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ABSTRACT Purpose: To explore the critical dimensions necessary to create and
maintain the success of a luxury fashion brand. Design/methodologylapproach: This
study adopts a qualitative approach in the form of case studies of 12 international
fashion retailers. This involved semi-structured interviews with management to
explore their knowledge and experiences, supported by secondary research such as
internal documents and media reports. Findings: ldentifies nine interrelated key
luxury fashion brand attributes that are crucial in the creation and maintenance of
the brand proposition. The management of the luxury fashion brand is complex, and
requires a consistent and coherent approach. Originalitylvalue: An empirical
understanding of the luxury fashion brand’s critical dimensions will assist in effective
and efficient luxury fashion brand management.
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INTRODUCTION

The luxury goods market is significant, not
only in terms of its market value (estimated
to have exceeded US$130 billion in
2007),"? but also in terms of its rate of
growth — which has in the past 10 years
significantly outpaced that of other con-
sumer goods categories. The rate of growth
has been driven by a variety of factors, the
most significant of which has been the

increase in the number of high-net-worth
individuals with an appetite for luxury
brand consumption. In response to signifi-
cant consumer interest and demand, the
suppliers of luxury fashion goods have
developed business strategies that seek to
better service consumer demand by
increasing availability through the extension
of their geographic coverage and their
market accessibility via the opening of
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dedicated points of sale.” Fuelling and
supporting this development of the luxury
market has been increased media interest
in luxury goods consumption, and the emer-
gence of luxury brand awareness as an
integral element of consumer culture.
Consequently, a variety of studies have
noted that luxury brands are among the
most recognised and respected of consumer
brands the world over.>°

Within the luxury offer, there is an ever-
expanding ofter of luxury categories. There
are four principal categories of luxury
goods: fashion (couture, ready-to-wear
and accessories), perfumes and cosmetics,
wines and spirits and watches and jewel-
lery.” More recently, the categories of
luxury automobiles, hotels, tourism, private
banking, home furnishing and airlines have
been added.® The focus of this study is the
luxury fashion goods category. Firstly, this
focus is justified on the basis that it accounts
for the largest proportion of luxury goods
sales, with a 42 per cent share in 2003,%!°
and the strongest product category growth
in 2007.!" Secondly, previous studies have
suggested that the branding of luxury
fashion goods is more complex than other
sectors by virtue of the speed of change
within the sector (the majority of luxury
fashion goods are dormant at the end of

271213 o5 well as the

the fashion season),
scale and number of fashion items that are
marketed using a single luxury brand name.
Thirdly, the marketing of fashion goods is
typically more complex and costly as a
result of differences in product numbers,
operating scale and the tendency for luxury
fashion companies to take direct control of
the distribution of their goods within mar-
kets. As such, these costs and the complexity
of managing the marketing of this category
of luxury goods have previously been
shown to exceed those of the other luxury
brand categories.®121415

Yet, despite the significance of the luxury

sector in terms of the insights that it could

provide with respect to contemporary busi-
ness practise and the nature of consumption,
it has been recognised that the sector has
been under-represented within the academic
literature.”'>! Furthermore, although the
literature relevant to the branding of
consumer goods has grown hugely in the
past decade, the application of branding
within the luxury goods sector has received
minimal attention. In particular, although
various recent studies have sought to
delineate the form and function of consumer
brands, there have been very few empirical
studies that have sought to identify and
understand the processes that support the
creation and maintenance of the luxury
fashion brand.

This study is based on the proposition
that the luxury brand — and specifically the
luxury fashion brand — is distinctive because
of its application to diverse, ever-changing
product assortments (from underwear to
business suiting), that it invariably operates
as an experiential brand (within the retail
space), and that it functions as a means of
creating and communicating an identity for
the brand user. As such, it is suggested that
the delineation of the form and dimensions
of the luxury fashion brand will not only
contribute to an understanding of the
nature of luxury marketing, but will also
offer further insight into the functioning of
branding in general. Therefore, it is within
this context that the aim of this study was
to provide a framework incorporating the
dimensions of the luxury fashion brand.

Given this uncertainty and neglect, and
mindful of the opportunity to contribute
to a wider debate concerning the nature
and characteristics of product branding, two
principal objectives were identified for this
study:

1. to identify the dimensions of the luxury
fashion brand;

2. to create a framework depicting the
luxury fashion brand.
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RELEVANT LITERATURE

Defining the luxury fashion brand

Conceptualisations of luxury are typically
derived from either a consumption per-
spective®>!”2" or from an application as a
product branding device.”*'>* There has
emerged a strong strand of literature that
seeks to explain luxury consumption, par-
ticularly in terms of having a symbolic
function that operates at the individual and
collective level. As such, luxury is identified
in terms of its psychological value,” its func-
tion as a status symbol***?> and as a highly
involved consumption experience that is
strongly congruent to a person’s self-con-
cept.!” From a product perspective, luxury
brands are frequently defined in terms of
their excellent quality, high transaction
value, distinctiveness, exclusivity and crafts-

21,23.26.27 Tackson’ proposes the fol-

manship.
lowing as the core characteristics of the

luxury product:

3

. exclusivity, premium prices, image and
status which combine to make them more
desirable for reasons other than function’.

(p- 158)

Research on luxury brands

Research relevant to the creation and devel-
opment of luxury brands is limited,'*!%2¢
and previous studies have recognised a lack
of clarity with respect to what defines a
luxury brand.>'""?® Instead, the research
examining the marketing of luxury goods
has tended to take a consumer perspective,’
specifically in terms of motivations for pur-
chasing luxury goods.??*% These studies
are often criticised for their over-reliance
on student samples and lack of appropriate
external controls.!® Other key research
areas within luxury include the develop-

123132 the protection®™® and the
37-39

ment,
brand extension.

More recently, great attention has been
given to a consideration of the dimensions

of the luxury brand (Table 1). Nueno and
Quelch®  highlight the importance of
product excellence to the development of
a credible luxury brand, in addition to the
significance
Bernard Arnault, the chief executive officer
(CEO) of LVMH,*"" emphasises the sig-
nificance of corporate identity, culture and

of controlled distribution.

spirit, and furthermore indicates the impor-
tance of creative excellence in luxury brand
development. Similarly, the Morgan Stanley
Dean Witter*
sions from a practitioners’ viewpoint. Phau
and Prendergast®® highlight four key luxury

model considers the dimen-

attributes, although indicating that their
identified attributes of recognised brand
identity, quality, exclusivity and customer
awareness are critical elements of the luxury
brand. Beverland'® maintains that this is not
an exhaustive list. Indeed, he proposes that
these are instead the characteristics of any
successful brand and not only that of a
luxury brand. Consequently, Beverland pro-
vides
framework, and these include elements such
as external endorsement, corporate culture,

additional dimensions within his

brand/corporate
integrity.

In 2003, Alleres®® suggested six charac-
teristics of a luxury fashion brand that is
derived from the strong influence of the
French luxury heritage brands. Considering
the Italian model, Moore and Birtwistle'?
examine Tom Ford and Domenico De
Sole’s strategy for the repositioning of Gucci
as an authentic luxury fashion brand. They
identify dimensions that all require careful
management to develop and create a suc-
cessful brand. Although the authors make
no claim that the Gucci template can be
universally applied, they argue that it serves
to provide a more comprehensive account
of luxury brand development when com-
pared with other studies. One of the most
recent models is provided by Okonkwo,?

heritage and product

in which she identifies 10 core character-
istics of the successful luxury fashion brand.
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And although Okonkwo? states that this is
not a definitive model, she does maintain
that it provides an insight into the manage-
ment of a luxury brand.

Key luxury fashion brand
characteristics

As Table 1 highlights, there are a number
of reoccurring and divergent identified key
attributes within the literature, in order to
create and maintain luxury fashion posi-
tioning. Within the luxury proposition, the
concept of brand — specifically the brand
name and identity — is considered funda-
mental.>”?>*?> The luxury brand requires a
relevant, and defined marketing
strategy.'>1%2® The strategy is formed to
assist in developing the global reputation

and presence of the brand, and to leverage
828 |

clear

the brand status and awareness.
conjunction with the concept of brand,
various other attributes are considered
creating a luxury brand,
including product and design attributes
of quality,27:121621:2325.27.2842 .pafisman-
ship,2’7’19’21’23’26’42 and innovative, creative
and unique products.>1222234042° Bryce
and Kratz'® highlight the fact that the iconic
coveted products are central to the luxury
product offer. These iconic products are

typified by authentic, quality and exclusive
26,27,38

crucial for

characteristics that are aspirational.
These key products often epitomise the
brand signature or ‘brand DNA’,* as they
can assist in portraying the personality and
values of the creators.>!> The appointment
ofthe high-profile fashion designer enhances
the appeal of the products,”!?
quently increases their relevance to a cur-
rent market. The premium price of luxury

goods is only explicitly referenced in two
1212

and subse-

of the frameworks within Table
Although it has been acknowledged previ-
ously that a high price positioning need not
necessarily equal a luxury positioning, there
is a consensus in the literature that luxury
goods typically command a premium price

differential when compared with other
products within the same category.?!?%+
The components of rarity and exclusivity

are considered a significant trait of luxury
brands 21326274448 The  Nueno and
Quelch® and Okonkwo? models both
identify that limited production is funda-
mentally linked to the maintenance of the
brand exclusivity. The aura of scarcity adds
to the appeal of luxury brands.*” Managers
can sustain the exclusivity of the brand
through advertising, endorsement, control-
ling distribution and price,* and producing
limited editions lines.>*

The environment and service provided
by luxury brands are considered a crucial
attributes  in  the luxury  proposi-
tion. 21222405051 T yxury stores are consid-
ered shopping cathedrals®® that use
architecture to convey a sense of splen-
dour," and define the shopping experience
for wealthy customers.'>®> The luxury
environment and experience of a brand is
showcased in the flagship store, which is
defined as a major outlet generally located
in a capital city, retaining the full collection
of a fashion brand’s merchandise.>? These
stores typically enjoy significant financial
investment, and are considered crucial to a
brand’s marketing communication process
and reputation, and as a support for the
wholesale business.>> Company own-stores
allow the companies to manage the cus-
tomer experience at the point of sale.” Cus-
tomer service is also vital in the luxury
consumption experience.>** Within fashion,
branding has become as much about
branding the experience as the product.>*
The consumption experience provides an
insight into the brand lifestyle by making
it a reality.® Along with the control of the
consumer  experience, Moore  and
Birtwistle' and Okonkwo? also state the
importance of controlling the manufacturer,
particularly within license agreements, to
ensure that the brand positioning is not
compromised.
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Brand heritage is considered prevalent in
Alleres’,”> Beverland’s'® and Moore and
Birtwistle’s'> models. Many luxury brands
have a long history, which adds to the
authenticity of the brand,?! and is consid-
ered one of the hallmarks of a luxury
brand.*” The retention of heritage has the
ability to create nostalgia and credibility for
a brand,” and is often correlated to the
heritage of the country of origin.>®

Powerful marketing communications are
considered key to building the luxury brand
image.”> Relevant advertising can provide
support in establishing the brand image,
which consequently assists in creating iden-
tity and attraction,>>>” and generates aware-
ness.”® Other means of luxury brand
communication are celebrity endorsement,
public relations (PR), events and direct
marketing.>!%16:52

Finally as highlighted in Arnault’s model
(cited in Kapferer),?° the company spirit is
considered key to luxury fashion brand suc-
cess. The investment in the spirit or culture
of a firm allows the support for a brand to
extend to the internal as well as an external
commitment to the brand.>
branding assists the employees in under-
standing desire, and encourages them to
deliver on the brand promise.®-%?

Despite the fact that many of the dimen-
sions of luxury branding are identified in

Internal

the literature, it is unclear whether and how
these attributes are connected. Nor is it
clear whether this is a definitive listing. Fur-
thermore, as highlighted in the review of
the frameworks of the luxury brand, there
is a dearth of research that empirically con-
siders the dimensions. Beverland’s'® paper,
the only empirical investigation in Table 1,
is considered narrow in its scope and there-
fore in its application.'?

Given this uncertainty and neglect, and
mindful of the opportunity to contribute
to a wider debate concerning the nature
and characteristics of product branding, this
study will identify the dimensions of the

luxury fashion brand and depict within a
framework.

METHODOLOGY

In order to investigate these issues, an inter-
pretive qualitative case study research meth-
odology was adopted, as it is considered to
be the most appropriate for an exploratory
theory building approach.'®%>=%> Further-
more, the number of research studies
adopting case study design is increasing
within a marketing context®®®® and within
a luxury marketing/branding context.'>!°
There are three main reasons that support
the implementation of a case study design
for this research. Firstly, as the key aim of
this study is to investigate the means and
methods of luxury fashion brand creation
and development, the use of the case study
method in providing in-depth
descriptions and illustrations rather than
surface-level observations.'®% Thus, within
this context, the close proximity with
those involved in the management of
luxury fashion brands provides the oppor-

assists

tunity to obtain an intimate understanding.
Furthermore, the case study method can
provide contextual and historical dimen-
sions to research,®® thus providing a
means to consider the unique history
and heritage of each brand and how these
influence their decision-making today.'®”"
Secondly, because of the lack of empirical
work in the area, this approach provides a
means of extracting rich and relevant
data. Both Yin’! and Perry®’ suggest that
the case study method can assist in com-
pensating for a lack of established theory
and/or where accepted principles and
constructs have not been established and
are clearly inadequate. Thirdly, there is a
dearth of conceptual development within
this field. The case study data facilitate
the identification and construction of
conceptualisations of the luxury brand
building process.

© 2009 Palgrave Macmillan 1350-23IX Brand Management Vol. |6, 5/6, 347-363
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Preparation for data collection

Case companies were chosen based on lit-
eral replication following strict criteria. The
study focuses on DBritish luxury brands
because of access restrictions. The criteria
for case study selection were established as
follows:

1. The cases should be identified as luxury
fashion brands through both the firms
and established databases, principally
Walpole, Mintel and Euromonitor, posi-
tioning the brands as a luxury fashion
proposition;

2. The potential selected brands should
have been in existence for a minimum
of 2 years. This allows for a historical
review of the luxury fashion brand
development;

3. The flagship stores should operate in
prestige locations;

4. The potential companies should operate at
least one luxury fashion store in the UK.

In order to identify companies that meet
these requirements, four resources were

consulted: Walpole, a British luxury asso-
ciation;”* Mintel’s” ‘Luxury Goods Retailing’
report; Euromonitor,” “The World Market
for Luxury Goods’ report; and various
leading fashion journals including Vogue,
Elle, Marie Claire, Arena and GQ. From
these, 26 British luxury fashion brands were
identified. Initially, all 26 companies were
contacted, allowing them all an equal
opportunity to take part in the study. This
became a process of self-selection.

Out of the 26 companies contacted, 12
agreed to participate. To preserve anonymity
in report findings, companies were coded
(Table 2). The case brands diftered in their
luxury brand orientation towards heritage-
based image ‘history’ or a design ‘story’-
based image, corporate size and the product
offering.

Multiple sources of evidence, documen-
tary evidence and interviews, were used in
the data collection phase to protect the
research from bias.”””7 In all the cases, a
tape-recorded interview with the CEO,
managing director or marketing director
was conducted, which lasted between 1 and

Table 2: Key to case companies and similarities and differences
Company Interviewee Country of Sector
parent origin

A Managing Director America Heritage Brand; Jewellery extended into fashion (menswear and
womenswear), accessories and home

B Marketing Director British Heritage Brand; Accessories extended into fashion (menswear
and womenswear)

C Managing Director Japan Lifestyle purist brand; Fashion oriented (menswear, womenswear
and childrenswear)

D Managing Director British Savile Row Tailor; Fashion and accessories (menswear)

E Marketing Director France Heritage Brand; Fashion and accessories

F Managing Director Japan Heritage Brand; Fashion (menswear and womenswear), and
accessories

G Brand Manager British Savile Row Tailor; Fashion and accessories (menswear)

H Marketing Director France Heritage Brand; Fashion and accessories (menswear)

| Managing Director Italy Fashion oriented; Fashion (menswear and womenswear), and
accessories

J CEO Japan Department Store and own fashion brand; fashion (menswear
and womenswear), accessories and home

K CEO Japan Savile Row Tailor; Fashion and accessories (menswear)

L CEO Japan Heritage Brand; Fashion and accessories (menswear and

menswear)

© 2009 Palgrave Macmillan 1350-23I1X Brand Management Vol. |6, 5/6, 347-363
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2 hours. In order to ensure the quality of
the research design, Yin’' suggested four
criteria: construct validity, internal validity,
external validity and reliability, which were
jointly considered at each stage. This inves-
tigation, as an exploratory case study, satis-
fied Yin’s criteria (Table 3).

The interview questions focused on the
history and origins of the brands; the char-
acteristics that differentiate the selected case
companies as a luxury brand; the marketing
actions and investments that they invest in
to assure, maintain and protect the brand
over time; their manufacturing and distri-
bution policies; and how these affect their
brand management strategy. Finally, the
interviews considered the critical success
factors relevant to a luxury fashion brand.

The interviews were transcribed, and all
the data and case materials analysed, so that
a general sense of the data could be estab-
lished. The important themes, the frequency
of occurrence, relative importance to the
interviewee, emergent patterns and areas of
contradiction were identified in accordance
with established protocols.®> The analysis

was conducted on a case-by-case basis and
then by cross—case analysis.®>®> Thereafter,
the conclusions were all verified and con-
firmed.

The findings and themes were compared
with the literature on the subject area and
through case report verification by the
interviewee and other academics.

RESULTS AND ANALYSIS

The cross-case analysis revealed a number
of key themes that emerged from the data.
The proposed themes are identified as the
principal dimensions of a luxury fashion
brand. Within each of these key themes,
various sub-themes illustrated within the
cases exist (Table 4). The following presen-
tation of the key research findings is devel-
oped from nine principal luxury brand
dimensions and the evidence from the case
data, which is identified by quote number
(Q1, Q2, and so on).

Clear brand identity
The importance of a clear brand identity
and a clear understanding of the brand

Table 3: Case study tactics for four design tests
Phase of research Case study topic Tests Reference
which tactic occurs
Research design/ Use theory in single-case External Yin (2003)”'
preparation of studies validity
data collection
Use replication logic in External Yin (2003),”' Riege (2003),”? Eisenhardt
multiple case studies validity (1989)%% and Parkhe (1993)73
Data collection Use multiple sources of Construct Yin (2003),”' Riege (2003),”2 Flick (1992)7¢ and
evidence validity Perakyla (1997)77
Establish chain of evidence Construct Yin (2003),”' Riege (2003) and Hirschman
validity (1986)78
Use case study protocol Reliability Yin (2003),”' Riege (2003) and Eisenhardt (1989)%3
Develop case study database Reliability Yin (2003),”' Riege (2003) and Lincoln and
Guba (1985)7°
Data analysis Do pattern-matching Internal Yin (2003),”' Riege (2003) and Huberman and
validity Miles (1994)%°
Comparison of evidence External Riege (2003) and Yin (1994)%
within the literature validity
Composition Have key informants review  Construct Yin (2003),”' Riege (2003) and Le Compte
draft case study report validity and Goetz (1982)%'

Source: Adapted from Yin, 2003,7'p.34.

354
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Table 4: Case study evidence

Components inherent to the
creation of the luxury
fashion brand

Case study evidence

Clear brand identity

¢ Emotional appeal/
aspirational

* Brand values/DNA

¢ Global marketing
strategy

Luxury communications
strategy

¢ Direct marketing;

* Sponsorship;

* Fashion shows;

* Celebrity endorsement
e Advertising;

« PR

Product integrity

¢ Functional, quality
and craftsmanship

¢ Innovation and
seasonal offer

Brand signature

¢ lconic products

* Brand livery

* Recognisable style
e Creative direction

Prestige price
* Consistent with
positioning

Exclusivity

¢ Limited editions

* Controlled ranges
and locations

QI: “Our brand has a strong aspirational appeal. Our customers want to buy us not just for our
beautifully crafted products but for our prestigious image and to buy a piece of our heritage’
(Company, J)

Q2: “All luxury fashion brands need to be clear on their DNA... what makes it different and
relevant as it is a very competitive field out there. Everyone here works towards the blueprint for
the brand and the brand values’ (Company, F)

Q3: ‘(the designer) would consider us as a fashion orientated brand which has greater emphasis
on classic than say avant-garde’ (Company, C).

Q4: ‘We create trends- we are fashion! That is why out customers comes to us’ (Company 1)S
Q5: ‘We have a three year plan to develop the (brand) further internationally as well as nationally
though investment in directly-owned stores, advertising and our product offering’ (Company, L)

Qé: ‘The communications strategy is critical within the luxury fashion sector. We use a
combination of advertising, PR, celebrity endorsement and direct marketing to the customer. We
need to be in the key magazines and broadsheets to ensure we are increasing awareness about
the brand and the products’ (Company, H)

Q7: ‘We need to show in Milan. It is vital for us. It is the place to show if you are serious about
fashion’ (Company, I)

Q8: “Qudlity, it is all about quality. It should be the best materials, best craftsmanship and hand
finished... to me luxury is something | buy today and will have in fifty years.” (Company, J)

Q9: ‘We invest in craftsmanship. In our flagship store in London we have a unique workshop on
the top floor which our VIP can visit and see their investment piece be created.” (Company, A)
Q/10: ‘As a luxury fashion brand we need to develop both a fashion and a classic offer in our
range — we introduced over 10000 products obviously not just in clothing and accessories but
the greatest level of involvement comes from fashion. We have classics pieces which reflect our
heritage but we also have fashion ‘show pieces’ which keep it fresh and exciting!” (Company A).
Q1 I: ‘Compare us to luxury cars for example- we have to design, sample, manufacturer,
distribute, create our own stores, sell and eventually discount on at least a bi-annual basis,
although that is changing, literally hundreds of products, styles which is huge in terms of
investment... whereas luxury cars or hotels have in comparison a far easier job in my opinion’
(Company, F)

Q12: “...we always have to consider the brand handwriting, to ensure it is in keeping with
the brand image... it is our iconic products which truly epitomize the brand.” (Company B)
Q13: ‘We have just completely redesigned all of our packaging and packaging accessories
as they were off-brand. It is so important that it (livery) enhances the luxury product’
(Company, B)

Q1 4: ‘We have a very strong design handwriting. Our products and everything else for that
matter must be inkeeping with that’ (Company, C)

Q15: ‘For us the designers very much personify the brand- they are our spokesperson’
(Company, D)

Q16: “...we have to be sure that prices are relevant to what they are today and to luxury’
(Company D)

QI7: ... Managed scarcity it is a game all luxury fashion brands are playing. We all must
manage the availability and exclusivity ratio. In reality, this is the management of the
profitability and luxury exclusive image’ (Company, F)

Q18: ‘We had to close a number of licensees as they were not in keeping with our repositioned
brand image. We also stopped selling to a number of our wholesale clients as they no longer
matched our stockists criteria’ (Company, L)
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Table 4: Continued

Components inherent to the
creation of the luxury
fashion brand

Case study evidence

Luxury heritage

Q19: ‘Our heritage is extraordinary so of course we are going invest in it and try to educate

* Brand history and/or story customers through our museum archives and website, and the products and product ranges.’

(Company, H)

Q20: ‘Everything is based around him (the designer) he controls everything. It is all about his

persondlity’ (Company, 1)

Environment and consumption Q2 /: ‘Our flagship stores were designed by truly amazing architects, in an amazing building to

experience

*  Globally controlled
distribution

* Superior service

e Flagship stores

Luxury culture

¢ Internal commitment
to the brand

* External partnership
commitment to the

brand reciprocated’ (Company, K)

create an amazing space to showcase our brand in a completely controlled environment which
allows our customers to experience the lifestyle at our ‘Motherstores’. We aspire to create the
ideal international luxury experience’ (Company A)

Q22: ‘Service is key in the luxury environment thus our staff are carefully recruited and trained
to be approachable and friendly to add to the (consumption) experience’ (Company, E)

Q23: “...the culture of the company is important you can not create a successful brand without
the right management team, internal commitment to the brand and the brand vision and right
external partnerships’ (Company, C)

Q24: ‘We have exceptional partnerships with our licensees and manufacturers. We are strict
in our management and control but we are very proud of our partners and hopefully this is

values were apparent in each of the case
companies (Table 4, Q2). Nearly all of the
brands discussed the importance of a clear
brand identity and values that truly differ-
entiate and entice the consumers on a func-
tional as well as emotional level (Table 4,
Q1). The ‘fashionability’ element was con-
sidered a brand value that was apparent in
each of the brands, although with differing
degrees of importance. The heritage in
conjunction with the legacy of the original
creator of the brand prompted the level of
importance of each of the brands placed on
this element (Table 4, Q3 and Q4).

Each of the case companies had a devel-
opmental strategy to invest in the distribu-
tion, awareness and positioning of the brand
over a 3- or a 5-year period (Table 4, Q5).

Marketing communications

All of the brands invested in a communica-
methods differed
between brands, however. To increase

tions

strategy. The

brand awareness and a luxury fashion brand

proposition, the case companies employed
all or a combination of the following mar-
keting communication tools: fashion shows,
advertising, PR, direct marketing and
celebrity endorsement (Table 4, Q6). All
of the brands considered direct communi-
cation with the customer on a personal
level an area of growing importance. They
all partook in direct marketing to ensure
that a relationship was developed with the
customer. The investment in PR made, ...
the brand interesting and attainable’ and raised
awareness. A number of the brands also
invested in catwalk shows and considered
these a vital element of luxury fashion posi-
tioning (Table 4, Q7). These brands tended
to place greater importance on the fashion
element of the brand.

Product integrity

This key theme emerged as significant in
the case companies, and within each there
were several sub-categories, which included
‘product quality’ (Table 4, Q8) ‘craftsmanship’
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and ‘attention to detail (Table 4, Q9). To
achieve their ‘fashion status’, each of the
case companies invested in innovation and
creativity. A parity between the classic
luxury and the fashion directional pieces
was achieved through balancing the collec-
tions (Table 4, Q10). Many introduced
fashion ‘show pieces’ for press or VIP cus-
tomers. Case Company J highlights the dif-
ference between managing luxury fashion
and luxury goods which require higher levels
of investment in management, time and
resources (Table 4, Q11).

Brand signature
Each of the companies recognises the
importance of the brand signature and
iconic products, referring to them as the
‘designers’ style’, ‘handwriting’ or the ‘brand
DNA’. Each considered these inherent to
the luxury fashion brand. All of the brands
produce or sell numerous product catego-
ries that need to be internal, consistent and
coherent, which will minimise the damage
of confusing the consumer (Table 4, Q12).
Each of the brands ensured that the whole
collection had a clear signature through
comprehensible managerial direction ini-
tially, and then repeated meetings to finalise
the products (Table 4, Q14). The iconic
product epitomises the brand signature
(Table 3, Q12). In a number of the cases,
the iconic products have close connections
to their heritage. The design is extended to
the packaging and livery (Table 4, Q13).
Each company considered it vital that the
packaging cohered with the brand image.
All of the case companies identified the
importance of a design team (Table 4, Q15)
and invested in eminent designers to work
on various products of their collections to
. raise and punctuate the fashion element of
the brand’” (Company D).

Premium price
The importance of price was clearly iden-
tified by all of the respondents as a means

of developing the luxury status of the brand.
The price not only reflected the handmade
product and quality attribute associated
with luxury, but also suggested the element
of exclusivity of a product, as high price
creates a barrier of entry (Table 4, Q16). A
number of the cases employed strategies to
increase exclusivity, including limited edi-
tion products and ranges, and through stra-
tegic alliances.

Exclusivity

Exclusivity is inherent to luxury brand
positioning (Table 4, Q17) as defined by
the literature. Each of the case companies
strictly controls the distribution and acces-
sibility of the brands to ensure exclusivity
(Table 4, Q18). Furthermore, the findings
revealed that exclusivity can be controlled
through limited production runs and the
number and typology of distributors in each
of the cases.

Heritage

All of the case companies have extremely
interesting histories, and each has high-
lighted the value of remaining faithful to
the historic positioning (Table 4, Q19) or
the founding and current designer (Table
4, Q20) of the brand because this strategy
has the ability to add and maintain the
brand’sauthenticity. For example, Company
C produced a book illustrating its history,
and retained original features from the
leather production process; and Companies
A, J and H preserved their history through
an extensive exercise of attempting to buy
back archive pieces and by reproducing
products or design-based products from
their archive collection.

Luxury environment and experience

All the representatives identified the sig-
nificance of both the store environment and
superior service to brand luxury creation.
Firstly, the store environment is typified by
the flagship store, which was considered
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crucial by the Chief Executive of Company
C, as ‘it is an important part of what the con-
sumer is paying for. Company A considered
the London flagship the ‘motherhouse’, as it is
the home of the brand (Table 4, Q21). The
flagship was considered to require the greatest
investment but it provided the paramount
experience. A number of the representatives
also highlighted the fact that the flagship
store actually assisted their licensing and
wholesale business. For the business-to-
business customer, the store provides an
insight into the personality and soul of the
company, which assists in the development
of a working relationship. Other distribu-
tion methods included boutiques, wholesale
and licensee.
decreased accordingly, however, as did the
level of control. The service provided by all
the case study companies was considered

The level of investment

superior to other fashion brands and the
more diftused luxury brands. The compa-
nies claimed to provide this level of service
for their customer, as it added to the expe-
riential dimension, which was considered
essential for luxury (Table 4, Q22). Many
of the brands offered personalised service,
which included staff spending hours with
a client, direct personal phone calls and
merely ensuring the shopping experience
is made as easy as possible. Clearly, each of
the companies views this as an inherent
quality that a brand should offer their con-
sumers. Control over the distributors, sup-
pliers, manufacturers and licensees was
considered crucial in the creation and
maintenance of the luxury fashion brand.

Culture

The management of the internal and
external relationships with the brand was
developed through the company culture
(Table 4, Q23 and Q24). This aspect assisted
in the luxury brand proposition authen-
ticity, according to Case Company C. The
culture of a brand refers to the expertise

behind the brand. All of the Case Compa-

nies recognise the importance of the right
people working internally to create the
brand, from management to the staft on the
shop floor. Furthermore, within the organ-
isation there is a need for honesty, integrity,
morality and teamwork, as without these
the message created would be false.

In conclusion, each of these aforemen-
tioned components is considered important
in the creation of a luxury fashion brand,
as each add to the luxury brand image and
positioning. The research findings identified
the interrelated components of a luxury
brand through an examination of the actions
undertaken with each of the representatives
of the case studies. This builds on the find-
ings of the literature, which either discussed
luxury brands on a surface level or consid-
ered the concept from a generic perspective
rather than specifically to the luxury fashion
market.

Discussion

Figure 1 illustrates the various components
inherent to the luxury fashion brand as
derived from the findings of the research.
The model identifies nine key components
that are inherent to the creation of a luxury
fashion brand. Each attribute consisted of a
number of sub-categories, which all must
be consistent in order to create the brand.
The first major dimension identified was
the clear brand identity. Clear brand iden-
tity relates to the symbolic nature and the
intangibles of luxury brands and the future
development and investment into the brand.
The fashion element of each of the brands
has a strong correlation to the brand values.
Although each of the brands clearly has
a fashion element, they place differing
levels of importance on and investment into
the fashion factor. The second component,
marketing communications, refers to the
common methods employed to create aware-
ness, which include fashion shows, celebrity
endorsement, advertising, direct marketing,
events sponsorship and PR. Each of these
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Figure I: The components of a luxury fashion brand.

methods needs to be coherent and to work
towards a common goal of increasing con-
sumer awareness. The subsequent category
considers the product integrity, and includes
various elements such as quality, crattsman-
ship and attention to detail. The fashion
element within the product is derived from
investment in innovation, creativity and the
appointment of an eminent fashion designer,
which together allow a company to achieve
the luxury fashion status and integrity in
this attribute. Within the product range, the
importance of design signature along with

BRAND
Internal - Limited
commitment to Environment Heritage Editions
the brand and Service l
I Exclusive
External Gilobally ) Ranges
Partnership Controlled Prestige History and/or
Commitment to Distribution Brand Story
the brand |

iconic products, eminent designers and
brand livery was considered vital in the
creation of a luxury brand. The importance
of price relevance was clearly identified in
1926438586 and similarly by
each of the case companies. The following
component, exclusivity, relates to accessi-
bility of the brand and the need for this to
be strictly controlled, in terms of product
availability and distribution, in order to be
coherent with the rest of the attributes. The
subsequent component relates to the his-
tory and heritage of a luxury brand, which

the literature
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was considered crucial for the brand, as it
brings an element of authenticity. The store
environment and service appear together, as
each of the case companies considered the
store environment part of the service.

The environment within the context of
the luxury fashion market is encapsulated
in the form of the flagship store and the
superior service, which provide customers
with the ultimate brand experience. Cul-
ture, the final component, refers to the
expertise behind the brand, which must be
coherent and consistent from management,
manufacturers and designers to the sales
staff, to ensure the success of the brand.

All of these elements are interdependent
and need to be maintained simultaneously, as
independently they do not infer luxury
status. In each of the cases, however, the
firms placed varying levels of emphasis on
each of the components illustrating the
path-dependent nature of luxury fashion
brand creation and development.

CONCLUSIONS

Despite the importance and growth of the
luxury sector,>>16:1942
the creation and maintenance associated
with luxury fashion brands has received
limited empirical exploration within the
research literature.'®?® The research that is
available, despite Beverland’s'® study, which

investigation into

is confined to the wine sector, is not devel-
oped from an empirical basis or directly
focused on the fashion sector. Therefore,
this investigation sought to address research
neglect through the provision of a frame-
work for luxury brand marketing in the
fashion sector. Although these components
could arguably be applicable to a generic
luxury brand, the differences among luxury
fashion brands stem from the emphasis
placed on the specific elements, namely, the
investment into innovative and seasonal
new product development, the appoint-
ment of a renowned fashion designer as a
creative director, directly owned stores and

flagship experience and finally, Milan, New
York, Paris or London fashion shows. All of
these are considered vital in the quest to
achieve ‘fashion’ status. The greater the
emphasis placed in these characteristics, the
greater the fashion orientation of the luxury
brand.

This study has identified an empirically
developed model, the elements of which
are interdependent and cohesive. These
attributes must be managed concurrently in
order to create and maintain a luxury
fashion brand positioning. Thus, the man-
agement of the luxury brand demands a
consistent and coherent approach.

Limitations and future research

It is noted that this study has limitations,
most notable of which is the scale of the
research. Moreover, all of the case compa-
nies were British, because of accessibility
issues, which results in the study being cul-
turally narrow. Although the brands’ country
of origin is limited to the British perspec-
tive, the parent companies of the brands are
diverse, with representation from France,
Italy and Japan. There are a couple of areas
that could be considered for future research.
Firstly, there is an opportunity to extend
the study to a larger number of companies,
which would help to identify the extent to
which these findings have a wider applica-
tion. Secondly, investigating the brand cross-
culturally would provide an insight into
any cultural differences in the marketing
of luxury.

CONTRIBUTION OF THE STUDY

This study has examined the issues intrinsic
to luxury fashion marketing, and has iden-
tified the areas that need to be considered
by brand managers and marketers, although
creating and maintaining the luxury fashion
brand. The key findings include nine
inherent interrelated attributes crucial for
creating a luxury fashion brand in the con-
text of the luxury fashion market, and the

360
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successful management of the luxury fashion
brand demands a consistent and coherent
approach from the brand custodians.
Furthermore, it can be concluded from
the key findings that the process of creating
and maintaining the luxury fashion brand
is an extremely complex activity that
requires continual planning and investment
of resources in conjunction with coherent
and consistent marketing and management
decision making to generate the possibility
of achieving success. Finally, through an
in-depth analysis of the marketing issues
inherent to luxury fashion branding, this
study has contributed to the growing body
of research available on luxury fashion

brands.
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