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Abstract 
 

Africa has been identified as an upcoming market 
in which luxury brands should secure future growth 
opportunities. A review of related academic literature, 
however, reveals that limited research has been 
conducted which focuses specifically on the continent’s 
luxury consumers. This gap in the literature highlights 
the need to further the body of knowledge on luxury 
consumer behaviour in this context. However, as the 
continent comprises a vast number of countries with 
diverse consumer profiles, it was decided that this study 
would focus specifically on luxury consumers in the 
South African market. South Africa is described as an 
important market for luxury goods on the continent, and 
was therefore deemed an appropriate choice.  

The focus of this thesis is on the assessment of the 
behaviour of the members of luxury consumer segments 
in the South African market. The specific areas that 
require research in order to establish an understanding 
of luxury consumer segments’ behaviour commenced 
from a review of different trends and developments in 
the South African market. The core trends, along with 
calls for further research on luxury brands in the 
international academic literature were combined to 
identify numerous avenues for further research. This 
eclectic approach aimed to not only contribute to an 
enhanced understanding of the behaviour of luxury 
consumer segments in the South African market, but to 
develop and extend the existing body of academic 
knowledge and literature on luxury brands.  



ii 

 

A textbook chapter dedicated to the luxury market 
in South Africa was the only source of scholarly literature 
available on luxury consumers in this market at the time 
of the commencement of this thesis in 2014. The chapter 
describes four types of luxury consumers in the South 
African market. The descriptions were however very 
broad and therefore needed to be compared to other 
popular segmentation sources used as general consumer 
classification methods in this market. This led to the 
development of a more comprehensive profile that could 
be used to identify and sample luxury consumers in this 
market. Four research questions were then developed 
from both the identified avenues from the review of the 
trends in the market, and the calls for further research in 
the academic literature. Each of these questions was then 
addressed by four individual papers, with the first three 
papers specifically focusing on the luxury consumer 
segments that were identified from the comprehensive 
consumer profiles in this thesis.  

The first paper explores and documents general 
consumer motivations to purchase luxury, as well as how 
consumers authenticate luxury brands. It also assesses 
the notion of opportunistic luxury brands. Paper 2 
explores the different consumer segments’ knowledge 
levels of luxury brands, how consumers assign meaning 
to luxury brands, and how they co-create value for these 
brands. Paper 3 explores consumer conversations about 
luxury brands, and employs a text-analysis programme 
to extract five underlying dimensions from consumers’ 
language. This revealed interesting insights with regard 
to consumers’ usage of luxury brands and allowed for the 
development of unique luxury consumer segments. 
Paper 4 explores consumers’ luxury wine consumption 
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behaviour by classifying consumers within a typology 
based on their aesthetic and ontological orientations. 
This yielded four segments of luxury wine consumers, 
each demonstrating unique consumption behaviour and 
differing attitudes towards luxury wine brands.  

This thesis makes a number of contributions to the 
related body of knowledge as it details the behaviour of 
different luxury brand consumer segments in the South 
African market, thereby serving as a step towards 
addressing the gap in the literature on luxury consumers 
on the African continent.   
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Chapter 1: Overview of the research 
 
1.1   Introduction  

 
The market for luxury goods has experienced 

exceptional growth in recent decades (Chandon, Laurent 
& Valette-Florence, 2016; Kapferer & Laurent, 2016). 
This has brought about a number of changes, the most 
notable of which involves the types of consumers served 
by the luxury industry (Chandon et al., 2016). The 
traditional view that luxury is reserved only for the elite 
has gradually diminished (Kapferer & Laurent, 2016), 
and today’s luxury market serves a growing base of vastly 
different consumers that perceive luxury 
heterogeneously (Chandon et al., 2016). As the industry 
continues its quest to secure future growth prospects, 
luxury brands across all categories are increasingly 
entering emerging markets (McKinsey, 2014).  

While academic studies on luxury brands in the 
emerging markets of Asia are numerous (Donzé & 
Fujioka, 2015; Eng & Bogaert, 2010; Kumar, Lee & Kim, 
2009), research on the market for luxury on the African 
continent is limited (Atwal & Bryson, 2013; Steinfield, 
2015). Numerous industry reports suggest that Africa 
presents a lucrative opportunity to secure the future 
growth of luxury brands (Deloitte, 2014; McKinsey, 2012, 
KPMG Africa, 2014), yet a review of the academic 
literature suggests a predominant focus on 
understanding African consumers residing at the Bottom 
of the Pyramid (BoP) (Chikweche, 2013; Guesalaga & 
Marshall, 2008). The limited academic research on 
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Africa’s luxury consumers, therefore presents a gap in 
the literature.      

The African continent consists of 54 countries 
(Countries of the world, 2017) and its consumers are 
described as complex and diverse (Barnard, 2016; 
Jackson, 2016). This foregrounds the need to commence 
with the process of understanding the African luxury 
consumer, and this need will be partially met by this 
thesis, which focuses on only one of the continent’s most 
promising emerging markets for luxury. South Africa has 
been identified as an important market for luxury goods 
(Steinfield, 2015). The country is home to 60% of Africa’s 
dollar millionaires, is considered an attractive gateway 
for companies and investors wishing to enter and grow 
into the rest of the African market, and it is viewed as 
presenting lucrative growth opportunities for the luxury 
industry (Deloitte, 2014; McKinsey 2014; Euromonitor, 
2014). This specific African country will therefore be 
focussed on in order to begin to explore and understand 
the opportunities and consumer profiles for luxury 
brands on the African continent.  

One of only a few sources available on luxury 
consumers in the South African market has generated a 
broad description of four types of luxury consumers 
present in the market (Atwal & Bryson, 2014). An 
opportunity was identified to develop these descriptions 
into identifiable market segments that can be researched 
to gain a deepened understanding of the behaviour of 
luxury consumers in the South African market. The main 
research area of this thesis is as follows: An assessment 
of the behaviour of the members of luxury consumer 
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segments in the South African market. Against this 
background, further trends and developments in the 
South African market were reviewed and documented 
from industry reports and the popular press, and a 
number of aspects in need of development with regard to 
luxury consumers’ behaviour in this market were 
identified. These aspects further guided the search for 
calls for future research in the international academic 
literature.  

The different aspects summarised from the market 
review were then combined with calls for future research 
and the outcome produced nine threads of enquiry to be 
addressed in this thesis. These threads were then 
condensed into four research questions and four 
individual papers which focused on assessing the 
behaviour of luxury consumer segments in the South 
African market. As it has been suggested that South 
African luxury consumers desire to boldly display their 
purchases (Atwal & Bryson, 2014; Euromonitor, 2014), 
the research on luxury consumer segments was further 
focused on exploring their behaviour amongst the luxury 
product categories of apparel, accessories and alcoholic 
beverages (products that enable bold and public 
displays).     

A number of sources on market segments in South 
Africa were first reviewed in order to identify additional 
variables that can be added to the luxury consumer 
descriptions proposed by Atwal and Bryson (2014). 
These descriptions were compared to existing 
segmentation tools used in the South African market, as 
well as sources documenting the different social classes 
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found in this market. Once the additional variables were 
identified and added to the segment descriptions, these 
segments became identifiable, and participants could be 
sampled and their different luxury behaviour could be 
explored.  

Paper 1 provides an overview of different 
consumers’ motivations to purchase luxury brands. In 
addition, it explores how consumers authenticate luxury 
brands, and reviews consumer reactions to the notion of 
opportunistic luxury brands. The second paper aims to 
gain insights into more complex consumer behaviour 
and explores consumers’ levels of knowledge, how they 
assign meaning to brands, and how they co-create luxury 
brand value. Paper 3 responds to the market trends 
suggesting that luxury consumers in the South African 
market are highly diverse and complex (Barnard, 2016; 
Jackson, 2016). The paper uses a unique approach to 
analyse different luxury consumer segments by reviewing 
their use of language, as well as developing unique 
market segments from the analysis. The fourth paper 
focused on understanding the luxury wine consumption 
behaviour of the market’s Generation Y cohort, and tests 
a proposed typology that classifies consumers according 
to their aesthetic and ontological orientations. This led to 
the development of unique market segments for luxury 
wine and an improved understanding of this cohort’s 
luxury wine consumption behaviour.       

This first chapter of the thesis commences with a 
literature review detailing the origins and evolvement of 
luxury, the challenges associated with defining luxury, 
and some of the developments and changes in the luxury 
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industry over the past 20 years. The introduction of 
luxury brands into emerging markets and the importance 
of Africa as a market for securing luxury growth is 
discussed, and this is followed by the rationale for the 
focus of this thesis being luxury consumers in the South 
African market. The literature review concludes with a 
discussion of the importance of understanding 
consumers’ behaviour, and the need to focus the research 
conducted in this thesis on the area of consumer 
segmentation. The development of the research 
questions addressed in this thesis is then discussed, 
specifically the core aspects of luxury consumption to be 
explored in the South African luxury market. 
Subsequently, a review is provided of further important 
aspects of luxury in the literature which require further 
development in order for the general body of knowledge 
on luxury to be extended.  

The methodology employed and an overview of the 
main findings of each of the four research papers is then 
discussed. The most important theoretical contributions 
of the thesis are then presented and the thesis concludes 
with the managerial implications identified as well as 
proposed avenues for future research.  

 

1.2   Literature review  
 

This section describes the concept of luxury and 
the development of the luxury industry in detail. It starts 
with a brief discussion of the origins and evolution of 
luxury and the challenge of defining luxury. The section 
then reviews the development of the market for luxury 
goods, and subsequently looks at how luxury brands have 
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started to enter emerging markets, as well as at the 
importance of Africa as a market to secure future growth. 
It will then address why this thesis focuses on 
understanding the behaviour of members of different 
luxury segments, specifically in the South African 
market. 

 
1.2.1   The origins and evolution of luxury 

 
The word luxury is linguistically related to the 

term lechery, and the origins of the word can be traced 
back to Middle English, and the old French word 
“luxurie” and “luxure”, and from the Latin word “luxus”, 
meaning excess (Soanes & Stevenson, 2004). A review of 
different dictionary definitions of the word suggests that 
luxury refers to being in a state of comfort, elegance, 
extravagance, excess, and wealth; it refers to what is 
inessential but desirable and expensive but not necessary 
or needed (Macmillan Dictionary, 2016; Merriam-
Webster Dictionary, 2016; Oxford Dictionary, 2016).          

The concept of luxury can be traced back to 
ancient civilisations. Luxury consumption was critiqued 
by the Greek philosopher Aristotle, and the word even 
appears in the works of ancient Romans Virgil and 
Cicero (Chandon et al., 2016). Traditionally, luxury was 
associated with the affluent, with religious authorities, 
dictators or generals, and was flamboyantly used to 
portray social status, power and wealth.  Luxury was a 
symbol that organised societies hierarchically in terms of 
status and power, and has been used to do this for 
centuries (Berthon, Pitt, Parent & Berthon, 2009; 
Castarède, 2009; Chandon et al., 2016).   
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Although at a gradual pace, a shift in the 
accessibility of luxury took place between the 
Renaissance period and the time of the emergence of the 
early capitalist societies. Luxury consumption slowly 
started to diffuse during this period and bankers and 
early captains of industry gained access to this exclusive 
privilege (Chandon et al., 2016).  The luxury market 
today, however, seems far removed from its historic 
origins. The idea of luxury being reserved only for the 
elite has gradually diminished (Kapferer & Laurent, 
2016) as the supposedly inaccessible has become more 
accessible. This shift in accessibility is ascribed to 
numerous factors: industrial production, sophisticated 
and wide-spread distribution systems, an expansion in 
the number of millionaires, increased global demand, 
and overall larger markets (Chandon et al., 2016).  

Tynan, McKechnie and Chhuon (2010) posit that 
the study of luxury goods is conducted in a variety of 
academic disciplines, including history, economics, 
sociology, and more recently in marketing. Early 
economic theories made distinctions between luxury and 
necessity, and later saw a gradual shift towards a focus 
on luxury pricing strategies and its influence on the 
exclusivity of luxury goods (de Barnier, Rodina, Valette-
Florence, 2006). Social and behavioural psychology have 
hinged their definition of luxury on a combination of 
interpersonal and external factors, which include aspects 
such as an individuals’ feelings and emotions, which 
drive luxury consumption, as well as the opinion of 
others and approval-seeking behaviour (de Barnier et al., 
2006). Marketing research on luxury employs a 
combination of both economic and social perspectives, 
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focusing on differentiating between what makes a brand 
luxurious or not, as well as an emphasis on particular 
product features which would constitute luxury (de 
Barnier et al., 2006). As the concept of luxury has 
continued to develop in the marketing literature, the 
challenge presented by attempting to provide an exact 
definition of luxury has increased (Danet, Stucky, 
Feldmeth, Hales & Ricca, 2008; Nueno & Quelch, 1998; 
Vigneron & Johnson, 1999).        

 
1.2.2   Defining luxury 

 
Roper, Caruana, Medway and Murphy (2013) 

observe that a common phenomenon in the numerous 
definitions of luxury is a strong focus on the price 
component of the product and that this is due to early 
literature on luxury being focused on rationalising the 
concept in economic terms. They further contend that 
this rationalisation tendency is a possible result of the 
impact of American economist Veblen’s work on the 
notion of conspicuous consumption, which has 
influenced a lot of research pertaining to prestige pricing.  
A review of marketing literature suggests that the late 
1990s and early 2000s saw marketing scholars shifting 
from a predominant focus on pricing towards a deeper 
understanding of the role and involvement of the 
consumer. Kapferer (1997) provided a definition of 
luxury in the late 1990s that comprises a multi-faceted 
approach to understanding luxury: it acknowledges the 
psychological factors involved and takes a more 
consumer-orientated approach. 
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“Luxury defines beauty; it is art applied to 
functional items. Like light, luxury is enlightening. They 
offer more than mere objects: they provide reference of 
good taste. That is why luxury management should not 
only depend on customer expectations: luxury brands 
are animated by their internal programme, their global 
vision, the specific taste which they promote as well as 
the pursuit of their own standards. Luxury items 
provide extra pleasure and flatter all senses at once. 
Luxury is the appendage of the ruling classes.” 
(Kapferer, 1997:253)  

Influential works in the literature on luxury goods, 
in which authors have progressively advanced an 
understanding of the concept, reveal the development of 
a list of characteristics associated with luxury (Dubois, 
Laurent & Czellar, 2001). This includes the development 
of a luxury model (Vickers & Renand, 2003), an 
argument for the subjective value of luxury, the role of 
consumer involvement with luxury, and the development 
of a scale that measures the degree of luxury consumers 
associate with luxury  brands (Vigneron & Johnson, 
1999; 2004).  

Dubois et al. (2001) have established a list of the 
following characteristics associated with luxury brands:  

 Excellent quality 

 High price 

 Scarcity and uniqueness 

 Aesthetics and polysensuality 

 Ancestral heritage and personal history 

 Superfluousness 
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Vickers and Renand (2003) shifted their focus 
towards the need to differentiate luxury brands from 
non-luxury brands through the development of a three-
dimensional model rooted in the symbolic meaning of 
luxury brands. The model’s dimensions include: 
functionalism (product features that could solve a 
problem), experientialism (stimulation of sensory 
pleasure and hedonic consumption) and symbolic 
interaction (components of the product relating to status 
and self-enhancement).   

Vigneron and Johnson (2004) have argued for the 
subjective value associated with luxury brands, as well as 
for the role of differing levels of consumer involvement. 
They identified a need to develop a scale that measures 
the degree of luxury associated with a particular brand. 
This resulted in the development of the Brand Luxury 
Index (BLI) scale, which measures five identified 
dimensions of luxury brands: perceived 
conspicuousness, perceived uniqueness, perceived 
quality, the perceived extended self, and perceived 
hedonism.    

Despite many authors’ attempts to understand luxury 
through the development of definitions, characteristics, 
models and scales, agreement on a precise definition of 
luxury remains contested (Berthon et al., 2009; Choo, 
Moon, Kim & Yoon, 2012; Christodoulides, Michaelidou 
& Lee, 2009; Kapferer, 2012; Wiedmann, Hennigs & 
Siebels, 2009). Kapferer (1998) and Yeoman (2011) 
argue that this lack of agreement can be attributed to the 
fact that the market for luxury goods has become more 
dynamic over time and is constantly evolving. This 
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suggests the need to view luxury from a holistic 
perspective.  

 
1.2.3   Understanding luxury as a concept 

 
Berthon et al. (2009) take a more comprehensive 

approach to understanding luxury by stating that it 
cannot be defined in a single statement, as this presents 
the danger of falling into a philosophical trap of 
reification or hypostatisation – a fallacy of ambiguity 
where an abstract concept is treated as if it were concrete 
or real (in material form). They argue that luxury should 
rather be viewed as a concept which cannot be simplified, 
but has numerous potential forms of material 
embodiment. It should also be understood that a concept 
is something that is contingent upon context, more 
specifically on the individual (what is deemed luxury by 
one person may be perceived as common by another) 
and the social (time, place and situation) context. The 
luxury concept should therefore be viewed in terms of 
three spheres: the material, the social and the individual.   

In a further effort to comprehend the relationships 
between people, products and brands, Berthon et al. 
(2009) employ Karl Popper’s Three World’s Hypothesis. 
They suggest that the conceptual view of luxury includes 
three dimensions, which are always subject to context 
(time or situation) and should be interpreted according 
to the following: the functional (the material 
embodiment of what an object does), the experiential 
(luxury’s subjective value where personal and hedonic 
value is found) and the symbolic (the value it signals to 
others, as well as the value it signals to the self or 
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individual). Figure 1 is a graphical representation of this 
view of luxury as a concept.  

 
Figure 1   Value dimensions of luxury brands 

 

 
 
The luxury market has seen considerable growth over 

the last 20 to 30 years, and has undergone structural 
changes in both the number of sales it generates and the 
types of consumers it serves (Chandon et al., 2016). This 
thesis supports the idea of viewing luxury as a concept, 
as proposed by Berthon et al. (2009). This holistic 
perspective on luxury, which consists of three broad 
components and is contingent upon contextual 
perspectives, offers greater flexibility and adaptability to 
understanding what constitutes luxury in a market that 
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has become fluid and that serves an increasingly broad 
base of different consumer profiles. 

 
1.2.4   Changes observed in the market for luxury 
goods 

 
Where the market for luxury goods was 

traditionally associated with a homogeneous group of 
consumers, residing in the top tiers of the world’s 
economies, it now has a growing base of consumers who 
are vastly different and who perceive the meaning of 
luxury heterogeneously (Chandon et al., 2016; Kapferer 
& Laurent, 2016). These developments are arguably 
questioning the meaning of luxury and the general 
associations with the luxury industry (Chandon et al., 
2016). 

  
Numerous phenomena have been observed from a 

review of the literature on the luxury market over the 
past years. These include the democratisation of luxury, 
a term used to suggest that luxury is no longer available 
only to a conventional exclusive consumer category, and 
this is arguably caused by cultural and structural shifts in 
capitalist economies (Roper et al., 2013). In addition, 
counterfeit luxury products are seen flooding the 
markets (Pham & Nasir, 2016; PwC, 2014; Wang & Song, 
2013) and this has resulted in an increased need to 
manage, identify and understand the sources of luxury 
brands’ authenticity (Beverland, 2005; Lin, 2011). The 
managing of luxury brand identities are threatened as 
changes in the market is argued to have removed brands 
from managerial control (Roper et al., 2013). In addition, 
there is a growing notion of the consumer’s role in co-
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creating brands through consumption (Al-Mutawa, 
2013; Schembri, 2009). 

  
A number of managerial paradoxes are also 

evident. For example, managers find themselves selling 
products widely to achieve commercial success, while 
having to preserve a sense of exclusivity and rarity – a 
core aspect in the managing of consumer perceptions 
about luxury according to Kapferer (2012). This has seen 
the rise of perceived scarcity to manage consumer 
perceptions and also the emergence of masstige luxury 
(mass marketing + prestige) brands. One of the most 
recent developments, as the luxury market grows, is the 
entry of luxury brands into markets that previously 
lacked any such products (Chandon et al., 2016). This 
has resulted in a growing number of luxury brands 
entering into emerging economies in particular 
(McKinsey, 2014; Ostapenko & Ghedrovici, 2013). 

 
1.2.5   Luxury brands entering emerging markets 

 
The term emerging market economy was coined by 

the World Bank’s International Finance Corporation in 
1981 (Heakal, 2015). The term is loosely defined, and 
there are numerous definitions available. Heakal (2015) 
describes such markets as “an economy with low to 
middle per capita income. Such countries constitute 
approximately 80% of the global population, and 
represent about 20% of the world's economies”. Logue 
(2011) defines these markets as “those countries that 
have growing economies and a growing middle class. 
Some of these countries were once poor and some still 
have high rates of poverty”. These definitions suggest 
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that even though income potential per capita seems 
lower in these markets compared to those of developed 
countries, they are truly massive in terms of population 
sizes, and the promising economic growth and fast-
growing middle classes present attractive opportunities 
for investors and companies seeking growth 
opportunities.  
 

Luxury goods companies are very aware of the 
untapped potential of emerging economies, and a report 
by McKinsey (2014) states that plans for future growth 
are increasingly seen shifting towards emerging markets 
across all categories of luxury. The growing middle 
classes in emerging markets are characterised by a 
pronounced need for status (Deloitte, 2014; Kapferer, 
2012), and Western lifestyles portrayed in the media 
arguably also stimulate the demand for high quality 
goods in these markets (Shukla, 2012). Interestingly, 
some brands are also seen pricing their goods at 
substantially higher prices in these markets compared to 
the pricing in their countries of origin (Silva-Buck, 2013; 
Wong, 2012) – a possible indication of just how willing 
these markets are to buy into a Western lifestyle.  
 

Initially, luxury brands focussed resources into 
expanding into Asian markets (Donzé & Fujioka, 2015; 
McKinsey, 2014). This was arguably due to a change in 
economic policy and gradual import liberalisation 
policies in these markets. Japan was one of the first 
countries entered by luxury brands during the 1980s, 
and China followed soon after they relaxed regulations 
on foreign investment in the 1990s. As Japan and China 
experienced an increase in per capita income (with China 
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later seen leading at a more rapid rate), the purchasing 
and demand for luxury goods in these markets grew 
(Donzé & Fujioka, 2015). India is another attractive 
market in Asia targeted by luxury brands and this is 
argued to be fuelled by the newfound spending power of 
Indian consumers and a flashy consumption culture 
(Bothra, 2013). The academic literature on luxury brands 
in Asian markets, especially China and India (both 
considered emerging economies with substantial growth 
potential) is pervasive and continues to appear in 
academic journals (Bian & Forsythe, 2012; Bothra, 2013; 
Donzé & Fujioka, 2015; Eng & Bogaert, 2010; Kumar et 
al., 2009; Liu, Perry, Moore & Warnaby, 2016; Zhan & 
He, 2012).      
 

Several industry reports argue for the potential for 
future luxury growth presented by the African continent 
(Deloitte, 2014; Euromonitor in African Business, 2013; 
KPMG Africa, 2014; McKinsey, 2014). The luxury goods 
market in Africa has however received limited academic 
attention (Atwal & Bryson, 2013; Steinfield, 2015), and a 
review of the literature suggests a predominant focus on 
the Bottom of the Pyramid (BoP) consumers in this 
market (Albeck, Huth & Braun, 2014; Chikweche, 2013; 
Guesalaga & Marshall, 2008). It is argued that the 
African continent’s wealthiest consumers are a growing 
class, and its youthful population suggests a promising 
future for the luxury market (Euromonitor in African 
Business, 2013). This reveals a gap in the literature on 
luxury and the need to obtain better insights into the 
potential for luxury and an understanding of luxury 
consumers on the continent. However, Africa comprises 
over 50 countries (Countries of the World, 2017), and its 
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consumers are described as heterogeneous and complex 
(Barnard, 2016; McCoy, 2016), and it therefore seems 
important to refine the focus on the potential for luxury 
on this continent by commencing with a focus on only 
one of its countries.    
 

Nigeria and South Africa have been identified as 
African countries presenting tremendous potential for 
future growth of luxury goods markets (Deloitte, 2014). 
South Africa, incidentally, is the latest member to join 
the grouping of the BRICS countries in 2011 (BRICS, 
2015). Although South Africa has a smaller population 
and GDP compared to the other four BRIC countries, it 
represents the African continent in this group and 
accounts for almost a third of the domestic product in 
sub-Saharan Africa (Caixon Online, 2011). Entering the 
African continent’s luxury market has been described as 
challenging, but investors perceive South Africa in 
particular to be well-positioned to act as a gateway to 
Africa’s untapped luxury market (Euromonitor, 2016). 
To reiterate, South Africa is home to 60% of Africa’s 
dollar millionaires (Atwal & Bryson, 2014), and is 
regarded as a prime shopping destination for a variety of 
luxury goods by consumers from across Africa (Deloitte, 
2014). This illustrates that a focus on luxury consumers 
in the South African market presents a good opportunity 
to serve as an initial step towards understanding luxury 
consumption on the African continent.  

 
1.2.6 The South African luxury market 

 
The South African population is around 55.6 

million people, of which 51% are female, 49% male and 
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36.2% comprise the youth market (made up of 
individuals between the ages of 15 and 34) (Stats SA, 
2016). The country is not only culturally diverse (Atwal & 
Bryson, 2014), but also racially diverse and consists of 
80,5% Africans, 8.8% Coloureds, 2.5% Indian/Asian 
people, and 8.3% Whites (Stats SA, 2015). The country’s 
growing middle class is argued to represent the largest 
potential for spending on luxury items (Atwal & Bryson, 
2014), its consumers have a strong appetite for brands 
(KPMG Africa, 2014), and it is postulated that the luxury 
buyers of the future will emerge from here, and this 
market should therefore be closely monitored (Deloitte, 
2014). The fast growth experienced in emerging markets 
like South Africa, it should be noted, suggests that 
consumers in these contexts experience rapid cultural 
and social changes, as well as rapid changes in consumer 
psyche (Spire Research, 2011), and are predominantly 
driven by conspicuous consumption (PwC, 2014).  

South African consumers have a heritage wherein 
the display of one’s status is important (Atwal & Bryson, 
2014). Prior to the colonisation of the land, African tribal 
aristocracy had taken root, where certain attire was used 
as a symbol to display one’s wealth. Such display was 
perceived to be honourable, as setting codes of social 
behaviour, and was used to express dignity. It was not 
necessarily only the elite who expressed their social 
standing in this fashion; everyone used attire, etiquette 
and social artefacts to display their age, kinship and 
rank, for example (Atwal & Bryson, 2014). This suggests 
that South African society has a long-standing tradition 
in which symbolism is employed, and it has been 
described as an emblematic society. As colonial 
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capitalism entrenched itself within the country, 
European fashions, motor vehicles and household items 
served as additions to traditional forms of displaying 
wealth and social standing.  

Luxury items however also acted as a way of 
conveying pride and tradition, and not always necessarily 
excessiveness. Even today, luxury items are used partly 
as symbols to demonstrate the sharing of one’s success 
and pride with others. There is an implicit understanding 
among some sectors of South African society that this is 
expected of someone who has achieved success (Atwal & 
Bryson, 2014). A minority of the South African 
population, however, seems to be attracted to the overt 
simplicity and understatement of luxury goods, which is 
currently driving the American and European luxury 
trends. Most of the luxury goods purchased in South 
Africa though go to African consumers who represent 
just over 80% of the population, and these consumers 
are argued to be driven to use luxury goods to display 
flamboyance and to symbolise success and 
accomplishments which is shared with others (Atwal & 
Bryson, 2014). The current behaviour of the South 
African population should also be understood from a 
socio-cultural perspective and should take into account 
the more recent historic events of the country.  

The Apartheid system, with its policies of racial 
oppression, left the country’s African population group 
largely economically disempowered and impoverished. 
The consumption of luxury goods is therefore often 
representative of freedom from past oppression and 
“having made it” in the new South Africa (Atwal & 
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Bryson, 2014). The country is characterised by a minority 
of luxury consumers following more understated 
American and European luxury trends, and a majority 
that consume luxury goods as bold displays. It should 
also be noted that after Apartheid ended in 1994, a 
combination of the new government’s policies (such as 
black economic empowerment or BEE), as well as the 
country’s wealth captured from its supply of rich 
minerals like gold, has stimulated the emergence of a 
new elite group of consumers in this market that rose 
from poverty to affluence in less than a decade (Atwal & 
Bryson, 2014). The rapid social and cultural changes in 
the consumer psyches associated with emerging 
economies (Spire Research, 2011) is therefore also a 
reality in the South African emerging economy. Its 
history and racial and cultural diversity has produced a 
society characterised by a largely heterogeneous group of 
luxury consumers. The complex nature of South African 
consumers’ needs to be explored and the behaviour of 
different luxury consumer segments in this market needs 
to be documented as an important first step towards 
understanding the potential for luxury brands in this 
market, and how to best target, position and ultimately 
promote luxury brands in this market.  

 
1.2.7 The role of consumer behaviour and market 
segmentation 

 
Hawkins and Mothersbaugh (2013:6) provide a 

broad definition of consumer behaviour and define it as 
“the study of individuals, groups or organisations and the 
processes they use to select, secure, use and dispose of 
products, services, experiences or ideas to satisfy needs 
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and the impacts that these processes have on the 
consumer and society”. The authors argue that an 
understanding of consumers’ behaviour is important to 
stimulate desirable behaviour and to develop effective 
marketing strategies (Hawkins & Mothersbaugh, 2013). 
A core process in the development of marketing 
strategies is the segmentation of the market for the 
specific products or services offered, followed by the 
identification of the most lucrative segments to target, 
and then positioning these offerings in a manner that is 
appealing and attractive to the identified segments (Du 
Plessis, Jooste & Strydom, 2005).  
 

In the South African luxury market, where limited 
information is available on the behaviour of luxury 
consumers (Steinfield, 2015), it is important to uncover 
different segments of luxury consumers and to develop 
detailed insights into the behaviour of the members of 
these segments. This will serve as a first step in 
developing strategies for this market, and this important 
step will provide the basis for the research to be 
conducted in this thesis. In one of the only academic 
sources on luxury brands in the South African market, a 
description of different types of the market’s consumers 
is provided by Atwal and Bryson (2014). They 
recommend describing South African luxury consumers 
in terms of four types: 
 

The Deluxe aspirers, who represent the growing 
middle class consumers that have a huge drive and 
preference for premium goods, and their purchases are 
used as displays of climbing the ranks, to impress their 
peers and to show off success.  
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The Self-made, a segment of consumers coming 
from a different upbringing, lifestyle and education 
compared to that of ‘old money’ segments. They perceive 
luxury as something which provides them with quality 
that is worth paying for and helps them to attain a 
certain desired sense of self and individualism, which is 
then displayed outwardly to symbolise their 
accomplishments to peers and broader society. 
 

The Business magnate, consumers that experience 
luxury as part of their everyday lives; they are attracted 
to items that are unique, limited editions and 
collectables. They are status conscious, but prefer to 
express this through distinction and connoisseurship, as 
opposed to flamboyant behaviour. 
 

The Money aristocracy, a segment of those who 
have mainly inherited their wealth, who show a 
preference for classic luxury brands, and are often 
careful spenders and not ostentatious in their 
consumption. 

 
These descriptions of the proposed luxury market 

segments are however very broad and additional 
insights, which would allow for the identification of these 
segments in the market place, as well as more extensive 
knowledge of their important identified behavioural 
characteristics, are needed. The dynamic nature of the 
South African market, as well as the description of its 
consumers as complex and heterogeneous (Atwal & 
Bryson, 2014) gives rise to the need to apply innovative 
methods and unique variables to identify whether further 
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potential luxury market segments exist, and what the 
respective behaviour of their members would be.  
 

The next section of the thesis details the 
development of the main research area and the 
accompanying research questions. The section further 
extends the literature review on luxury brands by 
explaining how the questions were developed by 
combining a detailed review of different trends in the 
South African market based on existing academic 
literature on luxury.  

 

1.3   Development of research area and 
questions 

 
Luxury consumers in Africa seem to have been 

disregarded by scholars (Steinfield, 2015). An array of 
industry reports and media articles describe Africa as the 
next upcoming market for luxury goods (Deloitte, 2014; 
Euromonitor, 2016; KPMG Africa, 2014; McKinsey, 
2014), yet, as stated previously, a review of available 
literature suggests a predominant focus on Africa’s 
Bottom of the Pyramid (BoP) consumer segments 
(Albeck et al., 2014; Chikweche, 2013; Guesalaga & 
Marshall, 2008). This suggests a gap in the literature, 
and a need to explore and gain a better understanding of 
Africa’s luxury consumers, which would constitute a 
focus on the higher end of the pyramid consumers on 
this continent. South Africa was identified as a relevant 
starting point, as the country is described as an 
important market to secure future growth for luxury 
brands in Africa (Deloitte, 2014; KPMG Africa, 2014, 
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McKinsey, 2014) and is deemed an attractive point of 
entry for numerous international brands wishing to 
obtain a foothold in the continent (Euromonitor, 2016). 
Recall that South Africa is also home to 60% of Africa’s 
dollar millionaires (Atwal & Bryson, 2014) and the 
country is known as a destination for luxury brands 
amongst consumers across Africa (Deloitte, 2014).  
 

Steinfield (2015) observes that South Africa has no 
books specifically dedicated to its luxury market, and 
that the knowledge currently available on the African, 
and more specifically the South African luxury market 
mainly comprises industry reports and research 
conducted from a macro-level perspective. A review of 
the literature confirms Steinfield’s (2015) observation. 
The work of Atwal and Bryson (2013) provides a broad 
review of the market potential for luxury in Africa, and 
one chapter in a textbook (Luxury Brands in Emerging 
Markets) is specifically dedicated to broadly describing 
the luxury market in South Africa (Atwal & Bryson, 
2014). The remainder of the information available on 
luxury in South Africa is to be found in industry reports 
(Deloitte, 2014; Euromonitor, 2014; Euromonitor, 2016; 
KPMG Africa, 2014; McKinsey, 2014). There is therefore 
a lack of in-depth, micro-level research on the luxury 
market in South Africa. By focusing on one of the 
continent’s most important identified markets for luxury, 
a gap in the literature will be addressed, as consumers 
amongst the higher end of the pyramid on the African 
continent will be researched, and the specific focus on 
South Africa will serve as a step towards developing the 
body of knowledge pertaining to the market for luxury on 
the African continent.    
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1.3.1   Existing gaps identified from a review of the 
industry literature 

 
The limited amount of academic research available 

on the African luxury market led to the development of 
the research questions for this thesis by identifying 
general trends and consumer behaviour documented in a 
number of African countries. The focus was narrowed to 
work done on South Africa, and a review was conducted 
of articles in the popular press, industry reports and 
works describing market developments and consumer 
characteristics. General observations were also made as 
new international brands have specifically chosen to 
enter South Africa.  
 

The industry reports and press reviewed on the 
African and specifically South African market repeatedly 
emphasised the diversity of African consumers and 
cautioned that each African country should be 
understood individually and carefully approached with a 
unique strategy (Barnard, 2016; Jackson, 2016; McCoy, 
2016). The application of branding frameworks that work 
well in advanced or developed countries should not 
simply be copied and expected to work well in African 
markets, and correctly identifying market segments and 
customising solutions for these segments are key to 
succeeding on the continent (McCoy, 2016). The macro-
level research available, the continued emphasis on 
market diversity, and the recommendations suggesting 
the development of customised strategies highlight the 
importance of focusing the luxury research in South 
Africa on uncovering and understanding the behaviour of 
different consumer segments in this market.  
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The South African market is also described as 
internally diverse, consisting of numerous cultures and 
race groups (Atwal & Bryson, 2014; Steinfield, 2015). 
This diversity is largely due to the country’s complicated 
history that has uniquely shaped its consumer base 
(Steinfield, 2015). Since the end of Apartheid in 1994, the 
South African market, for example, has seen the 
emergence of a new elite group of consumers that rose 
from poverty to riches in under a decade (Atwal & 
Bryson, 2014). In addition, rapid social, political and 
cultural changes were experienced by consumers, all 
resulting in fast-developing consumer psyches and a 
market consisting of heterogeneous consumers (Atwal & 
Bryson, 2014; Spire Research, 2011). A small portion of 
this market is argued to consist of consumers that seem 
to follow European and American luxury trends, whilst 
the majority of the market is described as novice, 
conspicuous consumers, driven to consume luxury as a 
bold display of success and to symbolise freedom from 
past oppression (Atwal & Bryson, 2014; Deloitte, 2014; 
PwC, 2014; Spire Research, 2011).  

 
South African consumers are also described as 

predominantly emblematic and conspicuous in their 
consumption (Atwal & Bryson, 2014), which is why the 
focus of this thesis is on exploring the luxury categories 
of apparel, accessories and alcoholic beverages, which 
are all luxury goods that can be used as bold displays, are 
relevant luxury categories to explore behaviour in this 
particular market. These specific luxury categories and 
their accompanying trends were therefore firstly 
reviewed. Trends in the apparel and accessories industry 
revealed a particularly interesting observation: 
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international apparel brands which have been introduced 
to some emerging markets are often priced at 
substantially higher prices than in their countries of 
origin (Silva-Buck, 2013). This was also observed in the 
South African market, where brands like Gap were 
selling T-Shirts in the USA for $16, at $40 in South 
Africa (Wong, 2012). This is termed opportunistic luxury, 
as it seems that some South African consumers consider 
these brands to be luxurious. This happens, it is argued, 
because many consumers in this market are described as 
novice, and as only having recently been exposed to 
luxury and learning about it at a very fast pace (Atwal & 
Bryson, 2014: PwC, 2014; Schroeder, Borgerson & Wu, 
2014). What is therefore needed, is a deepened 
understanding of how different consumer segments in 
this market authenticate brands and an exploration of 
how their proposed differing levels of brand knowledge 
potentially affect their luxury brand purchase behaviour. 

         
A review of the market for alcoholic beverages 

suggested that fine wines had the highest value growth 
during the 2013/2014 period in South Africa, arguably 
fuelled by its consumers’ need to display their status in 
their communities by consuming luxury brands in public 
places like restaurants and bars (Euromonitor, 2014). 
When South Africa’s overall wine consumption is 
compared to that of developed countries however, the 
market cannot really be described as a wine drinking 
economy (Bester, 2012). The increase in growth 
experienced by fine wines in this context nevertheless 
suggests the importance of exploring this particular 
luxury category in more depth. A further examination of 
market trends suggested that South Africa’s Generation Y 
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consumers are perceived to be the next upcoming 
segment that will secure the future growth of wine in 
South Africa (Bester, 2012), and this specific generations’ 
wine consumption behaviour therefore needs to be better 
understood.  

 
Against the background of the general market 

developments and trends identified, the next step 
included the combining of the observations and gaps 
identified in this section with a further review of the 
academic literature, focusing on calls for future research 
as well as existing gaps on luxury which have been 
identified in the academic literature on luxury. This 
approach aims to not only further the knowledge of 
luxury consumers’ behaviour in the South African 
market, but to add to the general body of knowledge on 
luxury brands and to serve as an initial step towards 
understanding the market for luxury on the African 
continent. 

 
1.3.2   Existing gaps identified in the academic 
literature 

 
Academic calls for future research to explore differing 

aspects of luxury consumption across different countries, 
cultures, and changing consumption contexts were first 
identified and reviewed. Secondly, in order to further the 
knowledge on the South African market, a focus on the 
following aspects, as identified in the previous section, 
further guided the search for gaps to address in the 
academic literature. 
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 The limited research on the South African market 
(Steinfield, 2015), as well as its complex history and 
diversity (Atwal & Bryson, 2014), suggests the need to 
identify initial insights into the behaviour of luxury 
consumer segments in this market and what drives 
them to purchase luxury brands. 

 As South African consumers are described as novice 
and exposed to opportunistic luxury brands (Atwal & 
Bryson, 2014; Wong, 2012; PwC, 2014), exploring 
how consumer segments in this market authenticate 
luxury products is deemed important. 

 The description of South African consumers as 
heterogeneous, as exposed to rapidly changing 
environments and as learning about luxury at a fast 
pace  (Atwal & Bryson, 2014; Schroeder et al., 2014; 
Spire Research, 2011), reveals the need to gain deeper 
insights into luxury consumers’ behaviour by focusing 
on aspects such as their levels of brand knowledge, 
the meaning and value they ascribe to luxury, the role 
played by their diverse backgrounds and contexts, and 
establishing how these aspects contribute to their 
luxury behaviour. 

 The growing demand for fine wines in South Africa 
(Euromonitor, 2014), and its Generation Y consumers 
being described as an upcoming market segment for 
securing future growth in the wine market (Bester, 
2012) suggests the importance of exploring luxury 
wine consumer behaviour amongst this segment of 
South African consumers. 
 
The academic literature was reviewed, and gaps in 

international works on luxury brands were sought which 
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matched the gaps identified in the South African luxury 
market. This approach was taken in order to address 
knowledge gaps pertaining to the general international 
literature on luxury, and also to further knowledge on 
luxury in South Africa specifically.    
 
What motivates luxury purchases? 

As discussed in the literature review (see section 
1.2.3), Berthon et al. (2009) propose that luxury should 
be viewed holistically and understood as a concept, 
rather than as a single definition. The authors argue that 
the luxury concept consists of three components: the 
functional (material embodiment of luxury and what it 
can do), the experiential (the subjective and individual 
value of luxury) and the symbolic (the value signalled to 
others and the self). As a concept, luxury can be applied 
to the South African market, thereby extending the 
relevance and applicability of the concept, and if it 
proves effective in the context of a developing market, it 
can add value to classifying and understanding what 
aspects of the concept drive consumers to purchase 
luxury in South Africa.   
       
How is luxury products authenticated? 

According to Bruhn, Shoenmüller, Schäfer and 
Heinrich (2012), the ability to authenticate brands is 
important to consumers who find themselves in 
uncertain societies. Grayson and Martinec (2004) 
explain that people authenticate items by relying on 
indexical cues (associations with fact) and iconic cues 
(using pre-existing knowledge). Beverland, Lindgreen 
and Vink (2008) have identified three types of brand 
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authenticity: pure, approximate and moral authenticity. 
Pure authenticity is described as authenticity that relies 
on indexical cues that communicate loyalty to traditions 
(e.g. the particular product styles, the place of production 
and the ingredients used). Approximate authenticity 
relies on the use of iconic cues, and a product is typically 
deemed authentic according to this criterion if it 
approximates historical cues that reflect the consumer’s 
perception of what an authentic item should be or look 
like. Moral authenticity also relies on iconic cues, but 
unlike approximate authenticity, where iconic cues 
include aspects like historical referents, iconic cues in 
this case include cues that reflect the genuine intent of a 
brand or its portrayal of passion and a love of craft.  
 

Grayson and Martinec (2004) identify a need to 
explore the use of iconic cues, specifically in markets 
where iconicity with the old is not important. Beverland 
et al. (2008), in turn, call for further exploration of their 
authenticity types in different product, brand and 
cultural contexts, as well as amongst different ethnicities 
and novice consumers. Identifying and applying these 
authenticity cues and types (Beverland et al., 2008; 
Grayson & Martinec, 2004) to consumers in the South 
African market may provide insights into how this 
market authenticates brands and will also address the 
calls by these researchers, adding to the general body of 
knowledge on luxury.   
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Exploring luxury brand knowledge, meaning, value and 

consumer context  

Oswald (2010) argues that differing levels of 
consumer brand literacy have the potential to 
(re)construct brands, and Schroeder et al. (2014) 
emphasise that consumers in emerging markets tend to 
travel through the stages of developing brand literacy at a 
much faster pace than developed market consumers. The 
role of brand literacy in emerging markets remains 
somewhat unclear. Consumer levels of knowledge 
arguably also affect the meaning assigned to brands 
during consumption, and consumers’ assigning of 
meaning is further argued to lead to a process of brand 
co-creation (Schembri, 2009). With emerging market 
consumers gaining knowledge of brands at a rapid pace 
(Schroeder et al., 2014), exploring consumer knowledge 
levels, meaning making and brand co-creation among 
luxury consumer segments in the emerging South 
African market may provide deeper insights into how 
consumers connect with luxury brands, furthering the 
knowledge on these aspects of luxury brands in this 
African market.  

 
Contributing to the arguments of brand co-

creation, Tynan et al. (2010) argue that luxury brand 
value is co-created by consumers and call for future 
research on luxury brand value co-creation in different 
markets. Tynan et al. (2010) have identified four types of 
value that they categorise into outer-directed and self-
directed value. Outer-directed value is concerned with 
the utilitarian and symbolic value associated with luxury, 
while self-directed value is concerned with experiential 
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or hedonic and internal symbolic value, as well as 
relational value (relationship with the brand or brand 
community) and related cost or sacrifice (which 
encompasses exclusivity and rarity). A further focus on 
consumers’ assigning of value to brands led to an 
engagement with the work of Fournier and Avery (2011), 
and these authors specifically call for a new framework to 
deepen the understanding of how value is created. 
Exploring different consumer segments’ manner of 
assigning value in the South African market and 
attempting to develop a unique value framework will 
therefore address the calls by Tynan et al. (2010) and 
Fournier and Avery (2011), adding to a deepened 
understanding luxury brand behaviour amongst different 
segments in the South African market.  
 

Berthon et al. (2009) argue for the importance of 
understanding luxury as contextual and as either being 
driven by the individual or the social context. 
Considering the diversity and conspicuous nature of the 
South African market (Atwal & Bryson, 2014), as well as 
incorporating an exploration of consumer consumption 
contexts, might aid in furthering the body of knowledge 
which views luxury as contextual. This may provide 
further insight into the role played by context among 
luxury consumer segments from diverse backgrounds 
and can thereby further the understanding of luxury 
brand purchase behaviour among different luxury 
segments.          

  
The review of the literature on brand co-creation 

also uncovered an interesting finding of Roper et al. 
(2013). Supporting Schembri’s (2009) view of brand co-
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creation, Roper et al. (2013) argue that consumers 
construct luxury brands through discourse, and they call 
for future research exploring consumers’ use of language. 
This presents an opportunity to gain unique insights by 
using a different approach and analysing South Africa’s 
luxury consumers’ language as they discuss luxury 
brands. This could result in deepened insight relating to 
different consumer segments’ relationships with luxury 
brands. In addition, an opportunity also exists to explore 
whether distinct market segments may be developed and 
identified from this analysis.    
 
Luxury wine consumption behaviour  

Lockshin and Corsi (2012) argue that wine 
consumption behaviour among consumers in emerging 
markets is speculative and requires further research to 
determine whether emerging market consumers follow 
similar patterns in wine consumption compared to those 
in developing markets. The South African wine market is 
not considered to be a well-developed wine consumption 
economy compared to other wine drinking countries in 
the world (Bester, 2012). The latest trends however 
suggest a growing preference in the market for fine wines 
(Euromonitor, 2016), and that South Africa’s Generation 
Y consumers represent a large market of lucrative future 
wine consumers (Bester, 2012). The complexity and 
heterogeneity of luxury consumers in South Africa (Atwal 
& Bryson, 2014), highlights the need to explore luxury 
wine consumption behaviour from a unique perspective.  
 

Berthon et al. (2009) propose a typology for the 
classification of luxury consumers, arguing that 
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consumers can be differentiated along the dimensions of 
aesthetics and ontology. The aesthetic dimension is 
concerned with a consumers’ taste, knowledge of luxury 
brands, appreciation for luxury and feelings towards 
luxury, and allows for a distinction to be made between 
the luxury expert and the novice consumer. The ontology 
dimension is concerned with consumers’ perceptions of 
permanence, and allows for a distinction to be made 
between consumers who perceive luxury to be 
permanent and those who perceive it to be transient. The 
four segments that they identify using these two 
orientations include: the Postmodern (a novice on the 
aesthetic dimension and transient along the ontology 
dimension), the Wabi Sabi (positioned as an expert on 
the aesthetic dimension, but transient on the ontological 
dimension), the Modern (a novice on the aesthetic 
dimension, but enduring on the ontological dimension) 
and the Classic (an expert on the aesthetic dimension 
and enduring on the ontological). Luxury is arguably 
predominantly associated with permanence, and Berthon 
et al. (2009) call for more research to develop the notion 
of luxury as being ephemeral. Applying this typology in 
the South African market could provide interesting 
insights on consumers’ ephemeral behaviour; it can 
enable the identification of novice and expert luxury 
consumers in the market, and ultimately aid in 
uncovering luxury wine consumer behaviour and 
identifying distinct segments, based on these two 
orientations. In addition, the relevance and applicability 
of this typology can also be tested within a unique 
consumer context and thereby determine whether this 
typology, which was developed from a Western luxury 
perspective, will hold in a developing market.  
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The novice nature of South African consumers, as 
well as the fact that the country’s current Generation Y 
consumer base has only been identified as a future 
lucrative segment for luxury wine (Bester, 2012), has led 
to the further consideration of how important luxury 
wine brands would be in a product category that is not 
currently well-known by South Africa’s Generation Y 
segment. The work by Fischer, Völckner and Sattler 
(2010) was reviewed, and they emphasise the importance 
of understanding how consumers differ in their attitudes 
towards brands, depending on the product category 
within which the brand resides. They encourage 
managers to use their brand relevance in category (BRiC) 
scale to establish consumer attitudes towards brands as 
part of a product category to guide decision making on 
whether to invest in a particular brand. Fischer et al., 
(2010) argue that the higher a consumers’ need to reduce 
risk during a purchase or to use a brand for its symbolic 
value, the more relevant a brand will be in a product 
category. In addition, the relevance of brands in a 
product category will differ across cultures and countries. 
Applying the BRiC scale could therefore prove beneficial 
to attempts to understand consumer attitudes towards 
brands across different countries, and guide brand 
investment decisions. Applying the BRiC scale to 
measure South Africa’s Generation Y consumers’ 
attitudes towards luxury wine brands could provide 
valuable insight into the role of luxury wine brands as 
part of the luxury wine category, and provide guidance 
with regard to investments that should be made into 
building brands in this product category at this point in 
time in the market.  
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The observations from the academic literature, as 
well as the observations made in the South African 
market, have led to the development of nine avenues of 
research to be address in this thesis, and are discussed 
and summarised in the following section.   

 
1.3.3   Summary of research avenues identified 

 
The observations made in section 1.3.1, focusing on 

the African and specifically the South African market, as 
well as those made in section 1.3.2, focusing on gaps in 
the academic literature, are condensed into nine avenues 
for research that will be pursued in this thesis.  
 

That there is limited research available on luxury 
consumers in South Africa (Atwal & Bryson, 2014; 
Steinfield, 2015) suggests that a logical starting point to 
understanding this market would be to explore why 
different consumer segments in this market purchase 
luxury brands. The components of luxury proposed by 
Berthon et al. (2009) can be applied to identify which 
luxury aspects are the most important to consumers in 
this market, and this will help structure consumers’ 
drivers for purchasing luxury, and will establish the 
relevance of these components if they are proven 
adequate to account for the behaviour of a unique luxury 
consumer sample.  Secondly, South African consumers’ 
varying knowledge of luxury brands (Atwal & Bryson, 
2014) and the presence of opportunistic luxury brands in 
this market, reveals the need to explore how these 
consumers authenticate luxury. The work of Grayson and 
Martinec (2004), as well as that of Beverland et al. 
(2008) which focusses on the cues used to authenticate 
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luxury brands and the types of authenticity that 
consumers use, will be applied to this market in order to 
gain insight into their authentication behaviour, and this 
will address these authors’ calls for further research.   
 

Works by Oswald (2010), Schroeder et al. (2014), 
Schembri (2009), Tynan et al. (2010), Fournier and 
Avery (2011) and Berthon et al. (2009) have proposed 
further exploration of deep-rooted aspects of consumers’ 
relationships with luxury brands in this market. The 
deeper understanding this would yield seems important, 
especially because this market is described as complex, 
diverse (Atwal & Bryson, 2014), and learning about 
luxury brands at a faster pace than markets in developed 
countries, where the luxury brands originate (Schroeder 
et al., 2014). Such exploration is important because many 
South African consumers have only recently been 
exposed to luxury brands (Atwal & Bryson, 2014). 
Incorporating the work and calls for future research of 
these authors and applying this to the South African 
market will uncover insights about this country’s 
consumers’ levels of brand knowledge, about how they 
assign meaning and co-create value, as well as about the 
role played by context as these consumers engage in 
luxury brand purchase decisions. Furthering to the 
proposed need for a deeper understanding, the work of 
Roper et al. (2013) suggest that consumers construct 
brands through discourse, and an examination of this 
discourse could shed unique light on South African 
consumers’ behaviour by focusing on their use of 
language as they discuss luxury brands. This might 
present a distinctive way in which to understand luxury 
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purchase behaviour, and could potentially identify 
unique consumer segments in this market.  
 

The need to explore consumers’ behaviour with 
regard to the consumption of luxury wine was identified, 
as this category presents promising future growth 
(Euromonitor, 2014). Specifically investigating the 
behaviour of South Africa’s Generation Y consumer 
segment was deemed important because this segment is 
described as presenting an important future market to 
secure growth for wine consumption in the South African 
market (Bester, 2012). The literature reviewed also 
revealed a need to explore luxury wine consumption in 
emerging markets, describing these consumers’ 
behaviour as speculative (Lockshin & Corsi, 2012). A 
further review led to the typology developed by Berthon 
et al. (2009), which classifies luxury consumers 
according to their aesthetic (novice or expert) and 
ontological (luxury as lasting or transient) orientations. 
Seeing that wine is a product that can either be perceived 
as durable (kept for a long time) or non-durable 
(consumed soon after purchasing), it was deemed a good 
luxury category with which to explore the ephemeral 
aspect of a luxury brand, thereby answering Berthon et 
al.’s (2009) call for future research on this aspect of 
luxury. 

 
Table 1 presents a summary of the research 

avenues to be pursued in this thesis. 
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Table 1   Research avenues identified 
 

No. Research avenues  

1 Identifying luxury consumers’ motivations to purchase luxury 
brands   

2 Uncovering how luxury consumers authenticate luxury brands 

3 Exploring consumers’ reactions to brands that enter the South 
African market at substantially higher prices, and the 
implications of this pricing for consumer authentication of 
luxury  

4 Uncovering how luxury consumers assign meaning to luxury and 
how their levels of brand knowledge contribute to an overall 
process of brand co-creation 

5 Identifying how consumers assign value to luxury brands and the 
role played by different consumer contexts 

6 Analysing consumers’ use of language as a way in which to gain a 
distinctive understanding of luxury behaviour in the South 
African market 

7 Exploring whether new market segments can be developed from 
an analysis of consumers’ language 

8 Determining if a typology that classifies consumers according to 
their aesthetic and ontological orientations will hold and prove 
relevant to uncover different luxury wine segments among South 
Africa’s Generation Y cohort  

9 Identifying luxury wine consumers in the South African 
Generation Y cohort’s attitudes towards luxury wine brands as 
part of a product category 

 
The emphasis placed on understanding the 

behaviour of specific consumer segments in the South 
African market (discussed in section 1.3.1), suggests that 
the research avenues described specifically in points 1 to 
7 should be focused on addressing and exploring each 
avenue within and between different luxury segments 
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that are present in this market. This approach will add to 
the body of knowledge on consumer behaviour among 
different segments in the South African market, while 
addressing the identified knowledge gaps and suggested 
research avenues in the international literature. The 
classification of luxury consumers in South Africa, 
developed by Atwal and Bryson (2014) (see section 1.2.7), 
was the only source available at the commencement of 
this thesis which proposed luxury segments that exist in 
the South African market. These segments therefore 
served as the specific luxury consumer segments which 
are employed as the proposed research avenues are 
explored and documented.    
 

The research avenues identified in points 8 and 9 
are focused on the luxury wine category, and on testing a 
typology that may uniquely classify consumers based on 
their aesthetic and ontological orientations. From the 
perspective of the importance of enhancing the body of 
knowledge about different luxury consumer segments’ 
behaviour, these research avenues aim to develop new 
luxury market segments and to document and explain 
their respective behaviour. In addition, each segment’s 
accompanying attitudes towards luxury wine brands as 
part of the luxury wine product category will add 
additional behavioural insights.   
  

Using the nine avenues as inputs, the following 
section outlines the overall research area, the key 
research questions developed, the proposed framework 
to structure the thesis, and a detailed discussion of each 
of the research questions. The areas which have been 
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highlighted by related scholarship for further research 
are also identified.    

 
1.3.4   Dissertation framework for the papers 

 
The avenues for further research identified in the 

previous section are numerous and comprise a number 
of important aspects that will aid in furthering the 
academic literature on luxury, as well as the knowledge 
on a currently under-researched (Steinfield, 2015) yet 
important market for luxury brands on the African 
continent (Deloitte, 2014). One of the most important 
observations made with regard to this market is the need 
to appreciate its diversity and complexity (Atwal & 
Bryson, 2014; Barnard, 2016; Jackson, 2016; McCoy, 
2016). The research aspects to be pursued will therefore 
accumulatively contribute to a deepened understanding 
of the members of different luxury segments’ behaviour 
in the South African market. This thesis is therefore 
positioned to address the following area of research:     
 
Research area:  Assessment of the behaviour of the 
members of luxury consumer segments in the South 
African market 

 
In order to clearly outline how this thesis will 

address the identified research problem and incorporate 
the avenues for further research summarised in Table 1, 
a framework is proposed. The framework starts with the 
research area and then splits the area into two sections 
according to the luxury product categories being 
explored (durable and non-durable). Four research 
questions are proposed and the research papers that 
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address each are indicated. This framework is presented 
in Figure 2.  
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Figure 2   Dissertation framework and research questions 

 

 

 

 

 

  

 

 

 

 

 

 

 

    Paper 1       Paper 2        Paper 3      

 

 

          Paper 4 
 

Research area: 
Assessment of the behaviour of 

the members of luxury 
consumer segments in the 

South African market 

Sub-section 2: 
Non-durable luxury 

product category 

RQ 1 – What 
motivates the 

members of different 
luxury consumer 

segments to 
purchase luxury 

brands?  

 

RQ 2 – How do the 
members of different 

luxury consumer 
segments co-create 

luxury brands?  

RQ 3 – Can an 
analysis of the 

members of different 
luxury consumer 
segments’ use of 
language provide 
unique insights 

about their 
behaviours?   

 

RQ 4 – Can a typology that 
classifies consumers 

according to their 
aesthetic and ontological 

orientations prove relevant 
to identifying luxury wine 

segments and their 
accompanying behaviours 

in South Africa? 

 

Sub-section 1: 
Durable luxury product 

category 
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1.3.5   Formulation of research question 1 
 
South Africa has been identified as an important 

market for luxury goods (Euromonitor, 2016), but its 
luxury consumers are poorly understood and described 
as novice and diverse (Steinfield, 2015; Atwal & Bryson, 
2014). It was therefore deemed important to first explore 
what motivates luxury consumption in the South African 
market and the following research question was 
consequently developed:    
 
RQ1:  What motivates the members of different 

luxury consumer segments to purchase 
luxury brands? 

 
This question aims to investigate points 1, 2 and 3 

in Table 1, and is addressed in Paper 1. The focus of the 
paper is to respond to the need to better understand 
luxury consumption in a market described as poorly 
understood and complex (Atwal & Bryson, 2014; 
Steinfield, 2015). The research question itself has two 
sub-sections. The first sub-section aims to explore how 
consumers authenticate luxury brands and thereby 
responds to calls by Beverland et al. (2008) and Grayson 
and Martinec (2004) to investigate the authentication of 
brands in different cultural contexts, among different 
ethnic groups, and novice consumers. The second sub-
section explores consumer reactions to opportunistic 
luxury brands, as this was also identified as an important 
further avenue to pursue under the call for furthering 
knowledge on brand authentication. Identifying what 
motivates consumers to purchase luxury brands, as well 
as how they authenticate luxury brands and how they 
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react to the notion of opportunistic luxury serves as a 
step towards understanding the luxury consumption 
behaviour of different consumer segments in this 
market.     
 
1.3.6   Formulation of research question 2 
 

Today’s global luxury market is characterised by 
fluctuations that pose numerous challenges to managers 
(Chandon et al., 2016). One emerging trend is the 
removal of brands from managerial control, and the rise 
of consumer brand co-creation (Schembri, 2009). 
Emerging market consumers are said to develop brand 
knowledge at a much faster pace than consumers in 
developed markets (Schroeder et al., 2014), and this 
phenomenon is expected to add to the complexities of 
the co-creation process. South African consumers’ 
diverse backgrounds and needs (Atwal & Bryson, 2014; 
Steinfield, 2015) further suggest the importance of 
understanding luxury as contextual and subject to 
change, depending on different circumstances (Berthon 
et al., 2009). The following research question is therefore 
formulated:  
 
RQ2: How do the members of different luxury 

consumer segments co-create luxury 
brands? 

 
This research question responds to calls for further 

research captured in points 4 and 5 in Table 1, and is 
addressed by Paper 2 of this thesis. The question is 
predominantly rooted in Oswald’s (2010) work, which 
explains that consumers’ ability to (re)construct brand 
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meaning relies on their levels of brand knowledge or 
literacy. This research also aims to satisfy Schroeder et 
al.’s (2014) call to better understand brand literacy in 
emerging markets, where consumers develop knowledge 
of luxury brands at a faster pace than consumers in 
developed markets. The research question has a sub-
section aimed at understanding how value and consumer 
context contributes to luxury brand co-creation. This 
sub-section addresses the call from Tynan et al. (2010) to 
understand the process of how brand value is assigned 
and co-created in different markets, as well as that of 
Fournier and Avery (2011) to develop a new value 
framework. The sub-section also explores the role played 
by the contextual aspects of luxury (consisting of the 
social and individual contexts), as proposed by Berthon 
et al. (2009) and how this plays a part in the co-creation 
process. Understanding these deep-rooted aspects of 
luxury provides added insights into the more complex 
and latent aspects of the behaviour of different luxury 
consumer segments in this market.  
 
1.3.7   Formulation of research question 3 
 

In an emerging market where consumers are 
exposed to rapid changes that produce fluctuations in 
consumers’ psyches (Spire Research, 2011), as well as 
shifting appetites for luxury brands (Deloitte, 2014), the 
need for a truly unique approach to gain further in-depth 
insight into this market’s behaviour was identified. 
Language is said to provide insight into how people 
construct knowledge about the world and assign 
meaning, and it is reasoned that consumers construct 
brands through discourse (Roper et al., 2013). This 
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argument led to the development of the following 
research question: 

 
RQ3: Can an analysis of the members of different 

luxury consumer segments’ use of language 
provide unique insights about their luxury 
behaviour?   
 
This research question responds to points 6 and 7 

in Table 1, and is addressed in Paper 3 in this thesis. It is 
rooted in the numerous observations that describe this 
market as dynamic, complex, poorly understood and 
exposed to rapid changes and shifting consumer psyches 
(Atwal & Bryson, 2014; Deloitte, 2014; Schroeder et al., 
2014; Spire Research, 2011; Steinfield, 2015). The paper 
therefore argues that a need exists to use a unique 
method to gain deepened insight into this market. 
Aligning with the perspective of Roper et al. (2013) 
which states that brands are socially constructed through 
consumers’ use of language, this paper aims to address 
these researchers’ call for research examining consumer 
discourse about luxury, and conducts this analysis 
among members of different luxury consumer segments 
in the South African market. A sub-section of this 
research question is proposed to explore whether unique 
market segments can be identified and constructed based 
on the findings pertaining to consumers’ use of language. 
This approach to examining luxury brand behaviour 
aims to uncover potential complex behaviour of different 
luxury consumer segments which might otherwise not be 
discovered through the use of more traditional research 
methods.  
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1.3.8   Formulation of research question 4 
 

Emerging market consumers’ behaviour towards 
brands in the luxury wine product category is not fully 
understood (Lockshin & Corsi, 2012). South Africa’s 
Generation Y segment is described as a lucrative 
emerging segment for wine consumption, but limited 
research is available on this segments’ wine consumption 
behaviour (Bester, 2012). A typology to classify luxury 
consumers developed by Berthon et al. (2009) could 
provide insight into luxury wine consumption in this 
market, but the relevance of this typology to emerging 
market consumers is not clear. Consumers’ perceptions 
of the importance of brands in specific product 
categories are furthermore said to differ across cultures 
and countries (Fischer et al., 2010). Considering all these 
aspects, the following research question was developed: 

 
RQ4: Can a typology that classifies consumers    

according to their aesthetic and ontological 
orientations prove relevant to identifying 
luxury wine segments and their 
accompanying behaviour in the South  
African market?    
 
This research question is focused on testing the 

relevance of a typology that classifies luxury consumers 
according to their aesthetic and ontological orientations, 
and is addressed in Paper 4 in this thesis. The question 
has a sub-section dedicated to testing consumer attitudes 
towards luxury brands as part of a product category, and 
responds to the directions for further research reflected 
in points 8 and 9 in Table 1. Both the question and sub-
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section aim to address the calls for further research by 
Lockshin and Corsi (2012), who posit that luxury wine 
consumption behaviour in emerging markets is 
speculative. The question and sub-section also attend to 
Berthon et al.’s (2009) call to further the knowledge of 
the ephemeral component of luxury, and lastly to Fischer 
et al.’s (2010) emphasis on understanding the relevance 
of brands in different product categories.  

Berthon et al.’s (2009) directive to further explore 
the ephemeral aspect of luxury however represents only 
one part of the typology that they developed, which 
classifies luxury consumers according to four profiles. 
Considering the speculative wine consumption behaviour 
of emerging market consumers (Lockshin & Corsi, 2012), 
this research will focus on not only exploring the 
ephemerality of luxury, but will also assess the relevance 
of the entire typology to a sample of South African 
Generation Y consumers. As this typology will be tested 
on a market of novice wine consumers, it seems likely 
that the typology could potentially prove irrelevant and 
fail to classify this sample of novice consumers 
adequately. It was therefore decided to test the typology 
on a second sample of consumers from a developed 
market, in order to serve as a benchmark that can 
indicate how the typology could be expected to turn out 
when applied to a more common sample of wine 
consumers. In addition, the sample’s attitudes towards 
different luxury wine brands as part of the luxury wine 
product category (a response to the call for research by 
Fischer et al., 2010) will be measured and reported on.  
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The typology’s ability to classify consumers 
according to four different modes can help to identify 
potential luxury wine market segments using a unique 
classification method, and the testing of the typology on 
two different samples will allow for determining the 
typology’s relevance as a tool to classify luxury 
consumers in different markets. Investigating the 
samples’ attitudes towards luxury wine brands will 
further add to knowledge which can inform the level of 
investment that should be pursued in brand building 
activities in the South African market at this point. The 
specific results obtained from the application of the 
typology, and the results regarding the samples’ attitudes 
towards luxury wine brands, will both aim to add to the 
body of knowledge about South African luxury 
consumers’ behaviour in this market.  

The following section discusses the methodological 
approach adopted for each of the papers which address 
the four research questions in this thesis. 

 
1.4   Methodology 

 

1.4.1   Research approach  
 

The research approaches available to social science 
researchers include a qualitative, quantitative and a 
mixed methods approach (Creswell, 2009:3). The scope 
of the main research question addressed by this thesis, as 
well as the limited knowledge available on luxury 
consumption in the South African market (Steinfield, 
2015) led to the formulation of four research questions, 
each of which required its own research methods to 
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obtain a variety of insights about luxury behaviour. This 
necessitated the use of three qualitative and one 
quantitative approach to answer the four questions.  
 

A quantitative research approach, as the word 
implies, is concerned with quantities, and therefore uses 
empirical assessments that involve numerical 
measurement and analysis to gain insight from collected 
information (Zikmund & Babin, 2007). Its purpose is 
typically to test hypotheses or research questions that are 
specific and well-defined, and the data is often collected 
by using formal questions and predetermined response 
options in questionnaires. The main goals of quantitative 
research are to use information to make accurate 
predictions and gain meaningful insights into 
hypothesised relationships, to validate or negate these 
relationships, and to accept or reject formulated 
hypotheses (Hair, Wolfinbarger Celsi, Ortinau & Bush, 
2013). The researcher acts as an uninvolved observer, 
and this enables them to obtain objective results. This 
approach also permits the researcher to collect responses 
from large samples, and this may produce 
generalisability (Zikmund & Babin, 2007). Quantitative 
research methods are generally associated with 
descriptive and casual research designs, but have also 
been applied to exploratory designs, in which 
quantitative analysis techniques are used to analyse 
qualitative data (Hair et al., 2013). This is typically seen 
when researchers apply a content analysis to qualitative 
data, where the number of codes obtained can be 
counted, producing quantitative outputs (Pistrang & 
Barker, 2012).  
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A qualitative approach is more concerned with 
qualities than with quantities, and involves the use of 
techniques that provide interpretations of market 
phenomena, and its focus is on discovering inner 
meanings and insights (Zikmund & Babin, 2007). 
Qualitative research’s purpose is to discover ideas, and it 
is typically used in exploratory research to answer 
general objectives. The approach is to observe and 
interpret, the data collection process is unstructured, and 
the researcher is intimately involved in the data 
collection, making the results subjective. The samples are 
also small and often collected in natural settings 
(Zikmund & Babin, 2007). The analysis of qualitative 
research can be careful and rigorous, but practitioners 
generally regard it as less reliable than quantitative 
research (Hair et al., 2013). Qualitative research however 
allows researchers to understand participants, as 
opposed to classifying them into pre-determined 
categories, and enables the researcher to uncover 
unanticipated findings, allowing them to probe more 
deeply into areas like subconscious consumer 
motivations – aspects that quantitative research may be 
too superficial to address. This research approach is 
associated with exploratory research designs (Hair et al., 
2013).        

 
1.4.2   Research design  
 

A research design provides a framework for the 
collection and analysis of data (Bryman & Bell, 2007). 
Research designs are generally classified into one of 
three potential frameworks: an exploratory, descriptive 
or casual research design (Hair et al., 2013). As discussed 
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in section 1.4.1, the use of qualitative methods is 
generally associated with an exploratory design, while 
quantitative research is more commonly associated with 
descriptive and casual research designs. However, 
quantitative techniques can also be employed to analyse 
qualitative data. 

  
As emerging markets have only recently been 

introduced to global luxury brands (Atwal & Bryson, 
2013), limited research on luxury brand behaviour in 
these markets is available. The majority of the research 
conducted in this thesis, which focuses on the emerging 
South African luxury market, was therefore exploratory. 
The primary objective of Paper 1 was to gain insight into 
South African consumers’ motivations to purchase 
luxury brands, and their authentication behaviour, while 
Paper 2 aimed to gain insight into the process of brand 
co-creation by exploring consumers’ levels of brand 
knowledge and how they assign meaning to luxury 
brands. Both papers present challenges to understanding 
psychological motivations and behaviour, which are 
aspects that cannot easily be reduced to quantitative 
analyses (Hair et al., 2013).  
 

The objective of Paper 3 was to understand 
consumers’ behaviour towards luxury brands by 
analysing their use of language. It aimed to conduct the 
analysis in a manner that would provide insights that are 
precise but that did not compromise opportunities to 
obtain depth. This paper employed an exploratory design 
to collect the data, but used content analysis to analyse 
the data with the use of a text analysis programme called 
DICTION. The programme provided quantitative outputs 
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which were statistically analysed and then compared to 
the accompanying qualitative consumer comments, 
allowing the study to achieve both precision in the results 
as well as depth. Paper 4 employed a descriptive design, 
as the research question was specific and aimed to 
empirically test a typology and to report on consumers’ 
wine consumption behaviour and attitudes towards 
luxury wine brands.  
 
1.4.3   Research strategy  
 

Once a researcher has established the research 
approach and determined the research design, the 
strategies of enquiries best suited to address the research 
questions should be determined (Creswell, 2009). The 
diversity of the research questions formulated for this 
thesis directed the researcher to focus on specific 
methodologies, deemed most suited for each of the 
individual research questions and the accompanying 
objectives. Table 2 provides a summary indicating the 
different approaches undertaken in this thesis. 
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Table 2   Methodologies used in this study  
 

Paper Subject 
Method of 

enquiry 
Methodologi-
cal approach 

Paper 
1 

Opportunistic luxury branding: 
Understanding perceptions of 
brand authenticity in an 
emerging market context 

Semi-
structured in-

depth 
interviews 

Qualitative 

Paper 
2 

 

Co-creating luxury brands in an 
emerging market: Exploring 
consumer meaning making and 
value creation 

Semi-
structured in-

depth 
interviews 

Qualitative 

Paper 
3 

Gaining quantitative insights 
from qualitative data: Evidence 
from luxury brands in an 
emerging market 

 

Semi-
structured in-

depth 
interviews and 

content 
analysis 

producing 
numeric 
counts 

Qualitative 

Paper 
4 

 

Using an aesthetics and 
ontology framework to 
investigate consumers’ attitudes 
towards luxury wine brands as a 
product category 

Survey 
research 

Quantitative 

 
Methodology for Papers 1, 2 and 3 

Paper 1 focused on uncovering consumer 
motivations to purchase luxury brands, and to establish 
how consumers authenticated brands. It also explored 
consumer reactions to the notion of opportunistic luxury 
brands. Paper 2 explored the process of consumer brand 
co-creation, meaning making, the assigning of value to 
luxury brands, and the role of different consumer 
contexts. Paper 3 focused on analysing luxury 
consumers’ use of language to provide new and objective 



57 

 

insights into luxury consumption behaviour in a complex 
market. 
 

The exploratory nature of the objectives of Papers 
1 and 2, and the need to capture consumer discussions to 
analyse their use of language to address Paper 3’s 
objectives, required a qualitative approach. In-depth 
interviews were identified as the most suitable method to 
collect data for all three papers, as such interviews allow 
researchers to gain deep insights into consumers’ 
behaviour (Zikmund & Babin, 2007), making this 
method especially relevant for the deeper insight 
required to address these papers’ different objectives. 
The in-depth interviews also provided an opportunity to 
capture discussions about luxury brands, allowing for the 
exploration of different individuals’ specific use of 
language in order to address the objectives of Paper 3. 
In-depth interviews also allowed for the use of projective 
techniques to obtain the more complex insights required 
for the objectives of Paper 2. A total of 16 in-depth 
interviews were conducted with 16 identified luxury 
consumers.   
 
Sampling and data collection for Papers 1, 2 and 3 

The consumers were sampled using the suggested 
profile description from an extant segmentation 
approach to classify South African luxury consumers 
developed by Atwal and Bryson (2014). The four profile 
descriptions are however very broad (refer to section 
1.2.7, where each profile is discussed), and the researcher 
therefore consulted further sources to develop a more 
specific profile description of each of the four profiles. 
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This was done in order to make identification more 
precise for sampling purposes. The information used to 
further develop the profile descriptions appears in the 
Appendix at the end of Chapter 1 of this thesis. The 
specific nature of the profiles required necessitated the 
use of a marketing research specialist to help identify 
prospective participants. The descriptions developed (as 
per the Appendix) were provided to the specialist, who 
managed to identify 50 prospective consumers who fit 
the description from an existing database. Another set of 
screening questions were then developed in collaboration 
with the specialist (provided in the Appendix) which 
were focused on determining the nature of prospective 
consumers’ lifestyles and the brands purchased. These 
questions were sent out to the 50 prospective consumers, 
and 32 consumers replied to the questions.  
 

The answers from the 32 consumers were then 
reviewed, and four provided either no brand names or 
brand names that were not luxury brands (in all apparel 
and clothing categories asked), leaving a final number of 
28 consumers to select for participation. The final 
number of consumers sampled was selected based on the 
representation of gender, age and race that was required, 
as well as the consumers’ willingness and availability to 
be interviewed during the time frame decided on. This 
produced a final number of 16 consumers to be 
interviewed, with four sets of four consumers, each 
representing one of the four different luxury profiles. 
Each of the four profiles consisted of two Black 
consumers (one male and one female) and two White 
consumers (one male and one female), as gender 
representation and the racial diversity of South African 
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consumers were considered important. This approach 
allowed the researcher to obtain a diverse group of 
consumers, adding to the breadth of the informants 
interviewed and providing different perspectives to be 
included in the data collected (Hair et al., 2013). 
 

A semi-structured interview guide with open-
ended questions was developed and used to guide the 
interviews, which were all conducted by one researcher. 
The questions developed for the papers were guided by 
the academic literature reviewed and the objectives 
developed for the papers. In some instances, questions 
were also taken directly from previous papers that 
explored similar topics. Some of the questions asked 
during interviews found in the works of Roper et al. 
(2013) and Hudders, Pandelaere, and Vyncke (2013) 
were either repeated verbatim or slightly adjusted to fit 
the objectives and the South African market context.        
 

The first section of the discussion guide consisted 
of questions formulated to address the objectives 
identified for Research Paper 1, and the second part of 
the discussion guide contained the questions formulated 
to address the objectives of Paper 2. The questions 
developed for both Papers 1 and 2 were sufficient for 
analysing consumers’ use of language, as they discussed 
luxury brands, to address the objectives of Paper 3. The 
questions commenced with exploring aspects such as 
consumers’ general lifestyles and shopping behaviour 
and then turned to a luxury focus, probing why 
consumers purchased luxury, the cues they use to 
authenticate luxury, their reactions to opportunistic 
luxury brands, how wearing luxury brands makes them 
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feel, why they think other people purchase luxury and 
what luxury means to others.  
 

The data collected from the interviews, and the 
number of interviews conducted, was deemed sufficient 
to obtain saturation (Guest, Bunce & Johnson, 2006). 
The consumers were interviewed until no new 
information could be provided to the questions posed 
(Guest et al., 2006). The interviews mostly lasted 
between 40 minutes and an hour, with a few interviews 
running well over an hour. The discussion guide 
questions used for the interviews appear in the Appendix 
at the end of Chapter 1. The interviews were recorded 
and transcribed afterwards to prepare the data they 
yielded for analysis.   
 
Data analysis for Papers 1 and 2 

The transcripts were analysed by two researchers. 
An interpretive analytical stance was taken to analyse the 
data and themes were identified following the methods 
proposed by Strauss and Corbin (1990). The transcripts 
were explored with the objective of gaining a broad 
understanding of luxury consumption and themes were 
recorded in the margins as they emerged (Thompson & 
Hirschman, 1995). The analysis was structured according 
to the objectives explored in the two papers, and the 
themes identified were reviewed through repeated 
comparisons and rereading. The coding was driven 
deductively, and the themes searched for those that 
corresponded to existing literature. The search was also 
carried out inductively in order to allow for 
unanticipated themes to emerge. The data interpretation 
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therefore examined associations between prior 
assumptions and new insights that emerged (Spiggle, 
1994).  
 
Data analysis for Paper 3  

A content analysis was performed on the 
transcribed data using the text-analysis programme 
DICTION. The transcribed data collected from each of 
the interviews ranged between 1000 and 3000 words, 
and each consumer’s transcribed interview was stored 
individually in a Word document. The software was 
chosen to perform the analysis because it has the ability 
to not only produce words counts, but is also sensitive to 
the subtle power of people’s word choice and verbal tone 
(Short & Palmer, 2008). The built-in dictionaries used in 
the programme were constructed from an analysis of 
more than 20 000 texts, which has resulted in a body of 
10 000 words (Sydserff & Weetman, 2002). The results 
produced by the programme are written to numeric files 
and the outputs include raw totals, standardised scores, 
word and character counts, and percentages that may be 
used in a variety of ways to facilitate understanding of 
the text (DICTION, 2016). 
 

The most beneficial feature of this programme, 
and what made it particularly relevant to address the 
objective of this paper, is its built-in lexical features. This 
allows one to explore and study the use of vocabulary 
and word choice, which is a very useful feature to provide 
richness to text and to conduct a sentiment analysis 
(DICTION, 2016). DICTION’s core dictionaries identify 
five main categories, and 35 sub-categories. The five 
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main categories include: Activity (language that features 
movement, change, ideas), Certainty (language that 
indicates resoluteness, inflexibility, completeness, the 
tendency to speak ex cathedra), Commonality (language 
that highlights agreed-upon values and that rejects 
idiosyncratic modes of engagement), Optimism 
(language used that endorses a concept, person or event 
or that highlights positive aspects) and Realism 
(language describing tangible and immediate matters 
that affect people’s lives) (DICTION, 2016).       
 

The transcribed interviews of each individual were 
then loaded and analysed using the DICTION 
programme. The analysis focused on extracting the 
dimensions from each transcribed conversation, 
according to the five master categories provided by 
DICTION, as this allowed for the most general 
understanding of the texts. The scores obtained for each 
individual were then used as input to conduct a 
hierarchical cluster analysis, which produced segments 
of luxury consumers that shared similar orientations in 
their language. The segments were then reviewed and 
described based on the highest to lowest scores obtained 
for each dimension, and by returning to the transcribed 
data to look for cues in their discussions that would add 
further depth to understanding their behaviour towards 
luxury. This approach not only allowed for the 
identification of segments based on precision using 
statistical analysis, but also provided an opportunity to 
describe each segment with added qualitative depth. 
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Methodology for Paper 4 

The focus of Paper 4 was to gain insights into the 
consumption of luxury wines. The paper specifically 
sought to empirically determine the extent to which a 
theoretical typology would hold across two different 
consumer samples. In addition, the paper aimed to 
determine whether consumers slotted within different 
categories of the typology differed in their attitudes 
towards luxury wine brands as part of a product 
category. The nature of the research question 
necessitated the use of surveys to collect responses to 
pre-determined questions, and this produced 
quantitative outputs that could be statistically analysed. 
      

A quantitative approach and descriptive design 
were used in this paper. Questionnaires were distributed 
to gather data from two samples of consumers: one in the 
developed market of the United States of America (USA), 
and the other in the developing market of South Africa 
(SA). A sample of consumers from the USA was deemed 
relevant to represent the sample from the develop world, 
because this market is described as world’s foremost 
consumer of wines (Lyons, 2015). 
 
Sampling and data collection for Paper 4 

Respondents were sampled using convenience 
sampling, which is a non-probability sampling 
technique. The respondents therefore participated in the 
study based on their availability and willingness to 
participate within the required time period. The main 
objective of the study was to gain initial insights into the 
consumption behaviour of an emerging wine consumer 
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segment in South Africa, and to test the relevance of a 
luxury typology. Generalisation of the results to the 
greater population was therefore not essential to 
achieving the objectives, and the use of a non-probability 
sample was justified (Cooper & Schindler, 2008).    
 

A structured questionnaire was utilised to collect 
data from both consumers in the USA and in SA. The 
three constructs investigated (aesthetic and ontological 
orientations and attitude towards wine) were measured 
through a total of 16 items. The aesthetics and ontology 
aspects were measured using a 7-point rating scale, and 
attitude towards wine was measured using a semantic 
differential scale with 7 points. For the USA sample, data 
was collected online using Amazon’s Mechanical Turk 
tool. This method of data collection comes with 
significant benefits: it is relatively cost effective and 
provides broad access to different sample groups. 
Caution should however be taken with regard to the 
validity of the data collected on this platform 
(Buhrmester, Kwang & Gosling, 2011; Rouse, 2015). The 
following measures were therefore implemented to 
ensure that the responses obtained were valid: the 
expected time to complete the survey was determined 
and all responses in which the respondent took less than 
five minutes to complete the questionnaire were 
discarded. Secondly, a question testing respondents’ 
attention was included (namely, “answer 4 for this 
question” on the 7-point scale used), and those responses 
in which this question was answered incorrectly were 
also discarded.   
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The target population for the South African sample 
was Generation Y consumers, because they are argued to 
represent the next upcoming market for wine 
consumption in South Africa (Bester, 2012). University 
students were approached, as this presented an effective 
and affordable method to get immediate access to a 
sample of consumers from one generation. Students 
enrolled for five different modules at one of South 
Africa’s largest teaching Universities were approached 
before the commencement of their lectures to voluntarily 
complete the questionnaire in hard-copy format. The 
final samples obtained from both countries included 254 
responses from the USA and 232 responses from South 
Africa. This was the final number of questionnaires that 
were complete and useable and that were included for 
data analysis.  
 
Data analysis for Paper 4 

The collected data was analysed, starting with the 
calculation of descriptive statistics in the forms of means 
and standard deviation scores for each of the constructs 
(aesthetics, ontology and attitude). The factor structure 
of the three constructs being investigated was 
determined through a factor analysis, using principle 
component analysis, followed by a varimax rotation. A 
three-factor solution was extracted, explaining 58% 
variance for the USA sample and 64% variance for the SA 
sample. The resultant loadings obtained were also 
inspected and confirmed so that items expected to load 
together, and items expected to load separately, did so. 
This served to further confirm convergent and 
discriminant validity. The internal consistency reliability 
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of each of the constructs was tested through the 
calculation of Cronbach’s alpha coefficients, and the 
results indicated fair reliability.  
 

The two constructs measuring consumption 
behaviour (aesthetics and ontology) were split along 
their mean scores, providing a 2x2 matrix with high and 
low scores for each of the two constructs. This allowed 
for the identification of four different modes of luxury 
wine consumers per country. To determine the 
relationship between each of the four modes’ attitudes 
towards luxury wine brands, a one-way analysis of 
variance (ANOVA) was performed. The dependent 
variable was the summed value obtained for each 
country’s overall attitude towards the product brand 
category (APBC), and the independent variables were 
represented by each of the four modes. The F-test from 
the ANOVA indicated that the means were statistically 
different among the modes in each country. This was 
further confirmed by a robust-fit test for both samples. 
Huber’s M-estimates were used, as this test provides fit 
estimates for parameters that are less sensitive to 
outliers, compared to the usual least square estimates. 
Tukey-Kramer HSD was then used to compare the means 
for all pairs.     

 
1.4.4   Quality criteria  

 
Reliability 

Quantitative researchers demonstrate the 
credibility of their research results by establishing 
reliability. They achieve this by indicating that their 
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chosen measurements and the findings produced are 
stable, repeatable and generalisable (Hair et al., 2013). 
Cooper and Schindler (2008:710) describe reliability as 
“a characteristic of measurement concerned with 
accuracy, precision and consistency”. Reliability is also 
concerned with the estimates of the degree to which a 
particular measurement instrument is free of random 
error, and determining whether it can perform 
consistently, regardless of situational factors, of the time 
or of different conditions (Cooper & Schindler, 2008). 
Reliability is furthermore deemed a necessary 
contributor to validity, but not a satisfactory condition 
for validity on its own (Copper & Schindler, 2008).  
 

Paper 4 was the only one in which a quantitative 
approach was employed. A number of steps were taken 
to demonstrate the reliability of the measurement 
procedures used in this paper.  The researchers firstly 
identified and obtained scales from academic sources 
that clearly explained how the scales were developed, 
then reviewed the results obtained from the 
measurements in those papers and the Cronbach’s alpha 
coefficients reported – a commonly applied estimate of 
the reliability of multi-item scales (Zikmund & Babin, 
2007). Once the data was collected for the study, the 
researchers focused on determining reliability by 
calculating Cronbach’s alpha coefficients for each of the 
scales. As this paper tested two different consumer 
samples, two Cronbach’s alpha coefficients were 
calculated for each scale used. The majority of the 
coefficients obtained were above 0.7, with only one 
coefficient between 0.6 and 0.7. Zikmund and Babin 
(2007) suggest that Cronbach’s alpha coefficients 
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between 0.6 and 0.7 indicate fair reliability, coefficients 
between 0.7 and 0.8 indicate good reliability, and 
coefficients between 0.8 and 0.95 are considered to 
represent very good reliability.   
 

Papers 1, 2 and 3 used qualitative approaches and 
collected data through in-depth interviews with 16 luxury 
consumers, and these interviews were recorded and 
transcribed. Pistrang and Barker (2012) state that 
qualitative researchers often adopt non-realist 
epistemologies, and therefore the concepts of validity 
and reliability cannot be applied straightforwardly in 
qualitative research. The reliability of the procedures 
used for these studies were demonstrated by 
implementing some of the guidelines proposed by 
Pistrang and Barker (2012). First, analysis of the data 
was conducted by researchers coming from different 
backgrounds. For Papers 1 and 2, the research themes 
were identified, discussed, cross-checked and concluded 
by two researchers. This enabled credibility checking of 
the themes identified and the establishment of coherence 
between the themes. The interview data collected for 
Paper 4 was analysed with a text analysis programme, 
and the themes were therefore identified through 
automation. In the case of all three papers, multiple 
quotations from the interviews were presented in the 
papers in order to demonstrate and substantiate the 
conclusions made and to achieve transparency.      
 
Validity 

The process of validation of measurement scales 
was applicable to and applied in Paper 4 of this thesis 
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because of its quantitative approach. As mentioned 
previously, establishing reliability is a necessary 
contributor for validity, but not a condition to establish 
validity (Cooper & Schindler, 2008). Measurement scales 
might prove reliable, but might not necessarily be valid – 
therefore validity also needs to be determined (Hair et 
al., 2013). Validity is predominantly concerned with 
demonstrating that a measure is able to measure what it 
is intended for (Hair et al., 2013) and that it yields an 
accurate and a truthful representation of a concept 
(Zikmund & Babin, 2007). When new scales are 
developed, measurement instruments are typically first 
assessed for validity using face and content validity. Face 
validity refers to a process where a researcher’s intuitive 
evaluation and expert judgement is employed to 
establish whether a set of statements seem appropriate 
for measuring what they are intended for (Hair et al., 
2013). Content validity is similar to face validity, but uses 
rigorous statistical assessment to determine the extent to 
which a construct is representative of all the relevant 
dimensions, and is conducted before the data is officially 
collected for a study (Hair et al., 2013).   
 

Once the formal data collection phase is 
concluded, and particularly when multi-item measures 
have been employed in a study, the validation of the 
measures through an examination of convergent and 
discriminant validity is recommended (Hair et al., 2013). 
Convergent validity is concerned with statistically 
determining whether multiple items measuring the same 
construct share a high proportion of variance, preferably 
more than 50%. Discriminant validity, by contrast, is 
assessed by determining the extent to which a construct 
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differs from other constructs (Hair et al., 2013). The 
research conducted in Paper 4 used existing measures 
taken from the literature, and these were validated using 
both convergent and discriminant validity. A factor 
analysis was conducted, using a principle component 
analysis, followed by a varimax rotation. The factor 
structure obtained and the resultant loadings were then 
inspected to establish support for the convergent and 
discriminant validity of the three constructs measured in 
the study. 

 
Credibility is the corresponding term used to refer 

to validity when conducting qualitative research (Hair et 
al., 2013; Pistrang & Barker, 2012). The term is used to 
describe “the degree of rigor, believability and 
trustworthiness established by qualitative research” and 
triangulation is the technique most often associated with 
credibility (Hair et al., 2013:227). Triangulation requires 
that the research inquiry be addressed from multiple 
perspectives, and includes several techniques. Papers 1, 2 
and 3 of this thesis adopted a qualitative approach and 
collected data using in-depth interviews. In order to 
establish the credibility of the research findings 
presented in these three papers, a number of the 
triangulation techniques proposed by Hair et al. (2013) 
were employed. The analysis of the data was conducted 
by researchers coming from different backgrounds (one 
residing in a developing market and one in a developed 
market), and a lengthy process was employed to sample 
the consumers that participated in these three studies to 
ensure that the findings provided selective breadth and 
different perspectives on luxury consumption. A market 
research specialist was approached to assist with the 
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accurate identification and sourcing of consumers, and 
care was taken to ensure that each of the consumer’s 
profiles corresponded with one of the four luxury 
consumer profiles in South Africa developed by Atwal 
and Bryson (2014).  
      
Generalisability 

Generalisability is concerned with the extent to 
which the results of a study may be generalised to the 
rest of the population (Hair et al., 2013). In the case of 
conducting quantitative research, the sampling method 
employed determines the extent to which the findings 
are generalisable (Cooper & Schindler, 2008). 
Probability sampling specifically refers to a concept of 
random selection and uses a controlled procedure which 
provides each population element with a known nonzero 
chance of being selected. The use of this sampling 
approach allows for the results to be generalised to the 
rest of the population (Cooper & Schindler, 2008). Non-
probability sampling, alternatively, is an approach where 
the population elements’ probability of being selected is 
unknown, and therefore the use of this technique does 
not allow for generalisability (Cooper & Schindler, 
2008). Paper 4 used a non-probability sampling method 
to collect data from respondents in two countries. 
Considering that the objective of the study was to test the 
relevance of a typology across two consumer samples, 
and not to obtain cross-sections of the respective 
populations, this sampling method was deemed 
sufficient (Cooper & Schindler, 2008) and the results 
may be treated as indicative. 
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Papers 1, 2 and 3 employed a qualitative approach 
and exploratory research designs. Establishing 
generalisability for the results obtained for exploratory 
studies is generally not a requirement (Cooper & 
Schindler, 2008). Exploratory approaches were 
employed in these papers because of the limited research 
available on luxury brands in emerging markets (Atwal & 
Bryson, 2013; Steinfield, 2015), and the objectives were 
to uncover numerous aspects of consumers’ behaviour in 
the context of luxury brands in order to reveal themes 
and aspects that may be further explored and tested in 
future research.   
 

The structure of the individual papers and the 
main findings are discussed in the following section.  

 

1.5   Structure of the individual papers and main 
findings 
 

An overview of the four papers, each of which 
addresses one of the four research questions developed, 
is discussed in this section. The research area addressed 
in this thesis is formulated as follows: 
 
Research area:  Assessment of the behaviour of 

the members of luxury 
consumer segments in the 
South African market 

 
The individual research questions, each linked to 
addressing the main research question, were formulated 
as follows: 
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RQ1:  What motivates the members of different 
luxury consumer segments to purchase 
luxury brands?   

 
RQ2: How do the members of different luxury 

consumer segments co-create luxury 
brands? 

 
RQ3:  Can an analysis of the members of different 

luxury consumer segments’ use of language 
provide unique insights about their  
luxury behaviour?  

 
RQ4:  Can a typology that classifies consumers 

according to their aesthetic and ontological 
orientations prove relevant to identifying 
luxury wine segments and their 
accompanying behaviour in the South  
African market?   

 
The four papers are all aimed at exploring the 

behaviour of different luxury consumer segments in the 
emerging South African market. An overview of each 
paper’s purpose and accompanying methodology is 
discussed next, followed by the main findings of each 
paper. 
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1.5.1   Paper 1: Opportunistic luxury branding: 
Understanding perceptions of brand authenticity in 
an emerging market context  
 

Citation: Stiehler, B.E. & Tinson, J. (2015). 
Opportunistic luxury branding: Understanding 
perceptions of brand authenticity in an emerging market 
context. Journal of Global Business and Technology, 
11(1):39-55.  
 

The purpose of this paper is to answer Research 
Question 1 formulated in this thesis: 
 

RQ1:  What motivates the members of different 
luxury consumer segments to purchase luxury brands?  
 

This research question was developed in response 
to a number of calls for future research, including 
specific calls for a better understanding of what drives 
luxury consumption in a market that is described as 
complex (Atwal & Bryson, 2014), as well as of how luxury 
brands are authenticated (Beverland, 2008) in a market 
that is fairly new to luxury (Atwal & Bryson, 2013) and in 
light of price discrepancies observed in the market 
(Wong, 2012). The research paper aims to develop an 
understanding of luxury brand behaviour in the South 
African luxury market, focusing on what motivates 
consumers to purchase luxury brands, how they 
authenticate luxury brands, and their reactions to 
opportunistic luxury brands entering the South African 
market. 
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This paper employed a qualitative approach and 
exploratory design, collecting data from 16 luxury brand 
consumers using in-depth interviews. The participants 
were selected based on the similarities they shared with 
the four proposed luxury consumer profiles found in 
South Africa (see section 1.2.7, 1.4.3 and the Appendix), 
proposed by Atwal and Bryson (2014). The data was 
recorded, transcribed, and analysed from an interpretive 
analytical stance. The coding was driven deductively and 
inductively, allowing for the identification of themes that 
correspond with existing literature as well as for that of 
new and unanticipated themes. 
 

The study indicates that all consumer profiles were 
predominantly motivated to purchase luxury for its 
functional components (what the brand can do) and 
experiential components (subjective individual value), 
that they were highly driven by the quality associated 
with luxury brands, and showed a strong preference for 
purchasing international as opposed to local luxury 
brands. The consumers were also driven by the brands’ 
reputations and the number of years the brands had been 
on the market. They communicated that wearing luxury 
made them feel good and that they perceived luxury 
brands to be more durable.   
 

With regard to the authentication of brands (see 
section 1.3.2 for an explanation of the authenticity types 
and cues), the use of pure authenticity and indexical cues 
was evident amongst all consumers interviewed. 
Consumers’ showed a heavy reliance on authenticating 
brands based on where the brands are purchased. 
Consumer reactions to the presence of opportunistic 
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luxury brands suggested that they generally did not 
perceive these brands as authentic, and some expressed 
anger and frustration with the fact that South Africans 
are charged more for these brands. Consumers however 
expressed that the place of purchase and the price 
created the perception of luxury among South African 
consumers, and that this is why this perception exists 
about these brands.  
 
 

 
 

 
 

 
 

 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 



77 

 

1.5.2   Paper 2: Co-creating luxury brands in an 
emerging market: Exploring consumer meaning 
making and value creation  
 

Citation: Stiehler, B.E. (2016). Co-creating luxury 
brands in an emerging market: Exploring consumer 
meaning-making and value creation. Qualitative Market 
Research: An International Journal, 19(4):426-432.  
 

The purpose of this paper is to addresses Research 
Question 2 formulated for this thesis: 
 

RQ2: How do the members of different luxury 
consumer segments co-create luxury brands? 
 

This research question was formulated to respond 
to calls to better understand brand literacy and 
knowledge in emerging markets (Schroeder et al., 2014), 
how brand value is assigned and co-created (see section 
1.3.2 for different value types) in different markets 
(Tynan et al., 2010), to explore the contextual role of 
luxury (Berthon et al., 2009), and to propose a new 
framework to deepen the understanding of how value is 
created (Fournier & Avery, 2011). This paper is 
concerned with gaining insight into consumers’ 
knowledge of luxury brands, as well as into how they 
assign meaning to and co-create luxury brands, and how 
they derive value from luxury brands. The paper also 
aims to uncover the role of consumers’ context. 

   
This paper used a qualitative approach and 

exploratory design. The data was collected using in-
depth interviews with 16 luxury consumers, and 
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employed a combination of direct answers and the use of 
projective techniques during these interviews. The 
consumers were identified according to the similarities 
shared with the four luxury profiles in South Africa (see 
section 1.2.7, 1.4.3 and the Appendix), identified by Atwal 
and Bryson (2014). The interviews were transcribed and 
analysed using an interpretive analytical stance, and the 
coding was driven deductively to identify similarities 
with existing findings, as well as inductively to allow for 
the emergence of new themes and knowledge. 
 

The study found differences between the four 
segments, with regard to their levels of brand knowledge, 
and indicates how this plays a part in consumers’ 
construction of brand meaning. This was done by 
examining their answers to questions related to their 
favourite luxury brands, as well as the sources they 
approached to learn about luxury brands. The Deluxe 
aspirers had the lowest levels of brand knowledge, and 
can be understood to construct brand meanings that 
include status and recognition. The Self-made segment 
demonstrated a higher level of knowledge than the 
Deluxe aspirers, and assigned luxury brand meaning that 
represents a need for uniqueness and differentiation of 
the self. The Business magnate and Money aristocracy 
segments both revealed high levels of luxury brand 
knowledge, and a good knowledge of luxury brand 
pricing in particular. The Business magnate segment 
constructed the meaning of luxury brands as 
representing investments and value for money. The 
Money aristocracy assigned brand meanings that 
represent their personal heritage and lifestyle.  
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The in-depth discussions with each of the four 
segments about the meaning of luxury brands revealed 
insights into the value types that they associated with 
luxury brands, and provided cues with regard to the 
context within which these segments are most likely to 
consume luxury brands. The Deluxe aspirers assigned 
the highest importance to the utilitarian value of luxury, 
and their discussions indicated that they derive the most 
value from luxury when consuming it in a social context. 
The Self-made segment placed a strong emphasis on the 
outward directed value derived from luxury, but also 
expressed a high need to reward the self, which suggests 
that the most value is derived in this segment when 
luxury is consumed within an individual context. The 
Business magnate segment derived a strong inner-
directed value from luxury brand purchases, and similar 
to the Self-made segment, placed a strong emphasis on 
the reward aspect of luxury, which suggested that they 
too derived the most value from consuming luxury in an 
individual context. The Money aristocracy segment 
placed the most emphasis on aspects that suggest that 
they derive a strong inner-directed value from luxury, 
but their high need to display their rank in society 
suggested that they derive the most value from 
consuming luxury in a social context.   
 

Based on the findings pertaining to the value and 
contextual aspects, a conceptual framework was 
developed (see Figure 3) to indicate the value derived 
from each of the four segments of luxury consumers, and 
the context in which luxury consumption holds the most 
meaning for each particular segment.                             
 



80 

 

Figure 3   Framework of luxury consumers 
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1.5.3   Paper 3: Gaining quantitative insights from 
qualitative data: Evidence from luxury brands in an 
emerging market   
 

Citation: Stiehler, B.E., Caruana, A., Pitt, L. 
(2016) Gaining quantitative insights from qualitative 
data. (Submitted – International Journal of Consumer 
Studies) 
 

This paper addresses Research Question 3 
formulated for this thesis: 
 

RQ3:  Can an analysis of the members of different 
luxury consumer segments’ use of language provide 
unique insights about their luxury behaviour? 
 

This research question was rooted in observations 
that emerging market consumers, specifically South 
African consumers, are complex, dynamic and poorly 
understood (Atwal & Bryson, 2014; Deloitte, 2014; 
Schroeder et al., 2014; Spire Research, 2011). A need was 
identified to analyse consumers in this market from a 
unique perspective that would provide both objective and 
deep insights. This research question also responds to 
Roper et al.’s (2013) work, in which they suggest that 
consumers should be analysed based on their language 
use. These researchers have issued a call to explore 
consumer discourse among different types of luxury 
consumers. Language is argued to provide insight into 
how consumers construct knowledge about the world 
and assign meaning within it (Roper et al., 2013). The 
purpose of this paper is to explore whether an analysis of 
consumers’ language as they discuss luxury brands may 
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provide deep insights into their luxury consumption 
behaviour, and to explore whether unique market 
segments may be developed from this analysis of 
language. 

 
The objectives of the paper required the use of a 

qualitative approach and exploratory design, so that 
qualitative data could be obtained which allowed the 
researchers to analyse different luxury consumers’ 
language. In-depth interviews were conducted with 16 
luxury consumers in the South African market, and the 
discussions were recorded, transcribed and then 
analysed with the text-analysis programme DICTION. 
The programme’s five major categories (see section 1.4.3, 
under analysis for Paper 3 for a discussion of each 
category) were used to identify the underlying 
dimensions of these consumers’ language as they 
discussed luxury brands. The DICTION analysis 
produced numeric scores for all 16 consumers for each of 
the five language dimensions. These scores were 
analysed statistically by grouping consumers into 
clusters and using hierarchical cluster analysis. This 
produced four segments of luxury consumers, which the 
researchers named: Everyday luxury, Luxury treasures, 
Functional luxury and Passionate luxury.  
 

The segments were identified and described based 
on the scores obtained for each dimension in the 
DICTION output, as well as a review of the consumers’ 
conversations, producing results that contain both 
precision and depth. The Everyday luxury segment 
revealed characteristics that suggested that these 
consumers were driven to purchase luxury for use on an 
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almost daily basis, to fit into the different roles presented 
to them during their everyday lives. The Luxury treasures 
showed characteristics that suggested that they bought 
luxury for special occasions and saved to purchase the 
items and treasured each purchase. The last two 
segments consisted of only one person each, and differed 
substantially from the other two segments. The member 
belonging to the Functional segment demonstrated a 
high need to purchase luxury products that meet a 
specific level of functionality, whilst the member 
classified under the Passionate luxury demonstrated a 
drive to purchase luxury that is fuelled from a personal 
passion and love for luxury brands.      
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1.5.4   Paper 4: Using an aesthetic and ontology 
framework to investigate consumers’ attitudes 
towards luxury wine brands as a product category: 
Evidence from two countries    
 

Citation: Stiehler, B.E., Caruana, A. & Vella, J. 
(2016). Using and aesthetic and ontology framework to 
investigate consumers’ attitudes towards luxury wine 
brands as a product category: Evidence from two 
countries. International Journal of Wine Business 
Research, 28(2):154-169.  
 

The purpose of this paper is to answer Research 
Question 4:  
 

RQ4:  Can a typology that classifies consumers 
according to their aesthetic and ontological orientations 
prove relevant to identify luxury wine segments and 
their accompanying behaviour in the South African 
market?   
 

This research question was developed by carefully 
combining different calls for future research: Lockshin 
and Corsi (2012) state that luxury wine consumption in 
emerging markets is speculative and in need of better 
understanding, while Berthon et al. (2009) call for 
further research on the ephemeral aspects of luxury, and 
propose a typology to classify luxury consumers. Fischer 
et al. (2010) argue that a brand’s relevance in a product 
category will change across cultures and countries. 
Bester (2012) argues that South Africa’s Generation Y 
consumers represent a lucrative future market for the 
wine industry and should be investigated.  The paper is 
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predominantly concerned with testing the relevance of 
Berthon et al.’s (2009) typology in South Africa, and in 
addition, determines consumers’ attitudes towards 
luxury wine brands as part of a product category.  
 

This paper used a quantitative approach and 
descriptive research design. Data was collected on 
consumers’ aesthetic and ontological orientations, as 
well as their attitudes towards luxury wine brands, from 
two different countries (the USA representing a 
developed luxury wine market and South Africa 
represented a developing luxury wine market) using a 
structured questionnaire. The final sample obtained from 
both countries included 254 responses from the USA and 
232 responses from South Africa. This was the final set of 
questionnaires that were complete and useable and that 
were used for data analysis (see section 1.4.3 for a 
detailed review of the methodology). 

 
The results of the study indicated that the typology 

proposed by Berthon et al. (2009) proved useful to 
understanding and classifying consumers from the USA 
and South Africa into different modes of luxury 
consumers. In addition, the study also revealed that the 
members of the modes identified differed in their 
attitudes towards luxury wine. The four modes included 
the Postmodern, Wabi Sabi, Modern and Classic (see 
section 1.3.2 for a detailed description of each).  
 

The following section provides a summary of the 
key findings for each of the four papers. 
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1.6   Summary of findings 
 

The research area, the four developed research 
questions, and a summary of the key findings from the 
research papers are presented in Figure 4 and 5 
respectively. The objective of these figures is to supply a 
summarised view of the findings of all four papers, 
indicating how these findings contribute towards 
answering each of the research questions and addressing 
the overall research area. Summarised details of the 
findings for the different luxury consumer segments are 
also provided in these figures. 
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Figure 4   Thesis framework with summary of key findings for 
sub-section 1, Papers 1, 2 and 3  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 

Motivators of luxury per 
luxury components: 

- Experiential and 
Functional components 
of luxury predominant 
motivators to purchase 

- Symbolic component 
predominant only 
amongst the Deluxe 
aspirer and Self-made 

General motivators to 
purchase luxury: 

- Quality, reputation, feel-
good, perception of 
durability, number of 
years in the market, 
international image 

Authentication of luxury: 

- Pure authenticity and 
indexical cues 
predominant forms of 
authenticity  

- Heavy reliance on 
location of purchase and 
physical appearance of 
purchase 

- Approximate and iconic 
cues used somewhat by 
Deluxe Aspirers 

- Approximate and moral 
authenticity and use of 
iconic cues – Used by 
Self-made, Business 
magnate and Money 
aristocracy 

- Opportunistic luxury 
brands – not perceived 
authentic by most  

Luxury brand knowledge 
and meaning: 

- Deluxe aspirers – least 
knowledgeable and 
constructed luxury brand 
meaning of status and 
recognition 

- Self-made – higher 
knowledge level and 
constructed luxury 
meaning of uniqueness 
and differentiation 

- Business magnate – 
good level of knowledge, 
constructed meaning of 
investments and value for 
money 

- Money aristocracy – 
good level of knowledge, 
constructed brand 
meanings representing 
personal heritage and 
lifestyle  

Luxury value and context:  

- Deluxe aspirers – high 
outer-directed value, 
social consumption 
context 

- Self-made – strong 
outward directed value, 
individual consumption 
context 

- Business magnate – 
strong inward-directed 
value, individual 
consumption context  

- Money aristocracy – 
high inward-directed 
value and social 
consumption 

Dimensions extracted 
from language 
discussing luxury: 

- Four segments of 
luxury consumers 
extracted based on 
their use of language 

- Everyday luxury – 
high levels of 
Commonality and 
Activity, suggesting 
confident luxury 
segment that regularly 
purchases and uses 
luxury  

- Luxury treasures – 
high levels of 
Optimism and 
Commonality, luxury 
purchases are done 
irregular and 
purchases are highly 
valued and treasured 

- Functional luxury – 
high levels of Activity 
and Realism, highly 
values functionality of 
luxury purchase and 
very focused on the 
purpose served by the 
purchase 

- Passionate luxury – 
high levels of 
Commonality and 
Optimism, highly 
emotional and 
passionate about 
luxury purchases, yet 
conservative and 
preference for 
purchasing classic 
luxury brands  
   

Research area: 
Assessment of the behaviour of 

the members of luxury 
consumer segments in the 

South African market 

Sub-section 1: 
Durable luxury product 

category 
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Figure 5   Thesis framework with summary of key findings for 
sub-section 2, Paper 4  
 

 

 

 

 

 

 

 

  

Research area: 
Assessment of the behaviour of 

the members of luxury 
consumer segments in the 

South African market 

Sub-section 2: 
Non-durable luxury product 

category 

Luxury wine behaviours: 

- Typology revealed insights into 
luxury wine behaviours in SA  

- Typology proved relevant to 
classify consumers across two 
countries into different luxury wine 
modes 

- Both countries, consumer samples 
identified from largest to smallest 
as: Modern, Wabi Sabi, Classic, 
Postmodern  

- Wabi Sabi and Classic modes are 
both expert wine consumers –  
suggesting potential presence of 
fairly large luxury wine experts in 
SA Generation Y market  

Attitudes towards luxury wine 
brands: 

- SA sample: Wabi Sabi, Classic, 
Postmodern shared similar 
attitudes whilst Modern (largest 
sample) differed and  showed low 
interest in the luxury wine brands 

- USA sample: Postmodern and 
Modern shared similar attitudes, 
Classic and Wabi Sabi shared 
similar attitudes. Aesthetic 
orientation plays potential role in 
the attitude towards luxury wine 
brands 
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1.7   Theoretical contribution of the thesis 
 
Research overview 

At the commencement of this study in 2014, the 
literature on luxury consumers in the emerging market 
of South Africa was limited to industry reports and 
articles on the general opportunities for luxury on the 
African continent (Atwal & Bryson, 2013; Deloitte, 2014; 
KPMG Africa, 2014; McKinsey, 2014), and a textbook 
chapter dedicated to luxury brands in South Africa 
(Atwal & Bryson, 2014). A review of sources which 
focused on consumer behaviour in emerging markets 
(Schroeder et al., 2014; Spire Research, 2014) and Africa 
in particular (Deloitte, 2014; KPMG Africa, 2014; Atwal 
& Bryson, 2014), described consumers in these markets 
as experiencing rapid social and political changes, 
resulting in fast-changing consumer psyches. These 
consumers were also described as complex and highly 
diverse.  
 

The macro level view of luxury (and the lack of a 
micro level view) found in industry reports and the 
review of the different sources on consumer behaviour in 
this market, led to the identification of a gap in the 
literature and the need to gain an improved 
understanding of different luxury consumer segments on 
the African continent. The continent however consists of 
over 50 countries (Countries of the World, 2017) and it 
was therefore decided to identify the market on the 
continent with the largest potential for luxury growth 
(Deloitte, 2014; KPMG Africa, 2014; McKinsey, 2014), 
leading to a focus on South Africa.  



90 

 

The characteristics reviewed of South African 
consumers in the textbook chapter described the market 
as consisting of a predominantly emblematic society 
which employs luxury in bold displays (Atwal & Bryson, 
2014). It was therefore decided that exploring luxury 
categories that can be used for outward display would be 
most relevant to understand consumer behaviour in this 
context. Categories of apparel, accessories and alcoholic 
beverages were therefore selected. A review of different 
growing alcoholic categories suggested that fine wine is a 
promising growth category in the alcoholic market 
(Euromonitor, 2014) and this was therefore selected in 
the alcoholic category to investigate behaviour in this 
context.  
 

A review of the limited academic literature, the 
industry reports and articles in the popular press led to 
the identification of the following gaps in the South 
African market.  
 

 The country’s complex history and diversity (Atwal & 
Bryson, 2014) suggested the need to gain initial 
insights into the behaviour and motivations to 
purchase luxury brands. 

 Its consumers are described as predominantly novice 
and a notion of opportunistic luxury brands (Atwal & 
Bryson, 2014; Wong, 2012; PwC, 2014) entering this 
market was discovered, proposing the need to explore 
how luxury is authenticated in this market. 

 The description of the market’s consumers as 
heterogeneous, exposed to rapid changing 
environments and as learning about luxury at a fast 
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pace (Atwal & Bryson, 2014; Schroeder et al., 2014; 
Spire Research, 2011), revealed the need to gain 
deeper insights with a focus on aspects such brand 
knowledge, the meaning and value of luxury and the 
role played by the consumers’ unique contexts. 

 The promising growth for fine wines in South Africa 
(Euromonitor, 2014), specifically within the 
Generation Y segment, which is described as a 
lucrative future market segment for securing future 
growth in this product category (Bester, 2012), 
foregrounds the need to explore luxury wine 
consumer behaviour in this segment.  

 
The identified needs summarised above were then 

matched with calls for future research and gaps in the 
international academic literature on luxury, in order to 
contribute to the broader body of literature on luxury. 
The research area and the specific research questions 
were then developed and the research process to obtain 
insights into South African luxury consumers 
commenced. 
 
Emerging contributions from the investigation related to 

Research Questions 1 - 3 

The first three research questions are stated again 
below. These questions were concerned with exploring 
the behaviour of the members of luxury consumer 
segments in South Africa, focusing specifically on the 
luxury product categories of apparel and accessories. 
 
RQ1:  What motivates the members of different luxury 
consumer segments to purchase luxury brands? 
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RQ2: How do the members of different luxury 
consumer segments co-create luxury brands?  
 

RQ3:  Can an analysis of the members of different 
luxury consumer segments’ use of language provide 
unique insights about their luxury behaviour? 
 

One of the first aspects encountered included the 
challenge of identifying luxury consumer segments in the 
South African market. The textbook chapter dedicated to 
luxury brands in South Africa provided an extant 
segmentation approach to luxury consumers in South 
Africa, describing four types of luxury consumers (Atwal 
& Bryson, 2014). This description was however very 
broad and further information needed to be obtained for 
the researcher to identify these consumers in the market 
more accurately. The broad descriptions of these profiles 
were compared to the South African Living Standards 
measure (LSM) and further supporting documents 
(Muller, 2009) describing the different LSM profiles and 
social classes in the South African market.  This provided 
important demographic information about these 
consumers that made them identifiable in the market 
place. Table 3 contains a summary of these 
characteristics for each consumer type in the market. 
This represents the first contribution made by this 
thesis. 
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Table 3   Demographic characteristics of luxury consumer types  

*The details of the process followed to identify the demographic 
characteristics can be viewed in the Appendix at the end of this 
chapter. The broad profile descriptions appear in section 1.4.3.   

 
This description was sent to a market research 

specialist, who used the information, along with a list of 
additional lifestyle questions (see the Appendix) to 
identify, qualify and sample a total of 16 participants for 
the study. These consumers were interviewed and the 
discussions were transcribed and analysed in order to 
address Research Questions 1, 2 and 3. The main 
contributions obtained from the research findings in 
each paper are reported on below.  
 

The first paper aimed to obtain an initial 
understanding of the motivators of luxury consumption 
from a poorly understood luxury market, to explore how 
consumers authenticated luxury, and to determine what 
their reactions were to opportunistic luxury. The second 
contribution of this thesis was obtained from the 
research conducted in Paper 1, and was developed from 
the initial review of luxury trends in emerging markets, 

Type: 
Deluxe 

aspirers 
Self-made 

Business 
magnate 

Money 
aristocracy 

LSM: 

Between 
LSM 7 

High and 
9 High 

Between 
LSM9 High 
and 10 Low 

10 High 
10 High (not 
working full-

time) 

Average 
household 

income: 

R12 000 – 
R25 000 

R26 000 – 
R39 000 

R42 000 + R42 000 + 

Age: 25 – 49 35 – 49 35 – 49 50+ 
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where it was discovered that international brands are 
entering emerging markets at substantially higher prices. 
This was termed opportunistic luxury brands as it was 
found that some consumers confusingly perceived these 
brands as luxury. This novice concept presents numerous 
opportunities for further research.  
 

Paper 1 further incorporated Berthon et al.’s 
(2009) components of the luxury concept, and therefore 
contributed to an understanding of the predominant 
component of the luxury concept in the South African 
market and indicated the relevance of the luxury concept 
to different contexts. The works by Grayson and 
Martinec (2004) and their call to apply their developed 
authenticity cues to different markets was addressed and 
explored in this context. Beverland et al.’s (2008) 
authenticity types were incorporated, demonstrating the 
applicability of their authenticity cues to this specific 
market, and revealing the dominant authenticity types 
that were applied by South African luxury consumers.  
 

Paper 2 focused on gaining deeper insights into 
consumers’ levels of brand knowledge, assigning of 
meaning, value co-creation and consumption context. 
This research addressed Schroeder et al.’s (2014) call for 
scholarly work on consumers’ brand literacy in emerging 
markets. It also responded to Schembri’s (2009) work 
demonstrating how consumers’ assigning of meaning to 
brands leads to a process of brand co-creation. 
Furthermore, Tynan et al.’s (2010) call to further luxury 
brand value co-creation in different markets is 
addressed, followed by Fournier and Avery’s call for a 
new proposed value framework (2011) and Berthon et 
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al.’s (2009) advocacy of considering consumer context to 
understand luxury consumption. The third contribution 
of this thesis is contained in the second research paper 
and includes the development of a unique framework 
that classifies luxury segments according to the value 
they derive from luxury brands. This framework can be 
viewed in section 1.5.2.  
 

Paper 3 aimed to gain insights into luxury 
consumers’ behaviour by analysing their use of language 
as they discussed luxury brands. This research responded 
to the call by Roper et al. (2013), in which they argue that 
consumers construct brands through their use of 
language. The fourth contribution of this thesis is the 
development of four unique market segments in this 
context, based on an analysis of their use of language. 
The analysis predominantly clustered the two largest 
consumer segments according to their luxury usage 
(whether they used luxury every day or treasured it and 
only bought it for special occasions). The other two 
segments consisted of one member each, and one 
member showed a strong drive to purchase luxury 
mainly for its functionality, and the other showed a 
passion and love for classic luxury brands.        
 

These three papers addressed several calls for 
future research and extended and demonstrated the 
applicability of numerous concepts to this specific 
market context, but the fifth and most important 
contribution made in this thesis resides in the 
combination of the findings obtained from all these 
theoretical aspects, which provides a holistic summary 
and picture of the behaviour of different luxury segments 
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in the South African market. This summary is presented 
in Table 4 and represents a widespread view of the 
behaviour of each of the luxury segments in this market. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

 

Special occasion usage Everyday usage Functionality 

Passion 

Individual context 

Social context 

Table 4   Behaviour of the members of different luxury consumer segments in South Africa  

 
 

 

Deluxe aspirers Self-made Business magnate Money aristocracy 

Motives 

Quality  
Functional and 

experiential component 
Somewhat by symbolic 

Quality 
Functional and 

experiential component 
Somewhat by symbolic 

Quality  
Functional and 

experiential component 

Quality  
Functional and 

experiential 
component 

Authen-
ticity 

Pure and indexical cues 
Pure/Approximate/ 
Moral and indexical 

and iconic cues 

Pure/Approximate/ 
Moral and indexical 

and iconic cues 

Pure/Approximate/ 
Moral and indexical 

and iconic cues 
Brand 
know-
ledge 

Low Fair Good Good 

Meaning 
 

Status and recognition 
 

Differentiating the self Investment value Heritage and lifestyle 

 
Value 

 
Outer-directed Outer-directed Inner-directed Inner-directed 

 

 



 

 

The first two rows (motives and authenticity) 
represent the core findings on the aspects that motivate 
each segment to purchase luxury, as well as the 
authenticity types and cues used by each segment to 
authenticate luxury (findings from Paper 1). The last 
three rows (brand knowledge, meaning and value) 
present each segment’s level of brand knowledge, the 
core meaning aspects they assign to luxury brands as 
well as the core value aspects they derive from luxury 
brands (findings from Paper 2). The brackets at the 
bottom of the figure indicate that the Self-made and the 
Business magnate segment derives the most value from 
consuming luxury in an individual context, while the 
Deluxe aspirers and the Money aristocracy derive the 
most value from consuming luxury in a social context 
(findings from Paper 2). The arrows at the top represent 
the results obtained from Paper 3. The arrow signifies 
how the segments’ luxury usage progresses on a 
continuum from purchasing mainly for special occasion 
usage (predominantly among Deluxe aspirers and 
somewhat amongst the Self-made and Business magnate 
segments), to purchasing mostly for everyday usage 
(somewhat among the Self-made and Business magnate 
segments, but mostly among the Money aristocracy). The 
two arrows that split from this usage continuum suggest 
the two Money aristocracy segment’s members that did 
not fit on this continuum. The analysis of one member’s 
language revealed a strong focus on purchasing luxury 
that is functional, while the other member purchased 
luxury out of a personal passion for luxury brands.  
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Emerging contributions from the investigation related to 

Research Question 4 

Paper 4 contributes to the literature by providing 
further insights into a newly identified lucrative market 
for wine in South Africa that is currently not well 
researched (Bester, 2012). The paper also responds to 
Lockshin and Corsi’s (2012) suggestion for further 
scholarly work by revealing insights into emerging 
market luxury wine consumers’ behaviour, thereby 
addressing the current lack of research available on these 
markets. The call from Berthon et al. (2009) to explore 
luxury’s ephemeral aspect is also addressed by testing 
and determining the usefulness of their theoretical 
typology to classify luxury wine consumers from two 
different markets.  
 

The sixth contribution of this thesis was the 
empirical testing and verification of Berthon et al.’s 
(2009) typology, confirming its relevance and ability to 
classify consumers in this market according to their 
aesthetic and ontological orientations. The seventh 
contribution of this thesis was the development of four 
unique luxury wine segments that are present amongst 
South Africa’s Generation Y cohort. Their scores in terms 
of aesthetic and ontological orientations further helped 
to uncover which segments are novice, and which are 
expert wine consumers. In addition, insight into their 
expected consumption behaviour is provided by their 
indication of whether they would be more likely to keep a 
luxury wine purchase or consume it shortly after the 
purchase. Fischer et al.’s (2010) call to explore the role of 
brand relevance in different product categories is also 
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addressed in this study, and was tested on the consumer 
modes from Berthon et al.’s (2009) typology. The 
findings interestingly revealed that three of the segments 
in the South African sample shared similar attitudes 
towards luxury brands, but that the largest sample 
differed significantly in their attitudes towards luxury 
wine brands as part of a product category and had a very 
low mean score. This suggested that the largest sample of 
luxury wine consumers in South Africa were fairly 
uninterested in luxury wine brands overall.  
 
The following section discusses the managerial 
implications of the research findings. 
 

1.8   Managerial implications 
 

The emerging South African market is described as 
one with tremendous potential for the future growth for 
luxury goods (Deloitte, 2014). The country has the status 
of a luxury shopping destination for consumers from 
across Africa, and is perceived to be an attractive point of 
entry for luxury brands to expand into the rest of Africa 
(Deloitte, 2014; Euromonitor, 2016). This makes it 
particularly important to understand luxury 
consumption behaviour within this market. The luxury 
brand categories explored in this thesis include luxury 
apparel and accessories, as well as luxury wines. This 
section discusses the implications of the findings from 
this thesis for managers. 
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General consumer motivations to purchase luxury and the 

implications for luxury brand marketing  

Quality was identified as such an important driver 
for luxury consumption that it is proposed to be a core 
code of luxury for the South African market. Ensuring 
that luxury items sold in this market are of a consistently 
high quality is therefore imperative to maintain an image 
of luxury. The four consumer segments interviewed 
revealed that the Deluxe aspirers and Self-made 
segments are the most driven to purchase luxury for 
status and image purposes. Advertising approaches 
emphasising these aspects of luxury will therefore work 
well when targeting these segments. Both these segments 
are also argued to present the greatest potential growth 
in this market, and it is further posited that image and 
status positioning will form an important approach to 
attract the majority of the market. The Business magnate 
and Money aristocracy segments were more driven by 
functional designs, as well as by lasting properties and 
high quality associated with luxury. Positioning luxury 
brands with an emphasis on these aspects should 
therefore resonate well with these two segments, and 
overly creative designs that don’t seem functional should 
be avoided. The Self-made and Business magnate and 
Money aristocracy segments further indicated a great 
need to justify luxury purchases as self-gifts and rewards 
for hard work. Their conception of luxury purchases as 
well-deserved indulgences may therefore also prove 
useful when targeting these three segments.  
 

International brands are greatly preferred in this 
market, and this preference gives global luxury brands an 
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immediate advantage upon entering this market. A 
strong perception exists that international brands are of 
a higher quality than local luxury brands, and this 
perception seems deeply rooted. It presents a challenge 
to local South African luxury brands and therefore 
positioning that employs too much emphasis on local 
origins is not recommended at this point in the market. 
The strong perception about international brands should 
also be carefully managed. As proposed in Paper 1, 
international brands which are not perceived to be 
luxurious in their countries of origin are entering the 
South African market at substantially higher prices, 
thereby creating the perception of being luxury brands. 
This notion was termed opportunistic luxury, and these 
brands seem to appeal most to the Deluxe aspirer 
segment, one of the largest luxury growth segments in 
this market. Importantly, this segment also possesses the 
least luxury knowledge. The other three segments 
however seemed to be more aware of this trend and 
indicated that they do not necessarily perceive these 
brands as luxury.   
 

Opportunistic luxury brands in this market 
wishing to maintain this position should therefore 
exercise caution to uphold the quality of their products, 
as failure to do so might raise suspicions of international 
brands overall, and particularly among the Deluxe 
aspirers. This could further reflect negatively on true 
international luxury brands entering the market, and this 
should therefore be carefully monitored by the luxury 
industry overall. Managers of true luxury brands need to 
work to educate consumers in this segment on the 
difference between international brands and 



103 

 

international luxury brands, to ensure that the 
distinction becomes clear. Consumers’ method of 
authentication shed further light onto why opportunistic 
luxury has found its way into the market, and provides 
insights that managers of true luxury can use to educate 
consumers on this important distinction. 
 
Consumer authentication of luxury brands and implications for 

luxury brand distribution, image and design 

Consumers tend to authenticate brands through 
physical inspections for quality, such as reviewing the 
stitching, the appearance of the logo and the tags on 
garments. Attention to the quality of luxury products 
therefore remains imperative and should not be 
neglected in products in this market. Location is also of 
utmost importance. The consumers interviewed 
consistently mentioned high-end malls in the Gauteng 
province, like Sandton City (a very upmarket and 
exclusive area in Johannesburg, South Africa), as 
locations they will visit to purchase luxury brands. 
Consumers placed a lot of trust in location, with some 
stating that location removed any doubt as to whether 
the brand bought was authentic. Managers should 
therefore be careful with their distribution and location 
decisions, and should not be tempted to grow their 
distribution to increase reach to locations with less 
prestige at the risk of damaging their brand’s authentic 
image.  
 

The Deluxe aspirers segment authenticated brands 
using cues that are readily available to them, such as 
location, appearance and price of the garments. If 
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opportunistic brands meet these cues, this segment tends 
to perceive them as luxury. The other three segments 
demonstrated more knowledge of luxury brands and 
apart from using similar cues (as the Deluxe aspirers) to 
authenticate brands, they also sought authentication by 
searching for a deeper connection to the brand’s image. 
They specifically showed a desire to purchase luxury 
brands that created the perception of true intent that is 
rooted in substance and credibility. It is therefore 
suggested that managers targeting these three segments 
invest in brand-building activities that will enhance the 
perception of credibility.  
 
Deep rooted aspects of luxury brand consumption behaviour 

in the South African market 

Similar to consumers in other markets, South 
African consumers were found to assign different 
meanings to brands, leading to a process of brand co-
creation that removes the brand from managerial input 
and control. This presents managers with a unique 
challenge. Understanding this and constantly monitoring 
the process of co-creation is crucial to effectively 
managing luxury brands in this market. 
 

The findings from an exploration of the co-
creation process reveal valuable insights for managers, 
and provide them with an understanding of deep-rooted 
drivers of luxury consumption that can aid in 
advertising, positioning, product design and pricing for 
each of the four luxury segments in this market. A useful 
framework that plots each of the four segments 
according their meaning, value and consumption 
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contexts is also provided and may be used by managers 
to guide decision-making when targeting each of these 
segments. The Deluxe aspirer segment assigned meaning 
to brands that represent status and recognition, highly 
valued the outer-directed value types of luxury brands, 
and seemed to obtain the most value from consuming 
luxury brands in a social context. This suggests that this 
segment will be attracted to luxury brands that are highly 
recognisable. A positioning emphasising status and using 
wide-spread advertising of the brand to ensure 
recognition should prove effective to target this segment.  
The Self-made segment tends to co-create luxury brands 
to represent meanings of personal differentiation. They 
valued the outer-directed aspects of luxury, mainly 
because the brands are seemingly used to communicate 
their equality to others, but their strong inward-directed 
need to reward the self through luxury purchases 
suggests that consuming these brands within an 
individual context provides the most meaning to this 
segment. Managers therefore need to strike a subtle 
balance in the positioning of luxury when attempting to 
appeal to this segment, emphasising the ability of luxury 
to provide consumers with feelings of equality among 
their peers and in their work environments. Marketing 
should also empower them on an individual level with 
feelings of self-reward and accomplishment.  
 

The Business magnate segment demonstrated a 
high need to purchase luxury as self-gifts and rewards, 
suggesting that inner-directed value and an individual 
consumption context carry the most value for this 
segment. This segment also travels a lot and its members 
are very aware of global luxury prices. Managers should 
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therefore strive to achieve as much consistency in their 
pricing across countries as possible. Furthermore, 
ensuring that products remain of high quality is crucial 
in order to continue to appeal to this segment. 
Advertising emphasising the quality, durability and 
lasting properties of the brand, as well as the purchasing 
of luxury as self-gifts and rewards, will work well with 
this segment.         
 

The Money aristocracy segment was very focused 
on using luxury brands to symbolise and secure their 
personal heritage and lifestyle, suggesting strong value 
assigned to the inner-directed aspects of luxury. Their 
need to symbolise their heritage however suggests that 
they derive the most value from consuming luxury in a 
social context. This segment seemed very sensitive to 
noticing people from lower income brackets purchasing 
and consuming luxury brands and managers wishing to 
maintain their appeal to this segment need to manage 
this carefully. This segment will easily be put off brands 
that become perceived as too commercial and widely 
available, and a classic luxury strategy where exclusivity 
and rarity is emphasised will appeal to this segment. 
 

The extraction of the underlying dimensions from 
consumers’ language as they discussed luxury presented 
further interesting insights for managers. Consumers 
from different segments, who demonstrated varied 
motivations to purchase luxury in the previous studies, 
could be clustered together in terms of how they used 
luxury. The two largest segments identified (the 
Everyday luxury and the Luxury treasures) showed a 
clear divide between those who purchase luxury for 
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everyday use (this segment predominantly consisted of 
the Self-made, Business magnate and Money aristocracy 
segments) and those who purchase it for special 
occasions and who treasure the purchases (this segment 
had the most Deluxe aspirers, but also some individuals 
from the Self-made and Business magnate segments). 
Managers could therefore also consider luxury from the 
perspective of consumer usage. Consumers purchasing 
luxury for everyday use will likely be more attracted to 
functional and comfortable designs, without forgoing 
uniqueness and style. Those purchasing luxury as 
treasures and for special occasions will likely be attracted 
to designs that make a statement.  
 
Luxury wine consumption drivers and their implications for 

growing luxury wine sales in the South African market 

The South African market is not perceived to be a 
well-developed wine drinking economy, but its 
Generation Y segment has been identified as one which 
has the potential for lucrative future growth in terms of 
wine consumption. The typology used to explore luxury 
wine consumption behaviour in this segment presents 
managers with a unique perspective as well as a method 
with which to classify and understand luxury consumers 
in the wine market. The typology also proved useful as it 
was able to classify consumers from both a developed 
and developing economy into different modes of luxury 
consumers.  
 

The four modes identified, from largest to smallest 
in both markets, included the following: The Modern, 
Wabi Sabi, Classic and Postmodern. Although the 
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sampling method does not allow for generalisation to the 
larger South African population, the results obtained 
may be used by managers as indicative of potential wine 
segments present in the Generation Y segment of this 
market. The size of the Modern mode suggests that the 
dominant consumer wine profile in this market consists 
of novice wine drinkers in need of status, who are likely 
to keep their purchases, as opposed to immediately 
consuming it. Positioning luxury wine brands as symbols 
of status and as collectables might therefore prove 
effective to this segment. An interesting finding was that 
the Wabi Sabi and Classic modes, who are both described 
as expert consumers, suggest that a potential large 
portion of expert consumers are potentially also present 
in this market.  
 

Both the Wabi Sabi and Classic segments show a 
high appreciation for the aesthetic qualities and the 
content of the wine, and positioning wine with an 
emphasis on aesthetics could prove effective among 
these segments. The Wabi Sabi, identified as the second-
largest segment, is however more likely to consume the 
wine than to keep it. Therefore, wine positioned as a 
highly valued experience, and as suited for opportunities 
where the wine will be appreciated and deeply enjoyed 
will work well with this segment. The Classic consumer is 
more likely to keep the wine, and supplying these 
consumers with reasons to build their wine collections 
should prove beneficial. The Postmodern mode is the 
most conspicuous consumer of all the modes identified, 
and members are described as novice consumers who are 
highly driven to consume wine to symbolise status. This 
segment is more likely to consume the wine than to keep 
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it, and combining this with their need for status suggests 
that luxury wines targeting this segment should supply 
these wines to upper-class outlets where these 
consumers will get the most value from consuming these 
wines publicly, thereby satisfying their need to flaunt 
their status.  
 

In addition to identifying the consumer modes, an 
analysis of each mode’s attitude towards wine brands in 
the luxury wine category was conducted. This analysis 
provides managers with additional insights to guide the 
extent of their investments into brands, by considering 
the perceived importance of the brands in a particular 
product category. Testing each mode’s attitude towards 
luxury brands in the luxury wine product category 
revealed that the largest consumer mode in South Africa, 
the Modern mode, differed significantly in their attitudes 
from the Wabi Sabi, Classic and Postmodern modes. In 
determining why this segment differed, it was discovered 
that they seemed to show an overall low interest in 
luxury wine brands as part of the luxury wine brand 
category. Seeing that this is the largest potential 
consumer mode in this market, managers will have to 
work on stimulating interest in the product category in 
this segment before investing heavily in branding 
activities. Once this has been achieved, considering that 
their behavioural profile suggests a high need for status, 
emphasising luxury wine brands’ status should prove 
useful.    
 

This section has provided luxury firms with 
numerous insights with regard to the behaviour of luxury 
consumer segments in this market, and their 
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accompanying implications. It is evident from these 
implications that this market is unique and that there are 
many aspects to consider in order continually grow 
demand for luxury brands in this emerging market. The 
next section provides recommendations for future 
research. 

 
1.9   Suggested future research 
 

While a review of the literature indicates that 
numerous studies have been conducted on luxury 
brands, studies on luxury brands in the South African 
market are limited. Emerging markets have only been 
introduced to luxury brands fairly recently (Atwal & 
Bryson, 2013), and the South African market in 
particular is described as an important market for future 
luxury growth (Deloitte, 2014). This thesis aimed to gain 
insights into the behaviour of different luxury consumer 
segments in this market, and its predominant 
exploratory approach and numerous findings suggest 
plentiful opportunities to conduct future research to 
further expand on these findings, as well as to test a 
number of the findings empirically. Additional avenues 
for future research are identified below.      
 
Regarding general motivations to purchase luxury 

 Empirical evaluation of the general motivators 
identified to consume luxury brands 

 Further exploration of consumers’ perceptions of 
international brands and testing the influence of an 
international image on consumers’ selection of luxury 
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brands amongst each of the four luxury consumer 
types in South Africa 

 Consumers’ differing levels of luxury brand 
knowledge and its implications for brand selection 
also provide additional avenues to explore how best to 
educate consumers in this market on luxury products 

 
Regarding the authentication of luxury 

 Testing consumer reactions to opportunistic luxury 
brands through an experimental design 

 Exploring the sustainability of opportunistic brand 
positions in the South African market 

 Empirically testing the different authentication types 
and cues   

 
Regarding luxury brand co-creation, value and consumption 

context 

 Statistical testing and verification of the value types 
consumers assign to luxury brands as identified in 
this thesis 

 The proposed value and context framework can be 
empirically tested and verified  

 Exploring consumers’ engagement with and co-
creation of luxury brands within online brand 
communities might also allow for obtaining insights 
into understanding how brands are co-created outside 
of the control of management within an online 
environment 
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Regarding consumers’ discourse analysis from luxury brand 

conversations 

 The DICTION software can be further applied to 
analyse even larger samples of consumer 
conversations about luxury brands to determine 
the possibility of more potential segments in this 
market, and to test the rigor and relevance of 
DICTION as a text-analysis tool in this context   

 Other text analysis programmes or methods of 
discourse analysis can be explored to analyse 
consumer conversations about luxury  

 An analysis of consumers’ online conversations 
about luxury, using a text analysis programme, 
might also provide interesting insight about 
language pertaining to luxury on online platforms  
 

Regarding luxury wine consumption behaviour 

Further studies on luxury wines in South Africa are 
needed, as this is an underexplored category of 
luxury: 
 

 Studies focusing on educating consumers on wine 
and how to stimulate interest in the product 
category proves necessary from the findings 

 The study conducted only measured consumers’ 
attitudes towards brands from Fischer et al.’s 
(2010) BRiC scale, and other parts of the BRiC 
scale could provide interesting additional insights 
for guiding investments in developing luxury wine 
brands 
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 General consumption behaviour, consumption 
occasions, and consumer price perceptions of 
luxury wines can also be explored 

 Testing the luxury typology on another segment of 
consumers in South Africa     

 

1.10   Conclusion 
 

South Africa is described as an important market 
for the growth of luxury brands on the African continent, 
but limited knowledge is available on the behaviour of its 
luxury consumer segments. This thesis aimed to address 
this gap in the literature by gaining a number of insights 
into the behaviour of different luxury consumer 
segments in this market. The thesis also aimed to add to 
the knowledge on luxury consumers’ behaviour in South 
Africa, and to address calls for future research in the 
academic literature, thereby growing the overall body of 
literature on luxury.  
 

A comprehensive profile to identify luxury 
consumers in the South African market was developed, 
general consumer motivations that drive luxury 
purchases have been reported on, as well as consumers’ 
authentication of luxury brands. The notion of 
opportunistic luxury brands found in this market is also 
introduced and its implications have been explored. A 
focus on how consumers assign meaning and value to 
luxury brands, how they co-create luxury brands, and the 
role played by consumer context in understanding their 
consumption behaviour is revealed. An innovative 
approach to understanding luxury consumption is also 
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employed, demonstrating how insights about consumers’ 
luxury behaviour can be obtained from analysing the 
language they use when discussing luxury brands. South 
Africa’s upcoming Generation Y consumer segments’ 
behaviour with regard to luxury wine purchases are 
reported, including their attitudes towards luxury wine 
brands. 
 

The full papers addressing each of the research 
questions developed in this thesis are presented in the 
following chapter.     
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1.   Development of consumer profiles for 
sampling 
 

The researcher commenced with an overview of 
the South African population statistics and economic 
performance. At the time of identifying consumers to 
sample for the interviews (at the end of 2014), the 
population of South Africa stood at 51 million people, 
with the majority of the population’s economically-active 
population being between the ages of 25 and 59 (BRICS, 
2013). The  province that makes the largest contribution 
to the country’s GDP (35.4% in 2014) and which is home 
to 45% of the country’s highest-earning individuals was 
the Gauteng province. This province is also home to a 
number of luxury brands including Gucci, Louise Vuitton 
and Burberry. Sampling participants residing within the 
Gauteng province therefore were considered to be 
promising.  
 

The descriptions were then further compared to 
those of the fourteen different consumer profiles 
provided by South Africa’s Living Standard 
Measurement (LSM) tool.1 This tool was developed by 
the South African Audience Research Foundation 
(SAARF) in the 1980s and aims to segment the 
population according to living standards rather than 
income alone (SAARF, 2014). Using this segmentation 
tool, South Africa is divided into a total of 14 segments 

                                                           

1
 A detailed description of South Africa’s LSM profiles can be viewed at 

www.saarf.co.za. The LSM 2013 description was used to develop these 
profiles.  

http://www.saarf.co.za/
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consisting of LSM 1 (poorest living standards), LSM 2 to 
6, and LSM 7 to 10 Low (L) and High (H), with LSM 10H 
representing the best living standard and the elite in 
South Africa (SAARF, 2014). 
 

In terms of class, Table 1 summarises where each 
LSM can be situated: 

 
Table 1   LSM according to population class 
 

Market 
category 

LSM 
Percentage of 
South African 

Population 

Average 
household 

income 

Traditional 
Market 

1-3 
21,6% 

 
R1 480.00– 
R2 581.00 

Transitional 
Market 

LSM 4-5 30% 
R3 178.00– 
R4 310.00 

Middle Class LSM6-7 Low 22.7% 
R6 669.00–
R10 069.00 

Upper 
Middle Class 

LSM 7 High – 10 
Low 

22,7% 
R12 895.00–
R32 451.00 

Elite LSM 10 High 3% R40 695.00 

 

Source: Muller (2009) 

 
When comparing the characteristics of the four 

luxury brand profiles to those of the LSM groups, it 
seems that the majority of these luxury brand consumers 
fall in the South African LSM 7H to 10H groups, which 
represents the Upper Middle Class to the Elite. Based on 
the description of each profile’s living standard and 
average household income, it was concluded that those in 
the Money aristocracy profile were most likely to reside 
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in the LSM 10H group, and do not necessarily work full 
time, while those in the Business magnate profile will 
most likely reside in the 10H groups of individuals who 
do work full time. Individuals in the Self-made profile 
seemed most likely to fall between LSM 9H and 10L, and 
the Deluxe aspirers between LSM 7H and 9L, consisting 
of individuals who work full-time.  
 

The respondents sampled for this study had to be 
representative of each of the four identified profiles, in 
order to obtain an understanding of all the luxury brand 
consumer segments. At the same time, the selection of 
participants should be representative of South Africa’s 
different race groups. The estimated population statistics 
per race group in Gauteng for 2014 comprise around 74% 
Blacks and 14% Whites (Department of Finance: Gauteng 
Province, 2011). These are the two biggest population 
groups in Gauteng, and were therefore included in the 
sample. With specific regard to the racial profiles 
(focusing only on Black and White consumers) where 
these segments are proposed to reside (the LSM 7H to 
10H) the Upper Middle Class is estimated to consist of 
47% Whites and 36% Blacks, while the Elite is estimated 
to consist of 77% Whites and 13% Blacks.   
 

When looking at the age groups in terms of 
working full time, the majority of people who work full 
time in the LSM 7H segment are aged between 25 and 34 
years (43%), while the majority in LSM 8L (47%) to LSM 
9L (46%) are aged between 35 and 49 years. The 
majority of the LSM 9H (46%) and LSM 10H (48%) 
segments are also all aged between 35 and 49 years. 
Those individuals who are not employed full time in the 
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LSM 10H segments consist of a majority age group of 
50+ (31%) (SAARF, 2014).  
 

A total of 16 respondents, four per type of luxury 
consumers, were selected to be interviewed. A sample 
size of 16 is in line with the sample size used in a 
previous study where interviews were conducted on the 
topic of brands and branding in an international context 
(Brecic, Filopovic, Gorton, Ognjanov, Stojanovic & 
White, 2013). Based on the information discussed about 
these segments, Table 2 provides a breakdown of 
respondents per type, LSM, average household income, 
race gender and age, as well as a breakdown of the 
number of Black and White and male and female 
consumers in the sample.  

  
Table 2   Respondent profile by LSM, average household income and 
age  

 

Type: Deluxe 
aspirer 

Self-made Business 
magnate 

Money 
aristocracy 

LSM:  Between 
LSM 7 

High and 9 
High 

Between LSM 9 
High and 10 Low 

10 High 
10 High (not 
working full-

time) 

Average 
household 
income: 

R12 000 – 
R25 000 

R26 000 – R39 
000 

R42 000 + R42 000 + 

Gender 
and race 
required: 

1 x White 
Female 

1 x Black 
Female 

1 x Black 
Male 

1 x White 
Male 

1 x White Female 
1 x Black Female 

1 x Black Male 
1 x White Male 

1 x White 
Female 

1 x Black 
Female 

1 x Black 
Male 

1 x White 
Male 

1 x White 
Female 

1 x Black 
Female 

1 x Black Male 
1 x White Male 

Age: 25 – 49 35 – 49 35 – 49 50+ 



134 

 

2.   Questions developed to screen prospective 
participants  
 

The LSM-informed descriptions were sent to a 
market research specialist, who used these to identify 50 
prospective consumers to be sampled for the interviews. 
A set of screening questions were then developed in 
collaboration with the specialist in order to gain insights 
into each of the consumer’s general lifestyle and the 
brands they purchased. The 50 consumers were sent the 
following questions to complete: 
 

To help us understand your lifestyle, please 
complete the following: 
 
1. Name: 
2. Cell/Landline: 
3. Age: 
4. Gender: 
5. Suburb/Residential area: 
6. Self-employed/work full time/work part time/don’t 
work:  
7. Occupation:  
8. Employer: 
9. Where do you most often do your grocery shopping?  
10. Name the shopping centres you visit most often 
11. Make-up brands (if applicable) that you own? 
12. Perfumes/Fragrance brands you own? 
13. Clothing brands you own? 
14. Shoe brands that you own? 
15. Wrist watch (if applicable) that you own? 
16. Handbag brands (if applicable) that you own? 
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17. Sunglass brands (if applicable) that you own? 
18. Your vehicle (make and model) 
19. Favourite alcoholic brands (if applicable)? 
20. Favourite restaurants/most frequented? 
21. Holiday/weekend break destinations you visit often? 
22. Type of credit card you own? (E.g. Silver, Gold) 
23. Make and model of your cell phone? 
 

The researcher was already in possession of the 
majority of the demographic information of the profiles, 
but added these questions to confirm this information. It 
was also decided to not ask the participants for their race 
again, as the researcher knew this and due to the 
sensitive nature of race in South Africa, it was decided 
not to include this in the questionnaire sent to the 
prospective sample.  
 

3.   Discussion guide questions developed for 
Papers 1 and 2 
 
Questions Paper 1 

A semi-structured interview guide was developed 
to guide the researcher during the interviews conducted 
for Research Papers 1 and 2. The questions developed to 
address the objectives for Paper 1 appear below. The 
interviews commenced with two to three general lifestyle 
questions to get to know the consumers, and only those 
questions relevant to the objectives are presented next.  
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1. Do you buy luxury brands? 
 

If yes – what motivates you? How often do you buy 
these? Do you buy them for yourself or others? 
Special occasions? 
 

2. Are there SA luxury brands you know of and 
support/buy OR do you focus on  
buying internationally known luxury brands? 
 

If yes - Is there something about international luxury 
brands that make them more desirable?  
A particular reason perhaps for international luxury 
brand purchases? 

 
3. How do you know luxury brands are the real thing?  
 
4. Do you think some brands are fake or superficial? 
 
5. Is it important to you that a brand should be the real 
thing/authentic/original? 
 
6. What do you look for? What tells you that a brand is 
truly the real thing/authentic? 
 

Heritage, Country of origin, celebrity 
endorsements, certificates of  
authenticity? 
 

7. Are you aware of the fact that certain luxury brands in 
South Africa are sold for a much higher price than in 
their countries of origin? E.g. GAP 15$ in US (R160), sold 
R450 in South Africa? 
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    What is your opinion of this? 
 
8. Do you think this brand is still a true/real authentic 
brand? It is still the same thing?  
 

Even though the price is 3x times the original in 
South Africa? 
 

9. Do you think this brand can still be seen as luxury in 
South Africa?  
 
10. Now that you know this information about some 
luxury international brands – does it change your 
perception of this brand? How does it make you feel? 

 
Questions Paper 2 

A semi-structured interview guide was developed to 
guide the researcher during the interviews conducted for 
Research Papers 1 and 2. The questions developed to 
address the objectives for Paper 2 appear below. 
 
1. What do you think luxury brands mean to people? 

Example wearing luxury shoe brands or watch or 
clothes?  

    Why do think people buy luxury brands? 
 
2. How do you feel when you are wearing luxury brands? 
 Glamourous, sophisticated, just like yourself? 
 
3. What does the fact that you possess luxury brands 
mean to you as a person? 
4. What are your favourite luxury brands? 
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5. Which of these brands do you own? 
 

Those that you don’t own – which would you really 
like to own? 
What would you do to ensure you can buy this 
brand? (Save, credit    
card…maybe settle for knock offs?) 

 
6. Do you think some luxury brands are better than 
others? 
    

Is there a hierarchy of brands? 
   What are your top three luxury brands? 
 
7. Do you think that all people view luxury brands in the 
same way? 
 
8. What is more important to you – the fact that others 
can see that you are wearing a luxury brand or is it more 
about the quality, standard, maybe the experience of the 
product? 
 
9. Have you bought a luxury item before that you weren’t 
100% happy with (it wasn’t that pretty or looked as good 
on you as you’d liked), but you bought it anyway? 
  

If yes, describe what happened and how you felt 
after the purchase?  

 
10. Do you think the purchasing and using of luxury 
brands is essential to your well-being or your self-
esteem? Is wearing luxury necessary for you to feel good 
about yourself? 
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11. What do you think is the relationship between luxury 
and price? 
 
12. Are there any downsides to luxury brands? 
 
13. Do you feel a certain bond perhaps with others who 
wear and value the same luxury brands than you? 
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