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Abstract 
 

Some authors sustain that even though literature that regards branding of consumer 

goods is constantly expanding, there is not enough focus to what concerns the attitudes 

of consumers toward fashion luxury apparel. 

 

The purpose of this thesis is to discover the differences in the attitudes toward luxury 

fashion apparel of people in Sweden and Italy. 

 

The method chosen to achieve this goal is a deductive one. This method aims to 

compare a part of the existent literature about fashion with the fashion reality, in regards 

to luxury apparel, present in Sweden and Italy. A quantitative research has been 

conducted through an online survey.  

 

This research found out that in general, the sociological models analyzed fit much better 

the Swedish society than the Italian one. This means that Swedes resulted much more 

caring in others’ judgments than Italians. This can be also proved by the fact that they 

resulted influenced more strongly and by more factors (friends, media, etc.) than 

Italians. Finally, Swedes, compared to Italians, consider fewer features as important 

when evaluating a fashion luxury brand and, these features, are also rated slightly 

different.  
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1 Introduction 
 

1.1 Fashion 
 

The French word 'la mode' that is the corresponding of the English word ‘fashion’ 

seems to have appeared at first in 1482 (Kawamura, 2005). Throughout the years 

fashion has been defined in many ways and people attached to it different meanings, 

which sometimes were inaccurate or, at least, incomplete (Kawamura, 2005). A good 

definition of fashion might be the one that Solomon expressed defining it as: ‘the 

process of social diffusion by which a new style (of fashion clothing) is adopted by 

some group(s) of consumers.’ (Solomon, 2006 p.543) 

Usually people tend to relate fashion exclusively to clothing and styles of appearances 

in general. However, clothing is just a phenomenon, which derives from fashion 

(Kawamura, 2005). Fashion influences many fields of our life; in fact, as Daniels says:    

‘Fashion is important because it is in almost everything’ (Miller, McIntyre and 

Mantrala, 1993 p.142). 

More precisely, fashion is symbolic and immaterial and stands apart from words that are 

usually used as synonyms of it such as clothing, which refers to something that is 

strictly tangible (Kawamura, 2005). 

In his book 'Fashion: a philosophy', the Norwegian philosopher Lars Svedsen argues 

that, within western civilization, fashion has been one of the most important phenomena 

since the Renaissance. For this very reason, an understanding of it would make us more 

aware of who we are and why we do certain things (Svendsen, 2006). But, even though 

fashion affects men and women, young and elder people, and has also an influence in 

areas such as science, art, and politics, he believes that there is a lack in the 

understanding of its philosophical aspect (Svendsen, 2006). To support his opinion, he 

claims that since philosophy is a discipline that helps people to have a better 

understanding of themselves, fashion should be philosophically investigated because its 

understanding is needed in order to comprehend the modern world (Svendsen, 2006). 

Finally, he also claims that fashion covers an important social role in our life, 

influencing our attitude toward others and ourselves (Svendsen, 2006). 
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1.1.1 Luxury and Luxury Fashion 

 

If we want to define the concept of luxury in general terms, we find ourselves trying to 

accomplish a difficult task. That is because this is a concept that is personal and is 

subject to variations linked to time and social contexts (Amatulli and Guido, 2011). 

Nevertheless, studies show that usually luxury goods are consumed mainly because of 

two reasons: external motivations that are social and interpersonal and internal 

motivations that are subjective and reserved. External motivations refer to those cases 

when people want to signal wealth and prove a social status. On the other hand, internal 

motivations are related to individual subjective emotions and to self-perception 

(Amatulli & Guido, 2011).  

Jean-Noël Kapferer and Vincent Bastien also try to define luxury and its relationship 

with fashion in their book 'The Luxury Strategy' and they affirm that: ‘Nowadays, 

luxury is fashionable. Fashion claims to be a luxury (an affordable one, if possible). 

Many luxury brands adopt the behavior of fashion brands. Sharing certain aspects of 

luxury, including the quality of not really being essential and a certain element of 

showing-off, fashion would like to think of itself as belonging to the world of luxury in 

order to improve its status’ (Kapferer & Bastien, 2009 p.24). 

 

Now, taking in consideration the sales volumes, we can affirm that the luxury fashion 

industry covers a remarkably important role. A datum that proves this fact is the US$ 

252 billion of sales registered in 2011 (Choi, n.d.). This industry registered a constant 

worldwide growth during the last 16 years, earning the reputation of being one of the 

most profitable industries in the market (Choi, n.d.). Without doubts, luxury fashion and 

luxury branding are a crucial part of the modern fashion world and push many mass-

market producers to try to imitate their products (Choi, n.d.). 

There are various categories of luxury goods and among them there is fashion clothing: 

haute-couture, pret-a-porter, and accessories (Fionda and Moore, 2009). This is the 

category that will be analyzed within this research. 

Now, it becomes important to clarify the distinction between haute-couture and pret-a-

porter productions. Haute-couture productions are unique pieces of clothing (we can see 

them at catwalks), which are tailor made and target wealthy people who aim to be 

distinctive. On the other hand, pret-a-porter clothes are ready to wear (standardized 
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sizes) and are simplified versions of the haute couture productions (Mazza & Alvarez, 

2000). This choice is made in order to make them more affordable and suitable for the 

mass market (Mazza & Alvarez, 2000). It is also critical to mention that luxury brands 

that produce haute-couture can also be active in the pret-a-porter segment; actually that 

is what happens in most of the cases (Mazza & Alvarez, 2000). 

 

1.1.2 Fashion in Italy 

 

Italy is a country, where fashion has always been an important part of the culture. The 

relevance of this subject in the Italian territory dates back to the Middle Ages, when the 

country was divided into small provinces, each of which possessing their own court 

(Crane & Bovone, 2006). 

The result of this situation was that people were constantly subjected to an aristocratic 

taste, which included not only the clothing aspect, but also arts and interior design 

(Crane & Bovone, 2006). 

Ideals of elegance and beauty were spread among different social classes; artists and 

artisans producing such aesthetically pleasant products were subjected to popular 

admiration (Crane & Bovone, 2006). 

Italians usually believed that any individual, regardless his economic status, could dress 

with elegance if it cultivated his taste (Crane & Bovone, 2006). 

 Within the Italian culture, people utilized clothing as a means to express themselves 

and to conform to the tastes that were labeled as good by the society (Crane & Bovone, 

2006). 

These values and the importance of fashion, especially haute-couture, are still 

accounting for a dominant part of the Italian culture. Since the 19th century, various 

important haute-couture brands were present in the territory, even though they were not 

as prestigious as similar French brands (Crane & Bovone, 2006). 

During the post-war period Italian fashion exploited the opportunity to melt luxury 

clothing design and the clothing industry. The Italian pret-a-porter was developed in a 

highly creative way and with a remarkably artistic content (Crane & Bovone, 2006). 

The objective of the new Italian fashion was to make the products available to both the 

elite and the newly formed middle-class (Crane & Bovone, 2006). 
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Designers in Italy did not try to emulate French designers like it happened in the past, 

but they created a new innovative style, which is couture sportswear (Crane & Bovone, 

2006). 

This new style had an enormous success also outside of Italy and resulted in Italian 

designers becoming leaders in the international fashion world, and kept this position 

ever since (Crane & Bovone, 2006). 

Another aspect, which testifies the importance of fashion in Italy nowadays, is that, 

during the beginning of the 21st century, Italians are the biggest consumers of clothing 

goods within the European Union (Crane & Bovone, 2006). 

 

1.1.3 Fashion in Sweden 

 

Throughout its past history, Sweden has always played a marginal role within the 

fashion industry (Hauge, 2007). As a result of this, fashion has never been a 

fundamental part of the Swedish culture and economy, but Swedish fashion has been 

growing in importance under different perspectives lately (Hauge, 2007). During the 

1960s and 1970s the Swedish garment industry registered a conspicuous fall and, at the 

same time, the modern fashion industry started to expand. There was a shift in the 

production of garments, which was moved to low-cost countries, while the design, 

marketing, and distribution stayed in Sweden (Hauge, 2007). Swedish designers took 

inspiration mainly by fashion firms in London rather than Paris or other important 

fashion centers (Hauge, 2007). 

The rapid growth, which the Swedish fashion industry is going through nowadays, can 

be validated by the growth in sales. For example, in 2008 Swedes purchased fashion 

goods for 75.1 billion SEK, and exports were over 11 billion SEK. If we compare these 

data with the ones of 2003, an increase in exports of about 100 per cent has occurred 

(Visitsweden.com, 2015).  

About a decade ago, the ´fashion wonder´ has become a popular topic among people. 

There is not a general agreement about what it means, because it might refers to many 

factors that had a positive influence within Swedish fashion. However, it is possible to 

argue that it is a general term that indicates the fast development of the entire Swedish 

fashion (sweden.se, 2015).  
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 The Swedish fashion industry developed a style, which naturally conforms to the 

personality and taste of the Swedes. Swedish clothes are sober and minimal, but cool 

and functional at the same time, the beauty lies in the small details. This formula has 

conquered not only the Swedes but also the international market (Visitsweden.com, 

2015). 

   

1.2 Problem Discussion 
 

As it is going to be discussed in the next chapter, there are some authors who claim that 

there is a need to further investigate such an important sociological matter as fashion, 

because it might present different unresolved issues.  

Classic theories developed by researchers such as Benjamin, Simmel, Toennies and 

Veblen, are surely an important part in the literature of fashion and its social role, but 

these might analyze just a fairly small part of the complex fashion enigma (Crane & 

Bovone, 2006). 

Some authors also sustain that even though literature that regards branding of consumer 

goods is constantly expanding, there is not enough focus to what concerns the attitudes 

of consumers toward fashion luxury apparel. Furthermore, some studies have defined 

the dimensions of luxury branding, but it is still unclear if these interact with each other 

and it what ways (Miller & Mills, 2012). 

Different theories will be taken into consideration and compared with the attitudes of 

people toward luxury brands in Italy and Sweden. This cross-cultural study is going to 

be interesting and valuable because it takes samples from two highly different fashion 

cultures. So, it should be suitable in order to see if the theories developed so far prove to 

be appropriate for every social context. If this is not the case, other research should be 

performed in order to discover other reasons that drive people to behave in a certain 

manner.  

 

1.3 Purpose 
 

As also discussed within the problem discussion, this cross-cultural study purpose lies 

in the discovering of the differences in the attitudes toward luxury fashion apparel of 

people in Sweden and Italy.  
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1.4 Research Questions 
 

In order to fulfill the purpose of this research the following questions will be answered:  

1. What differences can be identified between the attitudes toward luxury apparel 

and its brands of people in Sweden and Italy? 

2. To what extent do existent theories give an explanation to the results of the 

study? 

 

1.5 Disposition 
 

Within this first chapter, fashion has been introduced in a general manner and then, 

more in the specific, luxury fashion has been treated. The Italian and the Swedish 

situation have been also proposed. Finally, the problem discussion, the purpose, and the 

research questions were presented. 

In the second chapter the theoretical framework will take place. Firstly, the cross-

cultural research topic will be introduced in a general manner in order to give a chance 

to the reader to understand what it is and how it works. Then it will be explained what is 

an attitude. After that, the fashion luxury brands topic will be introduced in order to 

make the reader aware of what they are and how literature describes them. As a 

conclusion of this chapter, the consumer behavior will be presented. This latter will 

comprehend different sociological models, the self-concept, and, more specifically, the 

fashion luxury buying behavior in Sweden and Italy. 

In the third chapter the method will be explained in details. The reader will have the 

opportunity to understand how, in practice, this study aims to answer the research 

questions.  

In the fourth chapter, the empirical findings will be disclosed in tables. This choice has 

been made to make the understanding of the data easier and immediate.   

Within the fifth chapter, there will be a detailed analysis that explains the empirical 

findings. The analysis has been done by interpreting the results in connection with the 

theories treated in the theoretical framework.  

Within the sixth chapter, there is going to be the conclusion of the study, which will 

summarize the findings and talk about the study limitations.  
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In the seventh and final chapter, the empirical personal learning of the author 

throughout the whole writing process of this study will be briefly discussed and some 

suggestions for further research will be proposed.  

 

2 Theoretical Framework 
 

2.1 Cross-cultural research 
	  

This type of research is a scientific method, which aims to compare different cultures 

and want to answer in a direct manner questions in regards to the incidence, 

distributions, and causes of cultural variations (ILESANMI, 2009). This can be done 

through asking questions that aim to discover to what extent there is coherence among 

beliefs, expressions, norms, social roles, and forms of organization and conflict in 

human communities for example (ILESANMI, 2009). In sum, cross-cultural research 

main intent is to obtain reliable explanations of why things present as they are 

(ILESANMI, 2009).  

Cross-cultural research allows researchers to make general statements in regards to 

similarities and differences among cultures, and it helps them in understanding why 

these kinds of variations occur (ILESANMI, 2009). Usually, this type of research is 

done by collecting primary data, and the comparison is usually limited to two cultures, 

which are the researcher´s own and another one (ILESANMI, 2009). 

 

2.1.2 Types of perspectives 

 

Within cross-cultural psychology there are two different perspectives, which are: the 

relativist and the absolutist approach (ILESANMI, 2009). The first one claims that 

psychological phenomena should be studied directly within the culture where they are 

happening (this is the one that applies to this study), while the second one affirms that 

these phenomena are basically the same within all cultures (ILESANMI, 2009).  
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2.1.3 Types of cultures  

 

A culture is a model, which is originated by the sum of behaviors, beliefs, practices, and 

values, which characterize a given group of people (ILESANMI, 2009). Throughout 

various factors, it is able to influence the behaviors and it emphasizes group influence 

rather that individual diversification (ILESANMI, 2009). In addition, it has a 

fundamental role in the process that creates meanings (ILESANMI, 2009). This means 

that something that has a meaning in a culture might have a totally different meaning in 

another culture. Different practices, beliefs, social roles, norms, form of organization 

and conflicts bring various kinds of internal coherence and division within the human 

communities that they belong to (ILESANMI, 2009). These coherences and divisions 

are closely linked with the different experiences that come from the physical and social 

environments in which people live (ILESANMI, 2009).  

In sum, we can say that: ‘cultures consist of shared constructions that emerge out of 

social interactions of sets of individuals who inhabit overlapping social and physical 

spaces. Coherence may be viewed as an emergent property, but may be present or 

absent to varying degrees and along varying dimensions or trajectories’ (ILESANMI, 

2009 p. 84). 

 

2.2 Attitudes 
	  

Since the concept of attitude plays a meaningful role within this research, in this 

paragraph it will be explained briefly and in a general manner how the existent literature 

approach this matter.  

 

2.2.1 What is an attitude? 

	  

The concept of attitude is not easy to define and explain (Gawronski, 2007). Many 

researchers have tried to do it and many divergences emerged, proving it as a complex 

task to fulfill (Gawronski, 2007). Eagly and Chaiken defined it as a psychological 

propensity that is revealed when judging, with some degree of preference, a given 

matter (Gawronski, 2007).  
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Different models have been developed in order to try to measure attitudes (Gawronski, 

2007). Some of them argue that there are different kinds of attitudes, dividing them 

between implicit and explicit (Gawronski, 2007). It is sustained that implicit attitudes 

are those that are formed unconsciously, while explicit attitudes are formed after a 

reflection, so consciously (Gawronski, 2007). However, there are also some other 

models that affirm that the implicit attitudes are those in our memory from longer time 

and that have not been yet replaced by newer ones (explicit attitudes) (Gawronski, 

2007). 

Within the MODE Model, which is among the most important frameworks measuring 

implicit attitudes, an attitude is represented by the associations between an object and its 

evaluation (Gawronski, 2007). These attitudes, which are within the memory, can differ 

in terms of their strength (Gawronski, 2007). For instance, if associations are strong 

enough, the evaluations might take place in automatic when the object relevant to the 

associations is encountered (Gawronski, 2007).   

As you might have noticed, there are different kind of opinions and interpretations 

about this argument. However, all the models have something in common. Indeed, all of 

them agree in sustaining that attitudes play probably the most fundamental role in order 

to understand social behavior (Gawronski, 2007).  

 

2.3 Fashion luxury brands 
 

Within existent literature, when analyzing the general products features, luxury brands 

are usually defined as brands that offer excellent quality, high value, exclusivity, 

uniqueness, and craftsmanship (Fionda & Moore, 2009). Even though studies have 

showed that a high price does not generally qualify a product as a luxury one, it is 

known that luxury products usually have a premium price if compared to products that 

belong to the same category (Fionda & Moore, 2009). 

  In addition to these qualities, a luxury fashion brand in order to be defined as such, it 

needs to have clear and excellent marketing strategy that can develop its reputation and 

raise its status (Fionda & Moore, 2009).                  

A limited production is crucial in order to obtain and maintain the exclusivity of the 

brand (Fionda & Moore, 2009).                                  
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Also the environment and the service which luxury brands offer seem to be extremely 

important qualities. The flagship stores, usually located in capital cities, are considered 

a fundamental attribute of a luxury brand; they are places where wealthy consumers can 

fully enjoy the luxury environment and experience (Fionda & Moore, 2009). 

Through these shops, a luxury brand is able to control the consumption experience, 

transforming the lifestyle communicated into reality (Fionda & Moore, 2009). 

The brand heritage is also a crucial part among fashion luxury brand characteristics. 

Indeed, when brands can boast a long history, they create a sort of nostalgia that has the 

consequence to raise their credibility and authenticity. Also the heritage of the country 

of origin of a brand plays an important role and its correlated to what was stated before 

(Fionda & Moore, 2009). 

 

However, even though all these characteristics can be found within old literature, a 

couple of things are not clear. For example, it cannot be said if these attributes are 

linked with each other and if there are still new ones to discover (Fionda & Moore, 

2009). 

 

2.5 Sociological Fashion Models  
 

Within this paragraph different sociological model will be considered and explained. 

This will be done following a chronological logic.  

 

2.5.1 Trickle down theories 

 

Traditional fashion theories of the past tend to explain the fashion enigma focusing on 

the consumer behavior in correlation to social classes (George B. Sproles 1974). There 

was a trend to emphasize the guiding role that the upper class has in the fashion system 

(George B. Sproles 1974).   

 

One of the precursors within this field is Adam Smith who argues that fashion belongs 

to the same root as morality. He says that it is in the natural sociability of humans to 

have a desire to please others and that this motivates us during most of our actions. For 

this reason, we become interested in all the superficialities that are linked with the 
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appearance (Smith, 2013). He also sustains that we use social judgment as a test that we 

then utilize to judge ourselves (Smith, 2013). Finally, he affirms that we tend to imitate 

rich people because we admire them and we would like to be like them. However, what 

we admire is not their personalities, but the social position that they have and all the 

benefits that it brings (Smith, 2013) 

 

Even though he expressed his ideas many years later, the sociologist Simmel was 

among the first to research within this field. He affirmed that fashion have a great 

influence on social forms, apparel, aesthetic judgment, and everything that involve the 

human expression (George B. Sproles 1974). However, he asserts that only the upper 

classes are really affected by these changes, since as soon as the lower classes start to 

imitate their style, they change it with a new one in order to maintain the elite status and 

be different from the mass (George B. Sproles 1974) 

 

With a similar theory called 'Theory of Leisure Class', Veblen sustains that people try to 

conform with those attitudes and behaviors of the individuals who are considered as 

admirable by the society (George B. Sproles 1974). Even though this theory is mostly 

referred to the situation of the American leisure class of the 19th century, he understood 

that this process of emulation was happening in many other socio-economic strata 

(George B. Sproles 1974). The so called 'conspicuous consumption' is one of the means 

through which people try to advertise themselves and impress other people signaling a 

status of superiority in order to gain advantages within the society (George B. Sproles 

1974).  

 

Another German sociologist called Ferdinand Tonnies, in his studies, argues that 

fashion is the result of a modern society, which wants fast changes and tend to destroy 

custom (George B. Sproles 1974). Commerce and trade, urban life, capitalism, the 

power of money, bourgeois life, the striving for an education, and the division of 

classes, are all factors which turn in fashion favor and that, at the same time, dissolve 

custom (George B. Sproles 1974). He makes a clear distinction between custom, which 

is a characteristic feature of the so-called traditional society, and fashion, which is the 

predominant one in the modern society (George B. Sproles 1974). 
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According to Benjamin fashion's main feature is to avoid the natural course of 

everything, which brings to death and destruction. In his vision, women particularly 

represent this thought through their constant changing of style in order to appear always 

different and new, trying in a symbolic way to avoid what is inevitable: death (Bretas, 

2013). 

 

2.5.2 Trickle across theories 

 

In contrast with the theories just described, which all assume that fashion diffuses 

through a trickle-down process, where elite classes adopt a new style and then are 

copied by lower classes, more recent theories sustain that this diffusion goes through an 

horizontal flow model (trickle-across) (George B. Sproles 1974).  

 

The mass-market theory is probably the first theory developed following this model. It 

was originated from the study on opinion leadership conducted by Katz and Lazarseld. 

They argue that the most influencing fashion leader is not some allure person who 

shows off an expensive style, instead the fashion influence comes from informal 

relationships among people who frequent the same social environment (Miller, 

McIntyre and Mantrala, 1993). 

 

Blumer was one of the first researchers who somehow took distance from the older 

theories. His theory is known as 'Collective Selection theory', he affirms that fashion 

mechanisms do not respond to people's wish to emulate the wealthy class, but rather to 

the people's desire to be in fashion and to manifest new tastes that arise in a world that 

is constantly changing (Blumer, 1969). This creates a process that he calls collective 

selection, which is mysterious since we do not understand it (Blumer, 1969). Fashion 

movement is constantly looking for new models that are able to respond to new tastes 

(Blumer, 1969). Finally, he argues that in a complex moving world, this collective taste 

changing derives from the different experiences gained from social interaction (Blumer, 

1969). 

 

Another author among the major exponents of this theory is King, who affirms that 

thanks to mass production and mass communications, a new fashion will spread 
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concurrently within the whole society (George B. Sproles 1974). In the specific, he 

explains that this process is made possible by mass production, which offers new 

fashions available at all price levels almost immediately. In addition, mass 

communications are able to spread information rapidly and influence new fashion 

offerings (George B. Sproles 1974). 

 

2.5.3 Trickle up theories 

 

The newest theories say that usually new fashions start from the bottom of the social 

hierarchy and, at a later stage, fashion designers are influenced by those styles and start 

using them (Ma, F., Shi, H., Chen, L. and Luo, Y, 2012). 

 

Research has been conducted following this line of thinking suggesting that there are 

certain individuals, usually teenagers, who make themselves distinctive from the mass 

and, since they are able to influence their sub-culture, they potentially can start a new 

fashion trend (Ma et al., 2012). These teenagers gain the trust and admiration of their 

friends for reasons that are different from the status envy that we can find within trickle-

down theories. As a matter of fact, these theories affirm that what triggers people in 

imitating these new trends, does not concern a status matter; but, through their clothing 

they make a social statement that make clear their ideals to others and, at the same time, 

make them different with a unique positioning within the society (Ma et al., 2012). 

Some authors affirm also that certain sub-culture attempted to make a social change; an 

example could be the punk sub-culture, which challenged the bourgeois culture and the 

capitalist system (Ma et al., 2012). 

 

A multitude of different social labels, which develop over time, are present in our 

society. Even though it is not clear how these social types correlate with reality, these 

images are the backbone of advertising and have a strong cultural meaning (Englis & 

Solomon, 1995). Through the exposure of the media, consumers store information about 

idealized social groups; these will influence their buying behavior when purchasing 

products that are linked with a certain aspired lifestyle, which is represented in the 

media (Englis & Solomon, 1995). In this case, those who are trendsetter are the 

celebrities who through music, movies, magazines, etc., are constantly exposed to the 
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public eye. Following this kind of behavior, consumers tend to identify themselves in a 

mass mediated image of social reality, which is shared by most of the society (Englis & 

Solomon, 1995). So, through the observation of the products purchased, it is possible to 

understand what social type a person is (or would like to be) and what kind of reference 

groups he is willing to imitate (Englis & Solomon, 1995) 

 

So far we have seen various models that have been developed by different scholars in 

different period of times. However, as we know, theories are a simplified representation 

of the reality. In fact, the situation within the society is much more complex than what 

all the theories until now have tried to explain (Ma et al., 2012). It would be fairly 

correct to affirm that in our society some of the factors described in these theories 

interact together creating its fashion reality (Ma et al., 2012). 

 

2.5.4 Maslow's Hierarchy of Needs 

 

Drive theory argues that we have different psychological needs and when these needs 

are not satisfied, an energy called 'drive' motivate humans to somehow reduce these 

needs (Kardes, Cronley and Cline, 2011). 

Building on this older theory, Abram Maslow suggested that we also have other higher 

needs and desires to satisfy. He argues that after the basic psychological needs are 

satisfied, we encounter safety and security needs (Kardes et al., 2011). After these 

needs, people go after belongingness and love needs (relationships, friends, etc.) 

(Kardes et al., 2011). After this level we find the esteem level, where people feel the 

need to be important and competent (Kardes et al., 2011). Finally, there is the self-

actualization level where people feel arrived and totally satisfied. It must be said that 

very few people reach this level (Kardes et al., 2011). The needs just described are 

interacting with each other and do not present themselves separately (Kardes et al., 

2011). In addition, these needs are never completely satisfied, but if the needs of the 

lower level are not met, people cannot pass to the superior one (Kardes, Cronley and 

Cline, 2011).  
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(Maslow´s Hierarchy of Needs, 2015) 

 

2.6 Self-Concept 
 

Usually people, somewhere in the course of their lives, ask to themselves at least once 

the question: “Who am I?” (Kardes et al., 2011). Trying to answer this question bring us 

to deal with the self-concept, which is multidimensional and extremely complex 

(Kardes, Cronley and Cline, 2011). Within literature we cannot find a final definition of 

self-concept, however it is usually described as: ‘the totality of an individual's thoughts 

and feelings regarding him/herself as an object’ (Kardes et al., 2011 p.151). 

 

Consumers are described following three categories, which are: role identities, personal 

qualities, and self-evaluations (Kardes et al., 2011). Role identities simply are the roles 

that people cover within the society (doctor, student, teacher, etc.). These identities are 

built by people through the observation of their own behavior and the reactions that 

other people have toward it (Kardes et al., 2011). Even though the society has 

expectations in regards to every role (for instance a doctor should be responsible), 

people do not all behave exactly in the same way, but they form their identities within 

borders established by the society (Kardes et al., 2011).  Personal qualities comprehend 

both interpersonal behaviors and internal psychological styles (Kardes et al., 2011). 

Interpersonal behaviors make a person distinguishable from the others, for instance a 

person can be unfriendly, nice, rude etc. Internal psychological styles such as 
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pessimism, optimism, etc. have also an influence on role identities (Kardes et al., 2011). 

In summary, personal qualities could be described as propensities to behave in similar 

ways throughout similar situations (Kardes et al., 2011). Psychologists believe that this 

kind of tendencies are formed early in the childhood and usually remain more or less 

constant in time (Kardes et al., 2011). Consumer psychologists are also aware of the fact 

that these tendencies appear differently according to the context (Kardes et al., 2011). 

For example, a person that is considered pessimist, usually, will express his pessimism 

in a different way every time that he/she has to face a different context. For this very 

reason, it is quite difficult to predict consumers’ behavior utilizing these tendencies 

(Kardes et al., 2011).  

People also give to themselves self-evaluations in regards to their performances related 

to different role identities (Kardes et al., 2011). For example, am I a good teacher? Am I 

a wise doctor? These evaluations also have an influence on role identities (Kardes et al., 

2011). For example, if a person evaluates him/herself as a smart person he/she will be 

more inclined in engaging in cultural activities. If we put together all the self-

evaluations of a person we get his/her self-esteem, which can be defined as: “a person's 

general attitude toward him/herself” (Kardes et al., 2011). Considering just the 

extremes, we could say that self-esteem in a person can be high or low (Kardes et al., 

2011). Usually, a person with high self-esteem tends to be more confident and so he/she 

is also influential toward others. On the contrary, a person with low self-esteem, usually 

lack confidence and he/she uses to follow people with higher self-esteem (Kardes et al., 

2011).  

 

Studies have proven that marketing can influence a consumer's self-esteem (Kardes et 

al., 2011). As also mentioned in the previous paragraph, marketing activities are able to 

create ideal standards that can have undesirable repercussions on people's self-esteem 

(Kardes et al., 2011). However, it is also possible that, when these standards are 

somehow reasonable, people are encouraged to reach them and, as a consequence, their 

self-esteem could increase (Kardes et al., 2011).   

 

A consumer's self-concept is composed by two dimensions, which are: self-focus and 

self-location (Kardes et al., 2011). Self-focus is about actual versus ideal. The actual 

self-concept regards how consumers perceive themselves, while the ideal self-concept 
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represents how consumers would like to be (Kardes et al., 2011). The gap between these 

two concepts is called self-discrepancy (Kardes et al., 2011).  

Self-location is about private versus public. The actual public-concept regards how 

others perceive a consumer, while the ideal public-concept is how a consumer would 

like to be perceived by others (Kardes et al., 2011). The gap between these two other 

concepts is called public-discrepancy (Kardes et al., 2011).  

At this point it is crucial to explain that a consumers, depending on the purchase 

situation they are in, will rely on different self-concepts (Kardes et al., 2011). For 

example, when a person purchase products that then will be consumed in private, he/she 

most likely will rely on his/her actual self-concept. On the other hand, when purchasing 

products that will be consumed in public, a person is most likely to rely on his/her 

actual public-concept in order to satisfy others’ expectations (Kardes et al., 2011). But, 

in this case, it is also possible that a person relies on his/her ideal public-concept in 

order to change the perceived idea that others have on him/her (Kardes et al., 2011). 

 

 
 

 

2.6.1 Self-concept role and extended self 

 

For marketers, the self-concept and consumers' self-perceptions are important because 

they influence their attitudes toward specific categories of goods and brands, and so also 

their buying behavior (Kardes et al., 2011).  
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For this reason, brands try to give an image of them that goes beyond the mere physical 

and functional features (Kardes et al., 2011). An example could be Ferrari, which 

conveys an image of itself that makes people dream about it and leaves in them an aura 

of magic and legend. 

Studies have proven that some consumers like to express themselves throughout the 

selection of brands that suit them (Kardes et al., 2011). In fact, consumers use specific 

products, that they consider exceptionally important, in order to confirm their self-

concepts (Kardes et al., 2011). The relationship that there is between a person's 

belongings and his/her self-concept is known as extended self (Kardes et al., 2011). 

Williams James was the first one who expressed the idea that we are what we have, this 

happened in 1890 (Kardes et al., 2011). However, recently Russell Belk sustained that 

our extended self is not only represented by our personal possessions, but also by 

people, places, and group possessions (Kardes et al., 2011). This happens when we are 

able to exercise a power of control over external objects or people (Kardes et al., 2011). 

Indeed, a research highlighted the fact that people consider as their possessions also 

their bodies, personal space, significant people, their children, their pets, friends, 

durable and consumable goods, home and property, and mementos (Kardes et al., 2011).  

 

2.6.2 Self-monitoring 

 

Self-monitoring measures how much a person uses situational hints in order to manage 

his/her behavior (Kardes et al., 2011). There can be two categories of people that are: 

high self-monitors and low self-monitors (Kardes et al., 2011). People who are high 

self-monitors constantly shape their behavior in order to satisfy others’ expectations. On 

the contrary, people who are low self-monitors act mostly following their internal 

beliefs and attitudes (Kardes et al., 2011). Research found out that high self-monitors 

show more interest in regards of their self-image within social contexts (Kardes et al., 

2011). The result is that high self-monitors are more likely to positively respond to 

image-based stimuli that promise them to look good, while low self-monitors tend to 

take more in consideration the functional factors of a product (Kardes et al., 2011).  

It is known that self-monitoring comprehend three separate individual differences, 

which are: willingness to be the center of attention, concern about others’ opinions, and 
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the ability but also desire to modify one's behavior in order to please others (Kardes et 

al., 2011).  

 

2.6.3 Impression management theory 

 

When creating an image of ourselves that is pleasing for others, we are taking part of a 

process that is called impression management (Kardes et al., 2011). Usually, people use 

this strategy to increase their control over some kind of outcome that they consider 

relevant (Kardes et al., 2011). These outcomes could be things such as special 

treatment, sympathy, approval, etc. (Kardes et al., 2011).  

In the specific, people, usually, utilize impression management to: 

• Make others to like them (ingratiation). 

• Generate fear (intimidation). 

• Respect (self-promotion). 

• Improve their morals (exemplification). 

• Induce pity (supplication) (Kardes et al., 2011).  

 

Commonly, consumers use at least three strategies in order to manage their image and 

the perception that others have of it (Kardes et al., 2011). These strategies are: 

appearance management, ingratiation, and aligning activities (Kardes et al., 2011). 

Appearance management takes place when controlling the selection of clothes, the 

habits, grooming, verbal communication, and the display of belongings (Kardes et al., 

2011). Studies sustain the fact that consumers concentrate a high amount of their 

attention to their physical appearances in order to claim some kind of identity (Kardes et 

al., 2011).  

 

As already briefly said above, ingratiation is a strategy that people use to make others 

like them and try to raise the probability to receive benefits or favors (Kardes et al., 

2011). A person can ingratiate others with opinion conformity, self-presentation, and 

flattery (Kardes et al., 2011).  

Self-presentation can be performed through two methods, which are: self-enhancement 

and self-deprecation (Kardes et al., 2011). 
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Self-enhancement takes place when people advertise their good qualities. On the other 

hand, self-deprecation occurs when people talk about their qualities in a modest manner 

and, many times, minimizing them with the hope that this behavior will bring a positive 

outcome (Kardes et al., 2011).   

Both strategies can cause negative results (Kardes et al., 2011). In the self-enhancement 

case, when people make claims that are seen as exaggerated and maybe later 

discredited. While, in the case of self-deprecation, it happens when the claims are seen 

as too negative and made to try getting reassurance from others (Kardes et al., 2011).  

Opinion conformity happens when people express insincere agreement about crucial 

issues (Kardes et al., 2011). This way of behaving can have negative results when others 

notice this artificial way of behaving, perhaps because always conforming (Kardes et 

al., 2011).   

Excessive compliments that aim to make someone feel better about him/herself are 

called flattery (Kardes et al., 2011). Flattery does not need to be insincere since it 

should target attributes when a person feels insecure about his/her abilities or 

performances (Kardes et al., 2011). For example, if a friend does not feel secure about 

the outcome of his/her school exam, you could say: “You are such a smart person and I 

am sure that you did fine also this time". 

When consumers violate existing cultural norms, at a later stage, they usually try to 

repair to their behavior with comments that put them back on the right track (Kardes et 

al., 2011). These comments are known as aligning activities (Kardes et al., 2011). 

Comments can be disclaimers or accounts (Kardes et al., 2011). Disclaimers are verbal 

statements that are made in advance in order to avoid the possible negative effects of a 

certain behavior (Kardes et al., 2011).  

Accounts are used to deceive others’ perception that we are doing something wrong 

(Kardes et al., 2011). Accounts include both justifications and excuses (Kardes et al., 

2011). Justifications recognize the responsibility of an inappropriate action but they try 

to give to it a rational explanation that can make it acceptable. On the other hand, 

excuses deny or reduce the responsibility for the action (Kardes et al., 2011). 
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2.7 Fashion luxury apparel buying behavior in Italy 

 
A study that aimed to find out and analyze the Italians’ determinants of purchasing 

fashion luxury products has been conducted recently. In order to achieve the goal the 

researchers conducted in depth interviews in a big multi-brand mall in Bari (south 

Italy), with a sample of 20 males and 20 females. The mall is specialized in fashion 
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luxury goods for both men and women. The sample was selected considering their 

loyalty to the shop; they had to be customers of that shop for at least ten years and they 

had to spend at least 100000 euro in it in the previous year (Amatulli & Guido, 2011). 

In general, it seems that, in Italians' mind, luxury is linked with culture and artistic sense 

(Amatulli & Guido, 2011). The study highlighted also that, among respondents, when 

considering the features of a fashion luxury good, those that were considered as the 

most important are quality, craftsmanship, and aesthetic value. Furthermore, concrete 

attributes usually prevailed against abstract ones (Amatulli & Guido, 2011). 

However, when analyzing the expectations that the respondents have when buying and 

utilizing these goods, it emerged that the reasons were mostly psychological instead of 

functional. Indeed, the only functional quality that matters seemed to be the duration of 

the good, which is tightly linked with quality (Amatulli & Guido, 2011). For the people 

interviewed, luxury fashion goods help them to distinguish from others and not 

conforming to aesthetic stereotypes. This also helps them to express their personalities 

in a better way (Amatulli & Guido, 2011). 

In conclusion, the ultimate purpose for buying this kind of goods is a personal one, 

meaning that people use them to express their identities and to delight themselves 

without taking in account external reasons (Amatulli & Guido, 2011). The study 

emphasizes that this products are linked with people's self-confidence and self-

fulfillment; they make people happier and, in general, allow them to live a better life 

(Amatulli & Guido, 2011). 

 

2.8 Fashion luxury apparel buying behavior in Sweden 
 

Luxury goods, in general terms, registered a growth in the last period thanks to the 

recovering Swedish economy and the higher level of consumer confidence 

(Euromonitor.com, 2015). 

However, luxury is still a matter that is subject to controversy (Euromonitor.com, 

2015). This is strictly linked with the fact that showing-off wealth is not a well-seen 

behavior in Sweden (Euromonitor.com, 2015). Sweden is known as a place of modesty 

and equality and mostly of its citizens are proud of these attributes (Euromonitor.com, 

2015). The result is that Swedes are happier to spend their money in high-quality goods 

and usually avoid flashy ones (Euromonitor.com, 2015).  
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Taking in consideration the consumption of luxury products, Sweden is a particular case 

if we compare it with others European fashion markets (Texsture.com, 2013). Its 

fashion market is characterized by a democratized, authentic, and practical fashion 

culture, which recently has gone through the Swedish Denim Miracle (it refers to the 

tremendous amount of new brands of jeans appeared in the market in the last 10 to 15 

years) (Texsture.com, 2013).  

Ethics is considered a fundamental matter by consumers, who recognize it as a proof of 

being a good and valuable citizen (Texsture.com, 2013). Products that are made in 

Sweden are proudly sustained by both brands and consumers, embracing an innovative 

and future-oriented behavior (Texsture.com, 2013).  

Studies have proved that just a small percentage of the Swedish consumer is highly 

interested in being always fashionable and in following the new trends (Agripina, 

2012). On the other hand, they showed a strong interest in the comfort and quality of the 

clothes. Furthermore, Swedes level of materialism is fairly low (Agripina, 2012).    

 

3 Method 
 

3.1 The Scientific method 
	  

A scientific method is a process through which is possible to acquire knowledge 

(Gravetter & Forzano, 2009). This implicates the formulation of specific questions and 

then the systematic finding of answers (Gravetter & Forzano, 2009). This system is 

designed in order to obtain answers that are as precise as possible (Gravetter & Forzano, 

2009). 

 

3.2 The Deductive method 
	  

The deductive method is a logical process that starts with a general statement that we 

make and that, later, will be used to make deductions (Gravetter & Forzano, 2009). The 

general statement is linked with the hypothesis that we want to test. When we arrive to 

the conclusion, this must be logically coherent with the hypothesis in order for this 

latest to be true (Gravetter & Forzano, 2009). In the specific case of this study, 



 

 
24 

hypothesis are not developed, instead it will be analyzed a part of the existent literature 

about fashion with the aim to see if and, in case, to what extent the results obtained are 

in accordance with it. In addition, the differences among the cultures analyzed will be 

highlighted.   

 

3.3 Quantitative research 
	  

In order to find useful data that can give an answer to the research questions that this 

paper poses, a quantitative research will be conducted. 

A quantitative research is one that aims to collect data from study participants or 

observable phenomena through asking specific and narrow questions (Cohen, Manion 

and Morrison, 2003). This kind of research investigates variables that normally vary in 

quantity; this is why it is called quantitative research (Gravetter & Forzano, 2009). This 

type of measurement produces data that, commonly, are numerical scores that, at later 

stage, can be summarized, analyzed, and interpreted by the use of standard statistical 

methods (Gravetter & Forzano, 2009). It is also important to clarify that quantitative 

research can also produce not numerical data. In fact, in many cases it produces scores 

that are qualitative values (Gravetter & Forzano, 2009). For example, if we ask the 

gender to participants the answer is going to be male or female, which are qualitative 

values. However, at a later stage, these values will be converted into numbers 

(percentages for example). So, in the end it will be considered as a quantitative research 

(Gravetter & Forzano, 2009).  

 

3.3.1 Strategy chosen 

	  

The type of quantitative strategy that has been chosen to conduct this research is the 

non-experimental research strategy. This strategy aims to prove a relationship among 

variables but it does not intend to explain why the relationship occurred (Gravetter & 

Forzano, 2009). In other words, it is not a strategy that wants to reach explanations 

based on cause-and-effect (Gravetter & Forzano, 2009). We can also say that these 

kinds of studies do not use the strict rigidity and control that are present in other kinds 

of strategies such as experiments and quasi-experimental studies (Gravetter & Forzano, 

2009).  
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3.3.2 Survey and sampling technique  

	  

In this specific case an online survey, in order to collect useful data about attitudes 

toward fashion luxury apparel and brands in Sweden and Italy, has been developed 

utilizing Qualtrics, which is an online survey software (Qualtrics, 2015).  

The survey has been designed following in a strict way the theories presented within the 

theoretical frameworks; it proposes questions that try to go straight to the point being 

extremely direct. This choice has been made in order to try to obtain data that give clear 

indications and are easier to analyze. 

Since the survey aims to collect data from different countries, a minimum of 60 

respondents equally divided among Swedes and Italians are needed in order to make the 

data collection reliable under a statistical perspective (Greener, 2008).    

  In addition, in order to increase the reliability of the data collected with the survey, this 

latter will be translated both to Italian and Swedish by people who are mother tongue in 

the needed languages. 

  The sampling has been done through a technique that is called snowball sampling. 

This technique takes place when the researcher ask to an initial group of friends, who 

are relevant for the research, to respond to the survey and then, at a later stage, to ask to 

their respective friends (always relevant to the research) to fill out the survey and so on 

(Greener, 2008). This would have the effect to gather an increasing number of 

participants (Greener, 2008). This process has been executed mostly through the use of 

social networks.  

  The questions are going to be divided in three different blocks. Within the first block 

introduction questions such as: age, gender, nationality, and education will be asked in 

order to get valuable information about the respondents. In the second block questions 

that refer to the theories that can be found in the theoretical framework are going to be 

asked in order to see to what extent they fit the respondents' attitude (sociological 

models and self-concept). Finally, within the last block of questions, there are going to 

be questions that will aim to compare the respondents' perception of a fashion luxury 

brand with the attributes of it described in the literature considered in the theoretical 

framework (luxury brands). However, this will be explained more in details within the 

analysis chapter.   
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3.3.3 Why this method has been chosen 

	  

This method has been chosen for various reasons: 

• It is an easy and fast way to collect data, especially for large samples of different 

nationalities (Gravetter & Forzano, 2009).  

• It allows to ask a fairly large amount of questions if compared to a research that 

is exclusively qualitative (Gravetter & Forzano, 2009).  

• It allows generalizing the data collected to the entire population (which is what 

is needed in this study) (Gravetter & Forzano, 2009).  

 

3.3.4 Negative aspects of the method chosen 

	  

It is reasonable to say that combining both quantitative and qualitative methods in a 

more extended way would probably have been a more efficient choice for this research 

and, at the same time, would have increased its credibility. A reason of what just stated 

lies in the nature of a qualitative research. Indeed, a qualitative research usually 

produces results that are not numerical and that are usually represented by a narrative 

report (Gravetter & Forzano, 2009). This type of research is done by a lengthy 

annotation of information that is obtained from a face-to-face interaction with 

participants (Gravetter & Forzano, 2009). Thanks to its open-ended questions, it would 

have presumably added precious data that a quantitative research alone cannot gather. 

So, the best choice would have been to conduct in depth interviews within a focus group 

together with the quantitative survey. 

But, the combining of these two methods has been avoided because of evident time and 

resources issues.  

In addition, a negative aspect, which concerns both methods, is the reliability of the 

respondents' answers, since a dishonest answer would not help in understanding the 

reality and would just mislead the research.  
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4 Empirical Findings 
 

Within this chapter you can easily take a look of all the findings of this research by 

looking at the tables that will follow, which will also briefly commented in order to 

make you understand what the table is about. However, you will find more in depth 

comments within the analysis chapter.  

The chapter will be divided into three parts in order to simplify the understanding of the 

data for the reader. In the first paragraph, the tables with the general findings that take in 

consideration all the answers, without making any kind of distinction, will be showed. 

In the second paragraph the tables related to the answers in connection with Italian 

respondents will be showed. In the last paragraph, you are going to be able to see the 

answers in connection with Swedish respondents  

It is important to mention that even though the total number of respondents was 98, not 

all of them answered all the questions. In addition, the tables related to question number 

six are in the appendix because they present just qualitative answers. Finally, the tenth 

question was not included because no one of the respondents gave an answer to it 

 

4.1 General findings  
	  

In table 1 below, it is possible to observe how the various participants were divided in 

the different age groups. 
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In table 2 below, it is possible to observe how the participants were divided among 

males and females. 

 
 

In table 3 below, it is possible to observe how the participants were divided among the 

different nationalities 

 
 

In table 4 below, it is possible to observe the educational level that the various 

participants possess.  
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In table 5 below, it is possible to observe the attitudes of the various participants toward 

the factors listed. 

 
 

In table 6 below, it is possible to observe if the participants utilize others´ judgments in 

order to define their self-concept.  
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In table 7 below, it is possible to observe if the participants are influenced by the factors 

listed. 

 
 

In table 8 below, it is possible to observe the participants’ attitudes toward the factors 

listed in regards to luxury brands.  
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4.1.2 Findings related to Italy 

 

 In table 9 below, it is possible to observe how the various Italian participants were 

divided in the different age groups. 

 
 

In table 10 below, it is possible to observe how the Italian participants were divided 

among males and females. 

 
 

In table 11 below, it is possible to observe the number of Italian participants. 

 
 

In table 12 below, it is possible to observe the educational level that the various Italian 

participants possess. 
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In table 13 below, it is possible to observe the attitudes of the various Italian 

participants toward the factors listed. 

 
 

In table 14 below, it is possible to observe if the Italian participants utilize others’ 

judgments in order to define their self-concept. 
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In table 15 below, it is possible to observe if the Italian participants are influenced by 

the factors listed. 

 
 

In table 16 below, it is possible to observe the Italian participants’ attitudes toward the 

factors listed in regards to luxury brands. 
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4.1.3 Findings related to Sweden  

 

In table 17 below, it is possible to observe how the various Swedish participants were 

divided in the different age groups. 

 
 

In table 18 below, it is possible to observe how the Swedish participants were divided 

among males and females. 

 

 
In table 19 below, it is possible to observe the number of Swedish participants. 
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In table 20 below, it is possible to observe the educational level that the various 

Swedish participants possess. 

 
 

In table 21 below, it is possible to observe the attitudes of the various Swedish 

participants toward the factors listed. 
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In table 22 below, it is possible to observe if the Swedish participants utilize others’ 

judgments in order to define their self-concept. 

 
 
In table 23 below, it is possible to observe if the Swedish participants are influenced by 

the factors listed 
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In table 24 below, it is possible to observe the Italian participants’ attitudes toward the 

factors listed in regards to luxury brands.  

 
 

5 Analysis  
 

Within this chapter, the data generated by the answers of the survey´s questions that go 

from the number five to the number nine will be interpreted and explained in depth, 

highlighting the differences in the results generated by Swedes and Italians. As already 

mentioned, every question has been linked with some part of theory, often more than 

one. In order to make clear the analysis, every link will be clearly revealed and 

explained. In conclusion, it will be checked to what extent the theories considered fit the 

two different societies. 
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5.1 Interpretation and differences of the data generated 

by Italians and Swedes answering question n.5 
	  

Question number five was the following: when purchasing (or wishing to purchase) 

fashion luxury goods (clothes, hats, bags, shoes) how important are the following 

factors?  

The graph 1 below shows the percentages of Italians that considered the attributes 

important or definitely important. 

 

The graph 2 below shows the percentages of Italians that considered the attributes not 

important, definitely not important, or they are indifferent about them. 
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The graph 3 below shows the percentages of Swedes that considered the attributes 

important or definitely important. 

 

The graph 4 below shows the percentages of Swedes that considered the attributes not 

important, definitely not important, or they are indifferent about them. 
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5.1.1 First factor on the list: impress others in a positive way 

	  

Among the 45 Italians respondents, 15,56% said it was definitely not important, 26,67% 

said that was not important, 35,56% said they were indifferent about it, 20% said it was 

important, and finally 2,22% said it was definitely important. 

So, it appears that most of them (77,79%) think that it is definitely not important, not 

important or they are indifferent about it. This means that the idea expressed by Adam 

Smith that it is in the natural sociability of humans to have a desire to please others and 

that this motivates us during most of our actions (Smith, 2013), it is mostly discredited 

by this result for what concerns the use of luxury apparel. 

Also what argued by Veblen who says that through the so called 'conspicuous 

consumption' people try to advertise themselves and impress other people signaling a 

status of superiority in order to gain advantages within the society (George B. Sproles 

1974), it does not hold in this case.  

The self-monitoring theory is also involved in this question. This theory argues that 

self-monitoring measures how much a person uses situational hints in order to manage 

his/her behavior and that there can be two categories of people that are: high self-

monitors and low self-monitors (Kardes et al., 2011). People who are high self-monitors 

constantly shape their behavior in order to satisfy others’ expectations, while low self-

monitors act mostly following their internal beliefs and attitudes (Kardes et al., 2011). 

In this case, it is not possible to say that it has been discredited, but we can at least argue 

that most of the Italians seem to be low-monitors. Obviously, this holds true if we limit 

the behavior to the way they utilize fashion luxury apparel.  

Finally, this result is also in accordance with the findings of the study within the 

paragraph 'Fashion luxury buying behavior in Italy'. Indeed, the study affirms that, for 

Italians, the ultimate purpose for buying this kind of goods is a personal one, meaning 

that people use them to express their identities and to delight themselves without taking 

in account external reasons (in this case the desire to impress others in a positive way) 

(Amatulli & Guido, 2011). But, it is also crucial to say that that study has some 

important limitations. In fact, it takes just a small sample of people (40) and it is limited 

to people who are from the south part of the country. However, it is a good qualitative 

study, which can still be taken in consideration as a really valuable indication.  
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Among the 33 Swedish respondents, 15,15% said it was definitely not important, 

18,18% said it was not important, 24,24% was indifferent, 36,36% said it was 

important, and finally 6,06% said it was definitely important.  

In this case, still the majority of respondents think that it is definitely not important, not 

important, or they are indifferent (57,57%). However, we can immediately notice a 

pretty evident difference with the Italians. Indeed, there is a difference of about the 20% 

among this category of people. Furthermore, the Swedes that believe it is important or 

definitely important are the 42.42% (almost double of the Italian's percentage), and 

among them the ones that think that is definitely important are the 6,06%, which is 

about three times Italian's percentage.  

At this point we can say that Swedes seem more inclined to use (or wishing to use) their 

luxury apparel to positively impress others than Italians.  

Both parts of theories expressed by Adam Smith and Veblen (described above), seem to 

fit better the Swedish society than the Italian one. Furthermore, looking at the results, it 

can be argued that Swedes can be placed in a category that is somewhere in the middle 

of high-monitors and low-monitors.   

 

5.1.2 Second factor on the list: display a status symbol 

	  

Among the 45 Italian respondents, 22,22% said it was definitely not important, 37,78% 

said it was not important, 28,89% said they were indifferent about it, 8,89% said it was 

important, and finally 2,22% said it was definitely important.  

So, results show that the 88.89% think that this factor is definitely not important, not 

important, or they are indifferent about it.  

There are many theories, which can be linked with this factor, and now we will take a 

look at all of them.  

Veblen, in his 'Theory of Leisure Class' sustains that people try to conform to those 

attitudes and behaviors of the individuals who are considered as admirable by the 

society (George B. Sproles 1974). So, it can be interpreted, as they want to display some 

kind of status symbol by imitating those admirable people. Following this kind of 

interpretation, this part of the theory is absolutely discredited by the results for what 

concerns the use of luxury apparel. 
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Adam Smith and Simmel both had a similar idea. Smith argued that we tend to imitate 

rich people because we admire them and we would like to be like them (Smith, 2013). 

While, Simmel affirms that lower classes want always to imitate the wealthier ones 

(George B. Sproles 1974). In this case, both theories are proved definitely wrong if 

applied to the luxury apparel case.  

We can link this factor also with the extended self-concept, which is the relationship 

between a person's belongings and his/her self-concept (Kardes et al., 2011). In a 

simplified manner this theory says that we are what we have. So, in this case we can 

interpret it that through our belongings (just luxury apparel in this case) we would like 

to communicate a status symbol (what we are). Following this interpretation, this theory 

clearly does not hold.  

Finally, this result is, once again, also in accordance with the findings of the study 

(mentioned also before), which says that Italians buy these kind of goods for personal 

reasons, using them to express their identities and to delight themselves without taking 

in account external reasons (in this case the need to display a status symbol) (Amatulli 

& Guido, 2011).  

 Among the 32 Swedes that answered this question, 12,50% said it was definitely not 

important, 21,88% said it was not important, 28,13% said they were indifferent about it, 

25% said it was important, and 12,50% said it was definitely important. 

In this case, the answers are much more equally distributed than in the Italian situation. 

We still have a majority of people (62,51%) who are indifferent about it, or think that it 

is not important or definitely not important. But, we have the 37,50% that think it is 

important or definitely important, which is about three times the Italian percentage.  

In this case, it can be argued that Swedes, compared to Italians, are much more inclined 

to use their purchase (or wished purchase) to display some kind of status symbol. So, 

once again, it is possible to affirm that the theories explained above fit much more the 

Swedish society than the Italian one. This fact is in clear contrast with a part of the 

literature within the paragraph 'Fashion luxury buying behavior in Sweden'. Indeed, it is 

said that Swedes score low on materialism (Agripina, 2012), but the fact that many of 

them think it is important to show a status symbol through their belongings (luxury 

apparel in this case) and so that, somehow, they are what they have, forms a clear 

contradiction with that part of literature.   
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5.1.3 Third factor on the list: imitate wealthy people because you 

admire the social position that they have  

	  

Among the 45 Italian respondents, 53,33% said it was definitely not important, 26,67% 

said it is not important, 15,56% said they are indifferent about it, 4,44% said it was 

important, finally 0% said it was definitely important. 

We can see that almost the totality of respondents (95,56%) think it is definitely not 

important, not important, or they are indifferent about it. 

This factor is strictly connected with the theories developed by Adam Smith and 

Simmel. Smith affirms that we tend to imitate rich people because we admire them and 

we would like to be like them (Smith, 2013), while Simmel sustains that people 

belonging to lower social classes want always to imitate the wealthier ones (George B. 

Sproles 1974). Obviously, the results totally discredit both theories for what concerns 

the use of luxury apparel.  

Among the 33 Swedes that gave an answer to this question, 30,30% said it was 

definitely not important, 33,33% said it was not important, 24,24% said they were 

indifferent about it, 9,09% said it was important, and 3,03% said it was definitely 

important.  

So, here we have a situation that is mostly similar to the Italian one. The big majority 

87,87% said it was definitely not important, not important, or they were indifferent 

about it. However, the 12,12%, which is almost three times the Italian percentage, said 

it was important or definitely important. 

Regarding this factor, we cannot notice really important differences and we can say that 

the theories analyzed before do not fit the Swedish society as well. The only difference 

worth of some attention, was the three times bigger percentage of people (compared to 

Italians) who think that this is an important factor. We could argue that this is also in 

contrast with the literature that affirms that Swedes do not like to show off wealth 

(Euromonitor.com, 2015). However, 12,12% is a fairly low percentage, which 

absolutely cannot discredit that part of literature.  
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5.1.4 Fourth attribute on the list: communicate that you are 

different from others and that somehow you are unique  

	  

Among the 45 Italians that answered, 15,56% said it was definitely not important, 

13,33% said it was not important, 26,67% said they were indifferent about it, 35,56% 

said it was important, 8,89% said it was definitely important.  

This attribute has a partial connection with what argued by Simmel in his theory. He 

affirmed that as soon as the lower classes start to imitate them (the wealthy classes), 

they change their style with a new one in order to maintain the elite status and be 

different from the mass (George B. Sproles 1974). The connection here is just a partial 

one, because we are not considering just the wealthy classes, but people who belong to 

every kind of social class. However, it measured how important was for people to stand 

out from the mass.  

We can notice that the 55,56% think that it is definitely not important, not important, or 

they are indifferent about it. On the other hand, the 44,44% said it was important or 

definitely important. In this case, if we closely analyze the numbers, we see that if we 

take out the people who are indifferent about it, about 30% think is not important or 

definitely not important while the majority (44,44%) think it is important or definitely 

important. We could argue that there is a situation that is in a sort of equilibrium, but 

with a majority of people who give importance to this attribute.  

So, as we have just seen, the results tend to be aligned with the theory, if we consider 

just the fact that people would like to stand out from the mass, without considering their 

social class.  

Among the 33 Swedes that answered this question, 36,36% said it was definitely not 

important, 9,09% not important, 24,24% said they were indifferent about it, 24,24% 

said it was important, and 6,06% said it was definitely important.  

So, in this case 69,69% said it was definitely not important, not important, or they were 

indifferent about it. It is Important to highlight that a big part of people (36,36%) among 

this 69,69% think that it is definitely not important. On the other hand, 30,30% 

considered it as important or definitely important.  

At this point, we can affirm that the situation is kind of reversed if compared to the 

Italian one. For this reason, we can say that Simmel's theory does not fit Swedish 

society in this case. In addition, we can also argue that this result agrees with the part of 
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literature that affirms that Swedes do not like to stand out from the mass (perhaps with 

flashy clothes) and they like to stay on an equal level (Euromonitor.com, 2015). 

 

5.1.5 Fifth attribute on the list: always appear differently and new 

	  

Among the 45 Italians who answered this question, 19,57% said it was definitely not 

important, 17,39% said it was not important, 30,43% said they were indifferent about it, 

28,26% said it was important, and 4,35% said it was definitely important.  

Here we have the 67.39% of people who think that this factor is definitely not 

important, not important, or they are indifferent about it. On the other hand we have a 

32,61% who think is important or definitely important. So, as we can see, the answers 

were almost equally distributed. We have the majority of people (36,96%) that think it 

is not important or definitely not important, then we have a 32,61% who think it is 

important or definitely important, and finally a 30,43% who are indifferent about it.  

This attribute was linked with theories developed by Tonnies and Benjamin. Tonnies 

argues that fashion is the result of a modern society that wants fast changes and tends to 

destroy custom (George B. Sproles 1974). While, Benjamin sustains that fashion's main 

feature is to avoid the natural course of everything, which brings to death and 

destruction (Bretas, 2013). In his vision, women particularly represent this thought 

through their constant changing of style in order to appear always different and new, 

trying in a symbolic way to avoid what is inevitable: death (Bretas, 2013).  

So, we could argue that these theories fit the Italian society just to some extent, since 

the majority of people do not consider it as an important factor, or are indifferent about 

it. However, there are also a fairly big percentage of people who consider it as an 

important attribute. An interesting fact to mention is the answer that one of the Italian 

respondents gave when asked to say his main reason to buy fashion luxury apparel he 

said: ”I am trying to stay young”, which might be an indication that proves that 

Benjamin´s theory have some fundament in Italian society. In conclusion, we could say 

that Italians like to appear differently and new but, many of them, do not like to change 

too often or they just do not care, at leas for what concerns luxury apparel.  

Among the 32 Swedes that answered this question, 12,50% said it was definitely not 

important, 18,75% said it was not important, 28,13% said they were indifferent about it, 

37,50% said it was important, and 3,13% said it was definitely important. 
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In this case, we have the 59,38% of the people who think it is definitely not important, 

not important, or they were indifferent about it. On the other hand, the 40,63% said it 

was important or definitely important. Dividing the respondents in three groups, we can 

notice that the majority of people (40,63%) think this factor is somehow important and 

we have a 31,25% that think is somehow not important, and a about the 28% that is 

indifferent about it. So, here the situation looks slightly different compared to the Italian 

one. Indeed, people who think that it is somehow important are 8% more and people 

who think it is somehow not important are 5% less. In conclusion we can argue that the 

two theories discussed above fit better the Swedish society, which seems more inclined 

to go through faster changes of fashion and styles. This fact is also in discordance with 

the part of literature affirming that Swedes are usually not interested in being always 

fashionable and in following the new trends (Agripina, 2012). 

 

5.1.6 Sixth factor on the list: follow the new fashion and new styles 

	  

Among the 46 Italian respondents, 31,11% said it was definitely not important, 35,56% 

said it was not important, 11,11% said they were indifferent about it, 17,78% said it was 

important, 4,44% said it was definitely important. We can immediately notice that we 

have a big majority (66,67%) that thinks it is definitely not important or not important 

and just about the 22% that think is important or definitely important.  

It is possible to link this attribute with what argued by Blumer in his theory. Indeed, he 

says that fashion mechanisms do not respond to people's wish to emulate the wealthy 

class, but rather to the people's desire to be in fashion and to manifest new tastes that 

arise in a world that is constantly changing (Blumer, 1969). 

Analyzing this attribute alone, it is not possible to affirm that this theory does not fit. 

But, combining this result with the result obtained from the factor 'imitate wealthy 

people because you admire their social position they have', we could argue that the 

fashion mechanisms within the Italian society definitely do not respond to people's wish 

to emulate the wealthy class, but also that most of the Italians do not manifest the desire 

to constantly follow new fashion and styles (in regards to luxury apparel).  

Among the 33 Swedish respondents, 15,15% said it was definitely not important, 

12,12% said it was not important, 33,33% were indifferent about it, 33,33% said it was 

important, and 6,06% said it was definitely important. We can immediately see that 
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there is a pretty important difference in comparison with the Italian data in regard to this 

factor. In fact, just the 27,27% of Swedish respondents believe that it is definitely not 

important or not important. While, the majority (39,40%) thinks it is important or 

definitely important. In addition, we also have a percentage of people who are 

indifferent about it (33,33%) that is three times bigger than the Italian one. 

Looking at the results, we can affirm that Blumer theory fits much better the Swedish 

society than the Italian one. Combining this result with the findings derived from the 

third factor, we can argue that fashion mechanisms in the Swedish society do respond to 

people´s wish to emulate the wealthy class (to some extent), and also that many Swedes 

manifest the desire to be always in fashion by following the new styles. 

 

5.1.7 Seventh factor on the list: communicate your ideals 

	  

 Among the 45 Italians that answered, 20% said it was definitely not important, 17,78% 

said it was not important, 28,89% said they were indifferent about it, 26,67% said it was 

important, 6,67% said it was definitely important. We can notice that the answers are 

kind of equally distributed. We have the majority (37,78%) who thinks it is not 

important or definitely not important, the 33,34% who think it is important or definitely 

important, and a 28,89% who are indifferent about it.  

This factor can be linked with some trickle up theory affirming that what triggers people 

in imitating new trends, does not concern a status matter; but, through their clothing 

they make a social statement that make clear their ideals to others and, at the same time, 

make them different with a unique positioning within the society (Ma et al., 2012). In 

this case, it can be argued that the Italian society is kind of split up in regards to this 

argument. Indeed, the results highlight that the majority of Italians believe it is not 

important to communicate their ideals through clothing (luxury apparel in this specific 

case). But, on the other hand, we also have a 33,34% of people who rate it as an 

important factor. In conclusion, it is not possible to affirm that this theory fits the Italian 

society, but it can be said that it finds some fundament in it for what concerns luxury 

apparel. 

Among the 33 Swedish respondents, 15,15% said it was definitely not important, 

15,15% said it was not important, 30,30% said they were indifferent about it, 27,27% 

said it was important, and 12,12% said it was definitely important. It is possible to see 
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that the situation is slightly different compared to the Italian one. The 30,30% of people 

think it is somehow not important, another 30,30% is indifferent about it, and the 

majority (39,39%) believe it is somehow important.   

Even though, there is a balance among Swedes’ answers, we could argue that, the part 

of theory analyzed, fits better the Swedish society than the Italian one. We can conclude 

affirming that, it seems, that Swedes are more inclined than Italians in communicating 

their ideals through clothing (luxury apparel).  

 

5.1.8 Eighth factor on the list: being accepted by the society 

	  

Among the 45 Italian respondents, 37,78% said it was definitely not important, 20% 

said it was not important, 28,89% said that they were indifferent about it, 13,33% said it 

was important, and 0% said it was definitely important. It is possible to observe that a 

fairly big majority of Italians (57,78%) think it is somehow not important, and among 

them the 37,78% said it was definitely not important. On the other hand, there is just the 

13,33% of people who think it is important.  

This factor can be linked with different theories. Adam Smith affirms that it is in the 

human nature to try to please others (Smith, 2013); this can be interpreted as a way 

through which someone can be accepted by the society. Another link can be done with 

Veblen theory when he says that we try to imitate those people who are considered as 

admirable by the society (George B. Sproles 1974). We could argue that through trying 

imitating people who are considered admirable by the society we are aiming to be 

considered admirable as well, and so, accepted by the society. We can also link it with 

self-concept theory, which affirms that when purchasing products that then will be 

consumed in public, a person is most likely to rely on his/her actual public-concept in 

order to satisfy other expectations (Kardes et al., 2011). But, it is also possible that a 

person relies on his/her ideal public-concept in order to change the perceived idea that 

others have on him/herself (Kardes et al., 2011). In this case, it is possible to argue that, 

through the purchasing of luxury apparel, a person might try to show to others his/her 

actual or ideal public-concept (depending on the case) trying to find the right one to be 

accepted by the society. Finally, also the appearance management theory is linked with 

this factor. Indeed, through the selection of various factors (among them there is 
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clothing), we can try to ingratiate others (make them liking us) (Kardes et al., 2011); 

this is another way to try to be accepted by the society.  

Now, considering the results, it appears that Italians seem definitely not interested in 

trying to be accepted by the society when purchasing luxury apparel. 

Among the 33 Swedes that answered, 18,18% said it was definitely important, 15,15% 

said it was not important, 30,30% said they were indifferent about it, 30,30% said it was 

important, and 6,06% said it was definitely important. In this case, we have a small 

majority (36,36%) of people who think it is somehow important, a 33,33% of people 

who think is somehow not important, and also an important amount of people (30,30%) 

who are indifferent about it.  

As results clearly show, the Swedish situation, in this case, is much different from the 

Italian one. Swedes are much more inclined in using (or wishing to do so) luxury 

apparel to be accepted by the society. So, the parts of theories analyzed above, seem to 

fit better the Swedish society than the Italian one.  

 

5.2 Interpretation and differences of the data generated 

by Italians and Swedes answering questions n. 7 
	  

Question number seven was the following: Do you think that you would utilize the 

social judgments derived from the purchase (or wished purchase) of these goods to 

build an idea of yourself and understand who you are?  

Among the 45 Italians who answered this question, 9% said yes, 60% said no, and 31% 

said maybe. While among the 33 Swedes the responded, 27% said yes, 30% said no, 

and 42% said maybe. 

This question was linked with different theories. The first one is the one developed by 

Adam Smith who affirms that that we use social judgment as a test that, at a later stage, 

we utilize to judge ourselves (Smith, 2013). We can also link it with Self-concept 

theory. In the specific, we take in consideration self-location, which is about private 

versus public (Kardes et al., 2011). The actual public-concept regards how others 

perceive a consumer, while the ideal public-concept is how a consumer would like to be 

perceived by others (Kardes et al., 2011). In this case we aim to see if the actual public-

concept influences the consumers’ self-concept, which is: “the totality of an individual's 

thoughts and feelings regarding him/herself as an object” (Kardes et al., 2011 p.151). 
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As results show, it seems that Italians, usually, do not take in consideration social 

judgments derived from the purchase of luxury apparel when it comes to their self-

concept. On the other hand, Swedes showed to be much more inclined to do it, with a 

percentage of people who answered yes (27%) that is three times bigger than the Italian 

one. Furthermore, also the uncertain people´s percentage is bigger, while people who 

said no are just the 30%. 

In conclusion, it is possible to affirm that the theories just analyzed fit much better the 

Swedish society. This result is also in agreement with what found out within the study 

about fashion luxury buying behavior among Italians. The study concluded that they 

buy fashion apparel mostly for personal purposes, using these goods to express their 

identities and to delight themselves without taking in account external reasons (Amatulli 

& Guido). We can argue that, in this case, the external reasons are others’ opinions. So, 

it seems that they use luxury apparel following their internal beliefs and they do not let 

others’ judgments modify their choices and have an influence on their self-concept. 

 

5.3 Interpretation and differences of the data generated 

by Italians and Swedes answering questions n. 8 
	  

The eighth question was: When purchasing (or wishing to purchase) fashion luxury 

goods, do you think you are being influenced by the following factors? 

The graph 5 below shows how Italians answered this question. 
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The graph 6 below shows how Swedes answered this question. 

 

 

5.3.1 First factor on the list: your group of friends 

	  

Among the 45 Italians that answered, 42,22% said no, 48,89% said maybe, and 8,89% 

said yes.  

This factor was linked with some trickle up theories that affirm that new fashions start 

from the bottom of the social hierarchy (friends in this case) (Ma et al., 2012). Research 

has been done following this line of thinking and it suggests that there are certain 

individuals, usually teenagers, who make themselves distinctive from the mass and, 

since they are able to influence their sub-culture, they potentially can start a new fashion 

trend gaining the admiration of their friends (Ma et al., 2012).  

It is possible to see that most of the Italians are undecided in this case (48,89%), but 

there is also a big percentage of them (42,22%) who said it is not influenced, while less 

than 9% said it is influenced. So, in this case, these theories fit just to some extent the 

Italian society. Indeed, results showed most Italians do not know if their friends 

influence them or not. However, more than 40% of them feel not influenced by this 

factor (when considering luxury apparel).  

Among the 33 Swedish respondents, 33,33% said no, 30,30% said maybe, and 36,36% 

said yes. 

Here, comparing to the Italian situation, the answers are more equally distributed and it 

is possible to immediately see that there is a much bigger percentage of people that say 
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to be influenced by friends (36,36%). We can conclude that, once again, the theories 

considered fit better the Swedish society than the Italian one (in the luxury apparel 

matter).  

 

5.3.2 Second factor on the list: people who are frequently in the 

same social environment as you are 

	  

This factor can be linked with a trickle across theory developed by Katz and Lazarseld 

who argue that the most influencing fashion leader is not some allure person who shows 

off an expensive style, instead the fashion influence comes from informal relationships 

among people who frequent the same social environment (Miller, McIntyre and 

Mantrala, 1993). 

Among the 45 Italians that answered, 48,89% said no, 28,89% said maybe, 22,22% said 

yes. So, it is possible to observe that most of the Italians (48,89%) think that this is not a 

factor that influences them. So, we could affirm that within the Italian society most of 

the people think that this factor does not influence them when buying luxury apparel. 

However, if the influence, usually, does not come from informal relationships among 

people within the same social environment, this, of course, does not imply that it comes 

from people who show off expensive styles, like the other part of theory affirms.  

Among the 33 Swedish respondents, 33,33% said no, 27,27% said maybe, 39,39% said 

yes. Once again, a different situation, if compared to the Italian one, is faced. Indeed, 

results highlight that most of the Swedes (39,39%) affirm to be influenced by this 

factor. It is possible to conclude saying that the theory analyzed fits better the Swedish 

society than the Italian one.  

 

5.3.3 Third factor on the list: media such as TV programs, magazines, 

social media, blogs 

	  

This factor can be linked with various theories. King affirms that mass communications 

are able to spread information rapidly and influence new fashion offering (George B. 

Sproles 1974). Englis and Solomon argue that through the exposure of the media 

consumers store information about idealized social groups; these will influence their 

buying behavior when purchasing products that are linked with a certain aspired 
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lifestyle that is represented in the media (Englis & Solomon, 1995). Finally, it can also 

be linked with Self-concept theory, which affirms that marketing activities are able to 

create ideal standards that can have undesirable and, in some cases, desirable 

repercussions on people's self-esteem. In this case, for marketing activities, it is meant 

promotion activities within the media.  

Among the 45 Italians that answered, 51,11% said no, 33,33% said maybe, and 15,56% 

said yes. It is possible to immediately see that the big majority (51,11%) affirmed that 

this factor does not influence them. On the other hand, just a fairly small percentage of 

Italians (15,56%) said to be influenced by media. So, it can be affirmed that Italians 

strongly believe that the media considered do not influence their choices when buying 

luxury apparel.  

Among the 33 Swedes that answered, 27,27% said no, 30,30% said maybe, and 42,42% 

said yes. Here, the situation looks kind of reversed when comparing it with the Italian 

one. In fact, an evident majority (42,42%) considers this factor as influencing. 

Concluding, it can be argued that Swedish society is more influenced by media than the 

Italian one in regard to luxury apparel's attitudes. 

 

5.3.4 Fourth factor on the list: random people that you see on the 

street   

	  

This factor can be linked with trickle up theories saying that usually new fashions start 

from the bottom of the social hierarchy (Ma et al., 2012). In this specific case, random 

people on the street represent the bottom of the social hierarchy. 

Among the 46 Italians that answered, 39,13% said no, 45,65% said maybe, 15,22% said 

yes. In this, case most Italians (45,56%) said that might be influenced by this factor. 

Even though about 40% of people claimed to be not influenced by random people on 

the street, it is not possible to affirm that this is not an influential factor for Italians since 

most of them are undecided. 

Among the 33 Swedish respondents, 27,27% said no, 57,58% said maybe, and 15,15% 

said yes. In this case, the situation is pretty similar with the Italian one. The only 

noticeable difference is that more people who are undecided about it are present. 

Anyway, the conclusions reached for the Italian case apply also to the Swedish one. 
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5.4 Interpretation and differences of the data generated 

by Italians and Swedes answering questions n. 6 & n.9 
	  

Question number six and number nine will be analyzed together within this paragraph. 

This choice has been made because almost all the people who answered the question: 

which is your main reason for buying luxury products? (question number six. The tables 

that regard this question can be seen in the appendix), said some attribute that is directly 

linked with the features of a luxury fashion brand (quality, elegance, etc.), which is 

what question number nine investigated in a direct manner. 

Among the 24 Italians respondents of question number six, 20,83% said that somehow 

they are not interested in buying these kind of goods, 12,5% indicated style as their 

main reason, 41,66% indicated quality, 4,16% indicated the quality/price ratio, 20,83% 

indicated reasons that are linked with self-esteem.  

Among the 10 Swedes that gave an answer to question number six, 30% said that they 

are somehow not interested in buying these kind of goods, 30% indicated quality as 

their main reason, and 40% indicated aesthetic reasons (style).  

So, as it can be seen, there are some differences between Swedes and Italians. In fact, 

the main reason indicated by most of Italians is quality, while the main one for most of 

the Swedes is style. The second most indicated reason for Italians is to be able to, 

somehow, raise one´s self-esteem, while for Swedes is quality. Finally, we can also 

notice that Italians indicate some more reason than Swedes. However, this is most 

probably linked with the total number Italians who answered, which is almost 2.5 bigger 

than the Swedish one.  

Question number nine asked: How important are the following features for a luxury 

fashion brand in your opinion?  

The attributes available were: high quality, high price, good quality/price ratio, 

craftmanship, exclusivity, uniqueness, flagship stores, history of the brand, popularity, 

elegance, creativity. So, this question aimed in verifing how important these attributes 

are in the eyes of Swedes and Italians.  
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The graph 7 below shows the percentages of Italians that considered the attributes 

important or definitely important.  

 
 

The graph 8 below shows the percentages of Italians that considered the attributes not 

important or definitely not important.  
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The graph 9 below shows the percentages of Swedes that considered the attributes 

important or definitely important.  

 

 
 

The graph 10 below shows the percentages of Swedes that considered the attributes not 

important or definitely not important.  

 
 

So, as it can be observed, there are various similarities, but also quite a few differences 

in how the various features are considered by Swedes and Italians. In fact, Italians seem 

to consider much more important than Swedes factors such as: exclusivity, uniqueness, 

history of the brands, elegance, and creativity. These results also confirm the fact that 

most Italians, when purchasing (or wishing to purchase) luxury apparel, believe that it is 

important to communicate to be different and unique; this can be linked with the fact 
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that most of them selected exclusivity and uniqueness as important attributes of a 

fashion luxury brand. In addition, quality resulted to be a really important factor for 

both Swedes and Italians; this confirms what expressed by the respondents about the 

importance of quality in question number six. Finally, it is also important to mention 

that flagship stores, which are an attribute that is usually considered highly important 

within the literature, has been considered so by neither Swedes nor Italians.  

 

5.5 Results interpreted in correlation with the Maslow´s 

hierarchy of needs 
	  

As it can be noticed so far, the nature of fashion apparel itself, which is exclusive, 

unique, addressing wealthy people, makes it something for a few. So, It can be argued 

that this fact places these goods in the higher part of the pyramid, just before the top. 

The results from this study confirmed this statement. Indeed, answers coming from both 

Italians and Swedes allow us to collocate luxury apparel within the esteem section of 

the pyramid, which comprehend self-esteem, confidence, achievements, respect of 

others, and respect by others. Finally, as it was observed, all the results obtained can be 

linked with one or more of the factors just mentioned.  

 

6 Conclusions 
 

Summarizing and summing up all the results obtained so far, makes possible to give an 

answer to the research questions proposed in the beginning of this research and an 

useful insight that marketers can look at when advertising or building a fashion luxury 

brand within the countries analyzed.  

As it is possible to see by the results obtained and their following analysis, it emerges 

that there are evident differences among the Swedish and the Italian society.  

Questions five, six, and seven discovered the attitudes of Swedes and Italians toward 

luxury apparel. In other words, those questions, following what affirmed in the different 

sociological models considered, tried to understand why people behave or have certain 

attitudes with regards to luxury apparel.  
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Among the influencing factors mentioned by the sociological models considered, 

question eight discovered if Swedes and Italians believe to be influenced by these 

factors with regards to luxury apparel. 

Finally, question nine discovered which are the features considered important by 

Swedes and Italians when it comes to fashion luxury brands.  

Now all the results will be summarized and put together so that marketers can look at 

them as an insight when advertising or branding in the countries analyzed (within 

luxury apparel field).  

It appeared that Italians, through purchasing (or wishing to purchase) luxury apparel, 

mostly would like to communicate to others that they are different, unique, and that 

somehow they would like to embrace a fresh style. It resulted also that, for them, it also 

have some importance to communicate ideals and impress others in a positive way. In 

addition, among the factors considered, they resulted most influenced by people who 

they find within their same social environment. Finally, there are many features that 

they value as important to have for a fashion luxury brand and its correlated goods; 

these are the most important: high quality, elegance, exclusivity, uniqueness, good 

quality/price ratio. However, there are also others features that play an important role as 

results highlight, these are: creativity, craftsmanship, and history of the brand. 

On the other hand, Swedes showed to be really interested in impress others in a positive 

way, follow the fashion and its new styles, appear always differently and new, display a 

status symbol, and communicate their ideals. Among the factors considered, they 

resulted influenced the most by media, people within their same social environment, 

and friends. Finally, they consider extremely important for a fashion luxury brand to 

possess features such as high quality, good quality/price ratio, and elegance. But, also 

other factors such as craftsmanship, uniqueness, and exclusivity have a fundamental 

role.  

In general, we can observe that the sociological models analyzed fit much better the 

Swedish society than the Italian one, which scored low on almost all the questions from 

five to eight (excluding number six). This means that Swedes resulted much more 

caring in others judgments than Italians when it comes to luxury apparel. This can be 

also proved by the fact that they resulted influenced more strongly and by more factors 

(friends, media, etc.) than Italians. Finally, in general Swedes, compared to Italians, 
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consider fewer features as important when evaluating a fashion luxury brand and, as 

discussed above, these features are also rated slightly different.  

 

6.1 Limitations 
	  

It is also crucial to mention that this study has its limitations. These lie in the number of 

respondents that is just slightly above the minimum required. We can also observe that 

within Italian respondents the percentage of male respondents (78%) was much greater 

than the female one (22%). While, within the Swedish respondents, participants 

belonging to the age categories 26-35 and 45+ are completely missing. Finally, as you 

might have notice, the interpretation of the data was done following a basic descriptive 

statistic method. However, a more in depth and complex statistical analysis might have 

consistently added reliability to the results. These might be factors that invalidate the 

possibility to generalize the results obtained to the whole population.   

 

7 Discussion 
 

Throughout the development of this study, a secondary achievement, which came 

unexpected, might have been reached; looking at the matter treated from a philosophical 

perspective can reveal this. As said in the very introduction of this work, philosophy is 

something that should help us to grasp a better understanding of ourselves (Svendsen, 

(2006). Through the whole work, it is possible to understand that, usually, people 

modify their behavior and/or their aspect in order to be accepted by a given social 

context. In other words, many times people embrace behaviors that are, at least to some 

extent, artificial. Now, this is a fact, but this thesis does not have the presumption to say 

if it is right or wrong. Some people might argue that it is something within the human 

nature, but maybe, it comes from something else and we are not born with it. Maybe, 

we could live in societies that are better and more genuine without these kind of 

artificial behaviors. Maybe this could allow us to lead happier lives, or maybe not. 

However, many people might take this fact as something that is granted, which has 

always happened and maybe will always happen and so do not even spend any time 

thinking about it. If this thesis had triggered in the readers the need to spend some time 

thinking about it and get his/her own opinions about this matter, another small goal 
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could have been accomplished. Once a writer and poet called Luigi Pirandello, said: 

‘There is a mask for the family, one for the society, one for the work. And when you 

stay alone, you are no one’. 

 

7.1 Suggestions for further research 
	  

If implicit attitudes are also considered as associations that we make unconsciously 

(automatically) (Gawronski, 2007), it would be also possible that, when asking people 

about those implicit attitudes, making them reflecting about them (so that they become 

explicit attitudes) (Gawronski, 2007), they might, sometimes, not accept their implicit 

attitudes and lie about them. So it might be interesting a study that research about this 

matter and tries to understand if it happens and, in case, why it happens. 

Finally, since this was a small study (in terms of participants), it might also be 

interesting to see the results of a similar study (perhaps including qualitative methods) 

conducted with more resources, that involves a much wider base of participants from 

the countries analyzed, and that uses a more complex statistical method in order to 

analyze the data more in depth. 
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Appendix 
 

In table 25 below, it is possible to observe what the main reason is that drives the 

participants to buy luxury apparel other than the factors listed in question number 5. 
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In table 26 below, it is possible to observe what the main reason is that drives the Italian 

participants to buy luxury apparel other than the factors listed in question number 5. 

 
 

In table 27 below, it is possible to observe what the main reason is that drives the 

Swedish participants to buy luxury apparel other than the factors listed in question 

number 5. 

 


