

buying and selling threads on these forums, where members buy from each other. 

 

The brands that are bought on these forums are often perceived as having true artisan 

craftsmanship, made with innovative techniques and fabrics, produced at a small-scale quantity, 

using luxury fabrics and are usually made in Japan or Italy. The products are unique, sold in 

exclusive stores worldwide and in certain cases not possible to find online. Some designers 

bought on these forums treat clothes with harmful chemicals to create certain effects on the 

garments and there are also examples of destruction like ripping garments or using raw edges, 

such as “Rick Owens” and “Julius”. But many of these designers also use high quality materials. 

The durability of an item is subject to change and the creative process can affect the durability of 

the items. There are some designers that do not use logos but certain straps with a silver detail 

such as “Boris Bidjan Saberi” or a silver cross such as “Maurizio Amadei”. Most people would 

not understand the significance of these small details but displaying these labels appeals to other 
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members of the forum. The cost of buying just a few items from these designers, such a pair of 

shoes, jeans, a shirt and a leather jacket, would come to around 7000 euros in total.  

 

Choice of study 
 

The choice to study luxury consumption on selected online forums comes from a mutual interest. 

The authors have been members of Stylezeitgeist for four years and by that experience got 

introduced to other sites, members and certain brands. Additionally, the authors also have 

working experience with some of these brands on these forums. Consuming luxury clothing is an 

interesting phenomenon, not many brands are able to build a strong premium, image and 

segmentation for their brand and products. Also the consumers are as interesting, because some 

of them chose to do economical sacrifices to be able to afford luxury. The idea is new to test 

Wiedmann et al.’s conceptual luxury value model, investigate what value motivate luxury 

consumption the most and also narrow down to online forums where certain exclusive brands are 

bought and discussed. Thereafter this choice of study and subject became interesting and relevant 

for us, after discussion with our tutor the paper got limited within the area consumer behavior 

and luxury consumption. 

Survey design   
 

When testing existing theory in a new situation hypothesis may be a useful tool. Our scale is a 

variation of the semantic differential scale, which is often used in consumer research to 

determine underlying attitudes. The respondents are asked to rate a series of questions with 

rating scales from rank 1-5. The scale is therefore represented by a Likert scale, where the scale 

score for each question would be calculated by adding together the scores of each of the 

questions. Our success rate depends on how well the survey performs on the communities, which 

depends on the design of our survey questions. (Saunders et al., 2009) In our survey there are 

twelve questions. All four dimensions have three questions each connected to a unique value. 

The recipients rank the questions without knowing which question represents which value. There 

are four hypotheses in our empirics, one for every dimension. Since the statistics will show a 

normal distribution from the recipients, the hypotheses will either be correct or incorrect 
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depending on whether the weighted average is above or below the average (2,5) of every 

question in each dimension. Below are the four dimensions with three questions each.  

 

The financial dimension 

 

Price value 

How much does price influence your decision to consume? 

This question is trying to determine the respondents perception of spending money on clothing.  

To what degree does a high price signal high quality? 

This question is trying to determine how the respondents view the relationship between a high 

price and high quality.  

To what degree are products with a high price more desired? 

This question is trying to determine whether the respondents are biased toward items with a 

higher price.  

The functional dimension 

Usability value 

How much technological/high-performance clothing do you own? 

This question is trying to determine how biased the respondents are toward the functionality of 

clothes.  

Quality value 

How important is it for me that my products last a long time? 

This question is trying to determine whether the respondents think quality is an important aspect 

of luxury clothing. 
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Uniqueness value 

How important is it that only a few people can own the same garment as me? 

This question is trying to determine whether or not the respondents consume with the intention 

of being unique.  

The individual dimension 

Self-identity value 

To what degree do your favorite brands help you to find yourself? 

This question is trying to determine to what degree the respondents consume clothing to create 

an identity for themselves. 

Hedonic value 

How excited do you feel when buying your favorite brands? 

This question is trying to determine to what degree the respondents feel pleasure from 

consuming clothing.  

Materialistic value 

How many items from designers you like do you own? If 1=very few and 5=my whole wardrobe. 

This question is trying to determine how much pleasure the respondents get from owning luxury 

clothing.  

The social dimension 

Conspicuousness Value 

How important is it to get attention for your outfit? 

This question is trying to determine if the respondents consume clothing to feel noticed or gain 

social attention. 
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Prestige value 

How important is it for you to have the right brands to fit into different social environments? 

This question is trying to determine if the respondents consume clothing to feel confident in 

certain social environments.  

Contextual value 

Do you think geographical location have any impact on the clothes you wear, for example in a 

big city versus a small village? 1=not at all and 5=of course it would. 

This question is trying to determine whether or not the respondents think there is a correlation 

between location and what type of clothing is consumed.  

Methodological problems  
 

Even though many members viewed the survey questions only a few were interested in 

participating. Out of 800 views around 114 answers, which is 14.25 percent. The response rate 

was positive and expected and did not create any problems. If the questions had been on the 

forums for a longer time, the chances of getting more answers would increase. Unfortunately, the 

principal moderator of the Stylezeitgeist forum was unreceptive to the survey, which may have 

affected levels of participation in the survey. Additionally, the individual expressed displeasure 

at the suggestion of a connection of the forum with luxury consumption, dismissing this as 

‘”reductionism”. 
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Empirics  
 

Below are the empirical data collected from the online survey performed. Each of the questions 

has a corresponding value, which the question is based on. The 114 responses for each question 

is displayed with graphs to show the diversity between response rates. The weighted average for 

each question is also displayed. A weighted average below 2,5 is considered a low impact 

response and a weighted average over 2,5 is considered a high impact response. The weighted 

average and response impact of the dimensions are calculated by adding the weighted average of 

the values and dividing them with the number of values in that particular dimension. The 

dimensions average were used to determine whether or not our hypotheses were true or false. 

The hypotheses are presented with an “H” and the corresponding number of the hypothesis, for 

example: “H3: correct”, means that hypothesis number 3 was correct. 

 

Our decision to use “high” or “low” “impact” scale rather than interpreting a precise number is 

because of the way “high” or “low impact” provides a simple “yes/no” or “0/1” response for us 

to base our conclusions. We have consciously made this choice because of the limited gains to be 

had from over analyzing quantified data down to several decimal points. We feel this would not 

contribute to our final conclusion or the overall points made in this paper.  

 

Y-scale=114 respondents 

 

X-scale=1-5 value.  
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Financial dimension - weighted average: 2,93. H1: Incorrect (high impact) 

 

Price value - questions: 

 

How much does price influence your decision to consume? 

 

Weighted question average: 3.1/5  

 

 
The recipients answered with high impact.  
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To what degree does a high price signal high quality? 

 

Weighted question average: 2.78/5 

 

 
The weighted average was high impact on this question. 
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To what degree are products with a high price more desired? 

 

Weighted question average: 2.94/5 

 

 
 

 

The weighted average was high impact on this question. 
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The functional dimension - weighted average: 3,1. H2: Correct (high impact) 

Usability value 

 

How much technological/high-performance clothing do you own? 

 

Weighted question average: 2.31/5 

 

  
 

The weighted average was low impact on this question.  
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Quality value 

 

How important is it for me that my products last a long time? 

 

Weighted question average: 3.92/5 

 

  
 

The weighted average was high impact on this question. 
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Uniqueness value 

 

How important is it that only a few people can own the same garment as me? 

 

Weighted question average: 3.14/5 

 

  
 

This question showed some diversity in the response rate. Both high and low impact ranks were 

prevalent in the responses from the recipients. The weighted average showed a high impact.  
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The individual dimension - weighted average: 3,39. H3: Correct (high impact)  

 

Self-identity value 

 

To what degree do your favorite brands help you to find yourself? 

 

Weighted question average:  2.58/5 

 

  

The respondents answered with a high impact.  
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Hedonic value 

 

How excited do you feel when buying your favorite brands? 

 

Weighted question average: 4.22/5 

 

  
 

Our recipients answered with high impact on this question. 
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Materialistic value 

 

How many items from designers you like do you own? If 1=very few and 5=my whole wardrobe. 

 

Weighted question average: 3.28/5 

 

  
 

Our recipients answered with high impact on this question.  
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The social dimension - weighted average: 2,63. H4: Incorrect (high impact)  

  
Conspicuousness value 

 

How important is it to get attention for your outfit? 

 

Weighted question average: 2.33/5 

 

  
 

On the tenth question, the conspicuousness value gained the lowest weighted average. Low 

impact. 
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Prestige value 

 

How important is it for you to have the right brands to fit into different social environments? 

 

Weighted question average: 2.19/5 

 

  
 

The lowest weighted average was prestige value. Low impact. 
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Contextual value 

 

Do you think geographical location have any impact on the clothes you wear, for example in a 

big city versus a small village? 1=not at all and 5=of course it would. 

 

Weighted question average: 3.36/5 

 

  
 

Our final question regarding contextual value. This answer received high impact. There was 

however, a divergence in response rate. A large number of respondents gave the statement high 

impact.  
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Analysis 
  
The analysis will discuss the different dimensions, the different questions and values. The order 

will be the same as above, first the financial dimension, followed up by the functional dimension, 

then the individual dimension and finally the social dimension. The purpose and goal with this 

thesis was to answer our research question: “what values drive people to consume luxury 

clothing”, the discussion below will help to finally come up with a conclusion of this paper. 

  
The financial dimension 

  
The financial dimension overall received high impact (2.93), which means that our hypothesis 

was incorrect. The question “how much does price influence your decision to consume?” 

received high impact (3.1). Therefore this question indicated that price has an important role 

when consuming luxury clothing, obviously wealth is a factor that influences the recipients’ 

response. The majority of the recipients need to consider their private finances before buying 

these luxury brands, and some may prioritize their luxury consumption over their regular 

consumption. A higher price or financial sacrifice is positively correlated to overall value of the 

associated brand (Thomas, 2007). With this background, the question, ”to what degree are 

products with a high price more desired?” becomes more interesting, which may be explained 

by the fact that some products are considered more desirable as a result of their high price (Groth 

& McDaniel, 1993), since the question received high impact (2.94). The production cost for such 

designers are likely to be higher than for a established larger company since most production is 

at small-scale, therefore clothes like a normal t-shirt will be more costly to produce and sell but 

not necessary have a higher quality. However, it is not certain that price signals quality for the 

recipients as suggested by Berkowitz et al. (1992) and Groth & McDaniel (1993), since the 

response “to what degree does a high price signal high quality?” received high impact (2.78). 

This becomes more intriguing as one can imagine that a majority of the respondents have a great 

deal of insight into the fashion and luxury industry as consumers. This indicates that other values 

are of equal importance in luxury consumption. 
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The functional dimension 

  
The functional dimension overall received high impact (3.1), which means our hypothesis was 

correct. Regarding the question “how important is it for me that my products last a long time?”, 

the recipients responded with high impact (3.92). This could be because of the fact that luxury 

brands often offer hand-made, better quality and performance goods compared to non-luxury 

brands (Wiedmann et al., 2007). Many of the recipients are fashion-oriented and this often 

correlates with having high standards regarding the materials used in producing clothing. When 

one can afford expensive clothing, the value of uniqueness is prioritized by that individual. “How 

important is it that only a few people can own the same garment as me?” received high impact 

(3.14). This question showed some diversity in the response rate. Both high and low impact 

ranks were prevalent in the responses from the recipients. Uniqueness value stresses exclusivity 

and rareness of a product with a limited production (Wiedmann et al., 2007). Usability is both 

the product’s properties and the consumer’s needs according to Wiedmann et al. (2007). “How 

much technological/high-performance clothing do you own?” received low impact (2.31). This 

is because functionality or technological clothing is not a feature of the clothing made by most of 

these luxury brands and is not as popular amongst the respondents or the members of these 

particular forums.  

  
The individual dimension 

  

The individual dimension overall received high impact (3.39), which means our hypothesis was 

correct. The self-identity value question “to what degree do your favorite brands help you to find 

yourself?” received high impact (2.58). This is one of the lowest rated values. We didn’t expect 

more recipients to sympathise with the idea that they devoted a part of their identity through 

fashion. Since “consumer behavior is affected by self-image” (Sirgy, 1982) and luxury brands 

can create meaning for the identity (Holt, 1995; Vigneron & Johnson, 2004). Some brands 

actually help them construct a meaning for their identity as contended by Holt (1995) and 

Vigneron & Johnson (2004). This is an interesting indicator that many brands succeed in creating 

a brand image that will transcend to consumers and affect the self-esteem. Why is it otherwise 

important to pay a lot more for certain brands when you can find a substitute product cheaper? 
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We think this helps to explain the “The Paradox of Luxury”. Why would luxury consumption 

exist if it wasn’t for self-identity value and increase the self-esteem? Because customers may use 

luxury brands or products to develop or support their identity (Douglas & Isherwood 1979; 

Dittmar 1994). The materialistic value “how many items from designers you like do you own? If 

1=very few and 5=my whole wardrobe”, got the impact we expected (3.28). This was already 

expected because of the fashion-oriented nature of the respondents. The respondents have 

exhibited a high interest in fashion and in purchasing luxury clothing. Materialism is strongly 

present in the high-fashion industry. A materialistic consumer is likely to be have more 

possessions too (Wiedmann et al., 2007). This value is an enabler of some other values 

presented, for an example, the hedonic value “how excited do you feel when buying your favorite 

brands?” that received the highest mean rank (4.22). This is another key value for “The Paradox 

of Luxury” and therefore, also partly explains the consumer behavior behind luxury 

consumption. With this background we find that pleasure and excitement are two of the main 

contributors for the recipients when consuming items from luxury brands. Since hedonic value 

had the highest weighted average, therefore that this is one of the most important values that 

motivate people to consume luxury brands on these forums. 

  
The social dimension 

  
The social dimension overall received a high impact (2.63), meaning that our hypothesis was 

incorrect.The conspicuousness question “How important is it to get attention for your outfit?” 

(2.33) and prestige “how important is it for you to have the right brands to fit into different social 

environments?“ (2.19) actually have a greater impact on the recipients decision-making towards 

buying expensive clothes, since both questions received mostly low impacts. Some members on 

the forums identify themselves as being “anti-fashion” and dislike the idea of following a 

“trend”, still they post in threads where they display their outfits or closets. Some of the brands 

philosophies are “anti-fashion”, which paradoxically has become a new trend. Since many of the 

members on Stylezeitgeist will be aware of the term “Stylezeitgeist-approved”, some members 

want to adapt to the community. Therefore this dimension had a hypothesis with a low impact, 

because paradoxically, the members would not admit that they want to belong to different social 

environments and our hypothesis was fairly accurate. Individuals own desire to own luxury 
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products serve as a sign of belonging to a group (Wiedmann et al., 2007). The recipients agree to 

the statement that geographical location has an impact on clothing that they choose to wear. The 

contextual value question “do you think geographical location have any impact on the clothes 

you wear, for example in a big city versus a small village? 1=not at all and 5=of course it 

would.” received high impact (3.36). This question is not of a personal nature, therefore it is 

easier to accept the idea that there are some cultural differences in the clothing people wear. 

Trends in the countryside vary compared to those in urban centers such as Paris. 
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Conclusion 
 

Luxury is a construct relative to the object and the individual. That is to say that a higher value is 

placed on luxury in the context of the individual dimension or in the context of the functional 

dimension. However, the individual is driven to consume by the functional and individual 

dimensions. The functional and individual dimensions act as a catalyst for the process of 

consuming luxury goods, while the financial and social dimensions act as a regulatory force, 

strengthening or weakening the consumption pattern of the individual. The paradox of luxury 

consumption can partly be explained by consumer behavior and luxury value. The mappings of 

these behaviors are paradoxical because the behaviors themselves are not pragmatic and do not 

fit into economic theories of rationality, where all consumption is rational. By making this study, 

it enables manufacturers of luxury products to understand their consumers’ needs. This is an 

important distinction, since there are many ways to define luxury. Only by understanding the 

consumer’s needs can you pinpoint what it is individuals want from consuming luxury clothing.  

 

Hedonic value, which is a part of the individual dimension received the highest rank among all 

the values. This leads to the conclusion that the individual’s pleasure, excitement and 

conspicuousness is one of the most important factors for understanding luxury consumption 

Future research 
 

Could Simmel´s idea that value is not a characteristic of things, rather that it rather is a relational 

concept between the product and the subject, be relevant here? A future research regarding why 

consumer behavior is affected by self-image and self-esteem would be interesting. Another 

interesting idea that came up is to do a future research regarding how it is possible for certain 

luxury brands to be sold for more than retail price on a consumer to consumer market.  
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