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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 Artificial Intelligence (AI), Virtual Reality (VR), 

Augmented Reality (AR), Internet of Things (IoT), 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borders of countries where discoveries were originally made.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 Hermès (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). 
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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. 
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2. Consumer Psychology (Furkan Iilkhan) 
 

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 
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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. 
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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 techniques 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 
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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: Hermès, Louis Vuitton, Jacquemus, Furla, and Other. We collected 13% from Hermès 

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: 

H0: 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 

H0 as there is strong evidence for H0. 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: 

H0: 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 H0 as there is 

strong evidence for H0. 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. 

H0: 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 H0. 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. 

H0: 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 factor1 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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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 Hermès even though 

both brands are known for their expensive prices in comparison to Jacquemus and Furla. In terms 

of digitally empowered premium services, Hermès 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 Hermès has a strong online presence as mentioned 

by Hoang (2020) in his article named “Hermès 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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Hermès to ensure authenticity and prevent counterfeiting problems. The company is focusing more 

on its reputation, especially after the problem that happened to it. The Hermès v. Metabirkins case 

raised questions regarding how to safeguard NFTs' intellectual property rights. The luxury brand 

Hermès 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 Hermès 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. 

 

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, Hermès 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 Hermès. 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. 

 

 
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 9th to April 16th, 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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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). 

Hermès 

 

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). 

Hermès 

 

Based on the preferences for levels relative to other levels for the average customer, specifically 

within the brand "Hermès", 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, Hermès, 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. 

Hermès 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) 
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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. 

 

 
 

 
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). 

 
 

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. 

Simulations 
 

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, Hermès 

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 Hermès 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 Hermès is slightly negatively correlated with dimension 2 which is service premium. 

Consequently, by taking into consideration the problem that Hermès 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 Hermès 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 Hermès 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 Hermès 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 Hermès 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. 
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