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A B S T R A C T   

Grounded on the social constructionist theory, this paper intends to compare the perceptions of the realities of 
high-end consumers and fashion designers on high-end brands. The main aim is to understand how the 
perception of luxury brands is socially constructed by designers and consumers and to explore the impact of the 
social interaction, specifically, the designers’ realities impacting consumers’ realities. 

The research consists of two studies. Study 1 comprised sixteen interviews with worldwide high-end fashion 
designers, while Study 2 considered three consumer samples (A) consumer interviews (B) consumers’ tweets (n 
= 145,986) specifically on sixteen high-end fashion brands, and (C) consumer online questionnaire (n = 330). 
We found that high-end fashion designers had more negative (less positive) sentiments compared to the con-
sumers. Designers defined different characteristics that comprise luxury brands. They tend to classify their brand 
category lower than the consumers. Corroborating the social constructionist theory, we found that the value of 
high-end brands is constructed by the designers’ and consumers’ interactions. Consumers gave lower value to a 
luxury brand if they knew that the designers were unsatisfied and critical of their work, compared to when they 
were satisfied and confident about it. Therefore, high-end fashion brand managers should consider the different 
realities of designers and consumers and their interaction in the strategic planning process to ensure designers 
are satisfied with their work and aligned with the brand’s values and image to maintain its luxurious status and 
appeal to consumers.   

1. Introduction 

The meaning and value of art are created through the interactions 
between artists, artworks, and audiences; thus, the value itself is a social 
construction (Edvardsson et al., 2011). Therefore, high-end brands 
(luxury and premium brands) design is not an inherent or objective re-
ality but rather something constructed by the social and cultural context 
in which it is produced and consumed (Huang and Deng, 2008). In-
dividuals’ reality regarding high-end brands is constructed of emotional, 
cognitive, and attitudinal tendencies toward these brands (Wang, 2022; 
Kang et al., 2022). 

The reality of the products’ value can be asymmetric for the actors 
involved (Wang et al., 2022). Even though an object is constructed 
through the social practices of people, they can still behave as though 
the world is pre-defined and there is an “objective” reality to an object 
that makes it a fact (Romaioli and McNamee, 2021). 

Literature does not agree on whether the high-end fashion and lux-
ury brand concept is a subjective or objective concept (Michaelidou 
et al., 2022). Some researchers argue that luxury is defined by subjective 
experiences (Husain et al., 2022), while others posit that there are 
objective superior brand characteristics that lead to high-end posi-
tioning on a brand continuum (Prentice and Loureiro, 2018). This 
disagreement highlights the complexity of the concept of luxury and the 
need for further research to understand the various factors that 
contribute to its perception. Although Ko et al. (2019, p. 406) claim that 
“whether or not a brand is considered luxury ultimately depends on 
consumer evaluations of that brand”, examining luxury from the view of 
designers versus consumers can clarify whether high-end brands are an 
objective or subjective concept. Although there is a large body of 
research that examines consumers’ perceptions regarding high-end 
brands, such as Armani, Louis Vuitton, and Prada (Kong et al., 2021), 
the designers’ perspective has mainly been ignored in these studies 
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(Sharma et al., 2024). This lack of attention to designers may impact the 
overall brand value. The consumer’s perspective regarding high-end 
brands focuses on the impact of the brand’s features on its value 
(Sharma et al., 2024), neglecting other significant social influences that 
are outside of the core brand features, such as the brand’s designer’s 
reality (Yodwangjai and Pimapunsri, 2011). Exploring the fashion de-
signer’s perspective is, thus, important as they play a crucial role in the 
fashion industry, and their perspectives can provide insights into mar-
keting strategies (Lang et al., 2019). Therefore, the application of the 
social constructionist theory that includes the designers’ perspectives 
needs to be integrated, which is the focus of this research. 

Analyzing consumers’ realities including a deep understanding of 
perceptions, emotions, and attitudes is essential to high-end brand 
managers for creating effective marketing strategies that align with 
consumers’ needs, values, and lifestyles (Seo and Buchanan-Oliver, 
2019). One of the possibilities for capturing consumers’ perceptions 
and providing insights for high-end brands – beyond the traditional use 
of surveys and focus groups (Kawaf and Istanbulluoglu, 2019) – is by 
using social media analytics tools such as tweets (Klaus et al., 2023). 
This can help identify themes and emotional attitudes of consumers’ 
regarding these brands. 

Our purpose was to capture realities not only by using the numerical 
aspects but also the contextual, nuanced, and personal dimensions, 
conducting a mixed approach research. This decision was driven by the 
recognition that the perception of realities is best understood through 
multiple lenses. Consumers’ motivation to buy high-end brands is 
strongly related to enhancing their positive social standing (Park et al., 
2021), while from designers’ inner frustration and dissatisfaction with 
the status quo often derive the creation of high-end products (Särmäkari, 
2023). However, they were not yet correctly compared. 

Our research has three contributions to the theory. First, the concept 
of luxury has been widely debated in the literature, with disagreement 
over whether it is objectively or subjectively determined and what 
characteristics define luxury brands. This study adds to this discourse by 
showing that luxury is subjectively determined when comparing two 
realities (consumers and designers). Second, the reality of consumers 
regarding luxury brands has been extensively studied, while the de-
signers’ reality has received relatively little attention (Sharma et al., 
2023). As designers play a crucial role in shaping the brand’s identity 
and maintaining its heritage, it is essential to understand their per-
spectives. This research addresses this gap by examining designers’ 
perceptions of the brands for which they design. Third, previous liter-
ature has focused on various determinants of consumers’ brand value 
without considering the potential impact of designers’ perspectives on it 
(Huang and Deng,2008). This study fills this gap by demonstrating that 
interactions shape realities (Berger and Luckmann, 1966) as designers’ 
viewpoints influence consumers’ perceptions of brand value. 

2. Theoretical background 

2.1. Social constructionist theory and high-end brands 

High-end brands, which are at the top end of the brand continuum, 
are considered luxury and premium brands (Wang, 2022). These 
high-end fashion brands are significantly different from mass fashion 
brands in terms of price, quality, and exclusivity (Das et al., 2022). Over 
the years, a significant blur appeared between the concepts of luxury 
and premium as there was a fusion of mass-market accessibility and 
prestige, which challenged traditional notions of exclusivity and rarity 
(Kapferer and Valette-Florence, 2018). Even though there is a perceived 
overlap between luxury and premium brands (Godey et al., 2016). 
Luxury brands stand out at the extreme top-end, with their high prices, 
superior quality, exclusivity, scarcity, storytelling, and global symbol 
(Sharma et al., 2024). Below luxury, still at the top, are premium brands, 
which offer higher quality than mass-market brands, with more exclu-
sivity, and higher prices. At the lower-end fashion brands prioritize 

affordability and accessibility over exclusivity and craftsmanship, 
catering to a wide audience. Taking this approach to the brand contin-
uum can help us focus on the high-end brand classification that conveys 
relatively high social benefits (Kim and Ko, 2012). 

The Social Constructionist theory is relevant in understanding the 
evaluation and perception of high-end brands (Azemi et al., 2022) as 
these brands can be viewed as the artistic creation of a designer (Barney, 
2001). Indeed, high-end brands engage in arts-related activities (Wang, 
2022), and they establish themselves as patrons of the arts (Wang, 
2022). Social construction theory proposes that art is not an objective 
reality but a socially constructed phenomenon (Berger and Luckmann, 
1966). This means that artistic meanings are not inherent in the art-
works themselves but are constructed by society (Berger and Luckmann, 
1966), and the interpretation of art is shaped by the cultural and his-
torical context in which it is produced and consumed (Jacobs et al., 
2016). Additionally, social interactions influence the meanings attached 
to high-end brands (Yoo, 2023). 

2.2. Subjective and objective nature of high-end brands 

When discussing high-end brands, there is often a debate about 
whether the emphasis should be placed on subjective or objective 
characteristics, as it is established that such consumption involves both 
subjective and objective dimensions (Kapferer and Valette-Florence, 
2016). However, some argue that the focus should be on objective 
qualities – such as product quality and consistency – while others believe 
that subjective factors, such as individual experiences and personal, 
social, and cultural influences are crucial (Park and Lim, 2023), or social 
comparisons and marketing communications that shape consumers’ 
subjective experiences of high-end brands (Hogg et al., 2009). For 
example, Batat (2023) explored the subjective nature of luxury con-
sumption and the importance of a consumer-centric definition of luxury 
craftsmanship, while others focused on the objective nature of heritage 
and traditional craftsmanship (Sestino, 2024). One crucial subjective 
component is perceived satisfaction (with the high-end brand), which 
relates to the psychological reality of the construct (of the high-end 
brand) (Wang, 2022). Even though satisfaction is subjective, there 
might be a consensus between designers’ and consumers’ perspectives in 
this regard, supporting more objective realities of high-end brands. 

2.3. Emotional response and satisfaction with high-end brand 

The positive emotional response following an experience with a new 
brand is defined as satisfaction (Rodríguez et al., 2020). A range of 
factors may contribute to individuals’ contentment and fulfillment. 
These factors include the quality of the products, the innovative design 
and style, the exclusivity and limited availability, the association with 
prestige and status, the brand’s reputation, the level of customer service 
provided, and the emotional connection individuals feel toward the 
brand (Park and Lim, 2023). High-end fashion brands – characterized by 
exceptional craftsmanship and premium materials – play a significant 
role in satisfying consumers’ desire for durability and superior aesthetics 
(Husain et al., 2022). Moreover, high-end brands’ innovative designs 
and styles allow individuals to express their individuality and stay at the 
forefront of fashion trends (Kawaf and Istanbulluoglu, 2019). The un-
certainty surrounding high-end brands, whether through limited quan-
tities or personalized services, contributes to a sense of privilege and 
satisfaction among consumers (Agarwal et al., 2022). Owning and 
wearing high-end fashion items also symbolizes social status and pres-
tige, further enhancing their positive sentiments toward the brand (Bilro 
et al., 2022). The reputation of high-end fashion brands – built over time 
through consistent excellence – instills trust and confidence in con-
sumers, reinforcing their positive emotions toward the brand (Agarwal 
et al., 2022). This emotional connection that individuals establish with 
these brands often stems from shared values or creative vision (Kawaf 
and Istanbulluoglu, 2019). Generally, emotional responses and 
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satisfaction with high-end brands are linked to positive sentiment 
(Moorlock et al., 2023). 

High-end brands can gain insights into their customers’ realities by 
using traditional focus group or questionnaire methods or by analyzing 
sentiment through the Twitter platform’s real-time firm-customer 
interaction data (Liu et al., 2021). Twitter (now designed as X) is an 
important tool for high-end brands as it provides valuable information 
(Moorlock et al., 2023). Thus, following high-end brands on Twitter is 
seen as a status symbol (Klaus et al., 2023), and users share tweets from 
these businesses to promote them among their friends, making Twitter 
one of the powerful tools for analyzing customers’ emotional realities 
concerning high-end brands (Moorlock et al., 2023). 

3. Hypotheses development 

Designers can be more criticizing than consumers (Bennett et al., 
2017). Therefore, we also assume that they will be less positive (or even 
negative) about the brand they design when compared to consumers’ 
perceptions of the same brand (Ghosh and Roy, 2021). Subjective ex-
periences of the product and level of satisfaction (Park and Lim, 2023) 
are mainly related to the product’s quality offered by the brand (Ghosh 
and Roy, 2021). The satisfaction and positive responses of consumers are 
known to be generally high (Amatulli et al., 2020). However, designers’ 
subjective experience with the high-end brands they design for, needs to 
be explored. Prior research on differences in the subjective emotional 
experience focused on satisfaction differences between designers and 
consumers based on the visual aspects of hypothetical furniture (Yod-
wangjai and Pimapunsri, 2011) and not on the actual product, thereby 
missing the examination of real experiences by consumers and by the 
designers. 

Designers are not only aware of the backstage aspects of luxury 
products, which they criticize, but they also experience first-hand the 
major changes that the luxury market has gone through over the last 
decade (Sharma et al., 2022). They are cognizant of the actively growing 
sectors of luxury consumption, which are often described using coined 
terms such as masstige (mass + prestige) (Balabanis and Stathopoulou, 
2021) and modern luxury (Kapferer and Valette-Florence, 2016). In the 
designer’s eyes, the proliferation of the mass market has brought the role 
and position of luxury goods into question, as historically, luxury was 
associated with rarity and individuality (Sharma et al., 2024). Thus, we 
predict: 

H1a. Consumers’ emotional perceptions regarding high-end fashion 
brands tend to be less negative (more positive) than designers’ 
emotional perceptions regarding the high-end fashion brands they 
design for. 

Social media is another way to explore consumers’ realities (Moor-
lock et al., 2023). Some consumers use social media to post negative 
complaints (Moorlock et al., 2023), while others enhance their positive 
show-off benefits (Klaus et al., 2023). Thus, it is unclear what the ex-
pected sentiments toward high-end brands are on social media. While 
consumers often will freely post their opinions on social media, high-end 
brand designers as employees of the brands, would avoid posting their 
personal opinions on the brand (Mitchell.), and may do so in personal 
interviews. The next hypothesis compared sentiments of Twitter(X) 
posts #hashtag specific to the 16 high-end brands that the designer 
works for. Specifically, we suggest: 

H1b. Consumers’ emotions on Twitter(X) regarding high-end fashion 
brands tend to be less negative (more positive) than designers’ 
emotional perceptions regarding the high-end fashion brands they 
design for. 

Following these hypotheses, we propose an exploratory proposition 
that will illustrate the different realities, based on consumers’ and de-
signers’ quotations: 

P1: Designers’ and consumers’ satisfaction with high-end brands will 

be different in their nature. 
Not only emotions toward high-end brands are expected to differ. 

Diverse factors characterize what comprises high-end brands, and the 
key ones include high quality, expensive and appear to be rare and 
exclusive, prestigious, and authentic, and offer high levels of symbolic 
and emotional/hedonic values through customer experiences (Christo-
doulides et al., 2021). To explore the cognitive component of luxury, 
aligned with prior studies, we focused on the following characteristics: 
1) quality) (Tynan et al., 2010), 2) brand heritage (Ko et al., 2019) and 
authentic value, 3) being worthy of commanding a premium price 
(Tynan et al., 2010) emotional experience (Symbolic, hedonic, and deep 
connection that provides psychological benefits) (Loureiro et al., 2020), 
and 5) rarity (Wang et al., 2022). 

These characteristics can be aggregated into product attributes 
(features of the product) and product utilities (consumer’s benefit) (Das 
et al., 2022). Specifically, product attributes refer to what the product 
gives to consumers (Park and Lim, 2023). However, product utilities 
refer to what consumers get from the product (Amatulli et al., 2020). 

As consumers’ and designers’ perceptions of realities are expected to 
be different when conceptualizing ‘luxury’, we expect designers will 
prioritize the attributes they “give”, such as brand heritage, authentic 
value, and rarity. While consumers will prioritize the utilities, they 
“get”, like the emotional experience gained from the brand, or the pre-
mium price they feel they paid for the worth of the luxurious brand (Ko 
et al., 2019). This expectation is aligned with self-identity and the need 
for uniqueness, emotional and psychological elements that are related to 
consumers’ attitudes toward luxury brands (Kim and Ko, 2012). The 
pricing strategy of luxury brands relies on consumers’ sustained accep-
tance of high prices, which is driven by extrinsic social motivations 
rather than the pursuit of high quality, thus, the command of high prices 
is a “get” element of social benefit (Kapferer and Valette-Florence, 
2021). 

The differing perspectives of designers and consumers in conceptu-
alizing luxury may represent their distinct realities (Tynan et al., 2010). 
Designers align their creations with the brand’s heritage, drawing upon 
the founder’s legacy and the brand’s authenticity (Kapferer and 
Valette-Florence, 2018). They perceive the product’s utilities as ele-
ments they can give or offer to consumers (Loureiro et al., 2020). 
Conversely, consumers place greater value on the utilities they receive, 
particularly the emotional experiences and the premium price they 
associate with the luxurious brand (Tynan et al., 2010). These differing 
perceptions highlight the need to understand and measure the basic 
definition of luxury from both consumer and designer perspectives, 
enabling a comprehensive assessment of the high-end brand social 
construction definition (Kapferer and Valette-Florence, 2018). Specif-
ically, we expect consumers’ and designers’ realities to be different, and 
they will define luxury differently. We hypothesize the following: 

H2. Designers differ from consumers in their social construction defi-
nition of a high-end brand with designers focusing on attributes “what 
you give” (i.e., brand heritage and authentic brand value, a rarity) and 
the consumers’ definitions focusing on benefits “what you get (i.e., 
emotional experience, perceived worth of a premium price)". 

Consumers’ and designers’ realities might differ as each takes a 
different role in the high-end brand reality. Behind the high-end brand 
in the fashion industry is a backstage process that seems to be less 
glamorous than the frontstage outcome, and is more visible to designers 
(Karaosman et al., 2020); this includes the materials, production pro-
cesses, and supply chain (Brun et al., 2017). Designers invest time and 
effort in the design process by gathering information that helps them to 
understand design problems and to identify user needs (Ostovan and 
Khalili Nasr, 2022). They balance different requests and desires to 
develop the end product, which requires integrating the customer’s 
desires, the firm’s guidelines, and their creative view (Das et al., 2022). 
Designers tend to criticize their work and closely evaluate it (Jacobs 
et al., 2016). This kind of self-criticism and how to manage it is one of 
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the designers’ training agendas, they strive to create the epitome of 
artistic excellence. Traditional marketing tools further compound this 
issue as they need to capture the full value of a brand and its market 
position more adequately, leaving designers frustrated by the limited 
recognition of their contributions (Shipilov and Godart, 2015). High-end 
brands, while capable of enhancing perceptions of status, can paradox-
ically elicit perceptions of being less warm, introducing conflicting im-
plications for designers and the social impact of their work (Becker et al., 
2018). Additionally, the ever-present pressure to continually produce 
novel and innovative designs to satisfy consumer demands, exemplified 
in studies on luxury fashion (Jacobs et al., 2016), contributes to de-
signers perceiving their work as hard and demanding. These factors 
underscore the intricate dynamics prevalent in the fashion industry, 
which may foster critical perceptions among designers regarding their 
work and the brands they represent. Thus, we expect: 

H3. Designers will perceive their brand category as lower in classifi-
cation compared to the category classification assigned by consumers (e. 
g., if the consumers categorize the brand as luxury, designers will 
categorize the brand as premium, or if the consumers categorize the 
brand as premium, designers will categorize the brand as non-luxury). 

Indeed, consumers’ and designers’ realities are expected to differ, as 
the social constructionist theory of art distinguishes between different 
types of realities when evaluating the value of art or high-end brand 
design. The theory further suggests that reality perception is something 
constructed by the social context created through the interactions be-
tween designers and audiences. Thus, it is expected that worldwide 
high-end fashion designers’ reality will impact those of the consumers, 
thus following the theory we propose: 

H4. The unsatisfied and critical perspective of the designers on their 
high-end brands significantly influences the brand value consumers 
assign to the brand. 

4. Overview of the studies 

The main aim of this research is to understand how the perception of 
high-end brands is socially constructed by designers and consumers and 
to explore the impact of the social interaction between their realities. 
Thus, two studies explored designers’ and consumers’ perceptions when 
evaluating high-end brand design. The first study was comprised of in-
terviews with high-end worldwide designers. The high-end fashion de-
signers, comprised of individuals with specific expertise and 
qualifications, are small and hard to approach (Döringer, 2021). For 
in-depth theoretical examination, interviews are a more useful method 
than surveys (McDermott, 2023). For the interviews, data saturation can 
be achieved with a minimum sample size as modest as 12 participants 
(Boddy, 2016). As designers’ realities will not be found on social media 
due to the disclosure agreements (Mitchell., 2002), and regarding that 
they belong to a small (Lawless and Medvedev, 2016) we will use per-
sonal interviews to examine designers’ realities in Study 1. Study 2 was 
comprised of international consumers, including three different samples 
and methodologies: interviews (Sample A), sentiment analyses of 
Tweets (social media platform X, Sample B), and an online survey 
(Sample C). Separate samples can provide a more comprehensive un-
derstanding of a complex phenomenon by allowing researchers to 
independently investigate diverse perspectives of a relatively large 
population (Johnson and Onwuegbuzie, 2004), ensuring a full analysis 
of the research problem (Creswell and Creswell, 2018). The research 
gained the university’s ethical approval. 

As we sought to compare the two samples of designers and con-
sumers and we managed to recruit 16 international designers in Study 1, 
we used G*Power to calculate the sensitivity of the effect size for each 
analysis. First, for one one-tailed one-sample t-test (H1a, H1b), at an 
alpha of 0.05 and 80% beta with a sample size of 16 respondents can 
detect a large effect size of 65%. For a one-tailed non-parametric test of 

proportions (H2, H3), we found that with 330 consumers and 16 de-
signers (unequal sample sizes of 20.5 ratios between the groups) at an 
alpha of 0.05 and 80% beta, we can reasonably detect a medium effect 
size of 30%. For a one-tailed independent t-test (H4), at an alpha of 0.05 
and 80% beta with sample sizes of 160 and 170 of the two groups 
condition, our sample of 330 respondents can detect a medium effect 
size of 30%. Overall, it seems that a small sample size of the designers 
may be justifiable if the effect size is large enough to be practically 
significant and the study is adequately powered to detect the effect 
(Bartlett, 2019) (see Fig. 1). 

5. Study 1- Designers’ realities 

5.1. Sampling and procedure 

The sample was comprised of 16 high-end brand designers who met 
certain predetermined qualifications (the brands have been on the 
market for at least 20 years and are considered high-end both on their 
official website and in the literature (Brandirectory, 2023)). We reached 
out to 55 high-end designers and interviewed those who agreed to 
participate. Out of the 16 brands, 12 were luxury, and 4 were premium. 
We cannot disclose the brands’ names due to privacy protection (see 
Appendix A; out of which 16 were interviewed and their names were 
followed on Twitter in study 2, sample B). 

For the first study, we employed semi-structured interviews with 16 
high-end fashion brand designers to explore the designers’ reality 
regarding high-end brands. The high-end brand designers worked for 
brands in Australia, Belgium, Brazil, France, Germany, India, Italy, 
Sweden, the U.K., and the U.S.A. Almost half (43.7%) of them were 
women. Participants’ ages ranged from between 25 and 52 years old, 
with an average age of 35.81 (S.D. = 6.24), and work experience of 8.87 
years (S.D. = 3.89). Design processes tend to be similar worldwide 
(Jacobs et al., 2016). By interviewing designers from different locations 
and various high-end brands, it was possible to explore a broader 
knowledge base to yield more generalized theoretical 
proposition-grounded results. Before starting the interviews, the par-
ticipants were asked background questions about their design education 
and experience. Then two questions were asked: 1) Would you say that 
the product you design is: non-luxury, Premium, or Luxury? 2) What is 
luxury? 

Locating and interviewing the sixteen international designers took 
five months via Zoom. All participants gave their consent to the 
recording, transcription, and use of their interview, but without 
exposing the brand name. Each interview lasted between one and one- 
and-a-half hours and was conducted in English. The tone of voice and 
pauses were regarded to clarify meaning, such as conveying a sense of 
embarrassment or indecisiveness (the interview guide included a ques-
tion about the designer’s perceptions of the high-end brand they design 
and about how they define luxury). 

After verifying the alignment between the audio recording and 
transcription, the transcripts of all interviews were analyzed using 

Fig. 1. Studies outline.  
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thematic analysis (Braun and Clarke, 2021). The analysis was under-
taken using the MaxQDA software (Analytics Pro, 2018 version). For 
analyzing the luxury characteristics, we created codes for the five 
characteristics: quality, authentic brand heritage, premium price, 
emotional experience (psychological, symbolic, hedonic), and rarity, 
which were found in the literature as comprising luxury (Tynan et al., 
2010). We examined the frequency of appearance of these characteris-
tics in the designers’ interviews. We also analyzed the sentiments in the 
designers’ interviews using the Valence Aware Dictionary and Senti-
ment Reasoner (VADER) tool (Hutto and Gilbert, 2014). The analysis 
output is the percentage of positive, negative, and neutral valences that 
range from zero to one. 

Although study 1 gave the view of the designers, study 2 is relevant 
to dealing with differences between designers and consumers regarding 
high-end brands. The first exploration phase focused on emotional (H1a, 
H1b, P1) differences, and the second was cognitive (H2, H3). Given that 
consumers’ realities and designers’ realities were expected to be 
different, the third phase focused on the designers’ impact on con-
sumers’ attitudes (H4) toward the brand value of a high-end brand. 

6. Study 2- Consumers’ realities 

6.1. Sample A (Consumers interviews) 

For the first examination, we recruited 23 luxury and premium 
consumers from the U.K., U.S.A., Portugal, and Israel (52% women, 
Mean age = 40.5, S.D. = 2.8) and interviewed them via Zoom. Each 
interview took about 15 min, in which we asked participants to describe 
what luxury is. All interviews were again recorded and transcribed. The 
same sentiment analysis using the VADER tool was conducted as the 
designers’ interviews. 

6.2. Sample B (Consumers tweets (X)) 

For the second examination, we aimed to look specifically at the 
sentiments of consumers regarding the 16 brands with whom their de-
signers were interviewed. For this, we used the Twitter application 
program interface with MAXQDA to collect data over one month, from 
December 9th, 2022 to January 5th, 2023. Specifically, we collected 
175,898 tweets containing hashtags referring to sixteen high-end brands 
where we followed the exact brand names that the designers we inter-
viewed were working for. 

Our data collection process included using the full brand name or its 
abbreviation, limiting the selection to English-only tweets, and 
excluding retweets. We followed the hashtags on Twitter related to 
fashion luxury brands, including the brand’s full name. Subsequently, 
we processed the raw data by employing techniques such as removing 
duplicates, usernames, links, punctuation marks, numeric values, and 
common stop words. After completing this data-cleaning process, we 
obtained a sample of 145,986 clean tweets eligible for further text 
sentiment analysis. We analyzed the sentiments using the same tool we 
used in the designers’ interviews, VADER lexicon for sentiment analysis 
(Hutto and Gilbert, 2014). 

6.3. Sample C (Consumers survey) 

For the third examination of consumers, we used an online survey. 
The sample included 330 English-speaking participants from the U.K., U. 
S.A., Portugal, and Israel recruited from the Prolific platform. Partici-
pants answered the questionnaire for a modest fee of 4$. Most partici-
pants were women (55.8%). The ages of the participants ranged from 
between 21 and 68 years, with an average age of 28.53 years (S.D. =
6.75). In terms of education, they had an average of 14.68 years (S.D. =
3.44), with 71.1% having an average income level. In the past three 
years, 45.2% had bought a luxury or premium brand. About 80% were 
familiar with the sixteen brands. 

The online study was presented to the participants to explore their 
perceptions of luxury and premium brands. First, the brand’s category 
classification was measured for 16 brands (the same brands that we 
interviewed their designers in study 1), with the participants being 
asked to classify the brands into non-luxury, premium, or luxury. They 
also had the option of stating that they were not familiar with the brand. 
The next item, luxury brand characteristics, was measured by asking 
respondents to choose which characteristics make a product luxurious. 
This was conducted by marking up to four of the most relevant aspects 
from among brand heritage, quality craftsmanship (including quality, 
design, materials), high price, rarity, and emotional experience (he-
donic, symbolic, and image benefits). Next, we randomly exposed par-
ticipants to two different perspectives of the designers: designers 
dissatisfied and critical or satisfied and confident about the brand they 
design. These included two conditions: designers’ dissatisfaction with 
the luxury brand they design: (1) “Assume you recently read an article in 
which the designer of a known luxury brand was interviewed. The 
designer expressed his dissatisfaction and criticism about the luxurious 
brand and had doubts about the level of luxury that the product 
delivers". 

Designers’ satisfaction with the luxury brand they design: (2) “As-
sume you recently read an article in which the designer of a known 
luxury brand was interviewed. The designer expressed satisfaction with 
the luxurious brand and had confidence about the level of luxury that 
the product delivers". 

The manipulation check question was “Please rate the level of 
dissatisfaction and doubt or satisfaction and confidence of the designer 
regarding the luxury brand they design”. The answer options ranged 
from 1 (dissatisfaction/doubt) to 7 (satisfaction/confidence). Afterward, 
participants were asked two questions regarding the brand’s value 
(Tynan et al., 2010): “What is the level at which you value the brand?” 
The answer options ranged from 1 (low value) to 7 (high value). They 
were then asked, “Do you think that reading such an interview would 
have changed your perception regarding this luxury brand?” with an-
swers ranging from 1 (changed negatively) to 7 (changed positively); 4 
was neutral (did not change). The Cronbach’s alpha for both value items 
was 0.73. The luxury or premium purchase experience was measured with 
the item: “In the last three years, have you bought any luxury or pre-
mium brand products (such as Louis Vuitton, Chanel, Hermes, Armani, 
Burberry, etc.)?" The answer options were yes or no. For those who 
answered yes, we examined their satisfaction with luxury brands using 
two questions. One, an open-ended question that asked them to describe 
their level of satisfaction with the brand, followed by a second satis-
faction question: “Indicate the extent to which that the luxury or pre-
mium brand you bought met your expectations,” with a choice of 
answers ranging from 1 (low) to 7 (high). 

6.4. Results and discussion 

6.4.1. Emotional exploration phase 
We compared the emotional perceptions of designers and each 

sample of the consumers. First, we compared the designers’ and con-
sumers’ interviews. We computed consumers’ negative, positive, and 
neutral sentiments and used their means to examine the differences 
between the designers’ sentiments to the mean of the consumers’ sen-
timents of high-end brand text, using a one-sample t-test. Designers had 
249 sentiments in the interviews. Consumer interviews had 459 
sentiments. 

Designers had more negative sentiments (2.48%) sentiments of all 
sentiments were negative), compared with consumers (1% negative 
sentiments), t (15) = 9.752, p < 0.001. Designers were also more neutral 
(82.38%) than consumers (76.23%), t (15) = 4.753, p < 0.001) and less 
positive (15.16%) than consumers (22.76%), t (15) = − 6.384, p <
0.001). Indeed, designers use less positive (and more negative and 
neutral) sentiments than consumers. These support H1a. 

Next, we compared the emotional perceptions of the designers’ 
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interviews with the consumers’ Tweets. For the consumers’ Twitter 
sample, we had 32,227 sentiment classifications overall in the data. We 
did the same analysis as in H1a. We computed consumers’ negative, 
positive, and neutral sentiments and used their means to examine the 
differences between the designers’ sentiments to the mean of the con-
sumers’ sentiments of high-end related Tweets, using a one-sample t- 
test. 

Designers had more negative sentiments (2.48% sentiments of all 
sentiments were negative), compared with consumers (1.31% negative 
sentiments), t (15) = 7.671, p < 0.001. Designers were also more neutral 
(82.38%) than consumers (78.25%), t (15) = 3.196, p < 0.006) and less 
positive (15.16%) than consumers (20.44%), t (15) = − 4.431, p <
0.001). 

These support H1b, replicating the results of study 2, sample A. The 
more positive sentiments of consumers can also be reflected in the 
consumers’ rating of the satisfaction question, it seems, indeed, that 
consumers were quite satisfied with the luxury brand they bought 
(Mean = 5.5, S.D. = 1.26, different from the neutral satisfaction value of 
‘4′, t(148) = 14.490 p < 0.001). Lastly, we provide some quotes from 
consumers and designers that reflect their perceptions of brand satis-
faction, reflecting the preposition P1. 

Consumers: 

“I was surprised by the high quality of the product." 

“I enjoy my Chanel bag, got many compliments and the quality was 
great." 

“Luxury brands provide inspiration and a level of standard and 
quality … They are those beacons we look up to and thinking ’one 
day, I will have it.’" 

“The product delivered what the brand promised, great quality and 
high-end materials." 

“If I had [lots of] money, I would probably continue to buy many 
luxury brands." 

“I feel that I pampered myself with [a] beautiful design that fits me 
personally. The reaction that I get from other people makes me feel 
special. The more it is expensive, the better I feel as I invest in 
myself." 

Designers: 
Designer 8: “I have seen many product designs where it started with 

‘Yes,’ which is a great idea. However, when it finished, you would think, oh, it 
… actually does not look suitable for the brand." 

Designer 15: “So today [it] is not enough to make a down jacket that 
looks pretty. It could cost 5000 euros, but the moment a drop of water falls on 
that jacket [it] is ruined". 

As the difference between expectation and actual performance re-
lates to satisfaction (Rodríguez et al., 2020), most designers criticized 
luxury brands today compared to their expectation of “real” traditional 
luxury brands. In their view, “real” luxury brands convey brand heri-
tage, and quality craftsmanship made from high-end materials, not 
artificial rarity. Some of the designers remarked as follows: 

Designer 5: “Today, luxury is a celebrity definition, a hype definition, an 
Instagram definition, and not a quality definition. I think it used to be about 
quality but it’s now about [marketing] image." 

Designer 7: “Because you can mass-produce endlessly, luxury products 
are being made in factories in China alongside high street products rather than 
being made in an atelier, as it would have been before." 

Designer 15: "[The] commercial team has more power over the pre- 
collection and [need] to follow a brief, while on the show collection, [there 
are] no pricing or creativity limitations, but [a need] to incorporate the spirit 
and the heritage of the brand." 

These quotes demonstrated a discrepancy between the satisfaction 
levels of consumers who purchase luxury brands and the dissatisfaction 
levels of designers as P1 asserted. Finally, it seems that designers had 

more negative sentiments (less positive), expressing more dissatisfaction 
compared with the consumers. 

6.4.2. Cognitive exploration phase 
The cognitive exploration phase used Study 1 and Study 2, sample C 

data. We examined the definitions of luxury, and then, the classification 
of specific high-end brands. The most common reference to the luxury 
attribute that appeared in the designers’ interviews (100% of designers 
interviewed) defined luxurious products as rare and exclusive. 

A second reference to luxury characteristics defined luxurious 
products as having quality craftsmanship (81.3% of the designers), 
specifically as it related to using high-end materials and manufacturing a 
brand by experts. The third reference to luxury characteristics was brand 
heritage (75% of the designers interviewed), specifically as it related to 
the designers’ focus on traditional designing and production in factories 
as comprising luxurious brands. The fourth reference to luxury was an 
emotional experience (31.3% of the designers), particularly as it related 
to the symbolic, hedonic, and image aspects that signal status and 
approval for the individual. The last reference to luxury was the price of 
the product (12.5% of the designers), specifically as it related to the 
high-end prices of the brand (see Appendix B for examples of responses 
from the designers’ interviews). 

Considering sample C (online consumers’ survey), the most common 
reference to luxury characteristics (89.7% of the consumers’ responses), 
defined luxurious products as having quality craftsmanship, relating to 
quality and high-end materials. Another reference to luxury character-
istics defined luxurious products as having a defined emotional experi-
ence (78.5% of consumers). The third reference to luxury (56.1%) 
defined the price of the product as high. The fourth reference to luxury 
highlighted rarity (35.8%). The fifth and last characteristic of luxurious 
products was brand heritage (33%). To explore the differences in the 
saliency of the characteristics between designers and consumers, a 
Mann–Whitney test was conducted. 

Brand heritage and rarity were more salient for the designers 
(“give”), while the high price and emotional experience were more 
salient for the consumers (“get”). Quality craftsmanship was perceived 
as equally relevant to luxury in both segments (see Table 1). These re-
sults support H1. Indeed, it seems that the definitions provided by the 
designers mainly emphasized rarity, this is different from the theoretical 
definitions that are based on consumers where rarity was not a central 
element in the definition (Ko et al., 2019). Designers defined luxury with 
elements of quality (when focused on craftsmanship and materials) and 
authentic brand heritage, while they gave relatively little emphasis on 
emotional, psychological, and symbolic utilities, as well as the high price 
that is worth paying. Although the quality was found as an important 
element (Ko et al., 2019), the emotional, hedonic, and symbolic ele-
ments, such as prestige and connection with the brand, that were found 
to be central in their meta-analysis were less frequently mentioned in the 
designers’ definition of luxury. 

Next, to examine the difference in high-end brand classification into 
luxury, premium, and non-luxury, we examined the frequencies of 

Table 1 
Differences in the ranking of luxury brand characteristics between consumers 
and designers.  

Characteristics Designers/Consumers Mean rank Z p-value 

Heritage Consumers 170.14 − 3.43 <0.001 
Designers 242.75 

Price Consumers 176.98 − 3.41 <0.001 
Designers 101.63 

Rarity Consumers 168.36 − 5.14 <0.001 
Designers 279.50 

Quality craftsmanship Consumers 174.18 − 1.07 0.286 
Designers 159.56 

Emotional Consumers 177.28 − 4.33 <0.001 
Designers 95.56  
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classifications of the designers (using sample study 1 and study 2, 
sample C) and used the consumers’ most common classification (the 
mode) for each brand when excluding consumers who were not familiar 
with the brand. Analysis of the designers shows that about half of the 
designers (56%; 9 out of the 16) paused before answering the classifi-
cation question. Only 25% classified the brand category correctly, with 
most (75%) claiming that their brands were lower than mentioned on 
the site. Years of experience were not correlated with the rating classi-
fication (Spearman’s r = 0.35, p = 0.19), meaning there was no differ-
ence in years of experience between those who gave lower ranking 
classifications. 

Consumers (collected through classified correctly 87.5% (14 out of 
16) of the brands or gave them a higher rank compared to their posi-
tioning on the website. We used a Chi-square test to examine the dif-
ferences between designers’ and consumers’ classification (see Table 2). 

The designers perceived 10 out of the 16 brands (62.5%) to be in a 
lower classification than consumers (see Table 2). The classifications 
were significantly different between consumers and designers (χ2 (2) =
9.238, p < 0.01), with 78.6% of the luxury classifications ranked by 
consumers, while designers used the lower classification more (66.7% of 
the premium classification and 100% of the non-luxury classification). 

To conclude the cognitive exploration, we found that designers and 
consumers prioritized luxury brand characteristics differently when 
defining luxury according to the backstage reality (product attributes, 
what designers give) and the frontstage reality (the product’s utilities, 
what consumers get). Brand category classification of luxury and pre-
mium brands exploration demonstrated that designers classified the 
brand they designed for at a lower rank than consumers. As the social 
constructionist theory suggests, the interaction between the designers 

and consumers may impact consumers’ realities. The next analysis 
explored this question, focusing on the attitudinal construct of brand 
value. 

6.4.3. Attitudinal impact exploration 
We made sure that the manipulation worked before conducting the 

analysis. Indeed, the doubt condition received lower ratings than the 
confident condition (M Dissatisfaction condition = 2.84, S.D. = 1.45; M 
Satisfaction condition = 4.96 S.D. = 1.55, t(328) = 12.742, p < 0.001), 
meaning the manipulation was effective. 

We examined the difference in consumers’ brand value perception 

Table 2 
Designers and consumer classifications.   

Brand positioning on the 
website 

Designers’ 
classification 

Presence of pause (x) or no 
pause ( 

)   

Consumers’ most common 
classification 

Summary of results 

Brand 1 Luxury Luxury 55.2% Luxury Designer = consumer 
classification 

Brand 2 Luxury Premium 39.4% Luxury Designer < Consumer 
classification 

Brand 3 Luxury Premium X 62.1% Luxury Designer < Consumer 
classification 

Brand 4 Luxury Premium X 25.5% Premium Designer = Consumer 
classification 

Brand 5 Luxury Luxury 56.7% Luxury Designer = Consumer 
classification 

Brand 6 Premium Non-Luxury X 61.2% Premium Designer < Consumer 
classification 

Brand 7 Premium Non-Luxury X 16.6% Premium Designer < Consumer 
classification 

Brand 8 Premium Non-Luxury 79.1% Luxury Designer < Consumer 
classification 

Brand 9 Luxury Premium X 24.5% Luxury Designer < Consumer 
classification 

Brand 10 Luxury Premium 47.3% Premium Designer = Consumer 
classification 

Brand 
11 

Luxury Premium X 72.1% Luxury Designer < Consumer 
classification 

Brand 12 Premium Premium 49.7% Premium Designer = Consumer 
classification 

Brand 
13 

Luxury Premium X 67.6% Luxury Designer < Consumer 
classification 

Brand 14 Luxury Luxury 59.4% Luxury Designer = Consumer 
classification 

Brand 
15 

Luxury Premium X 67.6% Luxury Designer < Consumer 
classification 

Brand 
16 

Luxury Premium X 65.5% Luxury Designer < Consumer 
classification  

Fig. 2. Difference in consumers’ value perceptions between conditions.  
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between the two conditions of designer dissatisfaction versus satisfac-
tion with their luxury brand design to analyze H4, (see Fig. 2). The 
consumers who were assigned to the designer’s dissatisfaction condition 
expressed a lower brand value (M = 4.97, S.D. = 1.42) than did those 
who were assigned to the satisfaction condition (M = 5.78, S.D. = 1.34), 
t(312) = 5.125, p < 0.001. This pattern was the same for consumers 
who bought or did not buy high-end brands, as the interaction term 
(bought luxury/premium by condition) was not significant (F(1,308) =
0.495, p = 0.482). This result confirms H4. 

In sum, it seems that designers’ attitudes regarding their satisfaction 
with high-end brands influence consumers’ perceptions of brand value 
aligned with the social constructionist theory, as interactions may shape 
realities (Naeem and Ozuem, 2021). 

7. Conclusions and implications 

7.1. Theoretical implications 

The main purpose of this paper was to investigate the perspectives of 
both designers and consumers when it comes to high-end brands, with a 
particular emphasis on emotional and cognitive aspects, and to explore 
the impact of designers’ realities on those of consumers. Exploring dif-
ferences in emotional and cognitive aspects can help to solve the sub-
jective-objective debate of high-end brands. Emotionally, we found 
differences between designers and consumers regarding sentiment 
valence and satisfaction with high-end brands. Cognitively, luxury 
brand characteristics of high-end brands were prioritized differently by 
designers and consumers when defining luxury according to the back-
stage reality (product attributes, what designers give) and the frontstage 
reality (the product’s utilities, what consumers get). Quality crafts-
manship was highly prioritized for both designers and consumers. A 
possible explanation is that quality was found to have both functional 
attributes and experiential utilities (Friedmann and Brueller, 2018). The 
brand category classification of high-end brands, wherein we showed 
that some designers classified the brand they designed for at a lower 
rank compared to consumers. These findings solve the 
objective-subjective disagreement in the literature, highlighting the 
subjective realities regarding high-end brands. 

Secondly, the existing body of knowledge on high-end brands by 
shedding light on a relatively underexplored aspect: the perceptions of 
designers in the realm of luxury brands. While consumer perspectives 
have garnered significant attention (Ko et al., 2019), the study of 
brand-affiliated staff members’ viewpoints, such as managers, sales-
persons, and distributors, has been previously addressed (Christodou-
lides et al., 2021). However, there remains a notable gap in the literature 
regarding the broader insights into designers’ perceptions of the brands 
they contribute to. This gap is significant because comprehending their 
viewpoints is crucial, given their pivotal role in shaping a brand’s 
identity and preserving its heritage. 

Finally, previous literature has focused on various determinants of 
consumers’ brand value without considering the potential impact of 
designers’ perspectives on it (Huang and Deng, 2008) as the social 
constructionist theory would suggest. This paper fills this gap by 
demonstrating that interactions shape realities (Naeem and Ozuem, 
2021) as designers’ viewpoints influence consumers’ perceptions of 
brand value. 

7.2. Practical implications 

Practically, the results of this research can help managers protect 
their luxury brand value and should be considered in managers’ stra-
tegic planning of a high-end brand. Managers should consider the 
impact of the designers’ perspective in their drive to sustain the luxury 
of their brand. This is especially important in an era where transparency 
of the backstage aspect has become standard (Osburg et al., 2021). 
Brand management should minimize discord between the consumers 

and its designers. One way to align designers’ and consumers’ realities is 
to employ a co-creation strategy, where designers and consumers are 
parties in the creation of luxury design. This can be extended to joint 
promotion where the brand value can be sustained. Elevating designers’ 
confidence in the luxury brand can be achieved by ensuring quality 
craftsmanship and strengthening the brand heritage and the rarity of 
products. This should reassure designers that they are indeed creating 
luxurious products. By considering the broader social and cultural 
contexts in which luxury consumption occurs, designers and marketers 
can ensure that their products align with consumers’ values and aspi-
rations, thereby enhancing their appeal and marketability. This under-
standing of the gaps in realities may create opportunities for managers to 
safeguard the value of their high-end brand. 

8. Conclusions and future research 

Although our paper offers several useful insights, it is also subject to 
several limitations. The field of luxury brands is highly competitive and 
small; as a result, the designers were reluctant to disclose many concrete 
examples and ideas regarding their work. Due to the small sample of 
luxury fashion designers, we also included four premium brand de-
signers’ future studies should distinguish between two types of de-
signers, even though both premium and luxury brands are at the higher 
end of the continuum compared to non-luxury (Tynan et al., 2010). 
Some comparisons between samples required hypotheses testing using 
statistical data for data that was gathered quantitively and qualitatively 
(e.g., interviews and surveys) which resulted in a unique type of 
mixed-methods comparison. Nonetheless, using a mixed-methods 
approach can lead to more generalizable and conclusive results 
(McDermott, 2023). 

Future research should explore how managers can engage designers 
beyond improving the brand attributes that were tested in this paper. 
This can be done, for example, by incorporating designers in strategic 
decision-making and giving them more influence over backstage de-
cisions and processes so that the outcome will be aligned with their 
expectations. 

This paper explored the influence of the designers’ perspective on 
consumers, while future research can examine the influence of the 
consumers’ perspective on the designers to gain a fuller picture of the 
two realities. It would also be interesting to examine whether con-
sumers’ doubt or confidence in the luxury product influences the de-
signer’s brand value. This should contribute to enhancing theoretical 
understanding of how the dynamics of the frontstage reality influence 
the backstage reality. Such information could be beneficial for the de-
signers and producers of luxury brands. In this paper, we did not 
differentiate between cross-cultural consumer perspectives on the value 
of high-end brands; this examination is important to identify unique 
versus common needs and desires among global market segments 
(Shammout et al., 2022). Our studies were limited to Western countries, 
which may limit the generalizability of our findings to other cultural 
contexts. Future research should aim to explore luxury perceptions and 
behaviors in a more diverse range of cultural contexts to gain a more 
comprehensive understanding of luxury. Beyond cultures, it would be 
interesting to focus on the differences between different age segments 
and explore whether consumers are homogeneous or not in the de-
signers’ impact on their realities, as the young generation tends to be 
more easily influenced than older consumers. 

Additionally, future research should explore consumers’ and de-
signers’ realities regarding non-luxury fashion brands, as designers may 
have different realities even in this product class. In this paper, we 
showed a differential effect for designers and consumers, while the 
mechanism that may lead to the different realities is suggested only 
theoretically and not empirically. Lastly, this research focused on 
fashion luxury designers, while future research can broaden this exam-
ination to other categories, such as the designers of luxury automobiles 
and hotels. 
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Appendix A   

1. Alexander McQueen  
2. Alexander Wang  
3. Balenciaga  
4. Barbour  
5. Body Glove  
6. Burberry  
7. Calvin Klein  
8. Canterbury  
9. Chanel  

10. Comme des Garçons  
11. Diesel  
12. Dior  
13. DKNY  
14. DolceandGavvana  
15. Fendi  
16. Giorgio Armani  
17. Givenchy  
18. Gucci  
19. Haglöfs  
20. Hermès  
21. Hugo Boss  
22. Hunter  
23. Issey Miakey  
24. Joseph  
25. JW Anderson  
26. Karen Millen  
27. Karl Lagerfeld  
28. Katharine Hamnett  
29. Kenzo  
30. Lacoste  

31. Lanvin  
32. Le Chameau  
33. Loewe  
34. Louis Vuitton  
35. Lua Morena  
36. Lululemon  
37. LVNH  
38. Moët Hennessy  
39. Nike  
40. Prada  
41. Puma  
42. Quiksilver  
43. Roberto Cavalli  
44. Saint Laurent  
45. Sandro  
46. Sealskinz Ltd  
47. Sperry  
48. Stella McCartney  
49. Thom Browne  
50. Thomas pink  
51. Tommy Hilfiger  
52. Trussardi  
53. Valentino  
54. Vivian Westwood  
55. Yohji Yamamoto  

Appendix B 

The following are examples of responses from the designers’ interviews: 
Designer 1: “A few craftsmen that are in such high demand; the brands don’t like hiring other craftsmen, resulting in a long wait period for the product." 
Designer 3: “Rarity of experience." 
A second reference to luxury characteristics defined luxurious products as having quality craftsmanship, which appeared in 81.3% of the de-

signers’ interviews, specifically as it related to using high-end materials and manufacturing a brand by experts. This can be seen in the following 
comments: 

Designer 4: “Luxury products convey not just an image but the craftsmanship behind [them]. Handcrafted, artisanal." 
Designer 11: “You are making sure that the product will last for a long time, and you need to make sure that every stitch is perfect, every seam is finished in 

the right way that you are finishing with the right times and the fabrication feels luxurious and fit for the purpose." 
The third reference to luxury characteristics was brand heritage, which appeared in 75% of the designer interviews, specifically related to the 

designers’ focus on traditional designing and production in factories comprising luxurious brands. A few examples: 
Designer 2: “It is very heritage, so it has a brand identity that you need to adhere to. All the inspiration across seasons comes from the heritage of the brand." 
Designer 3: “I think it has more to do with the background of the product than the product itself … It is the history of the brand. We also have to identify when 

we have gone too far." 
Designer 4: “The true story of the brand and how it started." 
The fourth reference to luxury was an emotional experience, which appeared in 31.3% of the designer interviews, specifically as it related to the 

symbolic, hedonic, and image aspects that signal status and approval for the individual. For example: 
Designer 11: “They were offering a status." 
Designer 16: “Those kinds of symbols that used to be a symbol of status." 
The fifth reference to luxury was the price of the product, which appeared in 12.5% of the designer interviews, specifically as it related to the high- 

end prices of the brand. This can be seen in the following sentences: 
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Designer 1: “Expensive, the pricing needs to be superlative, justifiable". 
Designer 5: “Price (of product production) was never really an issue." 
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