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Abstract (Group part)

The luxury industry has undergone significant transformation owing to the technological revolution
and its impact on consumer buying behaviors. To keep pace with this change, luxury brands have
adopted a customer-centric approach to establish long-lasting relationships and foster brand loyalty
variables and brands. The present thesis examines the adoption of blockchain technology by luxury
brands in the European market specifically for luxury handbags and its impact on consumer
behavior. The study employs market research and consumer psychology concepts to address three
key research questions. Through this study, a better understanding of the effects of blockchain

technology on consumer behavior and perception in the luxury industry will be achieved.
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1. Introduction (Group part)

The technological revolution that occurred in the late 20th century was the biggest transformation
that had an impact on the whole world. It had a positive effect on society who is benefiting from
the creation of new systems and tools that changed realities and shifted the power balance. This
transformation is already discernible in various areas. Advanced communication networks, coupled
with the adoption of modern technologies such as Acrtificial Intelligence (Al), Virtual Reality (VR),
Augmented Reality (AR), Internet of Things (10T), Blockchain, and many other tools, have made
it much easier for different firms and research centers to share information about technological
developments. As a result, the impacts of these advancements are now being felt far beyond the
borders of countries where discoveries were originally made. These innovations have allowed
businesses to harness the power of data and automation to grow and compete in the global
marketplace (Archibugi, 1988). In this context, one of the most important sectors that focused on
digitalization and adopted different technologies, allowing it to create a radical change, is the
luxury industry with consumers from different countries driving demand for high-end products
from many prestigious brands such as Chanel, Dior, Louis Vuitton, and Hermes (Mastropetrou &
Bithas, 2021).

With real-time access to vast amounts of data and powerful analytical tools, companies operating
in the luxury industry become able to analyze vast amount of data and make more informed
decisions, increase efficiency, and drive innovation in ways that were previously impossible
(Archibugi, 1988).

Moreover, the adoption of digital technology led to the generation of new values. Furthermore,
companies followed new models in order to make their products and services more appealing to
their existing customers, thus leading to more retention rate and consequently engaging new clients

(Rios, 2016).



For the purpose of more clarification and precision, digital transformation in the luxury industry
refers to the integration of advanced technologies and digital platforms into the production,
marketing, and sales processes of luxury brands (Mastropetrou & Bithas, 2021). The emergence of
these cutting-edge innovations has significantly transformed its consumer buying behaviors,
making them increasingly discerning and harder to satisfy. As a result, luxury brands have had to
adapt and adopt a more customer-centric approach that puts the consumer's needs and psychology
at the forefront. By deeply understanding their target audience and providing them with tailored
experiences, luxury brands are able to create lasting connections with their customers and foster
loyalty. This has led to a more engaged and diverse customer base, one that is always hungry for
new and innovative products and services from these brands. This is one of the most important
reasons that made the luxury industry eager to integrate and create different developed strategies
that make its brands always exclusive, unique, trusted, and demanded (Wintermeier, 2021).
However, despite all these advantages, the impact of digitalization on the luxury industry, its
impact on consumer buying behaviors, and how a luxury brand can effectively implement digital
transformation while preserving its exclusivity have been ambiguous so far (Mastropetrou &
Bithas, 2021).

Nowadays, consumers have become more open and connected to businesses thanks to the existence
of different digital channels that changed the way people communicate, access information, and
interact with each other. Given the current state of hyper-connectivity among consumers,
companies have plenty of options to engage with both their new and existing customers. However,
to meet the ever-growing demand of the consumers, it is essential for companies to have a clear
understanding of how they can effectively stand out from their competitors and capture the
attention of consumers despite the abundance of distractions and noise (Alexa, 2022).

Even with the adoption of innovative and groundbreaking methods, luxury brands are currently
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facing several challenges like imitation, that are prompting them to compete fiercely in the market
and seek out new and unique approaches to stand out. As a result, these brands are constantly
striving to stay ahead of the curve and remain relevant, leading to a culture of continuous
improvement and experimentation. Despite these obstacles, luxury brands remain committed to
providing their customers with the highest quality products and services and are always on the
lookout for new and creative ways to enhance the customer experience (Houghton, 2022).
Through this dissertation, our purpose is to study the impact of digital transformation on consumer
buying behavior in the luxury industry by focusing on brands that sell luxury handbags and the
incident of implementing blockchain technology.

The market for luxury products was worth $300 billion annually in 2022 and it is expected to
increase by 5% in its growth rate in the next years. The growth of the luxury industry also implies
the existence of problems such as counterfeiting, fraud, and authenticity verification issues.
However, the implementation of blockchain technology is able to solve such difficulties by
providing information about sustainability and sourcing of luxury products (How Luxury Brands
Prevent Fraud & Backlog With Blockchain, 2022).

With reference to Harry Robinson, the senior partner at McKinsey, almost 70% of digital
transformation failed (McKinsey & Company, 2019). In fact, one of the reasons behind this failure
is the implementation of ineffective strategies by companies. Moreover, it is crucial that brands
understand why it is important to improve and focus on their digital transformation journey.
Consequently, studying the impact of digital transformation on consumer purchasing behaviour is
important for luxury brands as it can influence and validate their needs to digitalize (Ris, 2022).
To have broader understanding of consumer perceptions about different luxury brands, we
addressed our first research question RQ1 that focused on the attributes that are valued by luxury

consumers. The choice of attributes will be justified and based on the findings of previous
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researchers who were interested in studying what is important for these consumers. Our second
research question RQ2 focused on how luxury consumers perceive luxury brands in terms of the
attributes that are important for them. The third research question RQ3 studies the specific
attributes related to blockchain technology that luxury consumers consider important in their
purchasing decision.

To have preliminary insights about this topic, we conducted interviews with consumers. The
insights gathered with these interviews, together with the results of the literature review, were the
basis of our methodology which included the perceptual analysis to answer the first research
question, and a conjoint analysis to address the second research question. By collecting, analyzing,
and discussing our findings, we were able to obtain results and finalize our dissertation by a

conclusion.



2. Consumer Psychology (Furkan lilkhan)

Consumer psychology is an interdisciplinary topic that studies how individuals make decisions and
engage in consumer activities by drawing on theories and concepts from diverse disciplines such
as psychology, economics, sociology, and anthropology (Gupta et al.,, 2023). Consumer
psychology is significant because it teaches us why and how people make purchases. It investigates
the emotional, cognitive, and behavioural elements that impact people's purchasing decisions when
purchasing goods or services (Shahid et al., 2023). Consumer psychology may help us understand
how customers perceive the value of luxury bags, how they make purchase decisions, and how they
utilize blockchain technology to connect with luxury companies in the context of luxury bags and
blockchain. Consumer psychology is important when it comes to luxury bags since these items are
frequently purchased for their symbolic and emotional worth rather than their utilitarian usefulness
(Gupta et al., 2023). People buy luxury bags to express their status, identity, and social position, as
well as to feel the emotions that come with possessing a high-end item. Understanding these
motives is critical for luxury firms looking to produce goods that resonate with their
intended customers and offer a distinct value proposition (Shahid et al., 2023). In the domain of
luxury bags, blockchain technology can help us better understand consumer psychology.
Blockchain can help consumers create confidence in luxury companies and boost their desire to

invest in high-end items by enabling safe and transparent transactions. It may also generate new



engagement and loyalty options, like the loyalty programs, incentive referrals, and tailored
experiences. As a result, consumer psychology is critical for comprehending the motives and
conduct of luxury bag consumers, whilst blockchain technology may bring new insights and
chances for connecting with customers and enhancing marketing campaigns (Gupta et al., 2023).
Consumer psychology investigates the elements that shape customers' attitudes, actions, and
preferences, including their motives, emotions, perceptions, beliefs, and social influences.
Consumer psychology is concerned with processes at both the individual and social levels.
Individually, it tries to understand how customers absorb information and make purchasing
decisions for goods and services (Shahid et al., 2023). Examining the cognitive and affective
processes engaged in consumer decision-making, including attention, perception, motivation,
learning, memory, and emotion, is part of this. It also involves studying individual differences in
consumer behaviour, such as personality, values, and culture.

Consumer psychology also investigates the social forces that determine consumer behaviour at the
group level. This involves looking into how social norms, reference groups, social identity, and
culture influence consumer attitudes and actions (Parris & Guzman, 2023). Therefore, it also takes
into account the function of marketing and advertising in determining consumer behaviour, as well
as how customers react to various marketing methods such as price, promotion, and branding
(Shahid et al., 2023). Consumer psychology has a wide range of applications, including marketing,
advertising, product design, and public policy.

For instance, knowing the emotions and reasons that drive customer behaviour can help marketers
build effective advertising strategies (Loranger & Roeraas, 2023). It may also help to shape product
design by discovering the characteristics and traits that customers value the most. Furthermore,

consumer psychology can inform rules and policies about consumer protection, health, and safety.



Furkan (2017) explores the use of neuromarketing to better understand the customer brain and the
consequences of marketing. Neuromarketing is a branch of psychology and neuroscience that seeks
to recognise how consumers receive information and make purchase decisions. It entails evaluating
brain activity and physiological reactions to marketing stimuli like commercials or product
packaging (Furkan, 2017). Because luxury items are frequently connected with emotions, status,
and social standing, neuromarketing is especially crucial for luxury purchases (Loranger &
Roeraas, 2023). Marketers may build more successful ads that engage with customers on a deeper
level if they understand the brain's emotional and cognitive reactions to luxury items. For instance,
neuromarketing research has revealed that when buyers perceive or touch luxury products, the
brain's reward system is activated. This implies that luxury goods produce a favorable emotional
reaction, which may be leveraged to develop more attractive advertising campaigns (Loranger &
Roeraas, 2023). Likewise, understanding how luxury brand image and packaging are perceived by
customers may help marketers build more aesthetically attractive designs that represent the
company's values and exclusivity.

Further, neuromarketing is a newer profession that employs neuroscience technigques to better
understand how consumers receive information and make decisions. This field studies how the
brain responds to various marketing stimuli, such as commercials, packaging, and branding, using
technologies like EEG, fMRI, eye tracking, and other physiological metrics (Furkan, 2017).
Neuromarketing's purpose is to reveal subconscious processes and emotional responses that impact
customer behaviour. Researchers, for example, can discover which components are most enticing
to customers and which should be avoided by analysing brain activity in reaction to alternative
product designs or brand logos.

One of the benefits of neuromarketing is the ability to monitor customer responses in real-time,

allowing marketers to make speedy changes to their campaigns. Furthermore, because it examines
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subconscious responses that consumers may be unaware of, neuromarketing can reveal insights
into consumer behaviour that standard survey methods may not capture (Furkan, 2017). However,
there are worries about the ethical implications of neuromarketing because it involves the collection
of personal data and the possible manipulation of customer behaviour. When doing neuromarketing
research, researchers and marketers must address privacy considerations as well as the ethical
implications of their methodologies (Furkan, 2017). As a result, neuromarketing can shed light on
consumer psychology and decision-making processes. Marketers may build more successful
campaigns and better match the wants and aspirations of their target customers by knowing how
the brain absorbs information and responds to diverse stimuli.

Consumer psychology, in general, is an interdisciplinary study that studies how individuals make
decisions and engage in consuming activities. It examines the individual and group-level processes
that affect consumer behaviour using theories and concepts from several disciplines (Loranger &
Roeraas, 2023). Marketing, product design, advertising, and public policy all benefit from
consumer psychology (Gupta et al., 2023). This section will concentrate on three essential elements
of consumer psychology: consumption value theory, luxury consumer psychographics, and the link
with the concept of loyalty.

2.1 The theory of consumption values

The theory of consumption values is a framework for explaining why consumers purchase
particular items and services. According to this idea, customers seek several forms of values from
their purchases, including functional, emotional, social, and epistemic values. The practical
advantages that a product or service gives are referred to as functional values (Shahid et al., 2023).
For example, people may choose a smartphone based on qualities such as camera quality, battery
life, and speed. Alternatively, people may buy a certain kind of laundry detergent since it is good

at eradicating stains. Emotional values are associated with the feelings and emotions elicited by a
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product or service in consumers (Slaton & Hurst, 2023). Customers may buy a specific scent
because it makes them feel more confident, beautiful, or sensuous. Similarly, individuals may
purchase a specific sort of food because it elicits good emotions such as pleasure or comfort.
Social position, connection, or belongingness are all associated with social ideals. Consumers may
purchase luxury goods or services to demonstrate their money, position, or sophistication to others
(Parris & Guzman, 2023). Alternatively, people may opt to buy things that correspond to their
social identity or group membership, such as sports teams or cultural groups. Knowledge, self-
expression, and exploration are connected with epistemic values (Janpors et al., 2023). Consumers
may buy items or services that allow them to learn something new, express themselves, or explore
diverse cultures or experiences (Shahid et al., 2023). To learn something new, individuals can opt
to go to a new location, buy a book on a certain topic, or attend a performance or exhibition.
Understanding the many values that customers seek in their purchases can assist firms in
developing more effective marketing strategies (Holland, 2023). Businesses may better match their
goods, services, and communications with their consumers' wants and aspirations by recognizing
which values are most important to their target demographic (Slaton & Hurst, 2023). Furthermore,
businesses may establish more meaningful and authentic brand identities that resonate with their
customers by understanding the many values that consumers want.

Maslow's hierarchy of needs hypothesis (Frei-Landau & Levin, 2023) is a well-known framework
that helps to understand human motivation. According to this theory, humans have multiple levels
of requirements and must satisfy lower-level needs before moving on to higher-level demands
(Rojas et al., 2023). The most fundamental requirements, according to Rojas et al. (2023), are
physiological demands such as food, water, and shelter. People seek safety requirements like
security and protection when their fundamental wants are addressed (Parris & Guzman, 2023).

People seek belongingness and enjoy needs, such as social ties and friendships, when their safety
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requirements are addressed (Loranger & Roeraas, 2023). Following the satisfaction of these
requirements, people seek esteem needs such as recognition and respect (Ho et al., 2023). Finally,

self-actualization requirements are sought after, such as personal progress and fulfilment.

2.2 Maslow's hierarchy of needs theory

Maslow's hierarchy of needs theory is congruent with the notion of consumer values. Consumers,
according to the theory of consumption values, seek things that meet their varied wants and values,
which include functional, social, emotional, and epistemic values (Frei-Landau & Levin, 2023).
Consumers, for example, may want functional values such as efficacy in meeting physiological
and safety requirements (Janpors et al., 2023). Emotional values such as pleasure or excitement
may meet their desires for affiliation and esteem. Social values such as status or affiliation may
satisfy their esteem requirements, whereas epistemic values such as knowledge or exploration may
satisfy their self-actualization needs (Frei-Landau & Levin, 2023). Understanding Maslow's
hierarchy of needs theory may assist businesses in determining which demands their products or
services serve (Slaton & Hurst, 2023). Businesses may modify their marketing efforts to better fit
with their consumers' motivations and want by identifying which degree of demands their target
audience aims to meet (Parris & Guzman, 2023). Furthermore, by understanding which
requirements their products meet, firms can design more tailored messaging and branding that
connects with their clients on a deeper level.

Another key paradigm for analysing human motivation is the self-determination theory. According
to this idea, people have three fundamental psychological needs: competence, autonomy, and
relatedness (Kim & Joung, 2016). The demand for control over one's own life and decisions is
referred to as autonomy. People desire autonomy in order to feel in control of their fate and that

their decisions are consistent with their particular beliefs and aims (Frei-Landau & Levin, 2023).
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Individuals who are given a sense of autonomy feel more in control of their lives, which can lead
to higher levels of contentment and pleasure (Loranger & Roeraas, 2023). The urge to feel
successful and capable is referred to as competence. People want to feel confident in their talents
and the projects they embark on. People who feel competent have a sense of mastery over their
surroundings, which leads to a sense of accomplishment and success (Parris & Guzman, 2023).
The yearning for social closeness and intimacy is referred to as relatedness. People want to feel
linked to others and that they belong to a social group (Holland, 2023). When people feel linked,
they feel a sense of belonging and togetherness, which can contribute to emotions of higher well-
being and pleasure.

According to self-determination theory, people are more likely to engage in activities that are
rewarding and meaningful to them when they are driven by these needs (Li et al., 2023). Individuals
who believe their fundamental psychological needs are being addressed are more naturally driven
to achieve their objectives and are less likely to feel forced to engage in activities for external
incentives or pressures (Kim & Joung, 2016). Self-determination theory indicates that in the
context of consumption, individuals choose items or services that meet their core psychological
demands for competence, autonomy, and relatedness (Li et al., 2023). People, for example, may
seek things that allow them to show their uniqueness while also feeling in charge of their life
(autonomy) (Parris & Guzman, 2023). They may also look for things that make them feel
competent, including educational or self-improvement materials (competence). Finally, consumers
may desire things that promote social bonds and closeness, such as shared experiences with family
and friends (relatedness) (Li et al., 2023). Understanding self-determination theory can allow firms
to understand the core psychological demands that their products or services meet. Businesses may
design more successful marketing strategies that engage with their target audience on a deeper level

by matching their products with these basic demands.
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3.3. Luxury Consumer’s Psychographics

Luxury consumer psychographics is the psychological and emotional traits of customers who are
interested in and capable to buy luxury items or services (Kim and Joung 2016).
Comprehending luxury consumer psychographics is critical in luxury purchasing because it allows
organizations to identify and target their target consumers' individual wants, preferences, and
motivations. Luxury customers place a premium on experiences, quality, exclusivity, and prestige.
Psychographic profiling can assist businesses in understanding how luxury consumers perceive
these variables and what they seek in a premium product or service (Loranger & Roeraas, 2023).
Some luxury buyers, for example, may favour exclusivity and rarity, whilst others may prioritize
workmanship and quality. Psychographics may also assist businesses in understanding how luxury
buyers make purchasing decisions. Some luxury shoppers, for example, may be motivated by a
luxury brand's emotional appeal, whilst others can be motivated by the perceived worth or social
prestige associated with possessing premium goods (Kim and Joung 2016). Companies may build
marketing strategies and goods that are targeted to the individual wants and wishes of their target
clients by knowing the psychographics of luxury buyers. This might involve producing unique
messaging, special and limited-edition items, and providing great client service.

Additionally, knowledge about luxury consumer behaviour requires a grasp of self-congruity
theory. According to this theory, people tend to buy items and services that correspond to their self-
concept or self-identity. Luxury consumers, according to Kim and Joung (2016), want to improve
their self-concept via the purchase of luxury goods and services. In other words, people buy luxury
products that reflect their ideal self-image. Luxury customers are distinct in that they emphasize
product symbolic or experience worth over utilitarian value (Loranger & Roeraas, 2023). They are

looking for things that reflect their social standing, income, and taste. Luxury items are frequently

14



linked with high prices, scarcity, and exclusivity, making them highly sought after by luxury
shoppers.

Furthermore, luxury shoppers desire things that give them one-of-a-kind and distinctive
experiences. They are frequently interested in items that provide extensive customisation,
customized services, and VIP treatment (Loranger & Roeraas, 2023). Luxury hotels, for example,
may provide bespoke concierge services, unique access to events, and tailored room amenities to
their high-end clients. As a result, self-congruity theory emphasizes the significance of self-image
and identity in luxury consumer behaviour. Luxury customers are extremely careful and
discriminating in their purchase selections, as they seek things that reflect their ideal self-concept
and give them one-of-a-kind and exclusive experiences.

The theory of luxury customer personality claims that luxury consumers have distinct personality
features that set them apart from non-luxury buyers. According to the theory, luxury buyers have
high degrees of extraversion, openness to conscientiousness, and experience (Sheldon & Titova,
2023). Extraversion is the proclivity to be gregarious, friendly, and forceful. Luxury customers are
frequently friendly and enjoy social connections, which may explain their interest in luxury things
that indicate social status and money (Parris & Guzman, 2023). The disposition to be curious,
inventive, and open-minded is referred to as openness to experience (Ho et al., 2023). Luxury
customers are frequently drawn to new and creative items and experiences that create a feeling of
novelty and excitement (Slaton & Hurst, 2023). The disposition to be structured, responsible, and
goal-oriented is referred to as conscientiousness. Luxury customers are frequently extremely
successful and talented people who respect quality, perfection, and attention to detail. They are
likely to have strong self-esteem and a search for uniqueness, which can explain their interest in
rare, exclusive, and difficult-to-obtain luxury things (Sheldon & Titova, 2023). As a result, the

personality of the luxury consumer thesis emphasizes the significance of individual distinctions in
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luxury consumer behaviour. Luxury customers have specific personality qualities that set them
apart from non-luxury shoppers. These characteristics are congruent with the notion that luxury
buyers want things that represent their self-concept and identity while also providing a sense of
excitement, novelty, and exclusivity.

3.4. Relationship with the concept of loyalty

Consumer loyalty is a complicated topic that has been researched for many years in consumer
psychology and marketing. One of the primary reasons for researching loyalty is that it has a
substantial impact on a company's profitability and long-term performance. Customers that are
loyal to a brand are more likely to continue buying from it, advocate it to others, and avoid moving
to competitors (Parris & Guzman, 2023). The most obvious sort of loyalty is behavioural loyalty.
It refers to recurring purchases of the same brand by consumers over time. Behavioural loyalty is
frequently motivated by habit, convenience, or a scarcity of options (Slaton & Hurst, 2023). It can,
however, be a sign of consumer pleasure with the brand or its products. In contrast, attitudinal
loyalty is built on consumers' positive views toward a brand. Because it is based on customers'
subjective judgments of the brand, attitudinal loyalty might be more difficult to quantify than
behavioural loyalty. A variety of elements, including brand image, advertising, and word-of-mouth
recommendations, can impact attitude loyalty.

Because it entails an emotional tie to a brand or product, emotional loyalty is the greatest level of
loyalty. A pleasant encounter with the company, its products, or its customer service might result
in emotional loyalty (Slaton & Hurst, 2023). Emotional loyalty is sometimes developed through
time and necessitates a stronger bond between the consumer and the brand. To explain customer
brand loyalty, several theories have been offered, including the relationship marketing theory,

brand equity theory, and theory of planned behaviour (Loranger & Roeraas, 2023). According to
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these ideas, factors such as product quality, brand image, customer happiness, and brand trust may
all impact customers' brand loyalty. Because luxury companies generally rely on recurrent
purchases from a very limited set of customers, loyalty can be even more crucial for premium
consumers (Slaton & Hurst, 2023). Because luxury brands are generally associated with
exclusivity, high quality, and social standing, luxury customers may demonstrate higher degrees
of attitudinal and emotional loyalty (Slaton & Hurst, 2023). Luxury brands, on the other hand, must
be careful to ensure their brand image and customer service to attract and keep loyal customers.
The loyalty of luxury customers to premium brands differs from that of non-luxury consumers in
several respects. To begin, luxury buyers have emotional attachments to the status and distinction
associated with premium brands (Kim & Joung, 2016). Luxury items, by definition, give their users
an aspirational component that increases their social standing, boosts their self-esteem, and reflects
their desired self-image (Parris & Guzman, 2023). As a result, luxury customers regard luxury
brands as more than a product, but as a sign of their identity, resulting in emotional attachment and
allegiance to these companies (Janpors et al., 2023). Second, premium customers have an
emotional attachment to luxury brands. Consumers' positive attitudes toward a brand, as well as
their impression of the brand as superior to other brands, are the foundations of attitudinal loyalty
(Slaton & Hurst, 2023). Consumers are ready to pay higher rates for luxury brands' items because
they believe these companies to have greater quality, workmanship, and exclusivity (Holland,
2023). Luxury customers frequently link luxury brands with pleasant feelings and experiences
including indulgence, pleasure, and prestige, which reinforces their brand loyalty.

Finally, luxury customers' behavioural allegiance to luxury brands may not always be strong, as
they may migrate to various luxury labels to retain their social standing or to try new and unique
items (Li et al., 2023). Luxury customers are early adopters of new items, which may encourage

them to migrate to new and developing luxury companies, particularly if they provide a distinctive
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and exclusive experience (Janpors et al., 2023). Furthermore, premium shoppers may migrate
between luxury brands to vary their social rank and display their individuality. Understanding the
various levels of loyalty among luxury consumers may therefore assist luxury firms in developing
effective loyalty programs and maintaining their client base in a highly competitive market (Parris
& Guzman, 2023). Luxury businesses may develop strong relationships with their customers by
instilling emotional and attitudinal loyalty in them, which can lead to increased customer retention
and advocacy.

To summarize, consumer psychology is a multidisciplinary discipline that investigates how
individuals make decisions and buy. According to the idea of consumption values, consumers seek
several forms of values from their purchases, such as functional, social, emotional, and epistemic
values. According to Maslow's hierarchy of needs theory, people have multiple degrees of needs,
and according to self-determination theory, persons have three essential psychological demands:
autonomy, competence, and relatedness (Rojas et al., 2023). Self-congruity theory proposes that
customers buy things that represent their self-concept and identity, but luxury consumer personality
theory proposes that luxury consumers have distinct personality features that set them apart from
non-luxury consumers (Sheldon & Titova, 2023). In terms of loyalty, customers may display
behavioural, attitudinal, or emotional loyalty, which is impacted by a variety of elements such as
brand image, product quality, customer satisfaction, and brand trust (Holland, 2023). Luxury
customers are likely to show emotional and attitudinal attachment to luxury companies, although
behavioural loyalty is not necessarily strong (Kim & Joung, 2016). Finally, neuromarketing is a
new discipline that studies consumer behaviour and decision-making using neuroscience
approaches, offering deeper insights into consumer psychology and aiding in the improvement of

marketing strategies. Marketers may obtain a better knowledge of customer behaviour and
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preferences by using these varied frameworks, and eventually design more successful marketing

tactics to fulfil consumer desires and needs.
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Group part

3. Results

3.1 Perceptual map results

Based on the 130 answers collected, we characterized the sample based on the following criteria
which are gender, age, country of origin, experienced brands, and consumers’ knowledge about
blockchain technology.

The two demographic variables: gender, age, can help to understand consumer behaviors. In this
context, Sharma et al. (2012) mentioned in their article entitled “Gender and age as moderators in
the service evaluation process”, the importance of these both factors and investigated how the
relationships between service quality, sacrifice, value, satisfaction, and behavioral intentions are
influenced by these two customer demographics.

The other criterion which is the experienced brands shows consumers interactions and familiarity
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with luxury brands. In their study, Brakus et al. (2009) stated that brand experience refers to
“sensations, feelings, cognitions, and behavioral responses evoked by brand-related stimuli that are
part of a brand's design, identity, packaging, communications, and environment” (p. 52). Once
customers interact with the brand when making a purchase, brand experience is formed (Kumar &
Kaushik, 2020). In the same context, Isotalo et al. (2010) mentioned that consumers’ attitudes as
well as the image they have about brands are mainly influenced by their previous experiences. He
further explained that the experience is related to the feelings associated with the product itself or
the fun part in the overall experience.
We considered the consumers’ knowledge about blockchain technology as it can influence their
perceptions about the innovativeness, transparency, and the virtual exclusivity of the listed brands.
By being aware of the recent innovations and the added values of blockchain, consumers might
have different views and opinions regarding the innovation levels of the different luxury brands in
the market. With reference to Noonan and Doran (2021) brands that embrace blockchain
technology, that provides transparency and security, may be seen as more innovative and
transparent by customers who are familiar with it.
Additionally, familiarity with blockchain technology can potentially influence consumers’
perceptions about the virtual exclusivity of the luxury brand. In fact, the use of blockchain
technology is a solution for counterfeit issues and allows for leveraged security (Noonan & Doran,
2021).
Besides age and gender, we also considered consumers country of origin, which is also a
demographic variable, to gain further insights about our sample. Based on the report of Microsoft
Forms, among all the European participants, 20% are from Portugal, 20% are from France,12% are
from Italy, 12% are from Poland ,8% are from Spain, 5% are from Switzerland, 10 % are from

Germany, 9% are from Belgium and only 2% are originally from Bulgaria and Turkey.
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By including the country of origin, this gives us insights into the cultural and economic context.
Europe is growing and improving in terms of technology. Moreover, it is implementing blockchain
technologies among many other technological advancements which allows European markets to
expand (European Commission, n.d.).

Moreover, according to Ellerbeck (2022), the level of innovation differs from one country to
another as not all European countries have the same accessibility and technological advancements.
This fact makes it interesting to study the impact of this variable on the obtained dimensions.

All these factors are very important and crucial to study and understand the results obtained.
Sample characteristics — Age

To have further insights into our respondents ‘age, we proposed four age ranges which are the
following: [18-24], [25-35], [36-45], above 46. We decided to consider these generations as they
may have different preferences. By referring to the research paper entitled ‘Impact of Age on
Purchase Behavior of Luxury Brands’, Srinivasan et al. (2014) stated that a relationship exists
between consumers age and influence to buy luxury goods, as well as their willingness to
repurchase from the brands. This paper concluded that age influences different customers' choices
and decisions when selecting prestigious products.

For instance, younger shoppers frequently place a greater emphasis on social standing and their
ability to express themselves via their purchases. By providing products that are unique and
inspirational, luxury brands can attract consumers who want to express themselves. Younger
consumers might also be more open to exploring with new brands and products, which can offer
critical insights into the changing trends and preferences of the luxury industry.

On the other hand, older customers could have different standards and tastes when it comes to
luxurious goods. For instance, they might place more value on the total brand experience, quality,

and durability. They might also be more fascinated by the tradition and history of luxury brands,
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and they frequently show more loyalty to well-known companies that have a track record of
providing high-quality products and services.

The report provided by Microsoft forms, as shown in Appendix 7, revealed the following
percentages: The first age group represents 28% (18-24) of the responses while the second one
accounted for 36% (25-35). The third group contributed with 31% (36-45) of the responses,
however, we gathered only 5% of the answers from people who are older than 46. Overall, we
collected only 7 answers from consumers that are over 46 and comparable number of answers
between consumers from [18-45]. These results are aligned with the online article entitled
“Understanding The audience For Luxury Brands” by Lala (2022) who confirmed that consumers
aged between 25-44 years old represent the biggest audience for luxury brands.

Sample characteristics — Gender

The results are represented in Appendix 8, show that only 13% of the respondents are male while
the dominant gender is female with 86% of responses. Only 1% responded by ‘prefer not to say'.
According to the article entitled ‘The rival wears Prada -Luxury consumption as a Female
competition strategy’ written by Hudders et al. (2014), females have a more positive attitude than
men regarding luxury brands since they feel unique and privileged. In the same context, Akan
(2020) also mentioned in his article ‘Why are handbags by its very nature feminine?’ that this
consumption is more related to females since they need them to carry different necessities. On the
opposite side, men usually carry their wallet without any need for a handbag (Akan, 2020). With
reference to the journal article entitled © is Luxury just a female thing the role of gender in luxury
brand consumption ¢ ,previous papers proved that females give higher importance to appearance
than men (Meyers-Levy, 1988) and specifically to their physical appearance( Buss, 1989).In fact ,
female rely on fashion and fashion consumption to make themselves more attractive (Singh,

1993).For females only, luxury brands makes them feel more unique and special (Stokburger-
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Sauer & Teichmann, 2013)

Sample characteristics — Experienced brands

We collected data from consumers of different luxury brands. The objective was to include
consumers that are loyal to different categories of luxury brands to avoid biased analysis and to
better represent the population of luxury brands consumers. To have a better idea on their previous
experiences, we gave them the possibility to select more than one answer from the following
options: Hermes, Louis Vuitton, Jacquemus, Furla, and Other. We collected 13% from Hermes
consumers, 21 % for Louis Vuitton, 13% for Jacquemus, 26% for Fula and 28% from customers
of other luxury brands. (Appendix 9)

In the context of analyzing differences in consumer behavior towards luxury brands and with
reference to Bahanot (.n.d) in her E-book entitled ‘A Study On The Factors Influencing The
Purchase Behavior Of High End Luxury Lifestyle Products’, Levitt (1983) and Ohmae (1985)
stated that not all these differences can be explained by cross-cultural differences. Moreover,
Dawar and Parker (1994) also confirmed the similarity of consumers’ perceptions about a luxury
product across different nationalities. She added that according to Anderson and Hee (1998), in
some circumstances it is likely that consumers from different nationalities share the same behavior
contrary to those from the same nationality. Nowadays, consumer behavior and preferences
towards brands are influenced by the Internet and fashion magazines among other means (Levitt
1983; Douglas and Craig 1997). In addition, consumers share a common behaviour when it comes
to searching information about products (Murdock,1945; Dawar and Parker,1994). Consequently,
the fact that the cognitive process between consumers is almost the same, this makes consumers
from different nationalities behave in the same way towards a specific luxury product
(McDonald,1994).

However, others confirmed that cultural differences lead to differences among consumers’
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behavior when it comes to their responses towards the applied marketing strategies by the brands
(Dubois&Duquesne1993; Miller,1995; Shaw&Clarke,1998).

Further analysis

For the sake of the analysis, we were interested to understand the relationship between the three
demographic variables (age & gender), country of origins as well as previous experience and
familiarity with blockchain as independent variables, with the dependent variables which are factor
1 and factor 2.We considered a linear regression which is statistical method used for determining
and predicting the dependent variables’ values based on the independent variables ‘values
(Statistics Solutions, 2021). Consequently, this procedure allows us to measure the connection
between the two variables (dependent and independent). Our objective was to determine how
changes and variations in the independent variables would impact the dependent variables.
Additionally, by analyzing the impact of experience on each dimension, brands can gain better
insights about what influences consumers perceptions and opinions regarding each dimension
which allows them to set new strategies related to their sales, marketing, operations, or
communication with objective of enhancing their relationship with luxury consumers and non-
consumers as well. Moreover, based on these information luxury brands would be able to specify
at which level they should improve in terms of services and products. By studying the relationship
between the variables, it would be possible for brands to directly make improvements.
Preliminary analysis - Impacts of Age and Gender on results

To analyze the impact of gender and age on both dimensions, we conducted a linear regression
with gender (1=Male, 2=Female) and Age ([18,24] =1, [25,35] =2, [36,45] =3, Above 46 =4) as
independent variables. The hypotheses are the following:

HO: There is no significant linear relationship between age & gender and Dimension 1

H1: There is a significant linear relationship between age & gender and Dimension 1
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Based on the output of SPSS (Appendix 10), P-value = 0,401> 5%. Consequently, we fail to reject
HO as there is strong evidence for HO. Then, we can say that there is no significant relationship
between age and gender and Dimension 1.

Regarding the second Dimension 2, the results are shown in Appendix 11. The hypotheses were as
follow:

HO: There is no significant linear relationship between age &gender and Dimension 2

H1: There is a significant linear relationship between age &gender and Dimension 2

P-value = 0,086>5% which led us to the same result. Consequently, we fail to reject HO as there is
strong evidence for HO. Then, we can say that there is no significant relationship between age and
gender and Dimension 2.

Impact of the previous experience on the results

To further understand the impact of consumers’ previous experiences on both dimensions, we
considered previous experience as the independent variable. According to Microsoft forms output
and after exporting the results in excel, we coded the different experiences to be able to analyze it
using SPSS. In fact, the discrepancy among consumers touchpoints with the brands from the first
time they hear about it to their ongoing interactions with it, allowed us to obtain 24 different
combinations of experiences. Consequently, we set values that vary from 1 to 24 that were labelled
accordingly. In the first place, we performed a linear regression with factor 1 as dependent variable
and experience as an independent variable.

HO: There is no significant linear relationship between previous experience with luxury brands and
Dimension 1

H1: There is a significant linear relationship between previous experience with luxury brands and
Dimension 1

Based on the output of SPPS (Appendix 12), the p-value is equal to 0.041 which is lower than the
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significance level of 5%. Consequently, we reject HO. Then, we can say that there is a significant
relationship between previous experience with luxury brands and Dimension 1.

In addition, we were interested in studying the impact of consumers’ previous experiences on
dimension 2. Following the same reasoning, dimension 2 was set as dependent variable while
experience was the independent variable. Results obtained from SPSS (Appendix 13) prove that
the p-value is equal to 0,001<5% then we can say that there is a significant linear relationship
between previous experience with luxury brands and dimension 2.

Impact of familiarity of blockchain on results

To study the impact of consumers ‘familiarity with blockchain knowledge on Dimension 2, we
conducted a regression analysis based on the two variables factor 2 and the variable familiarity
which was coded as follow: Yes=1 while No=2.

HO: There is no significant linear relationship between the familiarity of blockchain and
Dimension2

H1: There is a significant linear relationship between the familiarity of blockchain and Dimension2
As shown in Appendix 14, P-value is equal to 0,477 which is higher than the level of significance
of 5%. This leads to the conclusion that there is no significant linear relationship between the

familiarity of consumers with blockchain technology and dimension 2.

Impact of country of origins on results

To study the impact of the variable country of origins on the two dimensions, we conducted a linear
regression. Factor 1 was our dependent variable while our independent variable is country. The
variable country was obtained from the results of Microsoft forms by coding each country by a
respective number.

Based on the results (See Appendix 15), the p-value is equal 0,396 which is above a significance
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level of 5%. This implies that the linear regression model with the country of origin as independent
variable and factorl as dependent variable is not significant and there is no significant linear
relationship between country of origins and dimension 1.

Moreover, we were interested to study the significance of the linear regression model with factor
2 as dependent variable and country of origins as independent variables.

The linear regression results shown in Appendix 16 present a p-value equal to 0,179 which is also
above the significance value which is 5%. We can then conclude that the model is not significant,
and that the country-of-origin variable does not explain variability in dimension 2.

Results of additional questions

As we were interested in gathering further insights and information about our sample, we asked
consumers additional questions. The first question was: How would you feel if you were buying
handbags from luxury brands that provide you with transparency*? We also clarified the
dimensions of transparency by: *The ability to track your product’s journey from production to
retail, including information about the materials used, the manufacturing process, and the
distribution channels. Consumers had to choose from the different options and the results were as
follow (Appendix 17): 1- More informed and empowered in your purchasing decisions (4,6%), 2-
The brand is committed to ethical and sustainable practices (6,4%), 3- More integrated and
connected (4%), 4- Nothing (7%), 5- All of the above (78%).

The results showcase that enhanced transparency of luxury brands has a positive impact on most
of the consumers. Through the responses, such feature supports consumers ‘decision making.
Additionally, this feature would enhance the connection and integrity that consumers have towards
the brand. Moreover, consumers would perceive the brand as more engaged and committed to
ethical and sustainable practices. This is important considering the results obtained according to

Appendix 18. In fact, when we asked consumers whether they care about sustainability (Eco-
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friendliness and social responsibility) when purchasing a luxury handbag, answers collected were
at 95% a confirmation about the importance of sustainability for these consumers.

Based on the responses for the two previously mentioned questions, it is safe to say that luxury
brands that offer better transparency and consequently prioritize sustainability and ethical practices
in their management and operational practices are likely to be appealing and attractive for luxury
consumers as they become highly conscious about social and environmental issues.

At the end of the survey, we included an open question which is: How would you feel about owning
a luxury handbag that is not only unique and authentic but has a lifetime proof for its authenticity
which preserves its value and enables you to have access to benefits and exclusive services?
According to Appendix 19, we noticed that all answers were associated to positive feelings and
emotions for example: valued, excited, happy, satisfied, more related to the brand ...

This question helped us measure the importance and value of the lifetime proof of the products’
authenticity as well as the ability to have access to exclusive services provided by the brand. Based
on the results, it is clear that consumers have more appreciation and engagement towards the brand
that offers a luxury handbag that encompasses all these features with an ongoing premium service.
In addition, consumers confirmed that being provided by authenticity checking services is
appealing to them and makes them feel unique. In fact, the majority of respondents answered by
similar terms to unique and superior to others, which is important to them as they are always
seeking social status and prestige.

Moreover, other participants responded that they are eager to experience such services and they
would be willing to become loyal customers to luxury brands that offer this. In fact, by building a
relationship based on trust, security and transparency enhanced by blockchain technology, this
would raise consumers’ engagement and result in increased sales and a better brand reputation.

Others mentioned that with the availability of such services, they would probably be willing to
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invest in more expensive luxury handbags in case prestigious brands are implementing
technologies that are using such innovations. This makes consumers feel safer and secure especially
when it comes to the problem of counterfeiting which is problematic for them.

Multidimensional perceptual map

For the sake of analyzing the impact of digital transformation on consumer behaviour in the luxury
industry and with reference to Gigauri (2019) in her report named ‘Perceptual Mapping as a
Marketing Research Tool for Brand Positioning’, it is important to gather insights about how
consumers perceive different attributes which can help brands have a better understanding of what
impacts consumers buying decision and consequently brands would be able to attract them
(Bhattacharyya & Dasgupta, 2014). With reference to Najafizadeh et al., (2012), we used factor
analysis to analyze the correlation between the different variables which led to the generation of
different factors using principles component analysis which was set by default in SPSS.

With reference to Jaadi (2021), by transforming a large set of variables into a smaller set that still
captures most of the data, the principal component analysis technique enables reduction of the
dimensionality of data. Additionally, principal components analysis explores the linear
components of the data and how a specific variable may affect those components (Field,2000).
According to the American multinational technology corporation IBM (2021), through applying
the factor extraction method, it forms linear combinations that are uncorrelated between variables.
This allows to have a first component with a maximum variance while the other components would
have smaller meaning into the variance.

Factor analysis is based on the following concepts: Communality, Eigen value, Factor loading,
Factor matrix, Factor rotation and Factor score (Gigauri, 2019). Communality is a measure of the
variables’ variance that can be explained by the factor (Tolmie et al., 2011). According to

(Appendix 20), we have the following communalities for the different variables (prestige price,
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0.996), (innovativeness, 0.920), (transparency, 0.988), (virtual exclusivity, .972). As the values are
close to 1, this means that most of the variance in the variables is explained by the factors.

The rotation method or factor rotation allows to facilitate the interpretation of the factors. This is
the result of adjusting and redistributing the factor loadings over the factors through rotating the
factors axis (SPSS Factor Analysis - Intermediate Tutorial, n.d.).

We chose Varimax (Kaiser,1958,1959) as rotation technique based on the research of Dilbeck
(2017) who highlighted that this statistical technique results in a better clarification about the
relationship between the different factors by adjusting the coordinates of the results generated
based on principal component analysis. This technique according to some writers (e.g., Nunnally
and Bernstein,1994) is an orthogonal solution. In fact, this rotation method simplifies the proposed
solutions of factors by transforming larger loadings larger while making smaller ones smaller
which consequently results in more obvious factor solutions (Denis,2018).

In his book entitled “Discovering statistics using IBM SPSS statistics”, Field (2013) mentioned
that following factor analysis with principal component analysis, different factors are obtained
however not all factors would be retained. The process of deciding on which factor to retain and
which one to reject was based on the Eigenvalue extraction method that was set by default greater
than 1. Moreover, he highlighted the importance of keeping meaningful factors in terms of their
Eigenvalues. To do so, Cattell (1966) suggested building the scree plot which is built by plotting
the Eigenvalues on the Y axis and the corresponding factor in the X axis. The scree plot allows for
a better visualization of the factors and their Eigenvalues.

Based on the obtained scree plot (Appendix 21), we obtained 4 factors with the following respective
Eigenvalues (Appendix 22): 71,739%; 25,143%; %3,119; 4,747E-15. However, we decided to
eliminate the third and fourth one since its Eigenvalues are very low compared to the others which

implies that most of the common variance observed is mainly due to the first and second factors
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this also goes hand in hand with the principal component method and the scree plot method of
extraction. With reference to Exploratory Factor Analysis; Concepts and Theory by Taherdoost et
al. (2020), the scree plot method of extraction was proposed by Cattell (1996b) which states that
the retention of factors should stop at this exact same point where the slope stars to drop drastically.
Criteria's’ regarding the factors to keep based on its Eigenvalues differed among researchers. Kaiser
(1960) recommended the selection of Eigenvalues that are above 1 by considering that a value of
1 is very significant in terms of variation. According to Costello and Osborne (2005), this leads
to the extraction of many factors (Costello & Osborne, 2005). However, Jolliffe (1972,1986) set
it to a value of 0.7.

The output of the SPSS provided us with component plot in a rotated space. Both Axis varies
between the range [-1,1] with Y axis representing component 1 and X axis for component 2. The
interpretation of the factor analysis is based on the proximity of the vectors to an axis. In other
words, the extent to which a vector is positioned near an axis determines its contribution to the
interpretation of the corresponding dimension. The closer the vector is to the axis, the more

significant its contribution to the interpretation of that dimension.

Based on Figure 9, the rotated component matrix shows that the respondents’ perceptions fail to
align with both dimensions. Consequently, two dimensions groups were obtained. The first
dimension D1 is Prestige price as it focuses on the attribute prestige price. Moreover, dimension
D2 is premium services since it is mainly describing innovativeness, transparency, and virtual

exclusivity.
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Component Plot in Rotated Space
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Figure 9:Vectors positioning

Based on the coordinates of the factors for each brand (Appendix 23), we have obtained Figure 10
that displays the relative positioning for each brand based on the two dimensions which are prestige
price and premium service. In fact, this means that consumers perceive brands in a different way

based on their prestige price and their premium service that are digitally empowered.
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Figure 10:Brands positioning

For instance, Louis Vuitton is perceived to have very high prices compared to Hermeés even though
both brands are known for their expensive prices in comparison to Jacquemus and Furla. In terms
of digitally empowered premium services, Hermes is negatively associated with this dimension as
it is positioned below the X axis while the vectors are above the X axis. Moreover, Louis Vuitton
is better positioned regarding this dimension.

On the other hand, despite their disparities in both dimensions, Jacquemus and Furla appear to be
comparable brands. Furla is seen as being more digitally integrated in terms of premium offered
services than Jacquemus, although Jacquemus is offering slightly higher prices.

According to our investigations, we found that Hermes has a strong online presence as mentioned
by Hoang (2020) in his article named “Hermés Online Channels Are Booming. Luxury Brands
Should Take Note”, but it is not that advanced when it comes to digital transformation. With regard
to blockchain, the brand does not have a very significant performance. According to Banon (2023),

it is working more on integrating Non-Fungible-Tokens (NFTs), that are assets that are stored on

blockchain (S, 2023), that have several future benefits for both brands and consumers. This helps
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Hermeés to ensure authenticity and prevent counterfeiting problems. The company is focusing more
on its reputation, especially after the problem that happened to it. The Hermés v. Metabirkins case
raised questions regarding how to safeguard NFTs' intellectual property rights. The luxury brand
Hermes filed a lawsuit against an artist, called Mason Rothschild, who was selling digital replicas
of their renowned Birkin handbags. The case emphasizes the difficulties in upholding intellectual
property rights in the digital age, which can be more difficult than in the period prior to the broad
adoption of the internet and digital technologies.

This implicates that we have 3 distinguished profiles: the first one includes Hermes which has a
prestigious price but less association to premium service. The second profile involves Louis
Vuitton which has a prestigious price with a very high performance among the listed brands when
it comes to premium service. However, the third profile encompasses Jacquemus and Furla, known

for their more affordable luxury prices and their low premium services.
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Figure 11:Brands and attribute positioning in rotated space
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According to Gordo et al. (2015) in their article, a component plot in rotated space is a diagram
that shows multi-dimensional data with each axis standing for a separate variable or component.
To make it simpler to see similarities and differences between various sets of environmental data,
the plot is made to expose hidden patterns and correlations between variables by rotating the axes.
This particular plot presents the data in a clearer manner since it shows both the variables'
associations as well as where the data points are in reference to the axes. Making predictions,
spotting trends in environmental data, and highlighting problem areas may all be done with the use
of this representation.

Based on the component plot in rotated space presented in figure 11, we can notice that virtual
exclusivity, transparency, and innovativeness have very close positions in the map with shared
directions and comparable coordinates. This means that these attributes are strongly correlated.
However, Prestige price does not share a similar direction to these attributes as it is perpendicular
to previously mentioned group of attributes which implies an uncorrelation between them.

Based on the attributes, Hermes is associated with high prices but weak in terms of innovativeness,
virtual exclusivity, and transparency. Louis Vuitton has a unique position relative to the 3 positively
correlated attributes with a strong association with prestige price compared to Hermes. On the other
hand, Jacquemus and Furla are negatively correlated to all the considered attributes. This ranking
can also be found based on the perpendicular line method which is a way to rank brands based on
their performance on one or more attributes (TECHNIQUES FOR PERCEPTUAL MAPPING,
2017). First, each attribute is linked to the origin (where the attribute’s score is equal to zero) by a
line. Next, a 90-degree rotation of the previous line is created. Following that, each brand is ranked
according to how far away it is from the perpendicular line. The attribute performs better for brands
that are nearer the perpendicular line and worse for brands that are farther away. Each brand can

also be given a numerical score based on how far away it is from the perpendicular line. By
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analyzing the relative performance of brands across several qualities, this strategy can help pinpoint

areas where companies might improve.

Component Plot in Rotated Space
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Figure 12:Ranking brands-perpendicular line method

These results can also be obtained by applying the vector model (Figure 12). In his book entitled
Multidimensional scaling by Young (2013), the author stated that for this specific model the
presence of as many attributes as possible in a multidimensional space is better. In the same context,
it was reported that Cornelius et al., (2010) stated that the association between a brand and a specific
attribute tends to be higher the more it is far away from the origin in the direction of the vector and
when the angle between vectors is small, this implies that they are likely to have similar
perceptions. In our case, brands that are ‘virtually exclusive’ are likely to be transparent and
innovative. In fact, when luxury brands provide consumers with detailed information about their
supply chain, their sourcing materials, and their overall practices this makes the brand be perceived
as transparent. By being transparent, brands can distinguish and differentiate from other brands
which consequently create a sense of exclusivity and uniqueness. Moreover, brands that invest in

product designs, incorporate new technologies and capitalize on digital transformation are
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perceived by consumers as innovative. Through being transparent and innovative, consumers feel
that the provider is offering them a sense of virtual exclusivity.

Moreover, when the vector (attribute) is closer to the axis, this reveals that it has a higher
significance to that dimension and the more it is longer, the more it allows for greater differentiation
among brands (Cornelius et al., 2010). Consequently, Prestige price and transparency strongly
differentiate among them.

3.2 Interviews with experts

After collecting all the data from consumers, we got answers, and we had the chance to meet with
three luxury experts who are working in this field to discuss our findings. The meetings took place
via zoom, teams and phone calls. This helped us to confirm our analysis and the accuracy of our
data. The first meeting was with the Managing Director Northern Europe of Richemont in Munich.
The meeting with him lasted only for 15-20 minutes, so we tried to be very specific and straight to
the point. We appreciated the manager’s time even though we wanted to dive deeply into more
details, and we prepared 13 questions to ask, but we did not have the chance to discuss everything
since he had other commitments. As we focused, in our research, on how Richemont took part in
the implementation of blockchain, it was very helpful for us to understand the problems that led to
the use of this technology and the creation of AURA Blockchain Consortium, that was created with
LVMH and Prada, as previously mentioned. We also focused on the importance of our chosen
attributes which are: prestige price, transparency, innovativeness, and virtual exclusivity for
consumers. Finally, we asked about the impact of this digital transformation on consumer buying
behaviors and their willingness to purchase. Through what the manager explained, he was aware
of how Richemont used blockchain technology to increase supply chain transparency and lower

the risk of counterfeiting which was a big problem and a strong reason behind the creation of this
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platform. This enhanced the brand's reputation while also giving consumers more confidence that
they were purchasing authentic goods and provided with the best services.

The next interview was conducted with a colleague who previously worked at Chanel. This meeting
lasted 20 minutes, and we asked about the necessity of digital implementation and the use of
blockchain technology for luxury brands. In this interview, we asked how Chanel can benefit from
this innovation and how it can improve the customer experience. We were unable to collect much
data because of the brand’s confidentiality policy but we tried to understand how this is helpful for
both companies and consumers. With this interview, we were also provided with valuable insights
into the potential benefits of blockchain technology for luxury brands and their customers.

The third interview was conducted with a friend who works in Louis Vuitton, and it lasted for 30
minutes. In order to better understand client views, expectations, and behaviors, we first looked at
the need for technology. Our interviewee gave her viewpoint on how the use of technology may
improve the client experience, from facilitating more seamless interactions to delivering
personalized recommendations. We also looked at the benefits of using blockchain technology in
the luxury sector, particularly in relation to handbags. While acknowledging some of the
difficulties involved in implementing such technology, she shared her insights on the potential
advantages of using blockchain to improve transparency and lower the risk of counterfeits. The
effect of blockchain on sustainability and customers' propensity to purchase was another important
subject we covered. In order to track the environmental impact of their products and ensure higher
sustainability across the supply chain, premium firms are utilizing blockchain, as she explained
through instances. We also talked about how blockchain technology might increase consumers'
tendency to buy by enhancing their trust in luxury brands. We discussed our thoughts and
skepticisms during the discussion, and the luxury consultant gave us many insights that helped us

comprehend how consumers view blockchain technology while purchasing from premium firms.
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Overall, this discussion was very instructive and aided in deepening our comprehension of the
potential advantages and difficulties of using blockchain technology in the luxury sector. We also
discussed our work with her and mentioned attributes and analysis, and she gave us feedback.

We also organized two one last interview a blockchain professor. This interview lasted almost 60
minutes, so we basically discussed together the topic. He gave us more insights about the
importance of blockchain technology and the necessity of explaining consumers’ perceptions in
the luxury industry. When showing him the results, he gave us some recommendations about our
analysis and discussed with us the necessity of explaining the digital change that can happen with
the existence of blockchain technology and the benefits that it can offer to consumers.

We were able to develop a more comprehensive and sophisticated picture of the subject by
aggregating the perspectives of these experts and contrasting them with the information we had
already gathered. We were able to view the wider picture and comprehend how blockchain and
luxury overlap in the present business environment thanks to the experts' insights.

These interviews were a crucial part of our study process overall. They helped us to strengthen our
viewpoints, confirm our findings, and draw more insightful and useful conclusions. We think that
luxury goods companies looking to use blockchain technology to improve their operations and gain
a competitive edge in the market will find the knowledge we gained from these interviews to be
priceless.

In conclusion, the discussions with luxury industry professionals and the consumer data gathered
offered insightful information about the application of blockchain technology in the luxury sector.
Our team was able to gain insight into how luxury companies like Richemont, Gucci, and Chanel
are using blockchain technology to increase supply chain transparency, lower the risk of
counterfeiting, and improve the consumer experience through these interviews. The discussions

also highlighted the potential advantages of blockchain technology for sustainability and boosting
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consumer confidence in luxury businesses. Overall, we were able to better understand the benefits
and problems that blockchain brings for luxury businesses because of the information provided by
these interviews and this helped us to confirm our previous analysis.

We were lucky to receive encouraging comments from this group of professionals, which not only
made us happy but also inspired us to continue researching our subject. It was encouraging to learn
that every expert agreed that the subject we chose was not only fascinating but also had a lot of
room for development and exploration. We felt quite confident and reassured that we were on the
correct path because these specialists were able to recognize the potential in the issue we chose.
We appreciated their insightful opinions and are eager to continue researching this subject with
fresh enthusiasm and excitement.

Our research was an extensive, team-based effort that included meetings, in-depth investigations,
and customer interviews. The seamless integration between these components was one of the main
factors that contributed to the significance of our research.

To make sure that we were all using the same strategy and working toward the same objectives,
we had multiple meetings with the members of our research team. These sessions were essential
for keeping us focused on the fundamental topics we were trying to address and for keeping us on
track. As a result of being able to present our study and talk about the implications, we were
ultimately able to improve our methodology and comprehend the subject matter better.

Consumer interviews were also a key component of our research. We were able to learn firsthand
information about the preferences and actions of customers of luxury items through these
interviews. These perceptions have proven to be extremely helpful in comprehending the particular
possibilities and constraints that premium businesses confront in the market.

A crucial part of our study method also included our investigations and data collection. We were

able to develop a greater knowledge of the bigger context in which our research was taking place
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by looking at the existing literature and reports. As a result, we were able to contextualize our
findings and derive deeper meaning from our research.

Overall, the success of our study effort depended on the combination of meetings, customer
interviews, and investigations. Together, these elements helped us comprehend the subject more
thoroughly and reach conclusions that were more solid and significant. Collaboration across these
various components strengthened our research, enabling us to validate our findings and arrive at a
more complex and thorough understanding.

We also considered an online interview published by LVMH page on YouTube on the 21st of June
2021 named “VivaTech 2021|[LVMH’s Blockchain secures luxury products HUBLOT and
BVLGARI cases” (LVMH,2021). Through this interview, the objective was to understand how the
use of blockchain revolutionized the concept of buying and owning luxury goods. The interviewees
were the digital and client development director of Louis Vuitton and the head of innovation and
blockchain at LVMH. According to this interview, the first interviewee said that LVMH has
invented the idea of authenticating products via blockchain, and he emphasized their excitement
about having other luxury brands join them. He also said that thanks to this technology, all their
leather products are already empowered by blockchain and have their own traceability and
authenticity. To further explain the process, he demonstrated the authentication by scanning a Louis
Vuitton’s handbag using the phone. He also showed that it is possible to have further information
about the production’s location, in addition to its production date, as well as its highest
environmental standards. He also mentioned that all these features are highly important for the
client. Moreover, according to his expertise, luxury consumers build their trust by knowing the
source where the product comes from, as well as the sustainability practices. Additionally, he also
added that it is important for them to show to luxury consumers that sustainability and authenticity

are linked. When asked about the meaning of AURA, he said that, according to his personal
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opinion, it is associated with serenity, trust, and peace of mind, so it is very important to all luxury
consumers. According to the second interviewee, who was asked about the development of the
consortium itself, he confirmed that the blockchain was created via a collaborative spirit with
competitors, with discussion with Louis Vuitton, Prada and Cartier. He said that implementing this
technology was a need to answer new luxury market expectations. He said that AURA is a non-
profit association, and all the technological advancements would be possible as luxury brands
would pay for that to use the platform as a license. When asked about the use of blockchain along
the value chain, he said that it is used from upstream to downstream which allows to have
information about the materials, as well as the distribution network. Consequently, this helps them
to create a new luxurious storytelling to their targets and build a link with them. Moreover, he said
that they are doing a great job and acting as advisory council by offering workshops, sharing their
experience, and providing guidance to other luxury brands to know how it would be possible for
them to implement it depending on their own strategies.

3.3 Conjointly results

As already mentioned in the methodology section, a conjoint study was conducted via the survey
platform Conjoint.ly to answer third research question studies the specific attributes related to
blockchain technology that luxury consumers consider important in their purchasing decision. The
following analysis will examine the survey results and how different attributes affect consumer
decisions.

The survey collected answers from April 9" to April 16™, 2023. A total of 353 entries were
registered, from which only 51% of these have been classified as good quality responders according

to the figure below.
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@ Completed survey

@ Completed, but marked
as a low quality response
Respondent did not look
through all alternatives
Opened survey link, but
did not complete survey

Figure 13:Figure 13 —Survey completion percentage

However, while most of the respondents filled in the survey in less than six minutes, there were
some participants who sped through the survey and completed it in less than two minutes. Also,
some respondents took more than half an hour to fill in the whole survey. Since these participants
completed the survey in an unreasonable period of time, they have been considered as low-quality
responders (4% of the total respondents). Results from the latter and from respondents who just
opened the survey but gave up during the questionnaire or after receiving a warning of being
providing low quality answers (45% of the total) were excluded from the analysis to ensure data
reliability (Sauro & Lewis, 2012).

Sample Characteristics

The first step of our analysis was to conduct a demographic characterization of the sample, since it
is a crucial indicator of the results. Previous research has looked at how these characteristics affect
different contexts' consumer decision-making processes. For instance, Lu, Zeng, and Fan (2016)
investigated how age and gender, as well as other demographic factors, affect consumer
preferences in the online market. Furthermore, the authors investigated how social status affected
buying habits. We have been able to learn more about consumer preferences and behavior in the

luxury handbags market by including these social and demographic characteristics in the analysis.
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Age

When it comes to age, the mean is approximately 29,5 years old when considering the 182 good-
quality responders. The survey was developed to allow respondents from all ages since our lowest
range was less than 18 and our maximum range was above 45 years old. Most of the respondents
were aged 26 to 35, comprising about 41.6%. The second biggest share was 32%, from people
between 18 and 25. 15.2% between 36 and 45, and 3.4% were above 45 years old. Only 7.9% of
the respondents were minors (Appendix 24)

The explanation of this kind of distribution can be discovered in the bigger usage of social media
platforms by younger people, and in the spreading method of the survey, where our personal
connections have been central.

Gender

Gender-wise, the sample is quite unevenly distributed. When considering completed surveys only,
the sample contained 37 male respondents (approximately 20%) and 145 female respondents
(approximately 80%) (Appendix 25). This may be related to the fact that women are much more
attracted by the product on which the questionnaire is based, and thus were more interested in
filling it out.

Social Status

Social status was another measured descriptive variable. Considering only the 182 completed
surveys, workers are the mode of the sample (58,4%), followed by students (30,9%), unemployed
(7,3%), and pensioners (3,4%) (Appendix 26). It is possible to conclude that the sample is skewed
towards students and workers, in particular young workers. We can infer this figure because it is
congruent with the fact that a total of 73.6% of the responses came from people between the ages

of 18 and 35.
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Country

More evenly distributed, however, was the location where the questionnaire was filled out. Indeed,
country-wise the responses form somewhat of a normal distribution. Apart from Italy, which
accounted for 33% of the responses, each of the other countries recorded about 20% of the total
responses (Appendix 27).

Brand preferences

The analysis from the conjointly proved that the survey aimed to acquire responses from
individuals regarding their preferences for different luxury handbag brands following a criterion
on a variety of features. The chart that is shown on the Conjointly website shows the preferences
for different combinations of features within each brand, i.e., Louis Vuitton, Furla, Jacquemus and
Hermes, with the “violins” representing the width of potential combinations (Chadha & Ahuja,
2020). The wider the violin displayed by the brand, the more potential combinations of features
within the brand. (See Appendix 28)

In reference to the chart from the conjointly websites, the brand with the widest violin is Louis
Vuitton, followed by Hermes and then Furla, with Jacquemus having the smallest violin. From this,
it shows that Louis Vuitton has the most varied combination of features available, while Jacquemus
has the least. The diamonds on the chart in each violin represent the median value for each brand.
The diamonds for brands Louis Vuitton and Hermes are located at the negative side of the 0 mark,
this shows that the respondents generally preferred features that were more expensive or exclusive.
The diamond for showing the median value for Furla, on the other hand, is located to the right of
the 0 mark, this shows that respondents preferred features that were more affordable or accessible.
Similarly, the diamond for Jacquemus indicating the median value is also located to the right of the
0 mark, but much further than Furla’s, showing that respondents preferred features that were even

more affordable and accessible. This finding is consistent with a study by Kim and Ko (2012) that
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suggests that brand equity is created by the brand’s reputation, image, and emotional attachment
consumers have to the brand. The strong preference for specific features within the brand may be
due to the brand’s reputation for quality and exclusivity, leading consumers to associate specific
features with the brand.

Based on these results from the website, it can be concluded that respondents generally preferred
luxury handbag brands that offered exclusive and expensive features, this is in terms of Louis
Vuitton and Hermes. However, there was also a preference for more affordable and accessible
brands, such as Furla and Jacquemus (Grewal et al., 2009). This shows that there are different
ranges of preferences within the luxury handbag market, and the brands should consider offering a
variety of features to appeal to different people who are the consumers.

Generally, the survey results provide insights into the preferences of customers regarding luxury
handbag brands and their features. Brands that had a wider range of feature combinations, such as
Louis Vuitton, were more preferred, but there was also a demand for more affordable options.

In general, the utilization of conjoint analysis facilitated a thorough evaluation of brand
predilections, while considering various permutations of characteristics and costs. Through an
analysis of the comparative performance of various brands, enterprises can acquire significant
insights into consumer preferences and make well-informed determinations concerning branding,
product characteristics, and pricing tactics. These findings from the conjointly website may be
useful for luxury handbag brands in developing their marketing strategies and product offerings to
cater to a wider range of consumers. (Conjointly, 2023)

Attribute importance

The conjoint analysis technique involves presenting hypothetical product profiles to survey
participants, wherein the profiles are systematically varied across attributes such as price, brand,

features, and design. By observing respondents’ choices or ratings, researchers are able to quantify
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attribute importance and evaluate consumer decision-making (Mishra, 1989). We will delve into
the details of each brand's respective part in the following discussion.

According to the research by Green and Srinivasan (1990), consumers' trade-offs between different
levels of attributes determine the significance of attributes in conjoint analysis. The research
revealed that consumers exhibit a tendency to prioritize specific attributes over others, thereby
indicating their respective levels of decision-making significance. The comprehension of attribute
significance in conjoint analysis facilitates the advancement of products, the formulation of
marketing tactics, and the establishment of pricing strategies. Businesses can better serve customers
by understanding which attributes most influence their preferences (Mishra, 1989).

Hermeés

Based on the information provided from the Conjointly website, it is evident that for the brand
Hermes, consumers placed the highest relative importance on the attributes of transparency and
product details, which accounted for 55.2% of the total importance. The attribute of certification
for authenticity and ownership for the brand Hermes was also highly accounted for, accounting for
32.6% of the total importance. This shows that customers place a significant amount of sensitivity
on the authenticity and ownership verification of luxury handbags.

The attribute of design for the brand Hermes was ranked lowest in relative importance, at 12.2%
of the total. This makes us conclude that while design is still a vital consideration for customers
when choosing a luxury handbag brand, it may also be somehow less vital than other factors such
as product information and authenticity. (See Appendix 29)

Louis Vuitton

As the data presented on the Conjointly website indicates that customers placed the greatest relative
importance on the attributes of transparency and product details for the brand Louis Vuitton,

comprising 45.0% of the total importance. The Certification for Authenticity and Ownership
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attribute was deemed significant by customers, constituting 25.3% of the overall importance.
Price was the third most significant attribute, with 20.4% of the total importance. This tells us that
while customers are willing to pay a premium for luxury handbags, they also take note of the price
in their decision-making process. The attribute of design for the Louis Vuitton brand was ranked
lowest in relative importance, at 9.3% of the total. This makes us conclude that while design is still
a vital consideration for customers when choosing a luxury handbag brand, it may somehow be
less important than other factors such as transparency, authenticity, and price. (See Appendix 30)
Jacquemus

Moreover, the analysis of the Conjointly website data reveals that the brand Jacquemus has
received the highest relative importance from its customers for the attributes of transparency and
product details, constituting 45.7% of the total importance.

The attribute of "certification for authenticity and ownership” was also considered vital by
customers, accounting for 23.4% of the total importance. This shows that customers have a
significant sensitivity to the authenticity and ownership verification of luxury handbags.

Price was the third vital attribute, accounting for 19.1% of its total importance. The attribute of
design was ranked lowest in relative importance, at 11.8% of the total importance. This tells us that
while design is still an important factor to consider for consumers when choosing a luxury handbag
brand, it may somehow be less vital than other factors such as transparency, authenticity, and price.
(See Appendix 31)

Furla

As with Hermes, Furla did not have a price attribute listed in the chart due to only providing one
price option in the survey. While the total sum of the importance values for the three attributes
listed is 100%, the relative importance of design for Furla was 20.2%, while transparency and

product details had an importance value of 57.7%. The attribute of certification for authenticity and
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ownership had an importance value of 22.1%.

Generally, it is vital to note that transparency and product details were the most vital attributes for
all four brands in the analysis from the website. This can lead us to conclude that customers highly
value information about the product they are buying, for example, the materials used, the
manufacturing process, and any special features.

In conclusion, attribute importance in conjoint analysis is determined by consumers' trade-off
decisions between different attribute levels. The findings of the study indicate that consumers place
significant value on attributes such as transparency, product details, and certification for
authenticity and ownership when considering luxury brands. Specifically, the analysis focused on
four prominent luxury brands, namely Hermes, Louis Vuitton, Jacquemus, and Furla. Price also
played a significant role for some brands. Design, while still important, held relatively less
significance. Overall, transparency and product details emerged as crucial attributes across all
brands, emphasizing the importance of providing comprehensive and accurate product information
to customers. Understanding these attribute relative importance values can assist brands in better
tailoring their marketing and product development strategies to meet customer needs and
preferences (Rahman & Lorica, 1999). (See Appendix 32)

Relative importance by levels

The utilization of conjoint analysis is prevalent in the field of marketing research as a means of
comprehending consumer preferences and the mechanisms behind their decision-making. By
analyzing the relative importance of attribute levels, researchers gain valuable insights into the
factors that drive consumer choices. The present investigation centers on four distinct attributes,
namely Design, Price, Blockchain platform for transparency and product details, and Certification
for authenticity and ownership. The goal is to determine the preferences for attribute levels within

each brand and understand their impact on consumer decision-making. The findings from this
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analysis will contribute to a deeper understanding of consumer preferences and inform strategic
marketing decisions. (Conjointly, 2016).

Hermes

Based on the preferences for levels relative to other levels for the average customer, specifically
within the brand "Hermes", it can be seen from the website that customers have a strong preference
for the design attribute. Specifically, design 1 was the most preferred option, with 34.7% of the
percentage in its favor.

In terms of the attribute of certification for authenticity and ownership, the digital certification
choice was greatly preferred, with a positive preference level of 70.0%, while physical certification
was less preferred. This shows that customers are comfortable with digital certification as opposed
to physical certification.

Lastly, the attributes of transparency and product details were found to be important factors for
customers, with the "present” option preferred with a high positive preference level of 94.7%. This
tells us that customers highly prefer transparency and are more likely to buy products when they
have all the necessary information about the product's details and its genuineness. (See Appendix
33 and 34)

Louis Vuitton

The brand has a unique set of consumer preferences, according to the chart provided on the
conjointly website. In terms of design, the average customer prefers design 1 with 36.5%, followed
by design 3 with 33.0%, and design 2 with 30.4%. The preference for designs 1 and 3 shows that
the average customer prefers classic and timeless designs over more trendy or bold options.

On the attribute of Certification for Authenticity and Ownership, the digital certification was the
preferred attribute with 86.0%. This preference shows evidently that customers place their trust in

the digital certification process offered by Louis Vuitton. When it comes to transparency and
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product details, the customer preference for the "present” option was high at 96.2%. This result
suggests that the average customer is interested in having knowledge about the product before
making a purchase. Finally, in terms of price, the majority of customers preferred a price of 2500
(82.5%), while 17.5% preferred a higher price of 7000. This result evidently says that the average
customer is willing to pay a premium price for Louis Vuitton products. (See Appendix 35 and 36)
Jacquemus

The chart displaying customer preferences for different levels within the brand on the conjointly
website reveals that design 3 is the most preferred, followed closely by design 1. The preference
for digital certification for authenticity and ownership, as seen from the website, is high at 71.3%.
The majority of customers prefer transparency and product details to be present, as indicated by a
preference of 93.8%. When it comes to the price of products, the majority of customers prefer to
pay $300, with 53.6% of respondents indicating this preference, while 46.4% of the customers
prefer to pay $1,000. The relatively lower price preference could be a sign of the brand’s target
market. (See Appendix 37 and 38)

Furla

The average customer for Furla prefers digital certification for authenticity and ownership, with a
preference of 71.6%, as evident from the conjointly website. In terms of design, the preference is
shared between design 1 and design 3, with design 3 slightly bettering out with a 36% preference.
The high preference for the "present” option in Transparency and Product Details also shows that
Furla’s customers value knowing the details and materials used in the products they buy. Generally,
the preferences of the average customer for Furla show a focus on transparency, authenticity, and
design. These values are likely important to the brand’s target market and can help inform future
product development and marketing strategies (Chadha & Ahuja, 2020).

To conclude, the examination of the relative significance of various levels in conjoint analysis
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offers valuable insights into the preferences of consumers for the chosen attributes within each
brand. The findings underscore the importance of various factors such as design, certification for
verifying authenticity and ownership, transparency and provision of product details, and pricing in
shaping consumer preferences. Comprehending the relative significance of attribute levels is
beneficial for enterprises in the areas of product development, marketing strategies, and pricing
policies. The results indicate that consumers place emphasis on particular levels of attributes and
demonstrate unique inclinations towards individual brands. The aforementioned observations can
provide valuable guidance to enterprises in customizing their products or services to align with the
preferences of their clientele and augment their level of contentment. Subsequent investigations
may delve deeper into the interrelationship among said attributes and ascertain supplementary
variables that impact the process of consumer decision-making within the domain of luxury brands.
(See Appendix 39 and 40)

Ranked list of concepts

The present investigation employed a conjoint analysis technique utilizing a ranked list of concepts
methodology to examine the inclinations of consumers towards diverse product characteristics. The
data includes information on four brands (Louis Vuitton, Jacquemus, Hermes, and Furla) and their
corresponding designs, prices, blockchain platform for transparency and product details,
certification for authenticity and ownership, and the rank and value assigned to each concept by
customers. The objective of this analysis is to extract valuable insights regarding the significance
of these attributes and ascertain the most attractive combinations for consumers through a thorough
examination of the data.

The ranked list of concepts analysis allows us to understand the preferences of customers for
different attributes and levels. Based on the data analysis, it can be inferred that among the Louis

Vuitton brand designs, Design 1 is the most favored, followed by Design 2 and Design 3. The price
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point of 2500 euros is favored over other options, and the presence of a blockchain platform for
transparency and product details is consistently preferred. In addition, it has been observed that
consumers exhibit a marked preference for digital certification as a means of verifying authenticity
and ownership, as opposed to relying on physical certification, when it comes to the Louis Vuitton
brand.

Jacquemus exhibits a slight variation in preferences. Design 3 is the most preferred, followed by
Design 1 and Design 2. The consumer base exhibits a predilection towards price points that are
relatively lower, with a particular inclination towards the option of 300 euros. Similar to Louis
Vuitton, customers prefer a blockchain platform for transparency and product details, and digital
certification is preferred over physical certification.

Hermes displays a distinct set of preferences. Design 1 and Design 2 are preferred by customers in
comparison to Design 3. However, the price point of 7000 euros is preferred over lower price
options. The preference for a blockchain platform for transparency and product details remains
consistent, and digital certification is favored over physical certification.

The customer preferences of Furla exhibit a greater degree of alignment with those of Jacquemus.
Design 3 and Design 1 are preferred, while Design 2 is less favored. The price point of 300 euros
is preferred, and a blockchain platform for transparency and product details is important to
customers. Like other brands, digital certification is the favored mode of certification over physical
certification. (See Appendix 41)

Preliminary Statistical Analysis

Correlation Among Variables and Highest-Ranked Attributes: To gain a deeper understanding of
our respondents’ characteristics, a few additional descriptive questions about their age, gender,
social status, etc., as well as a Likert scale question about why they choose to purchase high-end

handbags, were added at the end of the conjoint survey (Conjointly, 2016).
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By taking into account various motivations and sociodemographic factors, this data will help assess
the variability in consumers' attribute preferences across various platforms. For instance, it might
make it easier to find any connections between factors like product pricing or preference for
Blockchain technology and variables like age or income. We analyze the cross-correlations
between the attributes in order to investigate the relationship between the variables and the
attributes.

Gender impact on results

The Pearson correlation coefficient in SPSS indicates a bivariate correlation of 0.046 between
gender and result. The statistical analysis yielded a two-tailed p-value of 0.543, and the sample size
(N) was determined to be 178.

The Pearson correlation coefficient is a statistical metric that quantifies the magnitude and
orientation of the linear association between two variables. The present analysis indicates a
negligible correlation between gender and result, as evidenced by a coefficient of 0.046. This
implies a negligible or non-existent correlation between the two variables.

The p-value of 0.543 that is associated with the study is higher than the conventional significance
level of 0.05. This suggests that there is inadequate evidence to reject the null hypothesis, which
posits that there is no correlation between gender and result in the population.

Thus, the analysis of the bivariate correlation between the variables of result and gender indicates
that there exists a negligible and statistically insignificant association between the two factors
within the selected sample of 178 participants. Stated differently, there seems to be no correlation
between gender and the outcomes. It is crucial to bear in mind that the presence of correlation does
not necessarily indicate causation. Therefore, additional examination may be necessary to

investigate other plausible variables that could be impacting the outcomes. (Refer to Appendix 42)

55



Age impact on results

The Pearson correlation coefficient in SPSS indicates a bivariate correlation of 0.035 between the
variables of result and age. The statistical analysis yielded a two-tailed associated p-value of 0.639,
with a sample size (N) of 177.

The Pearson correlation coefficient is a statistical metric that quantifies the magnitude and
orientation of the linear association between two variables. The correlation between the outcome
and age exhibits a low magnitude, as evidenced by a coefficient of merely 0.035. This implies a
negligible or non-existent correlation between the two variables.

The p-value of 0.639 that is associated with the study is higher than the conventional significance
level of 0.05. This suggests that there is inadequate evidence to reject the null hypothesis, which
posits that there is no correlation between age and result in the population.

Thus, the analysis of the bivariate correlation between the variables of result and age indicates that
there exists a minimal and statistically insignificant correlation between the two factors within the
population of 177 participants. Stated differently, there seems to be no correlation between age and
the outcomes. It is crucial to bear in mind that the presence of correlation does not necessarily
indicate causation. Thus, additional investigation may be necessary to examine other plausible
variables that could be impacting the outcomes. (Appendix 43)

Cluster Analysis

By clustering survey respondents into different segments or personas, we have been able to gather
valuable insights on how different customer segments prioritize and make decisions based on the
various attributes of luxury handbags, including brand, design, price, and the blockchain-based
digital platform with certification. This information will then guide strategical managerial
suggestions for product development efforts to cater to different customer preferences.

After having extracted our raw data from Conjointly platform into Excel, we have cleaned the Data
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set in order to remain only with the valuable variables that we wanted to analyze for clustering.
The variables that have been considered to conduct the analysis for clustering were all the
individual preferences for each attribute level, for each brand. When the Data set is exported from
Conjointly, by convention, these individual preferences are expressed as relative utility values
compared to an option that is normalized to 0. For instance, according to Figure 14 below, when
assessing each participant's preferences for the different brands, the utility of Hermes has been
normalized to 0, while the utilities of the other brands have been expressed in relative terms to that

normalized value.

Hemés, Hermés,  Hemmes, Louis Vuitton, Louis Vuitton, Louis Vuitton,
participant id Hemmés LouisVuitton ~ Jacquemus  Furla Design! Design?  Design3  Design1  Design?  Design3
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§ 0 0,8403 30 0N 0 03298 (01808 0 0,858 -0,0806
b 0 694 01t 371 0 01973 15648 0 00920 {0,143
1 0 19494 447 2084 0 0341 16593 0 06065 -2,08%
§ 0 15262 6519 881% 0 0mB 0729 0 0,430 00913
g 0 24418 09T 106 0 oM 098 0 0,478 05227
10 0 0219 03503 228 0 05182 0,091 0 {0,6540 05254

Figure 14:Individual Preferences Data Set

Subsequently, we have exported the cleaned Excel file into IBM SPSS software in order to compute
the appropriate statistical techniques for clustering. The method we have followed to come up with
different segments was based on the following steps:

Step 1: Hierarchical Cluster Analysis-Ward’s Method Approach (In order to determine the ideal
number of Clusters based on our Data set)

The hierarchical cluster analysis is useful in providing us with a robust estimate of how many

clusters our data has. We have preferred the Ward’s method approach instead of other hierarchical
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clustering techniques because it helps creating equal size clusters. If we use another approach, it is
possible that we find clusters where there are just a few responses in one group and lots of responses
in another, and practically speaking this would not be really useful.

As we said previously, we used the all the individual preferences for each attribute level, for each
brand as input variables on SPSS, because there will then be groups of people who tend to have
difference preferences for these dimensions, and we might be able to group those types of people.
Since our data came from different types of scale, we also have standardized our variables’ raw
data into Z scores in order for them to be comparable for the analysis. The result of this first step
was the creation of a dendrogram. (Appendix 44). This represents a hierarchical branching diagram
where each of these branches denotes connections. And the closer those connections are to each
other's on this diagram, the more related they are to one another. So, as we move up the branching
diagram, the hypothetical clusters become larger and more heterogenous. As we were looking for
a robust solution that was relatively stable to small variations in our judgment call, by looking at
our dendrogram we ultimately decided to go for a 3 Clusters segmentation. This hierarchical
analysis has been considered as the input for the second step.

Step 2: K-Means Cluster Analysis (In order to classify and interpret the different Clusters)
Through a k-means cluster analysis we have then assigned cluster membership to individuals based
on the algorithm as well as describing those clusters on the dimensions that we created the
clustering on. We conducted the analysis on SPSS using the same variables about participant’s
preferences that have previously been used for the hierarchical analysis. Accordingly to the
conclusion of the latter, the algorithm was set in order to categorize our sample of responders in 3
distinct clusters. Refer to Appendix 46 to check the dimensions of each cluster.

K-means is an iterative algorithm, meaning that it runs until there is a convergence solution.

In our cases it took 5 iterations to converge. We have also run an Anova to see which of the
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considered variables was not significant for the analysis (Appendix 45). This table allows us to say
if the variables that we have included in our model actually help us discriminate across the different
clusters. So, we looked for significance level.

According to the Anova we can infer that only variable n.9, that is the preference for “Jacquemus
Design 3”, was not statistically significant. This means that there is no difference between any of
the clusters on the preferences regarding this particular variable.

This also means that all the other variables are significant in determining how groups of individuals
are similar to one another and also different from other groups.

Step 3: Segmentation using Excel (Looking for patterns to create segments and personas)

We then counted the socio-demographic characteristics of each cluster and looked for patterns in
order to come up with 3 different personas (Appendix 47).

For instance, the specific persona derived from cluster 3 is [26,35] aged, female, worker, and she
is based either in France or Italy. Subsequently, we have looked for patterns inside each cluster
based on the different socio-demographic characteristics. We did this with the intention of coming
up with 3 different “personas” by conducting a deeper segmentation using the specific function of
the software Conjointly. The Appendixes from 48 to 51 allowed us to assess the different
preferences for the different attributes within each brand for these 3 ideal profiles. By also

analyzing their preferences for the brands, we finally came up with three different personas (see

figure 15).
Brand Trendsetter Status Seeker  Luxury Enthusiast
Hermes 10,3179
Louis Vuitton 25,0799 7,3198
Jacquemus -3,1841
Furla -17,3267

Figure 15:Clusters’ Brand Preferences
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Cluster 1: The Trendsetter or Practical Shopper
This persona is highly fashion-conscious and seeks out emerging luxury brands like Jacquemus.
They are willing to try new designs and are more price-sensitive compared to other segments. They
appreciate the transparency offered by a blockchain-based digital platform, and certification for
authenticity and ownership adds to their overall satisfaction.
This persona considers the price and functionality of luxury handbags as essential factors. They are
more inclined towards affordable luxury brands like Furla. While they appreciate the blockchain-
based digital platform and certification for authenticity and ownership, their purchasing decision
is primarily driven by the price and value for money.
Cluster 2: Status Seeker
This persona values well-established luxury brands like Hermes and Louis Vuitton, which
symbolize prestige and social status. They prioritize the brand name, iconic designs, and
craftsmanship. While they appreciate the blockchain-based digital platform and certification for
authenticity and ownership, it might be less of a deciding factor for them compared to brand
reputation.
Cluster 3: Luxury Enthusiast
This persona values exclusive, high-end luxury brands and considers design and craftsmanship as
top priorities. They are willing to pay a premium for unique and iconic designs, and they highly
value a blockchain-based digital platform for transparency and product details. Certification of
authenticity and ownership is also crucial for them.
imula

As mentioned in the Insights, the most valued product is Louis Vuitton bag with design 1,

price of 2500 euros, blockchain based digital platform and the presence of digital certificate by the

survey respondents. In order to further analyze how each clusters’ preferences are sensitive to the
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most valued handbag in the survey which has the blockchain based digital platform for
transparency and product details, the simulations tool on conjointly website is used.

Baseline description

The baseline of the simulation was set with two bags from each brand with different price, Hermes
having 7000 euros, Louis Vuitton having 2500 euros, Jacquemus having 1000 euros and Furla
having 300 euros, in order to have variation in the price. Moreover, the selected eight bags have
design 1 as well as digital certification. On the other hand, only one of the bags from each brand
has a blockchain based digital platform for transparency. The simulation of all respondents gives
the highest preference of 31.8 per cent for the most valued bag which is Louis Vuitton with
blockchain based digital platform for transparency and product details while the smallest rates were
around 1-2 per cent for the bags without blockchain based digital platform for transparency. For
the clusters, the same baseline was used by adjusting in the settings of conjointly simulation tool.
(See Appendix 52)

Removal of the most valued bag

The scenario of removal of the Louis Vuitton bag with design 1, price of 2500 euros, blockchain
based digital platform and the presence of digital certificate was applied to all respondents, and the
three other clusters that are mentioned in the cluster analysis chapter in order to investigate the
variation of preference percentages, any possible preference shift to bags without blockchain based
digital platform for transparency and product details. (See Appendix 53)

Cluster 1: The Trendsetter or Practical Shopper

The respondents in cluster 1 have the highest preference share of 37.6% for Furla bag with
blockchain based digital platform for transparency and product details and after the removal of the
most valued bag this preference share increases to 41.4%. While having increase in the preference

share for Hermes bag with blockchain based digital platform for transparency around 10%, the
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most remarkable increase of 3% was in the preference share for Louis Vuitton bag without
blockchain based digital platform for transparency. This increase proves that Louis Vuitton as a
brand was not the most priority for respondents in cluster 1. (See Appendix 54 and 55)

Cluster 2: Status Seeker

In baseline scenario the survey participants that are in cluster 2, have high preference share towards
bags with blockchain based digital platform for transparency and product details as 46.9 per cent
for Louis Vuitton and 46.4 per cent for Hermes which in total makes 93.3 per cent. Strong
preference for Hermes and Louis Vuitton continues when the most valued bag is removed from the
scenario. The preference share of Hermeés with blockchain based digital platform for transparency
and product details climbs up to 86 per cent while the change in Louis Vuitton bag without
blockchain based digital platform for transparency and product details change from 2.5 per cent to
6.7 per cent. This shows that the cluster 2 has a stronger preference to blockchain technology rather
than brand identity. On the other hand, cluster 2 does not have significant levels for preference
shares of Furla and Jacquemus bags. (See Appendix 56 and 57)

Cluster 3: Luxury Enthusiast

In the baseline scenario, Hermes bag with blockchain based digital platform for transparency and
product details dominates the preference shares with percentage of 59, meanwhile it dominates
with percentage of 77.4 in the absence of most Louis Vuitton bag with blockchain based digital
platform for transparency and product details. However, the Jacquemus bag with blockchain based
digital platform for transparency and product details increases by almost 2 per cent the respondent

of cluster 3 show crucial shift to Hermes from Louis Vuitton. (See Appendix 58 and 59)

4. Conclusion

4.1 Discussion of the perceptual map results
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The results of the perceptual map help us to answer to our second research question RQ2 which
addresses consumers perceptions about luxury brands. Consequently, we found out that, despite
the fact that all the considered brands are operating in the luxury market, there are differences
among them. Based on our analysis, there is a difference between the level of associations between
brands with attributes.

Louis Vuitton is principally associated with the attribute prestige price, which is represented by the
first dimension, with a lower level of association with the second dimension, which is premium
service. According to her article, Paton (2023) mentioned that Louis Vuitton contributes by two-
thirds of the whole annual operating profit of LVMH, which is the biggest luxury world’s leader
in the luxury industry. As Salnichenko (2023) stated in her article, Aura Blockchain Consortium
aimed to leverage luxury services, improve customer service quality, and set new expectations in
the luxury industry, which may explain the increase in sales for Louis Vuitton.

As previously mentioned, the implementation of blockchain technology in the luxury industry
enables consumers to benefit from premium quality services with enhanced security. This can
explain that Hermes is slightly negatively correlated with dimension 2 which is service premium.
Consequently, by taking into consideration the problem that Hermes faced in terms of intellectual
property, it is important that it revolutionize its position regarding this dimension by focusing on
innovativeness, transparency, and virtual exclusivity. By doing so, consumers would have a better
association with Hermés and the considered attributes in our analysis.

On the other hand, Jacquemus and Furla share similar profiles with a slight variation between both
in terms of the two dimensions.

Jacquemus is less negatively correlated with prestige price as it has a higher length of the respective
vector. In fact, it is known for producing distinctive and high-quality designs, which may be the

reason for its slightly higher pricing than Furla. In the world of luxury fashion, Jacquemus is a
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relatively new company, yet it has already become well-known for its cutting-edge styles and
commitment to sustainability. Customers may therefore be willing to pay a higher price for
Jacquemus products because they believe the brand is providing something special and of great
quality.

Furla, on the other hand, as confirmed by CHU (2021), is a trusted and well-known luxury company
that has been operating for many years. It is still seen as a luxury brand, but it might not be as
cutting-edge or distinctive as Jacquemus, which could account for why it is providing slightly lower
prices. Furthermore, consumers might be more inclined to buy Furla products as a result of the
brand's convenience, innovation, accessibility and strong digital efforts, which could help to
balance out any perceived price differences. The fact that it provides value for reasonable and
accessible luxury prices makes it more attractive and consumed by customers.

Based on our previous results, we found that there is a significant linear relationship between
previous experience with luxury brands and dimension 2 which is service premium, which can also
explain the positioning of the perception of consumers regarding the attributes associated to this
dimension and the listed luxury brands.

We also came to the result that there is no significant relationship between familiarity with
blockchain technology and dimension 2 which is premium service quality. Such a result can also
explain the positioning of Hermes relative to dimension 2, which will be later classified as a
limitation to our analysis. This might suggest that that familiarity with blockchain technology may
not be a key factor in determining the perception of premium service in the context of these
variables and that some consumers might be misinformed or influenced by the brand reputation.
Moreover, statistical results showcase that there is no significant linear relationship between the
country of origin with dimension 2 which is premium service, which explains that the country of

origin is not a key factor in determining the premium services offered by luxury brands. This lack
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of influence can be explained by the role of technology, as well as digital devices and social media
that facilitate the share of information between consumers. In this context, Chevalier and
Mazzalovo (2021) mentioned in the article written by Howard (2021) and titled ‘The role of social
media for luxury brands’, that social media plays a major role to increase luxury consumers’
awareness as it takes into consideration cultural changes, as well as digital transformation.

The obtained map provided us with insights regarding consumers perceptions about luxury brands.
After careful analysis of our data, we recognized some limitations to our study. It seems that the
number of the considered attributes was too small, which somehow led to blank spaces in the map.
Consequently, Furla and Jacquemus were not positively correlated to some attributes. When
considering the familiarity with blockchain technology, we provided consumers with two options
which are either Yes or No. Such options would not significantly reflect the degree of knowledge
about blockchain technology, which explains the reason why Hermés was not that successful in
terms of digital innovation even though it is implementing NFTs, as mentioned before, which are
blockchain based tokens.

Moreover, consumers might be misinformed about blockchain technology. According to our
analysis, the results might be interpreted for different reasons. This can be explained by the fact
that our consumers do not have a significant level of knowledge about blockchain technology in
the luxury industry or maybe they do not have a clear understanding of what blockchain technology
is in general.

Furthermore, when considering the demographics of our sample, we can notice that we had only
5% of answers from people who are older than 46 years old, and only 13% of the respondents are
male. Such percentages suggest that there are no representations of these categories in our sample,
which have an impact on the results. Additionally, the sample size seems to be too small to

represent the whole population of European luxury consumers and we had 28% of consumers who
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had experiences with other luxury brands, which makes us think that their perceptions might be
biased.

Based on the perceptual map, we can see that we did not have more brands that share a similar
profile with Hermeés or Louis Vuitton. Such information would have been insightful to determine
on which dimension these brands differentiate compared to their direct competitors by studying the
dimensions while analyzing the differences in performances between brands.

In other words, this would allow us to comprehend more the competitive landscape in the European
luxury market.

If we included more brands in our analysis, this would help to make more meaning and sense to
our findings. In addition, the findings might be more generalizable and offer a broader insight of
how consumers view luxury brands by considering more brands in our analysis.

4.2 Discussion of the conjoint analysis

By the simulations, it was seen that none of the clusters had high preference shift to bags without
blockchain based digital platform and the presence of digital certificate even the most valued bag
was removed from the choices. This result adds strength to the fact that preference for blockchain
based digital platform and the presence of digital certificate is not only related to preferred brand.
In conclusion, the conjoint analysis conducted on four luxury handbag brands (Hermes, Louis
Vuitton, Jacquemus, and Furla) provided valuable insights into consumer preferences and attribute
importance. The findings suggest that customers place a high level of importance on transparency
and product details when it comes to all brands. The certification process for verifying the
authenticity and ownership of luxury handbags was found to be of great significance, as it reflects
the value consumers place on ensuring the genuineness of such products.

The significance of design exhibited variations among the brands, with certain brands assigning

greater weightage to design in comparison to others. The influence of price on consumer decision-
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making was observed, exhibiting varying levels of significance across the different brands. It is
noteworthy that transparency, product details provided by blockchain technology and certification
were deemed more significant than design and price.

After analyzing this information, it has been determined that businesses in the luxury handbag
industry should prioritize providing transparent and detailed information about their products. This
entails the dissemination of data pertaining to the constituent materials, production methodologies,
and distinctive attributes. Highlighting the genuineness and verification of ownership of their
merchandise can potentially augment customer confidence and contentment.

Moreover, the implementation of blockchain technology to ensure transparency and traceability of
product details has the potential to yield advantages for luxury handbag brands. The
implementation of digital certification not only improves operational effectiveness but also
conforms to the inclinations of customers who prioritize convenience and technology-oriented
procedures.

In order to maintain a competitive edge, it is imperative for luxury fashion brands to adapt their
strategies accordingly. By prioritizing transparency, leveraging technology such as blockchain
platforms, and emphasizing digital certification, businesses can enhance their brand image, attract
tech-savvy customers, and differentiate themselves in the market.

The results of this study suggest that enterprises operating in the luxury fashion sector ought to
give precedence to transparency and furnish comprehensive product details in order to fulfill the
expectations of their clientele. The incorporation of technologies such as blockchain to ensure
transparency and the provision of digital certification to verify authenticity and ownership can
potentially improve brand reputation, appeal to customers who are knowledgeable in technology,
and augment trust and customer contentment.

In order to maintain a competitive edge, it is imperative for luxury fashion brands to modify their
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strategies in accordance with the preferences of their customers. This can be achieved by placing
emphasis on transparency, utilizing technology, and prioritizing digital certification. The
aforementioned observations possess the potential to enhance the quality of products and services,
augment customer satisfaction, and optimize the overarching approach of enterprises operating
within the luxury fashion industry.

Subsequent investigations may delve into the interplay among said attributes and ascertain
supplementary variables that impact consumer decision-making within the realm of luxury brands.
Furthermore, conducting an analysis of the discrepancies in preferences among various
demographic segments can yield valuable insights for the purpose of executing targeted marketing
campaigns.

For the simulations only design 1 was selected in order to keep the design as fixed while having
blockchain based digital platform for transparency and product details variable, moreover the
sample size is small in clusters. Our sample is based in Europe, however the brands mentioned are
located all around the world. These can be seen as some of the main limitations of the simulation

process.

5. Management Implications

The prioritization of blockchain enhanced solutions by consumers requires that brands use strategic
approaches that match with consumers’ new demands and needs. To successfully implement this
new solution, brands should carefully analyze their existing processes, operations, and supply
chain. This would allow brands to identify areas and current issues that may be solved using digital
transformation and new technologies like blockchain.

For an efficient implementation, luxury brands need to consider collaborating with blockchain

technology providers or partnering with blockchain specialized companies to facilitate the
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implementation in their processes and operations. Moreover, luxury brands should benefit from
workshops offered by Aura blockchain consortium which supports brands that are willing to join
and implement blockchain in their existing strategies (LVMH, 2021). Furthermore, brands should
engage with the existing members of Aura blockchain consortium. Consequently, this will help
them establish better practices in the luxury industry thus leading to a more reliable ecosystem
besides resulting in lower costs (Propello, 2022).

Additionally, brands need to increase their customers’ engagement by effectively communicating
the benefits of blockchain technology. This will allow brands to improve their relationships with
consumers by integrating them in the process and highlighting their objective of providing them
with the best luxury experience. Besides having informed customers, it is highly important to
educate and update employees about the recent technological advancements that would leverage
the overall brand experience.

Following this innovation, brands should follow future technological development and keep
investing in data security and privacy. By protecting data and transactions, companies would gain
customers’ trust and loyalty (Lestoc, 2018).

To strengthen luxury brands’ commitment to providing quality and sustainable practices, they
should focus on collaborating with supply chain partners to ensure that products’ information and
details are shared which enhances transparency, authenticity, innovativeness, and virtual
exclusivity.

6. Implications for Future Research

The findings from this research have provided valuable insights into consumer preferences and
perceptions within the luxury fashion industry. Nonetheless, various domains require additional

investigation to enhance our comprehension of consumer conduct and brand intricacies.
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Subsequent research endeavors ought to take into account the ensuing implications to augmenting
knowledge in this particular field.

Explore additional attributes and levels

Future studies should include additional attributes and levels in their analysis to gain a more
comprehensive understanding of consumer preferences. By expanding the range of attributes
considered, researchers can capture a more nuanced picture of consumer decision-making in
relation to luxury brands. The proposed approach would facilitate a more comprehensive
investigation of the interrelationships between various attributes and discern additional factors that
impact consumer perceptions and decision-making. The analysis could potentially integrate
attributes such as sustainability, social responsibility, and brand heritage. A comprehensive
understanding of consumer preferences can be attained by analyzing the interplay between these
variables and pre-existing attributes such as price, design, and service quality. This approach can
also reveal the distinguishing factors that set luxury brands apart.

Sample representation and size

To enhance the generalizability of the results, forthcoming investigations should strive for a more
extensive and heterogeneous participant pool. The present study's sample was limited to European
luxury consumers. However, broadening the sample to encompass individuals from diverse regions
and cultural backgrounds would augment the external validity of the results. Additionally, it is
imperative to strive for enhanced inclusion of marginalized demographics within the luxury
consumer cohort. Incorporating a greater representation of male participants and those aged 46 and
above would yield a more equitable viewpoint and facilitate the encompassment of a wider

spectrum of preferences and perceptions.
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Investigation of brand distinctions

Future research should concentrate on identifying specific distinctions between luxury brands and
their direct competitors. Researchers can gain insight into the luxury fashion industry's competitive
landscape by conducting in-depth analyses of differences in performance and positioning across
multiple dimensions. This study highlighted the need for a more in-depth comprehension of how
luxury brands differentiate themselves and the specific dimensions in which they excel. Luxury
brands seeking to develop distinctive value propositions, refine their strategies, and effectively

target consumer segments can gain valuable insight from examining these distinctions.

In summary, forthcoming investigations in the domain of high-end fashion ought to take into
account these ramifications in order to augment scholarship and furnish a more all-encompassing
comprehension of customer predilections and perspectives. Through the exploration of
supplementary attributes, enlargement of sample representation and size, inclusion of a greater
number of brands, examination of the impact of blockchain technology awareness, and scrutiny of
brand distinctions, scholars can enhance their comprehension of consumer behavior and provide

valuable insights for strategic decision-making in the luxury fashion sector.

71



References

Admin. (2022, September 10). Economic Impact of Counterfeit Products for Luxury Brands -
Stefanini.  Stefanini.  https://stefanini.com/en/insights/news/economic-impact-of-counterfeit-
products-for-luxury-brands

Adoption of Blockchain in the Fashion Luxury Market - The Collective by Lewis Silkin. (2021,
August 25). The Collective by Lewis Silkin. https://thecollectivebyls.com/adoption-of-blockchain-
in-the-fashion-luxury-market/

Alexa. (2022, April 6). The Impact of Technology on Consumer Behaviour - | Keensights.

Keenfolks. https://thekeenfolks.com/the-impact-of-technology-on-consumer-behaviour/

Al-Issa, N., Thanasi-Boge, M., & Ali, O. (2022). Blockchain Technologies in the Textile and

Fashion Industry. Textile Science and Clothing Technology. https://doi.org/10.1007/978-

981-19-6569-2

Al-Issa, N., Thanasi-Boge, M., & Ali, O. (2022). Boosting Luxury Sustainability Through
Blockchain Technology. In Textile science and clothing technology (pp. 17-46). Springer Nature.

https://doi.org/10.1007/978-981-19-6569-2_2

Wiist, K., & Gervais, A. (2018). Do you Need a  Blockchain?
https://doi.org/10.1109/cvcht.2018.00011
Allen, M. (2017). The SAGE Encyclopedia of Communication Research Methods. SAGE

Publications, Inc. eBooks. https://doi.org/10.4135/9781483381411

ANDRONIC, A. G. A. (2021). CONSUMER BUYING BEHAVIOUR IN PURCHASING LUXURY

GOODS DURING ECONOMIC CRISIS.

72


https://stefanini.com/en/insights/news/economic-impact-of-counterfeit-products-for-luxury-brands
https://stefanini.com/en/insights/news/economic-impact-of-counterfeit-products-for-luxury-brands
https://thecollectivebyls.com/adoption-of-blockchain-in-the-fashion-luxury-market/
https://thecollectivebyls.com/adoption-of-blockchain-in-the-fashion-luxury-market/
https://thekeenfolks.com/the-impact-of-technology-on-consumer-behaviour/
https://doi.org/10.1007/978-981-19-6569-2
https://doi.org/10.1007/978-981-19-6569-2
https://doi.org/10.1007/978-981-19-6569-2_2
https://doi.org/10.1109/cvcbt.2018.00011
https://doi.org/10.4135/9781483381411

https://seaopenresearch.eu/Journals/articles/SPAS 25 1.pdf

Archibugi, D. (1988). Globalization of Technology. In National Academies Press eBooks. National

Academies Press. https://doi.org/10.17226/1101

Atwal, G., & Williams, A. R. (2009). Luxury brand marketing — The experience is everything!

Journal of Brand Management, 16(5-6), 338-346. https://doi.org/10.1057/bm.2008.48

AURA — The Aura Blockchain Consortium. (2022). Aura Blockchain Consortium.

https://auraluxuryblockchain.com/

Aura Blockchain Consortium is joining HRH The Prince of Wales’ Sustainable Markets Initiative
Fashion Task Force — AURA. (n.d.). https://auraluxuryblockchain.com/news/aura-
blockchain-consortium-sustainable-markets-initiative-fashion-task-force

Aura Blockchain Consortium is joining HRH, The Prince of Wales’ Sustainable Markets Initiative

Fashion Task Force. Aura Luxury Blockchain. July 2022.

Ayaz, A. (2014, May 28). Perceptual Mapping of Beverages: Coffee and Tea Perceptual Mapping
of Beverages: Coffee and Tea. Bim.

https://www.academia.edu/4958531/Perceptual Mapping of Beverages Coffee and Te

a Perceptual Mapping of Beverages Coffee and Tea

Baker, M., Hart, S. (2007). The Marketing Book. Royaume-Uni: Taylor & Francis.

Ballina, J. F., & Ballina, I. D. L. (2019). Scarcity as a desirable attribute of luxury fashion brands
in millennial marketing.

Bastien, V. (2015, September 20). Marketing To A High-End Consumer, Using The Luxury

Strategy. Entrepreneur. https://www.entrepreneur.com/en-ae/marketing/marketing-to-a-

high-end-consumer-using-the-luxury-strateqy/250745

Batat, W. (2019). Digital Luxury: Transforming Brands and Consumer Experiences. Royaume-

Uni: SAGE Publications.

73


https://seaopenresearch.eu/Journals/articles/SPAS_25_1.pdf
https://doi.org/10.17226/1101
https://doi.org/10.1057/bm.2008.48
https://auraluxuryblockchain.com/
https://www.academia.edu/4958531/Perceptual_Mapping_of_Beverages_Coffee_and_Tea_Perceptual_Mapping_of_Beverages_Coffee_and_Tea
https://www.academia.edu/4958531/Perceptual_Mapping_of_Beverages_Coffee_and_Tea_Perceptual_Mapping_of_Beverages_Coffee_and_Tea
https://www.entrepreneur.com/en-ae/marketing/marketing-to-a-high-end-consumer-using-the-luxury-strategy/250745
https://www.entrepreneur.com/en-ae/marketing/marketing-to-a-high-end-consumer-using-the-luxury-strategy/250745

Beuckels, E., & Hudders, L. (2016). An experimental study to investigate the impact of image
interactivity on the perception of luxury in an online shopping context. Journal of Retailing

and Consumer Services, 33, 135-142. https://doi.org/10.1016/j.jretconser.2016.08.014

Blockchain Technology Market Outlook, Trends, Analysis 2024. (n.d.). Transparency Market
Research. https://www.transparencymarketresearch.com/blockchain-technology-market.html
Brexendorf, T. O., & Keller, K. L. (2017). Leveraging the corporate brand The importance of
corporate brand innovativeness and brand architecture. European Journal of Marketing.

https://www.emerald.com/insight/content/doi/10.1108/EJM-07-2017-

0445/tull/pdf?title=leveraging-the-corporate-brand-the-importance-of-corporate-brand-

innovativeness-and-brand-architecture

Cabigiosu, A. (2020). An Overview of the Luxury Fashion Industry. In Palgrave Advances in
luxury (pp. 9-31). Springer International Publishing. https://doi.org/10.1007/978-3-030-48810-
92

Cais, C. (2020, October 22). Transforming The Luxury Industry For The New Normal. Forbes.
https://www.forbes.com/sites/forbesagencycouncil/2020/10/22/transforming-the-luxury-industry-

for-the-new-normal/

Carmone, F. J., Green, P. E., & Jain, A. K. (1978). Robustness of Conjoint Analysis: Some Monté

Carlo Results. Journal of Marketing Research, 15(2), 300-303. https://doi.org/10.2307/3151267

Carrington, M. J., Neville, B. A., & Whitwell, G. J. (2010). Why ethical consumers don’t walk
their talk: Towards a framework for understanding the gap between the ethical purchase intentions
and actual buying behaviour of ethically minded consumers. Journal of business ethics, 97, 139-

158.

74


https://doi.org/10.1016/j.jretconser.2016.08.014
https://www.transparencymarketresearch.com/blockchain-technology-market.html
https://www.emerald.com/insight/content/doi/10.1108/EJM-07-2017-0445/full/pdf?title=leveraging-the-corporate-brand-the-importance-of-corporate-brand-innovativeness-and-brand-architecture
https://www.emerald.com/insight/content/doi/10.1108/EJM-07-2017-0445/full/pdf?title=leveraging-the-corporate-brand-the-importance-of-corporate-brand-innovativeness-and-brand-architecture
https://www.emerald.com/insight/content/doi/10.1108/EJM-07-2017-0445/full/pdf?title=leveraging-the-corporate-brand-the-importance-of-corporate-brand-innovativeness-and-brand-architecture
https://doi.org/10.1007/978-3-030-48810-9_2
https://doi.org/10.1007/978-3-030-48810-9_2
https://www.forbes.com/sites/forbesagencycouncil/2020/10/22/transforming-the-luxury-industry-for-the-new-normal/
https://www.forbes.com/sites/forbesagencycouncil/2020/10/22/transforming-the-luxury-industry-for-the-new-normal/
https://doi.org/10.2307/3151267

Cattin, P., & Wittink, D. R. (1982). Commercial Use of Conjoint Analysis: A Survey. Journal of

Marketing, 46(3), 44-53. https://doi.org/10.1177/002224298204600308

Chadha, K., & Ahuja, Y. (2020). Luxury fashion brands embracing the digital: An exploratory
study to unfold the success strategy. MANTHAN: Journal of Commerce and
Management, 7(1), 60-75.

Chaveesuk, S., Khalid, B., & Chaiyasoonthorn, W. (2020, June 1). Understanding Stakeholders
Needs for Using Blockchain Based Smart Contracts in Construction Industry of Thailand:
Extended TAM Framework. IEEE Conference Publication | IEEE Xplore.

https://ieeexplore.ieee.org/document/9142675

Conjointly. (2016, December 30). How to Interpret Partworth Utilities - Conjointly. Conjointly.

https://conjointly.com/quides/how-to-interpret-partworth-utilities/

Conjointly. (2023, January 9). Brand-Specific Conjoint - Conjointly. Conjointly.

https://conjointly.com/products/brand-specific-conjoint/

Cornell, J. (2022, May 31). Advantages And Disadvantages of Online Surveys. ProProfs Survey

Blog. https://www.proprofssurvey.com/blog/advantages-disadvantages-of-online-surveys/

Coste-Maniére, 1., Panchout, K., & Molas, J. (2012). The Evolution of the Luxury Market: Stairway
to Heaven? In Palgrave Macmillan UK eBooks (pp. 5-21).
https://doi.org/10.1057/9780230361546 2

Cozer, C. (2018). CONSUMER’S PERCEPTION AND PURCHASE INTENTIONS. http://hj.diva-

portal.org/smash/get/diva2:1212005/FULLTEXTO01.pdf

D'Arpizio, C. et al. (2021) The future of luxury: Bouncing back from covid-19, Bain. Available at:
https://www.bain.com/insights/the-future-of-luxury-bouncing-back-from-covid-19/
Dauriz, L., Remy, N., & Sandri, N. (2014, May 1). Luxury shopping in the digital age. McKinsey

& Company. https://www.mckinsey.com/industries/retail/our-insights/luxury-shopping-in-

75


https://doi.org/10.1177/002224298204600308
https://ieeexplore.ieee.org/document/9142675
https://conjointly.com/guides/how-to-interpret-partworth-utilities/
https://conjointly.com/products/brand-specific-conjoint/
https://www.proprofssurvey.com/blog/advantages-disadvantages-of-online-surveys/
https://doi.org/10.1057/9780230361546_2
http://hj.diva-/
https://www.bain.com/insights/the-future-of-luxury-bouncing-back-from-covid-19/
https://www.mckinsey.com/industries/retail/our-insights/luxury-shopping-in-the-digital-age

the-digital-age
De Boissieu, E., Kondrateva, G., Baudier, P., & Ammi, C. (2021). The use of blockchain in the
luxury industry: supply chains and the traceability of goods. Journal of Enterprise Information

Management. https://www.emerald.com/insight/content/doi/10.1108/JEIM-11-2020-

0471/full/html

Diallo, M.; Lambey-Checchin, C. Consumers’ perceptions of retail business ethics and loyalty to

the retailer: The moderating role of social discount practices. J. Bus. Ethics 2017, 141, 435-449.

Dwivedi, Y. K., Ismagilova, E., Hughes, D. H., Carlson, J., Filieri, R., Jacobson, J., Jain, V.,
Karjaluoto, H., Kefi, H., Krishen, A. S., Kumar, V., Rahman, M. M., Raman, R,
Rauschnabel, P. A., Rowley, J., Salo, J., Tran, G. A., & Wang, Y. (2021, August 1). Setting
the future of digital and social media marketing research: Perspectives and research
propositions. International Journal of Information Management.

https://doi.org/10.1016/j.ijinfomqt.2020.102168

Elisabetta SeveroniCopywriter for television and online (2022) Marketing for the luxury industry:

History and evolution, Doxee. Available at: https://www.doxee.com/blog/marketing/marketing-

for-the-luxury-industry-history-and-evolution/ .

Erickson, G. M., & Johansson, J. K. (1985). The role of price in multi-attribute product evaluations.
Journal of consumer research, 12(2), 195-199

Erickson, G. M., & Johansson, J. K. (1985). The Role of Price in Multi-Attribute Product

Evaluations. Journal of Consumer Research, 12(2), 195. https://doi.org/10.1086/208508

Esfahbodi, A., Pang, G., & Peng, L. (2022). Determinants of consumers’ adoption intention for
blockchain  technology in  E-commerce. Journal of Digital Economy.

https://doi.org/10.1016/j.jdec.2022.11.001

76


https://www.mckinsey.com/industries/retail/our-insights/luxury-shopping-in-the-digital-age
https://www.emerald.com/insight/content/doi/10.1108/JEIM-11-2020-0471/full/html
https://www.emerald.com/insight/content/doi/10.1108/JEIM-11-2020-0471/full/html
https://doi.org/10.1016/j.ijinfomgt.2020.102168
https://www.doxee.com/blog/marketing/marketing-for-the-luxury-industry-history-and-evolution/
https://www.doxee.com/blog/marketing/marketing-for-the-luxury-industry-history-and-evolution/
https://doi.org/10.1086/208508
https://doi.org/10.1016/j.jdec.2022.11.001

Finck, M. (2019). Blockchain and the General Data Protection Regulation: Can Distributed

Ledgers be Squared with European Data Protection Law? : Study.

Frei-Landau, R., & Levin, O. (2023). Simulation-based learning in teacher education: Using
Maslow’s Hierarchy of needs to conceptualize instructors’ needs. Frontiers in
Psychology, 14, 1321.

From Surging Recovery to Elegant Advance: The Evolving Future of Luxury. (2022, January 23).

Bain. https://www.bain.com/insights/from-surging-recovery-to-elegant-advance-the-evolving-

future-of-luxury/

Frost, J. (2023). Factor Analysis Guide with an Example. Statistics by Jim.

https://statisticsbyjim.com/basics/factor-analysis/

Furkan, S. (2017). An Introduction to Neuromarketing and Understanding the Consumer Brain:
They do Purchase, but Why? An Insight for Review and Implications. International
Journal of Management and Applied Science (IJMAS). pp. 11-18, Volume-3, Issue-10.

https://www.iraj.in/journal/journal file/journal pdf/14-414-151498141111-18.pdf

Geerts, A., & Masset, J. (2022). Luxury tourism through private sales websites: Exploration of
prestige-seeking consumers’ motivations and managers’ perceptions. Journal of Business
Research, 145, 377-386.

Gigauri, 1. (2019). Applying Perceptual Mapping Method for Successful Positioning Strategy.

ResearchGate. https://doi.org/10.63105/ijmbs.2019.1.1.7

Gigauri, I. G. (2019). Perceptual Mapping as a Marketing Research Tool for Brand Positioning.
Perceptual Mapping as a Marketing Research Tool for Brand Positioning.

https://www.researchgate.net/publication/334089201 Perceptual Mapping as a Marketi

ng Research Tool for Brand Positioning

77


https://www.bain.com/insights/from-surging-recovery-to-elegant-advance-the-evolving-future-of-luxury/
https://www.bain.com/insights/from-surging-recovery-to-elegant-advance-the-evolving-future-of-luxury/
https://statisticsbyjim.com/basics/factor-analysis/
https://www.iraj.in/journal/journal_file/journal_pdf/14-414-151498141111-18.pdf
https://doi.org/10.63105/ijmbs.2019.1.1.7
https://www.researchgate.net/publication/334089201_Perceptual_Mapping_as_a_Marketing_Research_Tool_for_Brand_Positioning
https://www.researchgate.net/publication/334089201_Perceptual_Mapping_as_a_Marketing_Research_Tool_for_Brand_Positioning

Global Powers of Luxury Goods | Deloitte | global economy, Luxury Consumer. (2022). Deloitte.
https://www.deloitte.com/global/en/Industries/consumer/analysis/gx-cb-global-powers-of-luxury-
goods.html

Global Powers of Luxury Goods 2022 | Deloitte Global. (2022, October 7). Deloitte.

https://www.deloitte.com/global/en/Industries/consumer/research/global -powers-of-

luxury-goods.html

Global Powers of Luxury Goods: Deloitte: Global Economy, Luxury consumer (2021) Deloitte.

Available at:  https://www.deloitte.com/global/en/Industries/consumer/analysis/gx-cb-global-

powers-of-luxury-goods.html

Godey, B., Manthiou, A., Pederzoli, D., Rokka, J., Aiello, G., Donvito, R., & Singh, R. (2016).
Social media marketing efforts of luxury brands: Influence on brand equity and consumer
behavior. Journal of Business Research, 69(12), 5833-5841.
https://doi.org/10.1016/j.jbusres.2016.04.181

Green, P. E., & Srinivasan, V. (1978). Conjoint analysis in consumer research: Issues and outlook.
Journal of consumer research, 5(2), 103-123.

Green, P. E., & Srinivasan, V. (1978). Conjoint Analysis in Consumer Research: Issues and
Outlook. Journal of Consumer Research, 5(2), 103. https://doi.org/10.1086/208721

Green, P. E., & Srinivasan, V. (1990). Conjoint Analysis in Marketing: New Developments with
Implications for Research and Practice. Journal of Marketing, 54(4), 3-109.

https://doi.org/10.1177/002224299005400402

Grewal, D., Levy, M., & Kumar, V. (2009). Customer experience management in retailing: an
organizing framework. Journal of Retailing, 85(1), 1-14.
Grossman,  G. M., &  Shapiro, C. (1986). Counterfeit-Product  Trade.

https://doi.org/10.3386/w1876

78


https://www.deloitte.com/global/en/Industries/consumer/analysis/gx-cb-global-powers-of-luxury-goods.html
https://www.deloitte.com/global/en/Industries/consumer/analysis/gx-cb-global-powers-of-luxury-goods.html
https://www.deloitte.com/global/en/Industries/consumer/research/global-powers-of-luxury-goods.html
https://www.deloitte.com/global/en/Industries/consumer/research/global-powers-of-luxury-goods.html
https://www.deloitte.com/global/en/Industries/consumer/analysis/gx-cb-global-powers-of-luxury-goods.html
https://www.deloitte.com/global/en/Industries/consumer/analysis/gx-cb-global-powers-of-luxury-goods.html
https://doi.org/10.1016/j.jbusres.2016.04.181
https://doi.org/10.1177/002224299005400402
https://doi.org/10.3386/w1876

Grover, P., Kar, A. K., Janssen, M., & llavarasan, P. V. (2019, April 4). Perceived usefulness, ease
of use and user acceptance of blockchain technology for digital transactions — insights from
user-generated  content on  Twitter. Enterprise Information ~ Systems.

https://www.tandfonline.com/doi/full/10.1080/17517575.2019.15994467scroll=top&need

Access=true&role=tab

Gupta, D. G., Shin, H., & Jain, V. (2023). Luxury experience and consumer behavior: a literature
review. Marketing Intelligence & Planning, 41(2), 199-213.

Gustafsson, A., Herrmann, A., & Huber, F. (Eds.). (2007). Conjoint measurement: methods and
applications. Springer Science & Business Media.

Han, H., & Ryu, K. (2009). The Roles of the Physical Environment, Price Perception, and
Customer Satisfaction in Determining Customer Loyalty in the Restaurant Industry. Journal
of Hospitality & Tourism Research, 33(4), 487-510.

https://doi.org/10.1177/1096348009344212

Hart, S., & Baker, M. J. (2007). The marketing book 6th edition.

Hennigs, N., Wiedmann, K., Klarmann, C., Strehlau, S., Godey, B., Pederzoli, D., Neulinger, A.,
Dave, K., Aiello, G., Donvito, R., Taro, K., Taborecka-Petrovicova, J., Santos, C. R., Jung,
J., & Oh, H. (2012). What is the Value of Luxury? A Cross-Cultural Consumer Perspective.

Psychology & Marketing, 29(12), 1018-1034. https://doi.org/10.1002/mar.20583

Hensher, D. A., Rose, J. M., & Greene, W. H. (2005). Applied choice analysis: A primer.

CambridgeUniversityPress. https://doi.org/10.1017/CB09781316136232

Ho, F. N., & Wong, J. (2023). Disassociation from the common herd: conceptualizing (in)
conspicuous consumption as luxury consumer maturity. Consumption Markets &
Culture, 26(2), 139-154.

Holland, J. (2023). Risk to self: Self-congruity in cruise decision-making. Journal of Vacation

79


https://www.tandfonline.com/doi/full/10.1080/17517575.2019.1599446?scroll=top&needAccess=true&role=tab
https://www.tandfonline.com/doi/full/10.1080/17517575.2019.1599446?scroll=top&needAccess=true&role=tab
https://doi.org/10.1177/1096348009344212
https://doi.org/10.1002/mar.20583
https://doi.org/10.1017/CBO9781316136232

Marketing, 29(1), 22-37.
Holtz, S., & Havens, J. J. (2009). Tactical transparency: how leaders can leverage social media to
maximize value and build their brand. Choice Reviews Online, 46(08), 46-4543.

https://doi.org/10.5860/choice.46-4543

Homburg, C., Baumgartner, H., & Artz, M. (2021). Marketing research: A concise introduction to
the field. Springer.
Houghton, B. (2022). From Tradition to Digitization: Modern Innovation Secrets of Luxury

Brands. PatSnap. https://www.patsnap.com/resources/blog/from-tradition-to-digitization-

modern-innovation-secrets-of-luxury-brands/

How Luxury Brands Prevent Fraud & Backlog with Blockchain. (2022, May). SupraOracles.

https://supraoracles.com/academy/blockchain-and-luxury-goods-what-you-need-to-

know/?ftbclid=IwAR30oND1LbfRw u4gGWo9hwCMJI2DEMJIZnFpF H2m0VMyXraZoH

7FE3sO1nvrY

Hsee, C. K., and Zhang, J. (2010). General evaluability theory. Perspectives on Psychological
Science, 5(4), 343-355.

Huber, J., & Zwerina, K. (1996). The importance of utility balance in efficient choice designs.

Journal of marketing research, 33(3), 307-317 https://doi.org/10.2307/3152127.

Hurt, H., 11l. (2007, August 18). Luxury and How It Became Common. The New York Times.
https://www.nytimes.com/2007/08/19/business/yourmoney/19shelf.html

Impacts of Entry by Counterfeiters on JSTOR. (2008). https://www.jstor.org/stable/40506217
Influences on luxury consumer trends. (2022, March 14). KPMG.
https://kpmg.com/ph/en/home/insights/2022/03/influences-on-luxury-consumer-trends.html

Ing, P., Phang, G. I., Osman, Z., & Razli, I. A. (2021). Me or others? Hard Luxury Purchase

Intention during the COVID-19 Pandemic. ResearchGate.

80


https://doi.org/10.5860/choice.46-4543
https://www.patsnap.com/resources/blog/from-tradition-to-digitization-modern-innovation-secrets-of-luxury-brands/
https://www.patsnap.com/resources/blog/from-tradition-to-digitization-modern-innovation-secrets-of-luxury-brands/
https://supraoracles.com/academy/blockchain-and-luxury-goods-what-you-need-to-know/?fbclid=IwAR3oND1LbfRw_u4qGWo9hwCMJ2DEMJZnFpF_H2m0VMyXraZoH7F3sO1nvrY
https://supraoracles.com/academy/blockchain-and-luxury-goods-what-you-need-to-know/?fbclid=IwAR3oND1LbfRw_u4qGWo9hwCMJ2DEMJZnFpF_H2m0VMyXraZoH7F3sO1nvrY
https://supraoracles.com/academy/blockchain-and-luxury-goods-what-you-need-to-know/?fbclid=IwAR3oND1LbfRw_u4qGWo9hwCMJ2DEMJZnFpF_H2m0VMyXraZoH7F3sO1nvrY
https://doi.org/10.2307/3152127
https://www.nytimes.com/2007/08/19/business/yourmoney/19shelf.html
https://www.jstor.org/stable/40506217
https://kpmg.com/ph/en/home/insights/2022/03/influences-on-luxury-consumer-trends.html

https://www.researchgate.net/publication/350047981 Me_or_others_Hard_Luxury Purchase_Int

ention_during_the_COVID-19_Pandemic

Janpors, N., Raeisi Ziarani, M., & Taghavi, S. M. (2023). The Effect of Consumer Values, Brand
Consciousness, and Behavioral Intentions on Luxury Fashion Apparel Consumption. In 5th
International Conference on Brand Marketing, Challenges and Opportunities.

Jiang, Q., Kim, M., Ko, E., & Kim, K. H. (2023). The metaverse experience in luxury brands. Asia

Pacific Journal of Marketing and Logistics. https://doi.org/10.1108/apjml-09-2022-0752

Johnson R., Richard M. (1974) “Trade-off Analysis of Consumer Values.” Journal of Marketing

Research 11, no. 2: 121-27. https://doi.org/10.2307/3150548.

Johnson R., Richard M. (1987). The history and principles of conjoint analysis. Applied statistics,
36(3), 243-260
Johnson, Z. (2023). Rensis Likert and the Likert scale.  QuestionPro.

https://www.questionpro.com/blog/rensis-likert-and-the-likert-scale/

Kamble, S. S., Gunasekaran, A., & Arha, H. (2019). Understanding the Blockchain technology
adoption in supply chains-Indian context. International Journal of Production Research,

57(7), 2009-2033. https://doi.org/10.1080/00207543.2018.1518610

Kang, I., Koo, J., Han, J. W., & Yoo, S. (2021). Millennial Consumers Perceptions on Luxury
Goods: Capturing Antecedents for Brand Resonance in the Emerging Market Context.
Journal of International Consumer Marketing, 34(2), 214-230.

https://doi.org/10.1080/08961530.2021.1944832

Kang, J. Y. M., & Kim, J. (2016). Effect of perceived luxuriousness on brand equity. The Research
Journal of the Costume Culture, 24(5), 697-708.
Kapferer, J. (2012). Abundant rarity: The key to luxury growth. Business Horizons, 55(5), 453—

462. https://doi.org/10.1016/j.bushor.2012.04.002

81


https://www.researchgate.net/publication/350047981_Me_or_others_Hard_Luxury_Purchase_Intention_during_the_COVID-19_Pandemic
https://www.researchgate.net/publication/350047981_Me_or_others_Hard_Luxury_Purchase_Intention_during_the_COVID-19_Pandemic
https://doi.org/10.1108/apjml-09-2022-0752
https://doi.org/10.2307/3150548
https://www.questionpro.com/blog/rensis-likert-and-the-likert-scale/
https://doi.org/10.1080/00207543.2018.1518610
https://doi.org/10.1080/08961530.2021.1944832
https://doi.org/10.1016/j.bushor.2012.04.002

Kapferer, J., & Bastien, V. (2009, January 1). The Luxury Strategy: Break the Rules of Marketing
to Build Luxury Brands. ResearchGate.

https://www.researchgate.net/publication/281251957 The Luxury Strategy Break the

Rules of Marketing to Build Luxury Brands

Kapferer, J.-N., & Valette-Florence, P. (2017). The impact of brand penetration and awareness on
luxury brand desirability: A cross country analysis of the relevance of the rarity principle. Journal
of Business Research, 6(1).

https://reader.elsevier.com/reader/sd/pii/S0148296317303430?token=8DF17AE3146C7C4DFAB

BFBCDOE411E41D946EA9DD166689744BESBS3E14D8E9811896091DFEB6171C37584FF0

4F396F0&originRegion=eu-west-1&originCreation=20230411124705

Karipidis, P., & Tselempis, D. (2019). FARMERS’ WILLINGNESS TO PAY FOR BRAND

DEVELOPMENT. ResearchGate.

https://www.researchgate.net/publication/335701217_FARMERS'_WILLINGNESS TO PAY_F

OR_BRAND DEVELOPMENT

Keller, K. L. (2013). Strategic brand management: Building, measuring, and managing brand
equity. Pearson Education.

Kemp, L. (2020, June 19). How Blockchain Brings The Story Of Luxury Goods To Light: From

Retail To Re-Tale. Forbes. https://www.forbes.com/sites/leannekemp/2020/06/19/how-

blockchain-brings-the-story-of-luxury-goods-to-light-from-retail-to-re-tale/?sh=7c8611bf27ec

Kermani, F. (2006). Marketing and Public Relations. Inst of Clinical Research.

Khair, N., & Malhas, S. (2022). Fashion-related remedies: Exploring fashion consumption stories

during Covid-19. ‘Nostalgia overpowering, OIld is the new me.’ Journal of Global Fashion

Marketing, 1-16. https://doi.org/10.1080/20932685.2022.2085604

82


https://www.researchgate.net/publication/281251957_The_Luxury_Strategy_Break_the_Rules_of_Marketing_to_Build_Luxury_Brands
https://www.researchgate.net/publication/281251957_The_Luxury_Strategy_Break_the_Rules_of_Marketing_to_Build_Luxury_Brands
https://reader.elsevier.com/reader/sd/pii/S0148296317303430?token=8DF17AE3146C7C4DFABBFBCD0E411E41D946EA9DD166689744BE5B53E14D8E9811896091DFEB6171C37584FF04F396F0&originRegion=eu-west-1&originCreation=20230411124705
https://reader.elsevier.com/reader/sd/pii/S0148296317303430?token=8DF17AE3146C7C4DFABBFBCD0E411E41D946EA9DD166689744BE5B53E14D8E9811896091DFEB6171C37584FF04F396F0&originRegion=eu-west-1&originCreation=20230411124705
https://reader.elsevier.com/reader/sd/pii/S0148296317303430?token=8DF17AE3146C7C4DFABBFBCD0E411E41D946EA9DD166689744BE5B53E14D8E9811896091DFEB6171C37584FF04F396F0&originRegion=eu-west-1&originCreation=20230411124705
https://www.researchgate.net/publication/335701217_FARMERS%27_WILLINGNESS_TO_PAY_FOR_BRAND_DEVELOPMENT
https://www.researchgate.net/publication/335701217_FARMERS%27_WILLINGNESS_TO_PAY_FOR_BRAND_DEVELOPMENT
https://www.forbes.com/sites/leannekemp/2020/06/19/how-blockchain-brings-the-story-of-luxury-goods-to-light-from-retail-to-re-tale/?sh=7c8611bf27ec
https://www.forbes.com/sites/leannekemp/2020/06/19/how-blockchain-brings-the-story-of-luxury-goods-to-light-from-retail-to-re-tale/?sh=7c8611bf27ec
https://doi.org/10.1080/20932685.2022.2085604

Khan, D., Jung, L. T., & Hashmani, M. A. (2021). Systematic Literature Review of Challenges in

Blockchain Scalability. Applied Sciences, 11(20), 9372. https://doi.org/10.3390/app11209372

Khosrowpour, M. (2000). Challenges of information technology management in the 21st century.

Idea Group Publishing.

Kim, A. J., & Ko, E. (2012). Do social media marketing activities enhance customer equity? An
empirical study of luxury fashion brand. Journal of Business Research, 65(10), 1480-
1486.

Kim, H., & Kim, H. (2010). Luxury brand purchase decision: the effects of brand personality,

product and country of origin image, and price sensitivity. Journal of Global Marketing, 23(3),

244-261.

Kim, J. E., & Kim, Y. K. (2014). Factors influencing consumers’ purchase intentions for luxury

handbags. Journal of Global Fashion Marketing, 5(3), 246-256.

Kim, J., & Joung, H. M. (2016). Psychological underpinnings of luxury brand goods repurchase
intentions: Brand—self congruity, emotional attachment, and perceived level of investment
made. Journal of Global Scholars of Marketing Science, 26(3), 284-299.

Kim, Y. (2018). Power moderates the impact of desire for exclusivity on luxury experiential

consumption, Psychology & Marketing, vol. 35, no. 4, pp. 283-29

Kotler, P. (2000, January 1). Marketing Management: The Millennium Edition. ResearchGate.

https://www.researchgate.net/publication/235362523 Marketing Management The Mill

ennium Edition

Kukar-Kinney, M., Ridgway, N. M., & Monroe, K. B. (2012). The role of price in the behavior and
purchase decisions of compulsive buyers. Journal of Retailing, 88(1), 63-71.

https://doi.org/10.1016/j.jretai.2011.02.004

83


https://doi.org/10.3390/app11209372
https://www.researchgate.net/publication/235362523_Marketing_Management_The_Millennium_Edition
https://www.researchgate.net/publication/235362523_Marketing_Management_The_Millennium_Edition
https://doi.org/10.1016/j.jretai.2011.02.004

Lestoc, C. (2018, May 20). For Luxury Brands, Cyber Security is a Big Deal.
https://www.tmcnet.com/topics/articles/2018/05/20/438191-luxury-brands-cyber-security-
a-big-deal.htm

Li, L. H., Cheung, K. S., & Tse, W. S. (2023). Understanding the shoppers’ perception in retail
shopping malls: A self-determination theory perspective. Journal of Strategic
Marketing, 31(1), 58-73.

Liao, C., Palvia, P., & Lin, H. (2006). The roles of habit and web site quality in e-commerce.
International ~ Journal  of  Information Management,  26(6),  469-483.

https://doi.org/10.1016/j.ijinfomqt.2006.09.001

Lichtenstein, D. R., Ridgway, N. M., & Netemeyer, R. G. (1993). Price Perceptions and Consumer
Shopping Behavior: A Field Study. Journal of Marketing Research, 30(2), 234-245.

https://doi.org/10.2307/3172830

Loranger, D., & Roeraas, E. (2023). Transforming luxury: Global luxury brand executives’
perceptions during COVID. Journal of Global Fashion Marketing, 14(1), 48-62.

Louviere, J. J., Hensher, D. A., & Swait, J. D. (2000). Stated choice methods: analysis and

applications. Cambridge University Press.

Louviere, J., Hensher, D., Swait, J., & Adamowicz, W. (2000). Stated Choice Methods: Analysis

and Applications. Cambridge: Cambridge University Press. doi:10.1017/CB09780511753831

Lu, Z., Zeng, F., & Fan, W. (2016). Exploring the influence of demographic factors on online

luxury shopping: A comparison between China and the US. Electronic Commerce Research and

Applications, 17, 62-72.

LUND, J. (2023, March 9). How Digital Transformation is Driving The Customer Experience.

https://www.superoffice.com/blog/digital-transformation/

84


http://www.tmcnet.com/topics/articles/2018/05/20/438191-luxury-brands-cyber-security-
http://www.tmcnet.com/topics/articles/2018/05/20/438191-luxury-brands-cyber-security-
https://doi.org/10.1016/j.ijinfomgt.2006.09.001
https://doi.org/10.2307/3172830
https://www.superoffice.com/blog/digital-transformation/

Luxury  Fashion &  The Importance  Of Intellectual Property.  (2016).
https://luxurysociety.com/en/articles/2016/04/luxury-fashion-the-importance-of-intellectual-
property

Luxury Redefined. (2023, January 16). KPMG.
https://kpmg.com/cn/en/home/insights/2023/01/luxury-redefined.html

LVMH partners with other major luxury companies on Aura, the first global luxury blockchain -
LVMH. (2021, April 20). LVMH. https://www.lvmh.com/news-documents/news/lvmh-partners-
with-other-major-luxury-companies-on-aura-the-first-global-luxury-blockchain/

LVMH, Prada Group and Cartier come together to form the Aura Blockchain Consortium
supporting the first global blockchain dedicated to the luxury industry. (n.d.). Richemont.com.

Retrieved April 20, 2021, from https://www.richemont.com/media/bgwnhgmr/pr-aura_2021-04-

20.pdf

Mastropetrou, M., & Bithas, G. (2019). Digital Transformation in the Luxury Industry. In Springer
proceedings in business and economics (pp. 117-124). Springer International Publishing.

https://doi.org/10.1007/978-3-030-57065-1_11

MBA Notesworld. (2011). Perceptual Mapping Techniques - MBA Notesworld. MBA Notesworld.

https://mbanotesworld.com/perceptual-mapping-techniques/

McKinsey & Company. (2019, July 10). Why do most transformations fail? A conversation with

Harry Robinson. https://www.mckinsey.com/capabilities/transformation/our-

insights/why-do-most-transformations-fail-a-conversation-with-harry-robinson

Mishra, S. (1989). Attribute Importance Weights in Conjoint Analysis: Bias and Precision. ACR.

https://www.acrwebsite.org/volumes/6970/volumes/v16/na-16

Munene, V. (2022, October 24). How Blockchains Will Shape Consumer Behavior. Blockzeit.

https://blockzeit.com/how-blockchains-will-shape-consumer-behavior/

85


https://luxurysociety.com/en/articles/2016/04/luxury-fashion-the-importance-of-intellectual-property
https://luxurysociety.com/en/articles/2016/04/luxury-fashion-the-importance-of-intellectual-property
https://kpmg.com/cn/en/home/insights/2023/01/luxury-redefined.html
https://www.lvmh.com/news-documents/news/lvmh-partners-with-other-major-luxury-companies-on-aura-the-first-global-luxury-blockchain/
https://www.lvmh.com/news-documents/news/lvmh-partners-with-other-major-luxury-companies-on-aura-the-first-global-luxury-blockchain/
https://www.richemont.com/media/bgwnhgmr/pr-aura_2021-04-20.pdf
https://www.richemont.com/media/bgwnhgmr/pr-aura_2021-04-20.pdf
https://doi.org/10.1007/978-3-030-57065-1_11
https://mbanotesworld.com/perceptual-mapping-techniques/
https://www.mckinsey.com/capabilities/transformation/our-insights/why-do-most-transformations-fail-a-conversation-with-harry-robinson
https://www.mckinsey.com/capabilities/transformation/our-insights/why-do-most-transformations-fail-a-conversation-with-harry-robinson
https://www.acrwebsite.org/volumes/6970/volumes/v16/na-16
https://blockzeit.com/how-blockchains-will-shape-consumer-behavior/

Najafizadeh, N. S. N., Elahi, M. E., Moemeni, A. M., & Lotfi, Z. L. (2012, July 11). A model for
brand positioning of hygienic products using the most effective factors on competitive
position and perceptual map technique.

https://academicjournals.org/article/article1380546326 Najafizadeh%20et%20al.pdf

Nelissen, R. G. H. H., & Meijers, M. H. C. (2011). Social benefits of luxury brands as costly signals
of wealth and status. Evolution and Human Behavior, 32(5), 343-355.

https://doi.org/10.1016/j.evolhumbehav.2010.12.002

Nigam, A., & Kaushik, R. (2011, January 1). Attribute Based Perceptual Mapping of Prepaid
Mobile Cellular Operators: An Empirical Investigation Among. . . ResearchGate.

https://www.researchgate.net/publication/266873508 Attribute Based Perceptual Mappi

ng of Prepaid Mobile Cellular Operators An Empirical Investigation Among Manag

ement Graduates in Central Haryana

Okonkwo, U. (2007). Luxury Fashion Branding: Trends, Tactics, Techniques. Palgrave
Macmillan.
Okonkwo, U. U. (2009). The luxury brand strategy challenge. Journal of Brand Management,

16(5-6), 287-289. https://doi.org/10.1057/bm.2008.53

Oliver, R. (2023). A Brief History of Luxury. Truly Experiences Blog.
https://trulyexperiences.com/blog/brief-history-luxury/
Orme.B.K. (2005). “Getting Started with Conjoint Analysis: Strategies for Product Design and
Pricing Research,” Research Publishers, LLC, Madison
Ostovan, N., & Nasr, A. K. (2022). The manifestation of luxury value dimensions in brand
engagement in self-concept. Journal of Retailing and Consumer Services, 66, 102939.

https://doi.org/10.1016/j.jretconser.2022.102939

Pappu, R., Quester, P., & Cooksey, R. (2010). Consumer-based brand equity and country-of-

86


https://academicjournals.org/article/article1380546326_Najafizadeh%20et%20al.pdf
https://doi.org/10.1016/j.evolhumbehav.2010.12.002
https://www.researchgate.net/publication/266873508_Attribute_Based_Perceptual_Mapping_of_Prepaid_Mobile_Cellular_Operators_An_Empirical_Investigation_Among_Management_Graduates_in_Central_Haryana
https://www.researchgate.net/publication/266873508_Attribute_Based_Perceptual_Mapping_of_Prepaid_Mobile_Cellular_Operators_An_Empirical_Investigation_Among_Management_Graduates_in_Central_Haryana
https://www.researchgate.net/publication/266873508_Attribute_Based_Perceptual_Mapping_of_Prepaid_Mobile_Cellular_Operators_An_Empirical_Investigation_Among_Management_Graduates_in_Central_Haryana
https://doi.org/10.1057/bm.2008.53
https://trulyexperiences.com/blog/brief-history-luxury/
https://doi.org/10.1016/j.jretconser.2022.102939

origin relationships: Some empirical evidence. European Journal of Marketing, 44(1/2),
215-238. Doi: 10.1108/03090561011012267
Parris, D. L., & Guzman, F. (2023). Evolving brand boundaries and expectations: looking back on
brand equity, brand loyalty, and brand image research to move forward. Journal of Product
& Brand Management, 32(2), 191-234.
Perkovic, M. (2021, June 24). How NFTs Are Changing The Fashion And Art Landscapes. Forbes.
https://www.forbes.com/sites/forbesbusinesscouncil/2021/06/24/how-nfts-are-changing-the-
fashion-and-art-landscapes/
D’Jiang, V. (2021). Digital Transformation of Luxury Brands. In Advances in marketing, customer
relationship management, and e-services book series. 1GI Global. https://doi.org/10.4018/978-1-
7998-7192-7.ch005
Poncin, 1. (2020). Inferring brand integrity from marketing communications: The effects of brand
transparency signals in a consumer empowerment context. Journal of Business Research,

109, 260-270. https://doi.org/10.1016/j.jbusres.2019.11.060

Propello. (2022, December 20). Top 10 Benefits of Brand Partnerships. Probello.
https://blog.propellocloud.com/top-10-benefits-of-brand-partnerships

Rahman, M., & Lorica, B. G. (1999). Attribute relative importance computation in conjoint
analysis. Journal of Information and Optimization Sciences, 20(1), 113-120.

https://doi.org/10.1080/02522667.1999.10699403

Rios, A. E. (2016). The impact of the digital revolution in the development of market and

87


https://www.forbes.com/sites/forbesbusinesscouncil/2021/06/24/how-nfts-are-changing-the-fashion-and-art-landscapes/
https://www.forbes.com/sites/forbesbusinesscouncil/2021/06/24/how-nfts-are-changing-the-fashion-and-art-landscapes/
https://doi.org/10.4018/978-1-7998-7192-7.ch005
https://doi.org/10.4018/978-1-7998-7192-7.ch005
https://doi.org/10.1016/j.jbusres.2019.11.060
https://doi.org/10.1080/02522667.1999.10699403

communication strategies for the luxury sector (fashion luxury). Central European
Business Review, 5(2), 17-36.
Ris, K. (2022, February 8). 7 Critical Challenges of Digital Transformation to Overcome. Lumen

Spei - Digital transformation is a web 3.0 experience. https://lumenspei.com/digital-

transformation-challenges/

Rodrigues, P., & Borges, A. P. (Eds.). (2020). Building Consumer-brand Relationship in Luxury

Brand Management. 1GI Global.

Rojas, M., Méndez, A., & Watkins-Fassler, K. (2023). The hierarchy of needs empirical
examination of Maslow’s theory and lessons for development. World Development, 165,
106185.

Roma, P., & Aloini, D. (2019b). How does brand-related user-generated content differ across social

media?  Evidence  reloaded. Journal of Business Research, 96, 322-339.

https://doi.org/10.1016/j.jbusres.2018.11.055

Sanchez-Gonzélez, 1., Gil-Saura, I, & Ruiz-Molina, M. (2020). Ethically Minded Consumer
Behavior, Retailers’ Commitment to Sustainable Development, and Store Equity in

Hypermarkets. Sustainability, 12(19), 8041. https://doi.org/10.3390/su12198041

Sauro Jeff, James R. Lewis. (2012). Quantifying the User Experience,

Sauro, J., & Lewis, J. D. (2012). What Sample Sizes Do We Need? In Elsevier eBooks (pp. 143—
184). https://doi.org/10.1016/b978-0-12-384968-7.00007-2

Schweidel, D. A., Bart, Y., Inman, J. J., Stephen, A. T., Libai, B., Andrews, M., Rosario, A. B.,
Chae, 1., Chen, Z., Kupor, D., Longoni, C., & Thomaz, F. (2022). How consumer digital
signals are reshaping the customer journey. Journal of the Academy of Marketing Science,

50(6), 1257-1276. https://doi.org/10.1007/s11747-022-00839-w

88


https://lumenspei.com/digital-transformation-challenges/
https://lumenspei.com/digital-transformation-challenges/
https://doi.org/10.1016/j.jbusres.2018.11.055
https://doi.org/10.3390/su12198041
https://doi.org/10.1007/s11747-022-00839-w

Severoni, E. (2020, December 14). How personalization is transforming the luxury industry.
Doxee. https://www.doxee.com/blog/digital-disruption/how-personalization-is-transforming-the-

luxury-industry/

Ramaswamy, V. (2008). Co-creating value through customers’ experiences: the Nike case.

Strategy & Leadership, 36(5), 9-14. https://doi.org/10.1108/10878570810902068

Shahid, S., Islam, J. U., Farooqi, R., & Thomas, G. (2023). Affordable luxury consumption: An
emerging market's perspective. International Journal of Emerging Markets, 18(2), 316-
336.

Sheldon, K. M., & Titova, L. (2023). Social media use and well-being: testing an integrated self-
determination theory model. Media Psychology, 1-23.

Shen, D., Kelley, C. A., Richards, J. W., & Bridges, C. (2006). Online Shopping Behavior: Key

Dimensions and Research Synthesis. Contemporary Management Research, 2(1), 3-16.

https://doi.org/10.7903/cmr.74

Sherman, L. (2021, November 19). How Covid-19 Is Catalysing a New Era of Luxury. The

Business of Fashion. https://www.businessoffashion.com/articles/luxury/how-covid-19-is-

catalysing-a-new-era-of-luxury/

Singh, H., Jain, G., Kumar, N., & Hashimy, L. (2022, April 1). Blockchain Technology in the

Fashion Industry. Journal of Electronic Commerce in Organizations. https://www.igi-

global.com/ViewTitle.aspx?Titleld=300303&isxn=9781799893394

Slaton, K., & Hurst, J. L. (2023). What does Iluxury really mean to millennial
consumers? International Journal of Consumer Studies, 47(2), 736-750.
Slaton, K., & Hurst, J. L. (2023). What does luxury really mean to millennial

consumers? International Journal of Consumer Studies, 47(2), 736-750.

89


https://www.doxee.com/blog/digital-disruption/how-personalization-is-transforming-the-luxury-industry/
https://www.doxee.com/blog/digital-disruption/how-personalization-is-transforming-the-luxury-industry/
https://doi.org/10.1108/10878570810902068
https://doi.org/10.7903/cmr.74
https://www.businessoffashion.com/articles/luxury/how-covid-19-is-catalysing-a-new-era-of-luxury/
https://www.businessoffashion.com/articles/luxury/how-covid-19-is-catalysing-a-new-era-of-luxury/
https://www.igi-global.com/ViewTitle.aspx?TitleId=300303&isxn=9781799893394
https://www.igi-global.com/ViewTitle.aspx?TitleId=300303&isxn=9781799893394

Song, L., Qi, J., Lu, T., & Zhang, K. (2019). Research on the impact of the blockchainauthenticated
information on consumers’ perception towards traceable products: Evidence from JD.

ECONSTOR. https://www.econstor.eu/bitstream/10419/205214/1/Song-et-al.pdf

Statista. (2023, May 5). Revenue of the luxury goods industry Worldwide 2015-2028.

https://www.statista.com/statistics/1063757/global-personal-luxury-goods-market-value-

forecast/#:.~:text=Revue%20from%20the%20global%20luxury,close%20t0%20387%20billion%

20dollars.

Strehlau, S., Pederzoli, D., Oh, H., & Godey, B. (2012, December). Consumer Value Perception
of Luxury Goods: A Cross-Cultural and Cross-Industry Comparison. Espm.

https://www.academia.edu/22425928/Consumer Value Perception of Luxury Goods A

Cross Cultural and Cross Industry Comparison

Taherdoost, H. (2022). Non-Fungible Tokens (NFT): A Systematic Review. Information, 14(1),

26. https://doi.org/10.3390/inf014010026

TECHNIQUES FOR PERCEPTUAL MAPPING. (2017). Market Vision Research.

https://www.mv-research.com/images/pdfs/mapping.pdf

The Economic Impacts of Counterfeiting and Piracy - International Trademark Association. (2021,
April 6). International Trademark Association. https://www.inta.org/perspectives/the-economic-
impacts-of-counterfeiting-and-piracy/

The Future of Luxury: Bouncing Back from Covid-19. (2021c, January 20). Bain.
https://www.bain.com/insights/the-future-of-luxury-bouncing-back-from-covid-19/

The State of fashion 2021 - McKinsey & Company (n.d.). Available at:
https://www.mckinsey.com/~/media/McKinsey/Industries/Retail/Our%20Insights/State%200f%2

Ofashion/2021/The-State-of-Fashion-2021-vF.pdf

90


https://www.econstor.eu/bitstream/10419/205214/1/Song-et-al.pdf
https://www.statista.com/statistics/1063757/global-personal-luxury-goods-market-value-forecast/#%3A~%3Atext%3DRevue%20from%20the%20global%20luxury%2Cclose%20to%20387%20billion%20dollars
https://www.statista.com/statistics/1063757/global-personal-luxury-goods-market-value-forecast/#%3A~%3Atext%3DRevue%20from%20the%20global%20luxury%2Cclose%20to%20387%20billion%20dollars
https://www.statista.com/statistics/1063757/global-personal-luxury-goods-market-value-forecast/#%3A~%3Atext%3DRevue%20from%20the%20global%20luxury%2Cclose%20to%20387%20billion%20dollars
https://www.academia.edu/22425928/Consumer_Value_Perception_of_Luxury_Goods_A_Cross_Cultural_and_Cross_Industry_Comparison
https://www.academia.edu/22425928/Consumer_Value_Perception_of_Luxury_Goods_A_Cross_Cultural_and_Cross_Industry_Comparison
https://doi.org/10.3390/info14010026
https://www.mv-research.com/images/pdfs/mapping.pdf
https://www.inta.org/perspectives/the-economic-impacts-of-counterfeiting-and-piracy/
https://www.inta.org/perspectives/the-economic-impacts-of-counterfeiting-and-piracy/
https://www.bain.com/insights/the-future-of-luxury-bouncing-back-from-covid-19/
https://www.mckinsey.com/~/media/McKinsey/Industries/Retail/Our%20Insights/State%20of%20fashion/2021/The-State-of-Fashion-2021-vF.pdf
https://www.mckinsey.com/~/media/McKinsey/Industries/Retail/Our%20Insights/State%20of%20fashion/2021/The-State-of-Fashion-2021-vF.pdf

The State of Fashion 2023: Holding onto Growth as global clouds gather. (2022, November 29).
McKinsey & Company. https://www.mckinsey.com/industries/retail/our-insights/state-of-fashion
The State of Luxury: Trends, Segments, and Psychology. (n.d.).

https://blog.crobox.com/en/report/state-of-luxury-

report?utm campaign=Luxury%20Report&utm medium=email& hsmi=103955955& hs

enc=p2ANqgtz--LkceX95dSmwOwIRDnEmMmMU9JyxOxNSWm8DgE-

p8ZPzLUHNWIJUESC7H2_UVohbLU4TMyq7SbCiUHLE3HuUbXSQsvI3N3JQ&utm_cont

ent=103955955&utm source=hs automation

Van Rijmenam Csp, M. (2022). How NFTs Will Transform the Luxury Industry. Dr Mark Van

Rijmenam, CSP | Strategic Futurist Speaker. https://www.thedigitalspeaker.com/nft-luxury-

brands-blockchain/

Vigneron, F., & Johnson, L. W. (2004). Measuring perceptions of brand luxury. Journal of Brand
Management, 11(6), 484-506.

Von Monteton, V. G. D. (2023). How the pandemic changed the luxury industry. Kearney.

https://www.kearney.com/industry/consumer-retail/article/-/insights/how-the-pandemic-changed-

the-luxury-

industry#:~:text=COVID%2D19%20sparked%20a%20slump,2019%20(see%20figure%201)

Wang, X., Sung, B., & Phau, I. (2022). Examining the influences of perceived exclusivity and

perceived rarity on consumers' perception of luxury. Journal of Fashion Marketing and

Management: An International Journal, 26(2), 365-382.

Weber, J. L. (2017). Discovering the Millennials’ Personal Values Orientation: A Comparison to
Two Managerial Populations. Journal of Business Ethics, 143(3), 517-529.

https://doi.org/10.1007/s10551-015-2803-1

What Sample Sizes Do We Need? Part 2: Formative Studies, pag.143-184

91


https://www.mckinsey.com/industries/retail/our-insights/state-of-fashion
https://blog.crobox.com/en/report/state-of-luxury-report?utm_campaign=Luxury%20Report&utm_medium=email&_hsmi=103955955&_hsenc=p2ANqtz--LkceX95dSmw0wIRDnEmmU9JyxOxNSWm8DgE-p8ZPzLUHnWjuE5C7H2_UVohbLU4TMyq7SbCiUHLE3HubXSQsvI3N3JQ&utm_content=103955955&utm_source=hs_automation
https://blog.crobox.com/en/report/state-of-luxury-report?utm_campaign=Luxury%20Report&utm_medium=email&_hsmi=103955955&_hsenc=p2ANqtz--LkceX95dSmw0wIRDnEmmU9JyxOxNSWm8DgE-p8ZPzLUHnWjuE5C7H2_UVohbLU4TMyq7SbCiUHLE3HubXSQsvI3N3JQ&utm_content=103955955&utm_source=hs_automation
https://blog.crobox.com/en/report/state-of-luxury-report?utm_campaign=Luxury%20Report&utm_medium=email&_hsmi=103955955&_hsenc=p2ANqtz--LkceX95dSmw0wIRDnEmmU9JyxOxNSWm8DgE-p8ZPzLUHnWjuE5C7H2_UVohbLU4TMyq7SbCiUHLE3HubXSQsvI3N3JQ&utm_content=103955955&utm_source=hs_automation
https://blog.crobox.com/en/report/state-of-luxury-report?utm_campaign=Luxury%20Report&utm_medium=email&_hsmi=103955955&_hsenc=p2ANqtz--LkceX95dSmw0wIRDnEmmU9JyxOxNSWm8DgE-p8ZPzLUHnWjuE5C7H2_UVohbLU4TMyq7SbCiUHLE3HubXSQsvI3N3JQ&utm_content=103955955&utm_source=hs_automation
https://blog.crobox.com/en/report/state-of-luxury-report?utm_campaign=Luxury%20Report&utm_medium=email&_hsmi=103955955&_hsenc=p2ANqtz--LkceX95dSmw0wIRDnEmmU9JyxOxNSWm8DgE-p8ZPzLUHnWjuE5C7H2_UVohbLU4TMyq7SbCiUHLE3HubXSQsvI3N3JQ&utm_content=103955955&utm_source=hs_automation
https://www.thedigitalspeaker.com/nft-luxury-brands-blockchain/
https://www.thedigitalspeaker.com/nft-luxury-brands-blockchain/
https://www.kearney.com/industry/consumer-retail/article/-/insights/how-the-pandemic-changed-the-luxury-industry#%3A~%3Atext%3DCOVID%2D19%20sparked%20a%20slump%2C2019%20(see%20figure%201)
https://www.kearney.com/industry/consumer-retail/article/-/insights/how-the-pandemic-changed-the-luxury-industry#%3A~%3Atext%3DCOVID%2D19%20sparked%20a%20slump%2C2019%20(see%20figure%201)
https://www.kearney.com/industry/consumer-retail/article/-/insights/how-the-pandemic-changed-the-luxury-industry#%3A~%3Atext%3DCOVID%2D19%20sparked%20a%20slump%2C2019%20(see%20figure%201)
https://doi.org/10.1007/s10551-015-2803-1

Wintermeier, N. (2021, January 6). The State of Luxury: Trends, Segments, and Psychology.

https://blog.crobox.com/en/report/state-of-luxury-report

Wu, W., Lu, H., Wu, Y., & Fu, C. (2012). The effects of product scarcity and consumers’ need for
uniqueness on purchase intention. International Journal of Consumer Studies, 36(3), 263—

274. https://doi.org/10.1111/j.1470-6431.2011.01000.x

Yang, C., Bonner, K., Rodgers, F., & Ray-Jones, M. (2022). Blockchain and NFTs Are Smart, But
Can They Revolutionize Fashion? The Fashion Law. https://www.thefashionlaw.com/blockchain-
and-nfts-are-smart-but-can-they-revolutionize-fashion/

Yang, J., & Battocchio, A. F. (2021). Effects of transparent brand communication on perceived
brand authenticity and consumer responses. Journal of Product & Brand Management, 30(8),

1176-1193. https://doi.org/10.1108/jpbm-03-2020-2803

Yeoman, I. (2014) Luxury Markets and premium pricing, Journal of Revenue and Pricing
Management. ingentaconnect.com. Available at:
https://www.academia.edu/331867/Luxury_Markets_and_Premium_Pricing .

Yum, A. (2021). Transparency And its Place in Luxury Consumerism. LUXUO.

https://www.luxuo.com/business/transparency-and-its-place-in-luxury-consumerism.html

Zwieglinska, Z., & Zwieglinska, Z. (2022). Salvatore Ferragamo opens the NY C store with an NFT

booth and customizable sneaker holograms. Glossy. https://www.glossy.co/fashion/salvatore-

ferragamo-opens-nyc-store-with-nft-booth-and-customizable-sneaker-holograms/

92


https://blog.crobox.com/en/report/state-of-luxury-report
https://doi.org/10.1111/j.1470-6431.2011.01000.x
https://www.thefashionlaw.com/blockchain-and-nfts-are-smart-but-can-they-revolutionize-fashion/
https://www.thefashionlaw.com/blockchain-and-nfts-are-smart-but-can-they-revolutionize-fashion/
https://doi.org/10.1108/jpbm-03-2020-2803
https://www.academia.edu/331867/Luxury_Markets_and_Premium_Pricing
https://www.luxuo.com/business/transparency-and-its-place-in-luxury-consumerism.html
https://www.glossy.co/fashion/salvatore-ferragamo-opens-nyc-store-with-nft-booth-and-customizable-sneaker-holograms/ 
https://www.glossy.co/fashion/salvatore-ferragamo-opens-nyc-store-with-nft-booth-and-customizable-sneaker-holograms/ 

Appendix

6. How old are you ?

More Details ‘-’Q Insights

@ (1824 36
® 1539 47
@ (3646 0
@ Abovess 7

Appendix 7:Insights about the respondents ‘age

5. How do you identify yourself ?

More Details £F Insights

® Male 17
® remale 112
@ rrefernotto say 1

Appendix 8:Insights about the Gender of the respondents
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9. If yes , which brand did you choose?

More Details

. Hermés 32
. Louis Vuitton 51
. Jacquemus 32
® rula 63
. other 68

Appendix 9:Insights about the previous experiences with luxury brands

ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 1,859 2 828 A 401 b
Residual 127141 126 1,009
Total 129,000 128
a. DependentVariahle: REGR factor score 1 for analysis 1
. Predictors: (Constant), Age, Gender
Appendix 10:Impact of Age and Gender on Dimension 1
ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 4 438 2 2 4649 2,408 ,085"
Residual 124,062 126 a8
Total 129,000 128

a. Dependent Variable: REGR factor score 2 for analysis 1
b. Predictors: (Constant), Age, Gender

Appendix 11:Impact of age and Gender on Dimension 2
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ANOVA?

Sum of
Model Squares df Mean Square F Sig.
1 Regression 4171 1 4171 4,244 ,t]41IJ
Residual 124828 127 883
Total 129,000 128

a. DependentVariable: REGR factor score 1 for analysis 1

h. Predictors: (Constant), Experience

Appendix 12:Impact of previous experiences on Dimension 1

ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 10,332 1 10,332 11,057 0o01P
Residual 118,668 127 934
Total 129,000 128

a. DependentVariable: REGR factor score 2 for analysis 1
h. Predictors: (Constant), Experience

Appendix 13:Impact of Previous experiences on Dimension 2

ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression A158 1 A16 5049 ,4??b
Residual 128,485 127 1,012
Total 129,000 128

a. Dependent Variable: REGR factor score 2 for analysis 1
b. Predictors: (Constant), Knowledgeabouthlockchain

Appendix 14:Impact of Familiarity with blockchain technology on Dimension 2
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ANOVA®

Sum of
Madel Squares df Mean Sguare F Sig.
1 Regression T3 1 T3 q24 ,395"
Residual 128268 127 1,010
Total 125,000 128
a. DependentVariable: REGR factor score 1 for analysis 1
b. Predictors: (Constant), Country
Appendix 15:Impact of Country of origins on Dimension 1
ANOVA?
Sum of
Model Squares df Mean Sguare F Sig.
1 Regression 1,825 1 1825 1,823 ,1?9b
Residual 127,175 127 1,001
Total 129,000 128

a. Dependent Variahle: REGR factor score 2 for analysis 1

b. Predictors: (Constant), Country

Appendix 16:Impact of Country of origins on Dimension 2

13. How would you feel if you were buying handbags from luxury brands that provide you with

transparency*?

*The ability to track your product’s journey from production to retail, induding information about the materials

used, the manufacturing process, and the distribution channels.

More Details & Insights

@ Moreinformed and empowere... 6
@ Thebrandiscommitted to ethi... 8
. More integrated and connecte... 5
@ Nothing 9
@ Aloftheabove 102

Appendix 17:Appendix answers about impact of transparency on our respondents
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15. Do you care about sustainability Eco-friendliness and social responsibility) when purchasing a

luxury handbag?
More Detazils U Insights
@ 13 ‘
® nNo 7

Appendix 18:Appendix importance of sustainability for our respondents

16. How would you feel about owning a luxury handbag that is not only unique and authentic,but
has a lifetime proof for its authenticity which preserves its value and enables you to have access
to benefits and exclusive services 7

MoraDatails 4 Insights
Latest Responses
1 3[} “Twill buy more handbags from the brand that implements this”™
“I vl fieel sune about the handbag's authenticity *

Responses
"This will influence my attitude toward the brand *

Appendix 19:Collected answers to study respondents ‘feelings associated to the technology enhanced experience.

Communalities
Extraction
prestigeprice Ha6
innovativeness A20
fransp bae
virtualex AT

Extraction Method: Principal
Component Analysis.

Appendix 20:Communalities
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Eigenvalue

Scree Plot

1 2 3 4
Component Number
Appendix 21:Scree plot
Total Variance Explained
Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings
Component Total % of Variance Cumulative % Total % of Variance Cumulative % Total % of Variance Cumulative %
1 2,870 71,739 71,739 2,870 71,739 71,739 2,833 70,834 70,834
2 1,006 25143 96,981 1,006 25143 96,881 1,042 26,047 96,981
3 125 3,119 100,000
4 1,899E-16 4, 7TA4TE-15 100,000
Extraction Method: Principal Component Analysis.
Appendix 22:Eigenvalues -Principal Component Analysis
| & brands || & prestigeprice " & innovativeness " &transparency ” &vinualexcluswity ” & FACT_1 || & FAC2 1
Hermés 4,60 3,08 2,1 281 - 49477 1.37480
Louisyuitton 336 4,72 4,65 4,67 1,49517 ,02176
Jacquemus 2,70 2,70 2,54 2,70 -.59836 -.43919
Furla 2,36 3.50 2.39 240 -.40203 -.95737

Appendix 23:Brands and factors
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Less than 18

(18,25]

[26,35] 41.6%

[36,45]

Above 45

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

% of responses

Appendix 24:Sample characteristics: Age distribution

Male

Female

0% 10% 20% 30% 40% 50% 60% 70% 80%

% of responses

Appendix 25:Sample characteristics: Gender distribution

Student

Worker

Unemployed

Pensioner

0% 10% 20% 30% 40% 50% 60%

% of responses

Appendix 26:Sample characteristics: Social Status distribution
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France

Germany

Italy

Portugal

which country

0% 5% 10% 15% 20% 25% 30% 35% 40%

% of responses

Appendix 27:Sample characteristics: Country distribution

Hermés & ‘

Louis Vuitton . 10

Jacquemus | E

-80 -80 -40 -20 0 20 40 80

Appendix 28:Brand Preferences
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Attributes

Attributes

Attributes

Design 12.2%

Blockchain platform for transparency & product details

Certification for authenticity & ownership

0%

32.6%

10%

20% 30% 40%

Relative importance

Appendix 29:Attribute Importance Hermés

Design

Price

Blockchain platform for transparency & product details

Certification for authenticity & ownership

0%

10%

20% 30%

Relative importance

Appendix 30:Attribute importance Louis Vuitton

Design
Price

Blockchain platform for transparency & product details

Certification for authenticity & ownership

0%

11.8%

10%

20% 30%

Relative importance

Appendix 31:Attribute importance Jacquemus
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Attributes

Blockchain platform for transparency & product details

Design

Blockchain platform for transparency & product details

Certification for authenticity & ownership 221%

0% 10% 20% 30% 40% 50% 60%

Relative importance

Appendix 32:Attribute Importance Furla

39.7%

Design Design 1

30.5%
Design 3

94.7%
Present

Certification for authenticity & ownership

0% 20% 40% 60% 80% 100%

Preference share of each level

Appendix 33:Relative Importance by Levels Hermés
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Design:

Design 1 l 21%
Design 2 -0.5% I
Design 3 -1.7% I

Blodgchain platform for transparency & product details:

Present

Levels by a?r/bute

Missing

Certification for authenticity & ownership:

Physical Certification -13.7%
Digital Certification

-40% -20% 0% 20% 40%

Average preferences

Appendix 34:Preference Levels Hermes

36.5%

Design Design 1

33.0%
Design 3

Price

96.2%

Blockchain platform for transparency & product details Present

Certification for authenticity & ownership

0% 20% 40% 60% 80% 100%

Preference share of each level

Appendix 35:Relative Importance by Levels Louis Vuitton

103



Design:
Design 1
Design 2

Design 3

Price:
2500

7000

els by attribute

>
Blockchain platform for transparency & product details:

Present

Missing

Certification for authenticity & ownership:
Physical Certification

Digital Certification

-30%

-20%

-10%

-0.3%

-0.6% |

0%

I 1.0%

10%

Average preferences

Appendix 36:Preference Levels Louis Vuitton
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34.7%

Design Design 1

41.9%
Design 3

Price

93.8%

Blockchain platform for transparency & product details Present

Certification for authenticity & ownership

0% 20% 40% 60% 80% 100%

Preference share of each level

Appendix 37:Relative Importance by Levels Jacquemus

Design:
Design 1 I 1.3%
Design 2 -4.8% .

Design 3 l 3.6%

Price:
300 3.0%

1000 -3.0%

vels by attribute

Blocfichain platform for transparency & product details:

Present 31.6%
Missing -31.6%

Certification for authenticity & ownership:

Physical Certification -11.2%

Digital Certification 11.2%

-40% -20% 0% 20% 40%
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Appendix 38:Preference Levels Jacquemus
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Design

Blockchain platform for transparency & product details

Certification for authenticity & ownership

0%

20%

34.8%
Design 1

91.2%
Present

40% 60% 80%

Preference share of each level

Appendix 39:Relative Importance by Levels Furla

Design:
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Design 2

Design 3
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1

Blodgchain platform for transparency & product details:

Present

Levels by

Missing
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Appendix 40:Preference Levels Furla
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Appendix 41:Ranked List of Concepts

Blockchain platform Certification for
Brand Design Price for transparency & authenticity & Value to customers Rank

product details ownership
Louis Vuitton Design 1 2500 Present Digital Certification 63.7 1
Louis Vuitton Design 2 2500 Present Digital Certification 61.9 2
Louis Vuitton Design 3 2500 Present Digital Certification 61.5 3
Jacquemus Design 3 300 Present Digital Certification 46.7 4
Jacquemus Design 1 300 Present Digital Certification 451 5
Jacquemus Design 3 1000 Present Digital Certification 425 6
Jacquemus Design 1 1000 Present Digital Certification 40.8 7
Jacquemus Design 2 300 Present Digital Certification 40.8 8
Hermés Design 1 7000 Present Digital Certification 39.5 9
Hermés Design 2 7000 Present Digital Certification 36.9 10
Jacquemus Design 2 1000 Present Digital Certification 36.5 1
Louis Vuitton Design 1 7000 Present Digital Certification 36.0 12
Hermeés Design 3 7000 Present Digital Certification 35.7 13
Louis Vuitton Design 2 7000 Present Digital Certification 34.2 14
Louis Vuitton Design 3 7000 Present Digital Certification 33.8 15
Jacquemus Design 3 300 Present Physical Certification ~ 30.8 16
Jacquemus Design 1 300 Present Physical Certification = 29.2 17
Furla Design 3 300 Present Digital Certification 29.2 18
Furla Design 1 300 Present Digital Certification 284 19
Jacquemus Design 3 1000 Present Physical Certification  26.6 20
Furla Design 2 300 Present Digital Certification 26.1 21
Jacquemus Design 1 1000 Present Physical Certification ~ 25.0 22
Jacquemus Design 2 300 Present Physical Certification  24.9 23
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Louis Vuitton
Louis Vuitton
Louis Vuitton
Jacquemus
Furla

Furla

Furla
Hermes
Hermeés
Hermes
Jacquemus
Jacquemus

Jacquemus

Louis Vuitton
Jacquemus
Jacquemus
Louis Vuitton
Louis Vuitton
Louis Vuitton
Jacquemus
Louis Vuitton
Furla

Louis Vuitton
Furla

Furla

Jacquemus

Jacquemus
Jacquemus
Jacquemus
Jacquemus
Furla

Furla
Jacquemus
Furla
Hermés
Hermeés
Hermés
Louis Vuitton

Louis Vuitton

Design 1
Design 2
Design 3
Design 2
Design 3
Design 1
Design 2
Design 1
Design 2
Design 3
Design 3
Design 1

Design 3

Design 1
Design 1
Design 2
Design 2
Design 3
Design 1
Design 2
Design 2
Design 3
Design 3
Design 1
Design 2

Design 3

Design 1
Design 3
Design 1
Design 2
Design 3
Design 1
Design 2
Design 2
Design 1
Design 2
Design 3
Design 1

Design 2

2500

2500

2500

1000

300

7000

7000

7000

300

7000

1000

300

7000

7000

2500

1000

2500

300

2500

300

300

300

300
1000
1000
300
300
300
1000
300
7000
7000
7000
7000

7000

Present
Present
Present
Present
Present
Present
Present
Present
Present
Present
Missing
Missing

Missing

Present
Missing
Missing
Present
Present
Missing
Missing
Missing
Missing
Missing
Missing
Missing

Missing

Missing
Missing
Missing
Missing
Missing
Missing
Missing
Missing
Missing
Missing
Missing
Missing

Missing
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Physical Certification
Physical Certification
Physical Certification
Physical Certification
Physical Certification
Physical Certification
Physical Certification
Physical Certification
Physical Certification
Physical Certification
Digital Certification

Digital Certification

Digital Certification

Physical Certification
Digital Certification
Digital Certification
Physical Certification
Physical Certification
Digital Certification
Digital Certification
Digital Certification
Digital Certification
Digital Certification
Digital Certification
Digital Certification

Physical Certification

Physical Certification
Physical Certification
Physical Certification
Physical Certification
Physical Certification
Physical Certification
Physical Certification
Physical Certification
Digital Certification
Digital Certification
Digital Certification
Digital Certification

Digital Certification

243

225
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16.0
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1.7

9.1
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Louis Vuitton

Louis Vuitton

Louis Vuitton

Louis Vuitton

Hermeés

Hermeés

Hermes

Louis Vuitton

Louis Vuitton

Louis Vuitton

Design 3
Design 1
Design 2
Design 3
Design 1
Design 2
Design 3
Design 1
Design 2

Design 3

7000 Missing Digital Certification
2500 Missing Physical Certification
2500 Missing Physical Certification
2500 Missing Physical Certification
7000 Missing Physical Certification
7000 Missing Physical Certification
7000 Missing Physical Certification
7000 Missing Physical Certification
7000 Missing Physical Certification
7000 Missing Physical Certification
Descriptive Statistics
Mean Std. Deviation N
Gender 1.20 .403 178
D 193942300 827461.667 178
Correlations
Gender ID
Gender Pearson Correlation 1 .046
Sig. (2-tailed) .543
N 178 178
ID Pearson Correlation .046 1
Sig. (2-tailed) 543
N 178 178

Correlations

Appendix 42:Preliminary Analysis: Gender impact on results

participant_id Age

participant_id Pearson Correlation

Age

Sig. (2-tailed)

N

Pearson Correlation
Sig. (2-tailed)

N

1 .035

.639

177 177

.035 1
.639

177 177

Appendix 43:Preliminary Analysis: Age impact on results
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Appendix 44:Hierarchical Cluster Analysis: Dendrogram
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ANOVA

Cluster Error
Mean Square df Mean Square df F Sig.
V2 22.180 2 .816 177  27.189 <.001
V3 2018.522 2 10.997 177 183.556 <.001
V4 2914.228 2 13.270 177 219.613 <.001
V5 4.849 2 .220 177  22.093 <.001
V6 6.009 2 1.143 177 5.256 .006
V7 4.547 2 .383 177 11.858 <.001
V8 17.191 2 1.085 177 15.843 <.001
V9 .098 2 .273 177 .357 .700
V10 5.824 2 424 177 13.725 <.001
V11 34.444 2 .713 177  48.289 <.001
V12 28.508 2 .266 177 107.249 <.001
V13 320.466 2 1.489 177 215.270 <.001
V14 194.328 2 2.926 177 66.406 <.001
V15 884.681 2 6.435 177 137.469 <.001
V1e 657.529 2 5.438 177 120.907 <.001
V17 205.031 2 2.733 177 75.020 <.001
V18 216.120 2 2.424 177  89.152 <.001
V19 1025.173 2 10.017 177 102.347 <.001
V20 418.065 2 6.378 177  65.549 <.001
V21 204.963 2 2.548 177  80.438 <.001
V22 74.742 2 979 177 76.374 <.001

The F tests should be used only for descriptive purposes because the clusters have
been chosen to maximize the differences among cases in different clusters. The

observed significance levels are not corrected for this and thus cannot be

interpreted as tests of the hypothesis that the cluster means are equal.

Appendix 45:K-means cluster analysis: ANOVA

Number of Cases in
each Cluster

Cluster 1 80.000
2 54.000
3 46.000
Valid 180.000
Missing 2.000

Appendix 46:K-means cluster analysis: Clusters total number of cases
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Age

Lessthan 18 13 1 0
(18,25] 42 10 5
[26,35] 24 20 30
[36,45] 1 19 7
Above 45 0 4 2
Gender

Male 29 6 1
Female 51 48 43
Social Status

Student 38 11

Unemployed 7 5 1
Worker 35 33 36
Pensioner 0 5 1
Country

Portugal 18 12 6
France 16 8 8
Italy 29 12 18
Germany 12 14 8

Appendix 47:Step 3: Segmentation using Excel function “COUNTIFS”

Attribute Trendsetter Status Seeker Luxury Enthusiast
Design 12% 15% 6%
Platform for transparency & product details
Certification for authenticity & ownership

Appendix 48:Clusters’ attributes preferences for Hermés

Attribute Trendsetter Status Seeker  Luxury Enthusiast
Design 7% 11% 7%
Price 11% 11%
Platform for transparency & product details
Certification for authenticity & ownership

Appendix 49:Clusters’ attributes preferences for Louis Vuitton

Attribute Trendsetter Status Seeker  Luxury Enthusiast
Design 12% 10% 9%
Price 19% 21% 15%

Blockchain platform for transparency & product details
Certification for authenticity & ownership

Appendix 50:Clusters’ attributes preferences for Jacquemus
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Attribute Trendsetter Status Seeker Luxury Enthusiast
Design 19% 14%
Platform for transparency & product details

Certification for authenticity & ownership 15%

Appendix 51:Clusters’ attributes preferences for Furla

Conjoint Analysis Simulations appendix:
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Appendix 52:Baseline All Respondents Preference Shares
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Appendix 53:Removal of most valued bag All Respondents
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Appendix 54:Baseline Cluster 1
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Appendix 55:Removal of most valued bag Cluster 1
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Appendix 56:Baseline Cluster 2
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Appendix 57:Removal of most valued bag Cluster 2
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Appendix 58:Baseline Cluster 3
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Appendix 59:Removal of most valued bag Cluster 3
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