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ABSTRACT

This thesis argues that Visual Merchandise Display (VMD) can enhance the consumers’
intentions to buy luxury brands and this influence is stronger for consumers with higher cultural
capital (CC) than for those with lower CC. Although contemporary research in the luxury
retailing literature explores, qualitatively, the role of museocological product presentation
techniques in building and sustaining a luxury brand image, it does not consider that people
can differ in their ability to decode or appreciate such display techniques. This thesis builds on
this emerging research by empirically and quantitatively investigating in four studies the
impact of VMD on consumer purchase intentions and the moderating role of CC. Furthermore,
it attempts to explain this effect by adopting a consumer-style-of-processing approach.The first
study uncovers one mechanism that explains how a combination of high-image VMD cues that
form a museum-like display affects the consumers’ luxury brand purchase intentions. A
symbolic art-infusion effect is explored and the empirical findings support the prediction that
a museum-like display can improve the consumers’ purchase intentions by increasing the
luxury perceptions and by lowering the perceived personal risk of the brand on display. The
second study develops a psychometric scale to measure CC. The third study re-estimates the
basic model after introducing into it the measure of CC. The strength of the basic relationships
was found to be contingent on CC, suggesting that consumers with higher CC tend to be more
strongly influenced by the store environment cues. The last study attempts to explain this
effect. The empirical evidence suggests that consumers with higher CC are, in general, more
responsive to store atmospherics and engage in a holistic style of processing the product on
display. Thus, even in moderately inconsistent, high-image store environments, consumers
with higher CC can appear more confident to purchase.

Key words: visual merchandise display, luxury brands, perceptions of luxury, personal risk,
contagion theory, cultural capital
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CHAPTER 1 INTRODUCTION



1.1 Overview

This chapter aims to familiarise the reader with the topic of my research and outlines a number
of the reasons that have motivated it. This research motivation, together with the existing gaps
in the marketing and retailing literature, has generated a number of research questions which I
have attempted to address. Specifically, the present study investigates the impact of Visual
Merchandise Display (VMD)—which concerns the organisation of the store environment
elements that are used to visually present a product to consumers—on consumer purchases of

luxury brands and explores the role of consumers’ cultural capital (CC).

1.2 Research Area and Research Motivation

The present study is motivated by the fact that experts predict that the luxury goods sector will
grow into a trillion-dollar industry by 2025 (see Figure 1.1, Green, 2011). Specifically, many
analysts expect that the growth in the UK luxury market will mainly come from international
travellers, and from wealthy and fashion-conscious consumers coming to the UK from

developing countries (Parry, 2011).

Figure 1.1: Growth in the luxury market

Growth
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Years

(Source: Green, 2011)

However, the share of so called ‘aspirational’ luxury consumers has fallen, mostly as a result
of the global economic recession (Stevens, 2008; 2010). Thus, luxury brands are increasingly

focusing on attracting the ‘savvy’ and ‘knowledgeable’ segment of society (Stevens, 2008;
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2010). However, the broader distribution and mass production practices have hampered the
consumers’ perceptions of luxury and reduced their perceived difference between luxury and
non-luxury brands (Stevens, 2008; 2010). The battle has now been transferred to the field of
‘experiences’. Since luxury brands can no longer proudly display the superiority of their quality
and craftsmanship, their marketing has started to focus on elements that generate a luxury
experience to satisfy the consumers’ senses in every encounter with their brand. Hence, now
more than ever before, understanding what influences the consumers’ luxury brand perceptions
and anticipated risk, and developing strategies to facilitate and maintain this advantage in the

marketplace have become important issues for luxury brand managers.

While many academics admit to knowing very little about the meaning and the mechanisms of
luxury brand consumption (e.g., Joy et al., 2014), recent studies increasingly recognise that the
retail environment is a valuable marketing tool for triggering important cues that influence the
consumers’ brand perceptions, as well as purchase intentions (Brengman et al., 2012).
Moreover, researchers argue that up to 90% of environmental cues are perceived through sight
(Edwards and Shackley, 1992) and, thus, among all in-store elements, the visual elements are

predominant (Davies and Ward, 2005).

A number of real cases about retailers and brand managers who have tried to remodel their
offline or online stores to communicate and build a favourable brand image have further
motivated the present research. For instance, in 2013, Karen Miller announced a substantial
remodelling of its stores, including a change in their look to communicate ‘affordable luxury’
(Felsted, 2013). Mr. Mike Shearwood, the chief executive of Karen Miller, announced that:
“Everything we do should be luxury except price. That gives you a true point of differentiation.”
However, it is still unclear how this can be implemented in a retail store context, and the

possible outcomes for the consumers’ brand perceptions and purchase intentions are uncertain.

Contemporary emerging research in luxury retailing seems to suggest that in the twenty-first
century, fashion and luxury brand consumption is an aesthetically pleasing consumption,
induced by visual merchandising techniques able to almost transform branded products into
artworks (Dion and Arnould, 2011; Joy et al., 2014). Researchers have recently come up with
new terms, such as ‘M(Art)World’, in an effort to reflect this ‘aesthetically oriented strategy’
and explain how the elements of art galleries and museums are pulled together into luxury

stores to create a concept of exclusivity and emblematic luxury (Joy et al., 2014). However,
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despite the researchers’ and marketers’ understanding of the importance of the visual store
environment cues in influencing consumers’ perceptions about a product on display, it is
unclear which specific store elements form a brand’s presentation style that is able to

communicate ‘luxury’ and, mostly, how and why this can improve consumption.

1.3  Gaps in the Literature

The extant literature on store atmospherics, visual merchandising and luxury retailing has
informed the present study. However, there are also gaps in the prior quantitative and
qualitative research, which together with the researchers’ call for further research have
motivated my interest to empirically investigate the impact of VMD on consumers’ purchase
intentions and explore the role of consumers’ CC in this retail context. Table 1.1 summarises

the identified gaps in the literature.

The early literature on store atmospherics has focused either on the effect of the general
construct of store atmosphere and its associated ‘physical attractiveness’ (e.g., Kotler, 1973;
Donovan and Rossiter, 1982; Mazursky and Jacoby, 1986), or on the effect of one (visual) store
cue at a time (e.g., Bellizzi et al., 1983; Eroglu and Machleit, 1990; Hui and Bateson, 1991).
In the former case, the studies do not provide guidance to retailers because they do not indicate
any specific store cues that can cause favourable effects on the consumers’ responses. In the
latter case, the studies that focused on a single store cue have provided some guidelines to
retailers but did not consider the effect of the interactivity between the different store cues.
However, these early researchers recognised that in reality the store elements holistically (i.e.,
together) affect the consumers’ responses (Baker et al., 1992; Baker et al., 1994). Hence, Baker
et al. (2002) invited more research to identify more store environment cues and test their
combined effect on consumers’ product and brand perceptions, considering also alternative

store settings and product categories, such as the case of luxury brands.
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Table 1.1: The identified gaps in the literature that have motivated the present study

Literature on:

Gap(s)

Author(s)

Store .

Atmospherics .

Lack of research on the holistic/combined effect of store environment cues on consumers’ responses.
The empirical findings need to be verified in different store settings and product categories, such as in luxury

brands.

Baker et al. (1992)
Baker et al. (1994)
Baker et al. (2002)

Visual o

Merchandising ®

Descriptive and qualitative research and absence of quantitative empirical evidences.

Absence of a systematic examination (empirical research) on the topic of visual merchandising.

Lea-Greenwood (1998)
Kerfoot et al. (2003)

e Absence of a proper qualitative typology of the VMD cues. Davies and Ward (2005)
Luxury e The effect of VMD (in its totality) on brand perceptions and purchase intentions in luxury brands remains ~Chan and Chan (2008)
Retailing unknown. Dion and Arnould (2011)
Joy et al. (2014)
Luxury e There is no research explaining ‘how’ the museological presentation techniques (or simply museum-like Dion and Arnould (2011)
Retailing displays) ultimately affect consumers’ purchases of luxury brands. Joy et al. (2014)
e The extant research does not consider that consumers’ level of CC might influence the intensity of the
speculated impact of a museum-like display on consumers’ luxury brand perceptions.
Contagion e  Future research is invited to investigate the contingent role of consumers’ familiarity with/knowledge of art on  Hagtvedt and Patrick
Theory the effect of the presence of art on consumers’ perceptions of luxury and evaluations for a product on display.  (2008a)
e Future research is invited to investigate a symbolic art-infusion effect that does not necessitate the physical
presence of an artwork.
Cultural Capital e The absence of a contemporary continuous measure of CC in marketing literature. Berger and Ward (2010)

Fashion knowledge often replaces CC in luxury brand research but is often seen as a crude proxy for CC.
There is no research to investigate whether consumers’ CC relates to their holistic-analytic style of information

processing in product consumption.

McQuarrie et al. (2013)
Rossel (2011)

(Source: this study)

20



More recent studies have addressed some of the issues of the early research in-store
atmospherics by investigating, for instance, the effect of a combination of visual store
environment cues, coining them as visual merchandising, in a luxury retail context (e.g.,
Kerfoot et al., 2003; Dion and Arnould, 2011; Joy et al., 2014). However, mainly because of
the nature of the topic, their investigation is descriptive or purely qualitative and the
quantitative empirical evidence that could confirm the speculated effects is, yet, missing from

the visual merchandising literature.

Specifically, the absence of a systematic examination (empirical research) on the topic of visual
merchandising is identified (Kerfoot et al., 2003; Davies and Ward, 2005). Accordingly, the
VMD elements that form a VMD have not been classified as such and they have not been tested
together as VMD. Hence, the literature on visual merchandising misses a proper qualitative
typology of the VMD cues, and the effect of VMD, in its totality, on the consumers’ brand
perceptions and purchase intentions is poorly investigated, especially, in luxury brands (Lea-

Greenwood, 1998; Kerfoot et al., 2003; Davies and Ward, 2005; Chan and Chan, 2008).

The luxury retailing literature has lately focused on exploring, but only qualitatively (e.g.,
through interviews), the effect of museological presentation techniques (e.g., museum-like
displays) on luxury brand image (Dion and Arnould, 2011; Joy et al., 2014). Accordingly,
VMD cues such as pedestals, shiny display cases, glass cabinets and lighting seem to influence
consumers’ luxury brand perceptions. However, although the effect of VMD cues that connote
a museum-like display on consumers’ luxury brand perceptions is speculated, the qualitative
findings of these studies need to be systematically organised and, most importantly, empirically
(quantitatively) tested to estimate the size of the speculated effect. Moreover, although this
qualitative research in retailing suggests certain product presentation techniques to enhance a
luxury brand image, it does not provide information on how these cues can ultimately improve
luxury brand purchases. Thus, the luxury brand managers and offline or online retailers, who
wish to launch, establish, or even reposition their brands in the luxury brand market, actually
learn very little on how to implement such product presentation techniques (i.e., what VMD
cues to use and why) and what the outcomes in terms of purchases could possibly be. Davidson
et al. (1988, p. 73) have argued, for instance, that retailers and brand managers are particularly
interested to know how to diminish consumers’ perceived risk, because this would be a
powerful advantage in building and expanding their market share. In luxury brand

consumption, consumers’ perceived financial, psychological and social risks, jointly referred

21



to as the perceived personal risk of a brand choice, constitute a serious constraint for the
consumers’ decision to buy (Tsiros and Heilman, 2005). Nevertheless, the extant literature
offers very little empirical evidence to suggest what VMD cues can ease such consumers’

purchase constraints.

Furthermore, and more importantly, although the qualitative research in luxury retailing
highlights the role of museological presentation techniques in building and sustaining a luxury
brand image, it does not consider that people can differ in their ability (i.e., ‘connoisseurship”)
to decode and appreciate such presentation techniques. However, many researchers agree that
an advanced aesthetic experience does not influence everyone to the same extent (e.g.,
Osborne, 1986). The capacity to receive and decode an aesthetic experience, signal, or
message, as well as the interest to develop this capacity further, cannot be the same among all
people (Bloch et al., 2003). For instance, Bloch et al. (2003) found that consumers’ centrality
(sensitivity) to visual product aesthetics influences their product-related responses, such as
their product aesthetic evaluations, attitudes and purchase intentions. Thus, two people exposed
to the same museum-like display can differ in the extent to which they are affected and, in turn,
sufficiently confident to make a purchase. Given that CC is described in the sociology literature
and taste theories as the capacity of a person to make ‘aesthetic judgements’ and display ‘good
taste’, the role of consumers’ CC on the effect of store cues that reference the world of art on

consumers’ luxury brand perceptions needs to be seriously considered.

Hagtvedt and Patrick (2008a), while investigating the effect of the presence of art on
consumers’ perceptions of luxury and evaluations in relation to a product on display, have
made an attempt to test the contingent role of the participant’s familiarity and knowledge of
art. Although the result did not confirm the contingent role of these variables, which are
conceptually very closely related to the construct of CC, the authors recognised that this was
possibly because of their homogeneous student sample. This limitation suggests that further
research is required because the use of a different or simply larger sample and a more
appropriate measure could have uncovered a contingent effect of the consumers’ CC in this

research context.

However, the marketing literature, to date, misses a contemporary continuous measure to
assess consumers’ CC. The prior research that uses the concept of CC is mostly qualitative,

which tends to set criteria to dichotomise a sample into two groups who are somewhat
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arbitrarily classified as people with high or low CC; or, it only approximates CC by assessing
the participants’ knowledge in a specific field of consumption, which is often a crude proxy
for CC and pre-supposes the consumers’ interest-involvement in the investigated field of
consumption (e.g., Berger and Ward, 2010; McQuarrie et al., 2013). For instance, the literature
on luxury brands tends to replace CC with fashion knowledge; nevertheless, the researchers
recognise this replacement as a limitation of their studies and a poor operationalisation of the
concept of CC (e.g., Berger and Ward, 2010). Moreover, since, to the best of my knowledge,
there is no research to incorporate both fashion knowledge and CC together into the same
consumer behaviour model, it is questionable whether they indeed operate in the same way and
whether fashion knowledge can correctly represent CC in a retail research context because the
motives that drive the in-store purchase behaviour of the people who are interested in fashion

can differ from that of the people who are interested in art and culture.

The identified limitations actually explain that the effect of VMD on consumers’ brand
perceptions and purchase intentions is poorly understood. While early studies in environmental
psychology (Morrow and McElroy, 1981; Sadalla et al., 1987) and store atmospheric (Baker
et al., 1994, Grewal and Baker, 1994, and Baker et al., 2002) apply inference theory to argue
that consumers make brand inference based on the high-image or low-image VMD cues that
they find inside a store, the more recent retailing literature vaguely talks about a ‘magic effect’
which is responsible for transferring perceptions of luxury from the VMD cues to the brand on
display (Dion and Arnould, 2011). The latter implies the occurrence of a special contagion
effect, which Hagtvedt and Patrick (2008a) have called an art-infusion effect. However, to date,
studies on contagion have focused primarily on manipulations of the physical connectedness
between, for instance, an artwork (or the artist) and the product on display (e.g., Hagtvedt and
Patrick, 2008a, Dion and Arnould, 2011). An art-infusion effect, whereby a display mode
symbolically (i.e., through similarity) references the world of art and without clear references
to specific artworks or artists contaminates the brand with luxury perceptions, is worth
empirical investigation because relevant findings can make a novel contribution to the

literature on contagion (e.g., Hagtvedt and Patrick, 2008a).

Finally, although many cross-cultural studies have investigated whether culture determines
people’s holistic-analytic way of thinking and processing of information (e.g., Singelis and
Brown, 1995; Gudykunst et al., 1996) and many social psychologists have suggested that even

individuals within the same culture can differ in this respect (e.g., Singelis, 1994; Triandis,
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1995; Konrath et al., 2009), there has been no research, to the best of my knowledge, to
investigate whether consumers’ CC relates to their holistic-analytic style of information
processing in product consumption. The implications of such evidence would be very
important for retailers and brand managers because they are particularly interested in
classifying consumers and understanding the way that different market segments think,

evaluate, and ultimately purchase.

1.4  Research Question and Research Objectives

Based on the reasons that have motivated the present study and on the identified gaps in the

literature, the main research question is formulated as follows:

Do the VMD cues that form a museum-like display affect the luxury brand perceptions
and purchase intentions of all consumers equally and positively? Or, are only those

consumers with higher CC substantially affected by such display cues?

Although there is one main research question, the present investigation has a number of

research objectives, which are outlined as follows:

¢ The first objective of this research is to identify a combination of VMD cues that form a
museum-like display and to test the impact of this VMD on consumers’ purchase

intentions in the context of luxury brands.

¢ The second research objective is to understand ‘how’ a museum-like display affects
consumers’ luxury brand purchase intentions; in other words, to focus on uncovering the
process through which this is happening.

¢ The third objective is to develop a scale to measure consumers’ CC.

¢+ The fourth objective is to investigate whether, in luxury brand consumption, the effect of

a museum-like display on consumers’ purchase intentions is contingent upon the

consumers’ level of CC.
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+* The final objective is to explain ‘why’ the consumers’ level of CC influences their store-

induced brand perceptions and purchase intentions.

1.5 The Theoretical Framework and the Research Hypotheses

The present study initially relies on two seemingly complimentory theories to explain the effect
of a combination of high-image VMD cues that form a museum-like display on consumers’
luxury brand perceptions. Firstly, taking insights from the early empirical studies in
environmental psychology (Morrow and McElroy, 1981; Sadalla et al., 1987) and store
atmospherics (Baker et al., 1994, Grewal and Baker, 1994, and Baker et al., 2002), this study
applies inference theory to argue that consumers can make luxury and risk inferences about a
brand on display, based on the high-image or low-image VMD cues that can be found in the
store environment. However, special contagion effects also seem to underpin the phenomenon,
whereby perceptions of luxury are transferred from a source, which in this case is the museum-
like display, to a recipient, which is the brand on display (Hagtvedt and Patrick, 2008a; Dion
and Arnould, 2011). Although the present study presents both theories, it finally focuses on a
symbolic art-infusion effect to theorise that a museum-like display can symbolically (i.e.,
without the physical presence of an artwork) reference the world of art through similarity with
museums and art galleries, which are the places where the artworks usually reside, and

contaminate the brand on display with luxury perceptions that are usually attached to artworks.

To uncover how VMD ultimately impacts the consumers’ purchase intentions for luxury
brands, the present study uses Mehrabian and Russell’s (1974) stimulus-organism-response (S-
O-R) framework, which is also used by many consumer behaviour and retailing studies to
theorise that consumer’s behavioural responses to an environmental stimulus can be explained
through the changes in the consumer’s cognitive and/or affective state (e.g., Mummalaneni,
2005; Ha and Lennon, 2010). Accordingly, Figure 1.2 presents the basic conceptual model for
this study. In this, VMD (i.e., the visual stimulus) affects the consumers’ luxury brand

perceptions and personal risk.! In turn, luxury brand perceptions and personal risk, as a

' Evidence in the literature, also underpinned by the S-O-R framework, suggests that

consumers’ store-based brand perceptions, juxtaposed to consumers’ consumption motive,
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composition of affective and cognitive schemas (i.e., organism) can affect the consumers’

purchase intentions for the luxury brand on display (i.e., response).

Figure 1.2: The basic conceptual model of the impact of VMD on consumer purchase

intentions for luxury brands based on an S-O-R research framework.

Stimulus Organism Response

Perceptions of

Display for Luxury Brands

v

Personal Risk

/ oy \
Visual Merchandise i Purchase Intentions

The conceptual model in Figure 1.2 refers to the average consumer. However, people differ in
ways that can affect the two parallel processes depicted in Figure 1.2. The present study, relying
initially on taste theories, supposes that CC reflects a person’s capacity to make aesthetic
judgements and display good tastes, and can influence the intensity of the impact that a
museum-like display has on consumers’ luxury brand and risk perceptions, and, ultimately, on
their purchase intentions. Moreover, in this retail research context, consumers’ CC and fashion
knowledge may influence differently the consumers’ brand perceptions and purchase
intentions due to the different consumption motives of the people who are interested in culture

and of those who are interested in fashion brands.

Lastly, the present study adopts a consumers-style-of processing approach to explain why
consumers with higher CC can be more affected by the store environment cues when making
product purchase decisions. Specifically, the assimilation-contrast theory is used to argue that
in a product purchase situation, consumers’ level of CC affects their store atmospheric

responsiveness and makes them to evaluate a product on display (i.e., the visual stimulus)

shape the consumers’ perceived risk (Mitchell and Harris, 2005). Thus, a link between

consumers’ perceptions of luxury and personal risk can also be theorised.
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holistically rather than analytically, considering, apart from the product characteristics, also
the VMD cues that are used in displaying it. However, the engagement of such holistic
processing mode can also affect consumers’ capacity to notice mild inconsistencies in the
store’s environment. Hence, in a moderately inconsistent high-image store environment, the
product evaluations and purchase intentions of the consumers’ with higher CC may be higher,

as compared of those with lower CC.
Accordingly, and throughout the literature review chapter that follows, 13 research hypotheses

will be generated. Tablel.2 summarises these research hypotheses that will be empirically

tested to address the research objectives of this study.
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Table 1.2: Summary of Research Hypotheses

Study Hypothesis

HI 1 The VMD cues that form a museum-like display positively affect the consumers’ purchase intentions for a luxury brand on display.

H2 1 The VMD cues that form a museum-like display indirectly increase the consumers’ purchase intentions, through the enhancement of the consumers’
perceptions of luxury for the brand on display.

H3 1 The VMD cues that form a museum-like display indirectly increase the consumers’ purchase intentions through the decrease of consumers’ personal risk
for the brand on display.

H4 1 The VMD cues that form a museum-like display indirectly increase the consumers’ purchase intentions through the serially linked mediators of
perceptions of luxury and personal risk.

H5a 2  The mechanism via which VMD increases the consumers’ purchase intentions by increasing the perceptions of luxury for the brand on display, is
contingent upon the consumers’ CC. Specifically, the effect of VMD cues on luxury brand perceptions is stronger for the consumers with higher CC.

H5b 2 The mechanism via which VMD increases the consumers’ purchase intentions by increasing their perceptions of luxury for the brand on display, is
contingent upon the consumers’ fashion knowledge. Specifically, the effect of VMD cues on luxury brand perceptions is weaker for the consumers with
higher fashion knowledge.

H6a 2  The mechanism via which VMD increases the consumers’ purchase intentions by decreasing their personal risk for the brand on display, is contingent
upon the consumers’ CC. Specifically, the effect of VMD cues on personal risk is stronger for the consumers with higher CC.

Heéb 2  The mechanism via which VMD increases the consumers’ purchase intentions by decreasing their personal risk for the brand on display, is contingent
upon the consumers’ fashion knowledge. Specifically, the effect of VMD cues on personal risk is weaker for the consumers with higher fashion
knowledge.

H7 2 The mechanism via which VMD increases the consumers’ purchase intentions through the increase of perceptions of luxury is contingent on the
consumer’s CC and not on their fashion knowledge.

HS8 2 The mechanism via which VMD increases the consumers’ purchase intentions through the decrease of personal risk is contingent on the consumer’s CC
and not on their fashion knowledge.

HY 3 In a moderately inconsistent high-image store environment, consumers’ CC positively affects their purchase intentions for the brand on display.

H10 3  In a moderately inconsistent high-image store environment, consumers’ CC indirectly increases their purchase intentions through the increase of their
perceptions of luxury and the decrease of their personal risk for the brand on display.

Hi11 3  Ina moderately inconsistent high-image store environment, consumers’ CC indirectly increases their purchase intentions for the brand on display
because of their store atmospheric responsiveness.

HI2 3  Inamoderately inconsistent high-image store environment, consumers’ CC indirectly increases their purchase intentions for the brand on display
because of their holistic style of information processing.

HI3 3 In a moderately inconsistent high-image store environment, consumers’ CC indirectly increases their purchase intentions for the brand on display

through the serially linked mediators of store atmospheric responsiveness and holistic style of processing.
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1.6 Research Methodology and Research Design

In social sciences two main epistemological orientations are predominant: positivism and
constructionism (also referred as interpretivism) (Thomas, 2004). The key differences between

these epistemologies are summarised in Table 1.3.

Table 1.3: The main differences between positivism and constructionism

Epistemology Positivism Constructionism
(1i.e., theory of
knowledge)

Preferred conceptions of:
The human world: Set of natural objects Set of human meanings
Analytical approach: Variable analysis Cultural analysis
Theory of human Behaviourism Symbolic interactionism
behaviour/action:
Relation between Explain actions in terms of structures ~ Explain structures in terms of actions
structure and action:
Knowledge: General, nomothetic, universal Particular, ideographic, contextual
Data: Given, found Constructed
Method of securing data: ~ Data collection via observation Data construction via interpretation
Description: Quantitative measurements Qualitative descriptions
Explanation: Statistical relations Narrative accounts
Causal emphasis: External to internal Internal to external
Prediction: Based on statistical forecasts Based on understanding of typical

behaviour in typical situations
Preferred research approach.:

Research strategies: Experiment, quasi-experiment, survey Case study, ethnography, action
research

Research methods: Self-completion questionnaire, structured  Unstructured interview, participant
interview, structured observation, observation, personal documents
psychological tests (diaries, letters, etc.)

Analytical method: Multivariate statistical analysis Hermeneutics

Methodological Internal validity, contextualization Generalisation, replication

problems:

(Source: Adapted from Thomas, 2004; p. 127)

The present study adopts a positivist approach because this is suitable for exploring the causal
relationships between the investigated variables as well as for quantifying the investigated
effects (Thomas, 2004). The empirically grounded techniques in the positivist paradigm,
according to Thomas (2004), decrease researchers’ biases that usually hamper the research

process and increase the generalisability of their results.
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Regarding the methodological approach of conducting a research, researchers in general
distinguish between quantitative and qualitative research. Accordingly, Table 1.4 presents the

main differences between these two methodological approaches.

Table 1.4: The mains differences between quantitative and qualitative research

Issues to be considered: Quantitative Qualitative
Ontological orientation: Objectivism Constructionism
Epistemological Positivism Interpretivism
orientation:

Data collection: Pre-coded surveys or other Direct, fluid, observational
formulaic techniques techniques

Data analysis: Statistical analysis aimed at ~ Analysis focused on context-
highlighting universal specific meanings and social

cause and effect practices
relationships
The role of conceptual Separates theory from Views theory and methods as
framework: methods inseparable

(Source: Adapted from Marvasti, 2004)

The present study uses a qualitative approach only to build understanding around certain
concepts but focuses on the quantitative methodology to test, validate and contribute to extant
theories of how certain phenomena which relate to these concepts occur. This quantitative
methodology is mostly used by the empirical studies in behavioural sciences that emphasise

the data collection and its quantitative analysis (Bryman, 2008).

Specifically, the present study’s hypotheses are tested by conducting three main experiments.
However, four studies in total facilitate the present investigation. The research design, the
applied methodology, the sampling strategy and the data analysis technique differ across my
studies depending on the objectives of each one of them. Figure 1.3 presents schematically the
general research design and summarises the whole investigation while Figure 1.4 presents a

flowchart that depicts the sequence of studies and pre-tests/preliminary studies.
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Figure 1.3: Schematic diagram of the research design

Insights from the literature

v

Conceptualisation and generation of
research hypotheses

Study 1

CC scale development study

Study 2

Study 3

A

A 4

Critical review of the results, conclusions

& contribution to knowledge

(Source: this study)
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Figure 1.4: A flowchart of the sequence of studies and pre-tests/preliminary studies

—

Pre-test 1:
a) Qualitative inquiry: to
identify “high-image” and
“low-image” VMD cues (n; =
24 students; n, = 24 non-
students)
b) Quantitative inquiry: to rate
the extent to which each VMD
cue is “high image” (n = 48,
male and female students and
non-students)

Pre-test 2:

Within-subject experimental design:

stimuli development (n = 48, male and
female students and non-students)

v

Preliminary Data/Pilot Study:

Between-subject experimental design
(n =34 female undergraduates)

Main Study 1:

Between-subject experimental design:

Study 1: The Influence of a Museum-Like Display on
Consumer Purchases of Luxury Brands: The Mediating
Role of Perceptions of Luxury and Personal Risk.

to test Hypothesis 1 — Hypothesis 4
(n =126 female undergraduates)

Pre-test 1:

Qualitative inquiry: semi-structured
interviews to identify the
components of the CC Construct (n
= 14 males and females with above
the average CC)

Pilot Study:

— Survey: purification of the CC scale
(n =70, female undergraduates)

v

Validation Study:

The Scale-Development for

CC: Attitudinal and

Behavioural Measures of CC.
A

Survey: as part of Study 2
(n =166, female undergraduates)

Study 2: The Role of CC in Explaining Consumer’s
Purchase Intentions when Exposed to a ‘Museum-
Like’ Display.

Main Study 2:

Between-subject experimental design:
to test Hypothesis 5 — Hypothesis 8

(n =166, female undergraduates)

Pre-test 1:

On-line Survey: stimulus
development/material pre-
test (n =19, full-time
working females, age: 19-50)

Main Study 3:

On-line survey: Tests Hypothesis 9 to

Hypothesis 13 (n = 193 full-time
working females in UK, age 19-50)

Study 3: The Impact of CC on Consumer
Purchases of Luxury Brands in a
Moderately Inconsistent Store
Environment: A Consumer-Style-of-

Processina Approach.
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1.7 Findings and Contributions

This thesis provides empirical findings and draws conclusions that extend the extant literature

on store atmospherics, visual merchandising and luxury retailing.

Firstly, a typology of VMD cues that relate to consumers’ perceptions of luxury is proposed
and the combined effect of the VMD cues that form a museum-like display, on consumers’
luxury brand perceptions and purchase intentions is empirically tested. The quantitative
findings of the first study (Study 1) build on the emerging qualitative research in the luxury
retailing by providing empirical evidence of a mechanism that explains that a museum-like
display increases consumer purchase intentions for a luxury brand by increasing the
consumers’ perceptions of luxury for this brand which, in turn, decreases the perceived

personal risk associated with this brand choice.

Perhaps the most important contribution of this thesis concerns the investigation of the role
that CC plays in a retail context. To measure the consumers’ CC, this thesis develops and
validates two CC scales: one attitudinal and one behavioural that assess attitudes towards and
participation in contemporary cultural activities, respectively. Specifically, a scale-
development study updates the conceptualisation and operationalisation of this relatively old
concept, which often tends to be time and context dependent, and contributes to the marketing

literature that is lacking a contemporary continuous CC measure.

The following study (Study 2), after introducing CC, replicates Study 1 and provides empirical
evidence to suggest that the strength of the previously identified relationships are contingent
upon consumers’ level of CC. Specifically, consumers with higher CC, compared to those with
lower CC, are found to be more strongly influenced by the VMD cues. Moreover, this study
tests the influence of both CC and fashion knowledge by introducing them together into the
same model. Interestingly, CC is found to behave differently and to some extent oppositely to
fashion knowledge in influencing consumers’ store-induced perceptions and purchase

intentions, although the latter has been used as a proxy for CC in prior marketing studies.

The last study (Study 3) designs an experiment that modifies the museum-like display
environment into an alternative store environment, consisting, in its majority, of high-image

VMD cues that do not necessarily entail ‘museum-like’ connotations. Although in this

33



moderately inconsistent high-image store context CC is still found to influence consumers’
purchase intentions, the size of this effect is now very small. Moreover, the influence of
consumers’ CC on purchase intentions is no longer explained through the increase in
consumers’ luxury brand perceptions or the decrease in their personal risk. Two alternative
processes are proposed which explain the positive influence of CC on purchase intentions in
this store context, namely through consumers’ store atmospheric responsiveness and holistic
processing style. In particular, the empirical results suggest that consumers’ with higher CC
are more responsive to store atmospherics and they engage in a holistic style of processing of
the product on display (i.e., the visual stimulus). This holistic perceptual style makes them miss
mild inconsistencies in the store’s environment and appear more confident to purchase, as

compared to those with lower CC.

By providing a critical review of the results, the present study adds to the theoretical
understanding of the effect of VMD on consumers’ brand perceptions and purchase intentions.
Accordingly, the results suggest a symbolic type of art-infusion effect, caused by the holistic
organisation of certain VMD cues that reference (through similarity) the art institutions, such
as museums and art galleries, and, thus, contaminate the brands with luxury perceptions that
are usually attached to artworks. The occurrence of such an art-infusion effect might also
explain why the impact of these VMD cues is stronger for the consumers with higher CC.
Although the last observation needs to be tested in a future study, the present research makes
a contribution to the literature on contagion. It suggests that the physical presence and
connectedness of an artwork (or artist) with a brand can be unnecessary for an art-infusion
effect to occur, when, in a retail context, VMDs symbolically reference the world of art and
the places where the artworks usually reside. The present research also makes, to the best of
my knowledge, the first attempt to investigate whether consumers’ CC relates to their analytic-
holistic style of information processing in product consumption. Although only a weak
relationship is identified between the consumers’ CC and their holistic style of processing in a
retail store environment, this investigation uncovers several relevant issues that are worth to
investigate further since additional insights on this topic would be of great help for retailers,

brand marketers and academics alike.

1.8  Structure of the Thesis

Figure 1.5 illustrates the structure of this thesis.
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Chapter 1 — Introduction. The first chapter will introduce the research area and it will outline
my research motivations and objectives. It will also briefly identify the gaps in the existing
literature. The theoretical framework and the research hypotheses are then briefly discussed. A
short description of the methodology is presented. Finally, the key empirical findings,

conclusions and contributions to the literature are summarised.

Chapter 2 — The Consumers’ Luxury Brand Consumption Motives: The Influence of
Perceptions of Luxury on Purchase Intentions. This chapter analyses the concepts of luxury
brands, focusing on the perceived benefits of the luxury brand consumption that determine

consumes’ luxury brand perceptions and purchase intentions.

Chapter 3 — The Impact of Visual Merchandise Display on Consumer Purchases of Luxury
Brands: The Mediating Role of Perceptions of Luxury and Personal Risk. This chapter
thoroughly reviews the literature on store atmospherics, visual merchandising and luxury
retailing. It then, analyses and organises the finding of the earlier quantitative research on store
atmospherics, and of the more recent qualitative research on visual merchandising and luxury
retailing to propose a typology of the VMD cues that affect consumers’ perceptions of luxury.

The concept of personal risk in luxury brand consumption is also investigated.

Chapter 4 — The Moderating Role of CC. This chapter reviews in detail the literature on CC
and reflects on the way that CC has been previously conceptualised and operationalised. The
concept of CC as consumers’ individual characteristic that determines consumers’ centrality to
visual aesthetics and influences their responses to store atmospheric stimuli is then explored.
Finally, this chapter reviews the styles of processing literature to understand the relationship

between consumers’ CC and their holistic-analytic perceptual styles.

Chapter 5 — Study 1: The Influence of a Museum-Like Display on Consumer Purchases of
Luxury Brands: The Mediating Role of Perceptions of Luxury and Personal Risk. This chapter
discuss the design and the methodology of the first experiment, reports the findings from the
pretesting materials, and presents and reflects on the empirical results from the main study

(survey) with 126 female undergraduates from Cardiff University.

Chapter 6 — The Scale-Development for CC: Attitudinal and Behavioural Measures of CC.

This chapter presents the methodology and the results of the development of two psychometric
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scales to measure consumers’ CC. This scale-development study entails both a qualitative
phase and two quantitative studies that define, clarify, refine, and validate the instruments using

student participants.

Chapter 7 — Study 2: The Role of CC in Explaining Consumer’s Purchase Intentions when
Exposed to a ‘Museum- Like’ Display. This chapter discuss the design and the methodology of
the second experiment, and presents and reflects on the empirical results from an online survey
with 166 undergraduate female students who were enrolled in different subjects at Cardiff

University.

Chapter 8 — Study 3: The Impact of CC on Consumer Purchases of Luxury Brands in a
Moderately Inconsistent Store Environment: A Consumer-Style-of-Processing Approach. This
chapter discuss the design and the methodology of the third study. It then reports the findings
from pretesting the study’s stimulus; next, it validates the behavioural and attitudinal measures
of CC using an alternative non-student sample; finally, it presents and reflects on the empirical

results from the main online survey with 193 full-time working females who reside in the UK.

Chapter 9 — Discussion and Conclusions. This chapter draws together the findings from the
literature review and the empirical investigation. The results are discussed against the research
question/objectives to provide conclusions to the study. The theoretical and managerial
contributions are then highlighted and the chapter concludes with the study’s limitations and

suggestions for future research.
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Figure 1.5: The structure of the thesis
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1.9 Summary

This introductory chapter presented the research area and the research background of my study.
Accordingly, the research objectives and hypotheses of the following investigations were
introduced. The methodology, the key findings, and the contributions of this study were briefly
discussed. The next chapters explore in detail each of these topics following the structure,

which is presented in Figure 1.5.
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CHAPTER 2 THE CONSUMERS’ LUXURY BRAND CONSUMPTION
MOTIVES: THE INFLUENCE OF PERCEPTIONS OF
LUXURY ON PURCHASE INTENTIONS
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2.1 Overview

The luxury goods sector is predicted to grow into a trillion-dollar industry by 2025 (Green,
2011). For the UK luxury market, many analysts have attributed the expected growth to mostly
come from international travellers and from wealthy and fashion-conscious consumers coming
to the UK from developing countries (Parry, 2011). However, as the share of the so called
‘aspirational’ luxury consumers is falling, and the broader distribution - mass production
practices seem to be reducing the consumers’ perceived difference between luxury and non-
luxury brands, understanding what influences their luxury brand perceptions and developing
strategies to facilitate and maintain this advantage in the marketplace, is an important issue for
luxury brand managers, (Stevens, 2008; 2010). This chapter introduces and analyses the
concepts of luxury brands, focusing mostly on the perceived benefits of the luxury brand
consumption and on what determines consumes’ luxury brand perceptions and purchase
intentions. Accordingly, the next section aims first to:
(1) Identify how consumer behaviour theory and branding practices have evolved over
time;
(2) Define the concept of a luxury brand today;
(3) Identify the consumers’ luxury consumption motives (i.e. introduce the consumers’ key
luxury value perceptions) which drive their luxury brand perceptions; and,
(4) Provide evidence in the literature to support the notion that the consumers’ perceptions

of luxury affect their purchase intentions.

2.2 Consumer Behaviour Theory

Consumer behaviour theory constitutes the broader theoretical umbrella under which the
present thesis finds its theoretical ground. Bray (2008) gathers into one conceptual
(unpublished) paper the theoretical models and approaches that have emerged through the
years to explain how consumers make purchase decisions. Although initial conceptualisations
were solely based on capturing the consumers’ rationale and conscious incentives (e.g.,
Zinkhan, 1992), more contemporary researchers in the field have started looking at the same
picture through the lenses of psychology and sociology (Solomon et al., 2012). Thus, utility
theory, which presents the consumer as a strictly rational decision maker (see Zinkhan, 1992),
explains part of the picture but does not explain ‘how’ consumers think, feel and process

information during a purchase decision (Blackwell et al., 2001). On the other hand, several
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psychological and sociological factors (such as consumers’ self-construal tendencies and
cultural resources) seem to be needed to explain how the consumers form perceptions,
attitudes, and behaviours towards, for example, a product and its brand on display (Solomon

etal., 2012).

Bray (2008) advises that Freudian Psychoanalytic Theory (Freud, 1856-1939), Satisficing
Theory (Simon, 1997), and Prospect Theory (Kahneman and Tversky, 1979) are examples of
theories suggesting that the consumer’s behaviour is initiated by ‘intrinsic needs’ and ‘desires’
(i.e., psychological motives). On the other side, behaviourism argues that actions, thoughts,
and feelings are mainly the learned results of factors external to the individual. Nevertheless,
behaviourism has failed to explain why consumers do not all respond in the same way, even
after being exposed to the same stimuli (Wegman, 2013). This inadequacy will be addressed
in this thesis by investigating the role of individual difference variables, focusing on

consumer’s CC and style of information processing.

The cognitive approach in consumer behaviour offers an improvement to the above mentioned
inadequacy. Bray (2008) refers to Plato, Socrates, Aristotle, and Descartes as building the
foundation of cognitive psychology. However, researchers of consumer behaviour only
recognised cognitive psychology in the 1950s, when Hebb’s Stimulus-Organism-Response (S-
O-R) model was introduced and found to be a valuable tool in explaining the consumer’s
purchase decision process (Furedy and Riley, 1987). This model will be extensively explained
later on in this literature review. Although the S-O-R model may seem to imply that the
‘organism’ (i.e., the individual) is passive towards the stimuli’s influences (Eysenck and
Keane, 2000), contemporary theorists use inference theory (e.g., Huber and McCann, 1982) to
underline the fact that consumers are rather savvy people who use their perceptions, prior
knowledge, and past experiences while ‘searching’ for the information they need when being
exposed to a stimulus. Thus, based on this approach, consumers can use environmental and
social stimuli as informational inputs which are then processed using perceptions, knowledge,
memories, thoughts, and feelings to reach their decisions (Sternberg, 1996). The fact that the
cognitive approach portray no more the consumer as a ‘super-rational man’ or a ‘waif of

external events’, contributed to the dominance of this approach (Bray, 2008).
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Moving towards even more complex (analytical) interpretations of the cognitive approach,
such as the Theory of Buyer Behaviour (Howard and Sheth, 1969) and the Consumer Decision
Model (Engel et al., 1986), culture and social class constitute environmental elements that can
also affect consumer’s information processing and decision making. The consumers’
untouchable resources, such as knowledge, values, and lifestyle choices, also affect the way
that they think and act (Blackwell et al., 2001). Moreover, Solomon et al. (2012) describes the
consumers’ purchase intentions as the combined effect of their attitudes towards a product and
the influence of others on their behaviour; the strength of this influence though, depends also
on the consumers’ individual characteristics (such as their susceptibility to interpersonal
influences) as well as on the particular consumption situation and product category (Solomon
etal., 2012). Thus, Expectancy-Value models (e.g., Fishbein, 1963), for instance, suggests that,
depending on the consumers’ individual characteristics, the particular consumption situation
and product category, the consumers have certain beliefs about the satisfaction/value that can
receive from products / brands but also evaluate certain risks (the possibility of not receiving
satisfaction / value) in relation to a specific product or brand choice (Bagozzi, 1985). This
determines in the end their attitudes towards this brand (Cohen et al., 1972). Expectation
Confirmation Theory (ECT) explains then, that the disconfirmation of such consumer

expectations leads to dissatisfaction or increases perceived risk.

To summarise, the theories presented above set the general scene for the conceptualisations in
the present thesis, which will be presented in greater detail throughout this literature review.
However, research on consumer behaviour continues to evolve. Contemporary researchers in
this field have begun turning their attention to a more introspective exploration of the
individual reasons that could explain behaviour (Bray, 2008). Thus, a solely cognitive approach
may neglect the emotional factors which influence the purchase decision process. Nevertheless,
emotional factors can complicate, sometimes unreasonably, a consumer behavioural model
while requiring sophisticated data collections techniques, such as eye-tracing machines and so
on (Bray, 2008). In any case, the evolution of consumer behaviour research has transformed
also the practices that marketers use to communicate their products and build, maintain, and

refine their intended brand image.
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2.3 Branding Today

The evolution of consumer behaviour research has transformed branding. However, what does
branding ultimately mean? According to the American Marketing Association (2015), the term
branding usually refers to the orchestrated practices of building certain and intended
knowledge (perceptions) around a company’s products. In 2008, Market Wire forecasted that
branding will tend to focus on innovation. Given that affluent shoppers have already acquired
most of the things that they need, the only thing that they truly need is: ‘a new and powerful
reason to shop’ (Stevens, 2008). Thus, branding today is more about providing reasons to buy
even to the reluctant consumer. In the special case of luxury branding, the reasons to buy are
not based on sales and price discounts but rather on intelligent advertisements and branding
messages that underline perceptions of luxury value, such as aesthetic superiority,

workmanship, exclusivity and so on (Stevens, 2008).

Tapp and Warren (2010) argue that an emerging tendency of contemporary branding is to
subtly communicate the understated cleverness of a brand. This, branding technique only
appeals to those consumers who can ‘get it’ and who are, therefore, considered to be ‘insiders’.
Indeed, recent research in consumer behaviour points out the subtle ways that branding needs
to operate to succeed in signifying the brand user as modest and authentic (e.g., Berger and
Ward, 2010). Thus, while branding in the past was mostly informative, focusing on pointing
out the competitive advantages of a brand and the superiority of the brand user, branding today
1s more about sending ‘auratic’ brand messages which communicate the brand’s philosophy,
innovativeness, and creativity. As such, contemporary branding engages in actions that may
not directly relate to sales but which indirectly set the mechanisms through which consumers

who are ‘in the know’ connect with the brand and become willing to purchase it.

For example, in 2006, the LVMH group—a leading multinational corporation of luxury
goods—created the Fondation Louis Vuitton; this is a foundation that promotes art and exhibits
the work of several contemporary artists to an international audience. Apart from the fact that
the foundation’s building constitutes an iconic twenty-first century architectural achievement,
designed by the American architect Frank Gehry (see Figure 2.1), this action constitutes an
important cultural initiative that allows Louis Vuitton to build a mental link between the brand
and the world of art, effectively transferring luxury perceptions from the arts’ world to the

company’s brands.
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Figure 2.1: Fondation Louis Vuitton in Paris, 2014

(Source: www.fondationlouisvuitton.fr)

24  Defining Luxury Brands

According to the American Marketing Association (2015), the term ‘brand’ generally refers to
all of the features, names, symbols and so on, but also to the complex philosophies and special
meanings which mark and distinguish one company’s products from those of other companies.
For example, Nike is widely recognised as a leading American sportswear brand but the name
also has a special meaning; it comes from the ancient Greek goddess who personified victory

and it is used to expresses a relevant brand concept.

When referring to a product as a luxury brand though, people tend to attach to it a combination
of salient characteristics which raise the consumers’ expectations about the product in
comparison to its non-luxury counterparts. The word ‘luxury’ comes from the Latin word
‘luxus’ which means ‘excess’ (Chevalier and Mazzalovo, 2008). According to Chevalier and
Mazzalovo (2008), as early as 1607, people were already using the term luxury to describe a
way of life full of expenditure which showed elegance and refinement. Later on, the term
luxury was attached to objects, to describe something of unique value or high cost, such as an
artwork highly decorated with expensive and beautiful materials (Chevalier and Mazzalovo,

2008).

Today, luxury is often associated with excessive sophistication and when this concept of luxury
is applied to brands, it seems to be difficult to decide on a coherent luxury brand definition.

Many scholars in the marketing literature are increasingly conceptualising luxury brands as an
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integrated system comprising a combination of different facets (Beverland, 2004; Wiedmann

et al., 2009; Hansen and Winke, 2011). Although there is no single and explicit definition of

what a luxury brand is, many studies seem to agree on some key characteristics. It can be seen

from Table 2.1 that luxury brands are associated with perceptions of excellent quality and

finesse of craftsmanship, higher prices, prestigious image and it is also associated to

uniqueness, exclusivity and scarcity, an aura of authenticity evidenced via a strong brand name

and a history of high performance, creativity, aesthetic vision of beauty, and hedonic appeal.

Table 2.1: Defining luxury brands

Author(s)

Luxury Brand

Kapferer (1997)

Luxury brands incorporate the attributes of quality, beauty, sensuality, exclusivity,

history, high price and uniqueness.

Nueno and Quelch

Luxury brands possess the characteristics of premium quality, heritage of

(1998) craftsmanship, recognisable style, premium price, uniqueness and global reputation.
Dubois and Luxury brands incorporate six elements: excellent quality, high price, scarcity and
Paternault (1995) uniqueness, aesthetics/polysensuality, ancestral heritage, and personal history and

superﬂuousness.

Phau and Prendergast
(2000)

Luxury brands involve exclusivity, perceived quality, brand awareness, and well-

known brand identity.

Beverland (2004)

Luxury brands encompass a well-known identity, perceived quality, perceived

exclusivity, strong culture/strong sense of history, and a general focus on detail.

Tynan et al. (2010)

Luxury brands encompass high quality, expensiveness, non-essentiality, perceived

rarity, exclusivity, prestige and authenticity, symbolic and emotional/hedonic values.

Dion and Arnould

2011)

Imperatives for defining a brand as luxury are perceptions of exclusivity (rarity and
scarcity), aesthetic and technical superiority/excellence, distinction and singularity,
authenticity, association with a charismatic persona (e.g. the artist of the brand) and

a vision of beauty.

Miller and Mills Luxury brands are associated with high quality and price, prestige, creative
(2012) excellence, uniqueness, originality, creative imagination and innovative design.
Megehee and Spake Luxury brands suggest a configural experiential meaning that combines unique,
(2012) scarce, aesthetic, authentic, functional, and expensive elements.

Godey et al. (2012)

Luxury brands’ common denominators are beauty, rarity, quality, price, and an

inspirational brand endorsing the product.

Although such key characteristics may also appear as descriptors of non-luxury brands, Dion

and Arnould (2011) suggest that they describe a luxury brand construct when they are engaged
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holistically (together) and serve as different facets of a multifaceted concept, as shown in

Figure 2.2.

Figure 2.2: Luxury brand construct
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(Adapted from: Fionda and Moore, 2009)

But, we need to ask what discriminates luxury from non-luxury? For example, does a ‘luxury
brand’ mean simply a ‘high quality brand’ or is it just a ‘premium brand’? If not, then, what
determines the difference? As an effort to answer this question, luxury researchers have tried
to conceptualise what influences the consumers’ perceptions of luxury value for some time
now (Wiedmann et al., 2007, 2009; Tynan et al., 2010; Shukla and Purani, 2012) and marketing
studies have started to focus on the drivers of the consumers’ luxury brands perceptions
(Vickers and Renand, 2003; Vigneron and Johnson, 2004; Berthon et al., 2009; Hung et al.,
2011; Le Monkhouse et al., 2012). In identifying what makes luxury products and consumption
important for consumers (i.e., in identifying perceived luxury value), most scholars propose
multidimensional conceptualisations that encompass physical, functional, and also

psychological elements (Dubois et al., 2005; Wiedmann et al., 2009).

The aim of the next section is to review the literature on the consumers’ luxury consumption

motives, to identify the key perceived luxury values (i.e., the reasons explaining why
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consumers buy luxuries) that influence the consumers’ luxury brand perceptions, and then

show that these luxury brand perceptions can influence their purchase intentions.

2.5 Review of the Literature on Luxury Consumption Motives

The marketing literature suggests that the consumers’ perceptions of luxury in relation to
brands are influenced by the consumers’ consideration of what makes luxury consumption, in
general, important and valuable to them (i.e., their luxury value perceptions). To help the reader
understand, in the next chapter, how the store environment elements affect the consumers’
perceptions of luxury in relation to a product and its brand on display, I will first present some
background research on the consumers’ luxury consumption motives that determine their
luxury brand perceptions. In identifying such consumers’ luxury consumption motives (mostly
referred in the cited literature as perceived luxury value), multidimensional constructs, such as

those presented in Table 2.2 have been used in the literature.

Vigneron and Johnson (1999; 2004) distinguish between two major dimensions of luxury value
perceptions, namely personal (i.e., luxury value perceptions that concern one’s self) and non-
personal perceptions (i.e., luxury value perceptions that concern the relationships of one person
with others). In particular, they suggest five perceived values that distinguish luxury from non-
luxury consumption motives, namely quality value, conspicuous value, social value, unique
value, and emotional value. Wiedmann et al. (2007) adopt an even broader perspective to
explain that the consumers luxury consumption entails social value (which incorporates
conspicuousness and prestige values), individual value (which encompass self-identity,
hedonic, and materialistic values), functional value (encompassing usability, quality and
uniqueness values), and financial value (price). However, the authors found that among the
perceived luxury value sub-dimensions, the luxury’s quality and usability value, prestige value,
and hedonic value satisfy the consumers’ needs that mostly make them buying luxury brands
(Wiedmann et al., 2009). Finally, Tynan et al. (2010), and Shukla and Purani (2012) adopt the
same conceptualisation, distinguishing between functional values, self-directed symbolic
(expressive) values, other-directed symbolic (expressive) values, experiential / hedonic values,

and cost/financial values.
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Table 2.2: Consumers’ luxury consumption motives

Author(s)

Multidimensional Concepts

Vigneron and Johnson

(1999; 2004)

Two dimensions of luxury value perceptions: personal (i.e., perceived hedonic
value and perceived extended self) and non-personal perceptions (i.e., perceived

conspicuousness, perceived uniqueness and perceived quality).

Vickers and Renand

(2003)

Luxury brands incorporate a functional dimension but also experientialism
(sensory pleasure) and symbolic interactionism (towards desired groups and self-

image).

Wiedmann et al. (2007,
2009)

Four dimensions of luxury value perceptions: social (conspicuous and prestige
values), functional (usability, quality and uniqueness values), individual (self-

identity, hedonic and materialistic values), and financial value (price).

Berthon et al. (2009)

Luxury goods have three distinct value-based dimensions: (1) the objective
(material): the functional dimension; (2) the subjective (individual): the
experiential dimension (hedonic values); and, (3) the collective (social): the

symbolic dimension (in relation to others/to self).

Tynan et al. (2010);

Shukla and Purani (2012)

The key luxury value perceptions are: self-directed symbolic/expressive values,
other-directed symbolic/expressive values, experiential/hedonic values,

utilitarian/functional values and cost/ sacrifice values.

Zhan and He (2012)

Luxury brands provide functional benefits (e.g. quality, materials),
hedonic/emotional values, and satisfy social needs (consumers’ tendency to

conform to social norms) or distinguish oneself from others.

Godey et al. (2012)

Two types of luxury consumption orientation: social and personal. Accordingly,
utilitarian, emotional and symbolic dimensions underlie consumers’ personal
orientation. But, the symbolic dimension of a luxury brand incorporates two
sides: symbols of consumers’ taste (i.e., social salience) and icons representing

certain social groups (i.e., social identification).

(Source: this study)

To conclude, luxury consumption is seen by many researchers as an integrative system of

‘functionalism’, ‘experientialism’, and ‘symbolic interactionism’ (e.g., Vickers and Renand,

2003; Berthon et al., 2009). In the relevant literature though (e.g. Berthon et al., 2009; Tynan
etal., 2010; Truong, 2010; Han et al., 2010; Dion and Arnould, 2011; Bian and Forsythe, 2012;

Godey et al., 2012), symbolic values seem to incorporate, depending on the individual’s

identity (Zhan and He, 2012; Kastanakis and Balabanis, 2012) and cultural differences (Bian

and Forsythe, 2012), apart from social and conspicuous values, also ‘inconspicuous’ values

which indicate the consumers’ need for individuality and uniqueness as symbols of ‘good taste’

of a handful of people who are ‘in the know’. Take, for example, the case of Moynat, which is
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a French luxury brand of suitcases and leather accessories; consumers who buy Moynat buy it
knowing that ‘others’ cannot recognise this brand as a luxury unless they also buy that level of

luxury.

The next section presents evidence in the literature to argue that the consumers’ luxury

consumption motive determine their luxury brand perceptions.

2.6 Luxury Consumption Motives and Luxury Brand Perceptions

Reviewing the luxury literature, it is assumed that consumers buy luxury brands to simply
receive their functional, symbolic and hedonic benefits and thus fulfil their functional and
psychological needs. These perceived benefits (motives) have been consistently identified
among different studies in the marketing literature as ‘perceived luxury value dimensions’.
Figure 2.3 schematically presents this literature’s theorisations and shows that functional,
symbolic, and hedonic perceived luxury values (i.e., consumption motives) act independently
but also interact with each to form the consumers’ overall luxury value perceptions (i.e., the
consumer’s overall luxury consumption motives). Such consumer overall luxury value
perceptions then determine the consumer’s perceptions-evaluations about a luxury brand (i.e.,
affects the luxury brand image) which, in turn, affects her purchase intention for this luxury

brand (Bian and Moutinho, 2011; Shulka and Purani, 2012).
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Figure 2.3: The relationship between luxury consumption motives, luxury brand perceptions

and luxury brand purchase intentions.
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(Adapted from: Wiedmann et al., 2009; Shukla and Purani, 2012)

Perceived Functional Luxury Value

Consumers associate luxury brands with functional benefits (Zhan and He, 2012), mainly with
‘superior’ quality materials that give a feeling of reassurance of good workmanship (Aaker,
1991; Gentry et al., 2006). Luxury brands can, therefore, be differentiated on the basis of
craftsmanship and performance as compared to non-luxury counterparts (Vigneron and
Johnson, 2004; Nia and Zaichkowsky, 2000). This consideration affects the consumers’
perceptions of the brand’s overall excellence (Zeithaml, 1988) and integrity, generating
perceptions of ‘attention to detail’, ‘credibility’, and ‘product or production integrity’
(Beverland, 2004; p, 453). Gentry et al. (2006) found that in the mind of consumers, product
quality also plays an important role in distinguishing counterfeits from original luxury

products. Furthermore, it makes consumers perceive that their purchase will be a long-term
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investment (Haws and Poynor, 2008), which enhances further its perceived

functional/utilitarian value.

Perceived Symbolic Luxury Value

Many researchers tend to discriminate between personal and non-personal or individual and
social luxury values/benefits (e.g. Vigneron and Johnson, 2004; Wiedmann et al., 2009).
However, the consumers buy luxury driven by symbolic meanings (Berthon et al., 2009; Han
et al., 2010; Megehee and Spake, 2012), which entails social value via group affiliation or
differentiation (social identification) but which also satisfies individual needs for uniqueness
(social salience) (Amaldos and Jain, 2008; Godey et al., 2012). Consequently, social image
and self-image are blurred together into a symbolic luxury value dimension that explains the
consumers’ luxury consumption as an act of creating self-identity while transmitting signals to

others (Berthon et al., 2009; Bian and Forsythe, 2012).

According to conspicuous co