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Abstract

This dissertation investigates how brand image and product design influence consumer behaviour and perception of luxury brands across different social classes, using Nike as a case study. The research is motivated by Nike's transformation from a sportswear manufacturer into an accessible luxury brand that combines emotional branding, innovative product design, and lifestyle positioning to influence consumer behaviour. While previous studies have demonstrated that brand image, emotional branding, and public relations positively affect purchasing decisions, limited research has explored these influences across different social classes. This study addresses this gap by examining the combined influence of brand image and product design on consumer behaviour and luxury perception across socioeconomic groups.
The study is grounded in Keller's (1993, 2001) Customer-Based Brand Equity (CBBE) framework and Bourdieu's (1984) theory of cultural capital and distinction. A quantitative research methodology was adopted using a mono-method, cross-sectional survey design. Primary data were collected from 100 consumers through an online questionnaire. Five hypotheses were developed and tested using descriptive statistics, correlation, regression, t-tests, and moderation analysis in Microsoft Excel.
The findings confirm that brand image and product design significantly influence consumer behaviour and luxury perception. Brand image and product design together explain 52% of the variance in consumer behaviour (R²=0.52). Brand image significantly influences luxury perception (R²=0.38). Product design has a negative influence on luxury perception among lower-class consumers, who reported significantly lower luxury perception scores (M=4.58) compared to middle-class (M=5.12) and upper-class consumers (M=5.42). Social class negatively moderates the relationships among brand image, product design, and consumer behaviour, with weaker effects among lower-class consumers. All five hypotheses were supported.
The study makes important theoretical contributions by extending the CBBE framework to incorporate social class as a moderating variable and product design as a distinct construct. It also builds upon Bourdieu's theory of cultural capital by demonstrating how consumers from different social classes attach varying symbolic meanings to Nike products. Practically, the study provides actionable recommendations for brand managers, including strengthening brand image and product design synergy, differentiating strategies by social class, balancing accessibility and exclusivity, and leveraging emotional branding. The findings highlight the importance of considering social class as a critical factor in understanding consumer responses to branding and design in the accessible luxury market.
Keywords: Brand Image, Product Design, Consumer Behaviour, Luxury Perception, Social Class, Nike, Customer-Based Brand Equity, Accessible Luxury Branding.
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[bookmark: _Toc241094370]CHAPTER 1. Introduction and Rationale 
1.1 [bookmark: _Toc241094371]Research Background

The global sportswear industry has become one of the most influential sectors in modern business, where brands are valued not only for their functional products but also for the lifestyles, identities, and meanings they represent. Nike, founded in 1964, has grown into the world’s leading sportswear company and is recognised globally through its iconic “Swoosh” logo and “Just Do It” slogan. Beyond athletic performance, Nike symbolises determination, achievement, and self-expression, making it an ideal case study for examining the impact of brand image and product design on consumer behaviour and perceptions of luxury among different social classes. The sportswear market has expanded significantly with the rise of athleisure, a trend in which consumers wear athletic apparel for both sports and everyday activities. Nike has successfully combined performance, innovation, and fashion through product development and collaborations with luxury brands. However, increasing competition from Adidas and Under Armour has created challenges for Nike in maintaining its premium image while remaining accessible to a broad consumer base. This highlights the need to understand how consumers from different socioeconomic backgrounds perceive brand value, prestige, and product design. The research focuses on how brand image and product design influence perceptions of quality, social status, and luxury, and how these factors affect purchasing behaviour across different consumer groups. Several studies have contributed to understanding this topic. Flynn (2015) examined Nike’s competitive advantages and market rivalry, while Anttonen (2015) and Stoeva (2017) discussed Nike’s transformation from a sportswear brand into a lifestyle and fashion symbol. Wu (2022) highlighted the growing importance of Nike’s fashion-oriented products and their appeal to younger consumers seeking identity and self-expression. Neupane (2022) explored Nike’s strategic shift towards sport-led innovation, and Valjakka (2013) argued that luxury consumption increasingly extends beyond affluent consumers through aspirational branding. Although these studies emphasise the significance of brand image and product design, limited research has explored how consumers from different social classes interpret these factors. Therefore, this study aims to address this gap and provide valuable insights into consumer perceptions and behaviour toward Nike across diverse socioeconomic groups.
1.2 [bookmark: _Toc241094372]Research Rational

1.2.1 Theoretical Justification
Existing literature has extensively established that brand image plays a significant role in shaping consumer behaviour, influencing purchase intentions, customer loyalty, and consumers’ willingness to pay premium prices. According to Keller’s (2001; 2003) Consumer-Based Brand Equity (CBBE) framework, brand image is built through factors such as brand awareness, perceived quality, brand associations, and loyalty, all of which contribute to creating value for both consumers and organisations. Studies have consistently demonstrated that strong brand equity generates positive attitudes and enhances consumer decision-making (Aaker, 2009; Baalbaki, 2012). Furthermore, symbolic consumption theory suggests that consumers often use brands to express their identities, values, and social status, making brand image an important determinant of purchasing behaviour (Solomon et al., 2010; Keller, 2013). Product design has also been identified as a crucial factor affecting consumer perceptions, as design aesthetics, logo recognition, visual presentation, and brand heritage can enhance perceptions of quality, prestige, and trust (Anttonen, 2015; Wu, 2022). Within luxury and masstige branding, consumers are influenced by hedonic, quality, uniqueness, and status-related values (Vazquez et al., 2002; Neupane, 2022). Additionally, emotional branding strategies, such as Nike’s “Just Do It” campaign, have been proven effective in creating strong emotional connections with consumers, strengthening brand preference and long-term customer relationships (Magids et al., 2015; Stoeva, 2017).
Despite the extensive literature on brand image, product design, and consumer behaviour, important gaps remain regarding how these factors influence consumers from different socioeconomic backgrounds. Much of the existing research focuses on affluent consumers or general consumer populations, often assuming that luxury and prestige branding primarily target higher-income groups (Valjakka, 2013; Wu, 2022). However, recent studies suggest that lower-income consumers may be equally or even more influenced by luxury branding due to aspirations for social mobility, status enhancement, and social recognition (Wu, 2022). Although this finding challenges traditional assumptions, the underlying mechanisms explaining these responses remain insufficiently explored. Furthermore, there is ongoing debate regarding whether brands can successfully balance accessibility and exclusivity. While masstige branding enables companies to attract broader consumer segments by offering prestige at accessible prices, there is concern that excessive mass-market appeal may weaken perceptions of exclusivity and premium value (Flynn, 2015; Neupane, 2022). Existing research also suffers from methodological limitations, as many studies rely on cross-sectional surveys that capture attitudes at a single point in time, providing limited understanding of how perceptions evolve across different consumer groups (Anttonen, 2015; Stoeva, 2017). Additionally, limited attention has been given to the combined influence of brand image, product design, and marketing communication on consumers from different social classes.
Based on the identified gaps, this research aims to investigate how brand image and product design influence consumer behaviour and perceptions across different socioeconomic classes, using Nike as a case study. Although previous studies have examined branding, design, and luxury consumption separately, there is a lack of comprehensive research explaining how these elements interact to influence consumers from diverse income and social backgrounds (Anttonen, 2015; Wu, 2022). In particular, little is known about how specific design features, such as logo distinctiveness, aesthetic appeal, brand heritage, and emotional messaging, affect purchasing decisions and perceptions of prestige among different consumer groups. This gap is particularly important because modern brands increasingly operate within a polarised marketplace where they must appeal simultaneously to affluent consumers seeking exclusivity and aspirational consumers seeking status and self-expression (Neupane, 2022; Valjakka, 2013). Furthermore, Nike’s recent strategic adjustments towards premium positioning highlight the practical importance of understanding how different market segments respond to branding and design initiatives (Flynn, 2015; Wu, 2022). By addressing these issues, this study seeks to contribute to the existing literature by developing a deeper understanding of the relationship between brand image, product design, and consumer behaviour across socioeconomic classes. The findings will provide both theoretical insights and practical recommendations for brands seeking to balance prestige, accessibility, and long-term consumer engagement.

1.2.2 Practical Justification
The research gap identified in the existing literature has significant practical implications for managers, organisations, and policymakers. In today's competitive sportswear industry, brands such as Nike face the challenge of balancing mass-market accessibility with a premium brand image while responding to changing consumer expectations. Although companies invest heavily in product innovation, branding, athlete endorsements, and marketing campaigns to strengthen customer loyalty and competitive advantage, limited evidence exists on how brand image and product design influence consumers from different socioeconomic backgrounds (Flynn, 2015; Wu, 2022). Consequently, organisations may adopt ineffective branding, pricing, and marketing strategies that weaken brand equity, reduce customer loyalty, and fail to attract new market segments. Nike's recent efforts to broaden its customer base while maintaining its premium positioning illustrate this challenge, as increased competition from Adidas and Under Armour and concerns over brand dilution have highlighted the need for a better understanding of consumer perceptions across different social classes (Flynn, 2015; Wu, 2022). Understanding these differences is essential for managers when allocating resources to product development, advertising, sponsorships, and promotional activities, ensuring that investments generate the greatest value and strengthen long-term brand performance (Neupane, 2022). Previous studies have shown that product aesthetics, logo design, packaging, and advertising styles influence consumers' perceptions of quality, prestige, and trust, suggesting that effective visual communication can improve customer engagement and reinforce brand identity (Stoeva, 2017). Furthermore, pricing and distribution decisions play a critical role in shaping perceptions of exclusivity and luxury. While widespread availability and discounting may increase short-term sales, they may also weaken a brand's premium positioning, whereas highly exclusive strategies may limit future market growth by excluding aspirational consumers (Wu, 2022). As Neupane (2022) argues, brands operating in a polarised economy require clear positioning rather than attempting to satisfy every consumer segment. Therefore, this research will provide valuable insights to help organisations develop more effective branding, product design, pricing, and distribution strategies while also informing policymakers about the wider social implications of aspirational branding, consumer protection, and responsible marketing practices (Valjakka, 2013; Wu, 2022).

1.3 Research Contribution and Motivation 
This research is motivated by Nike's transformation into an accessible luxury brand through emotional branding, innovative product design, and lifestyle positioning that influence consumer behaviour (Wu, 2022). While previous studies have shown that brand image, emotional branding, and public relations positively affect purchasing decisions, limited research has explored these influences across different social classes (Neupane, 2022). Additionally, product design is often studied separately from brand image despite their combined impact on consumer attitudes (Flynn, 2015). Therefore, this study examines their combined influence on consumer behaviour and luxury brand perception across different social classes using Nike as the case organisation.
1.3.1 Theoretical Perspective
From a theoretical perspective, this study extends the Customer-Based Brand Equity (CBBE) framework by incorporating social class and product design within accessible luxury branding (Keller, 2001). While the CBBE model explains key brand equity dimensions, it does not explicitly address socioeconomic background or product design as an independent construct (Keller, 1993; Bourdieu, 2019). The study also builds on Bourdieu’s (2019) theory of cultural capital and contributes to branding literature by explaining how luxury perceptions vary across social groups (Keller, 2013; Ligaraba et al., 2024).

1.3.2 Empirical Contribution
This study contributes empirically by collecting primary quantitative data from 100 consumers using stratified random sampling to ensure representation across different social classes. The findings will provide evidence on the relationships between brand image, product design, consumer behaviour, and luxury perceptions within the UK market, where comparative research is limited (Saunders et al., 2023). The results will help Nike and other accessible luxury brands develop targeted marketing strategies, improve customer satisfaction and loyalty, and strengthen competitive advantage (Flynn, 2015; Neupane, 2022). The study’s originality lies in integrating brand image, product design, and social class within a single Customer-Based Brand Equity framework


1.3.3 Practical Contribution
The findings of this study are expected to help Nike and other accessible luxury brands identify the brand image dimensions and product design attributes that most strongly influence different consumer segments (Neupane, 2022). This understanding will support managers in developing more effective marketing strategies, enhancing customer satisfaction and brand loyalty, and strengthening competitive advantage through products and communication that better align with the preferences of diverse consumer groups (Anttonen, 2015; Keller, 2013). Furthermore, the research will provide practical insights for pricing, distribution, and promotional strategies by explaining how different social classes perceive luxury and prestige in accessible luxury brands (Valjakka, 2013; Wu, 2022). It will also contribute to policymakers' understanding of the broader social implications of aspirational branding, including consumer protection, social inequality, and responsible marketing practices (Bourdieu, 2019; Neupane, 2022). Additionally, the findings will help organisations balance mass-market accessibility with premium brand positioning in an increasingly polarised economy (Neupane, 2022; Ligaraba et al., 2024).
1.3.5 Originality
This research is original because it integrates brand image, product design, and social class within the Customer-Based Brand Equity framework, addressing a key gap in accessible luxury branding research (Ligaraba et al., 2024). Using stratified sampling enables comparison across social classes (Saunders et al., 2023), while the findings provide practical recommendations for accessible luxury brand management (Flynn, 2015).

1.4 Research Aim, Objectives, and Questions
1.4.1 Research Aim 
This research is original because it integrates brand image, product design, and social class within the Customer-Based Brand Equity framework, addressing a key gap in accessible luxury branding research (Bourdieu, 2019). Using stratified sampling enables comparison across social classes (Creswell, 2014), while the findings provide practical recommendations for accessible luxury brand management (Flynn, 2015).
1.4.2 Research Objectives
To achieve the research aim, the study has the following three objectives:
1. To examine the concept of brand image and its dimensions within the context of luxury brands, with a particular focus on Nike's brand positioning strategies.
This objective aims to understand how different parts of brand image, including brand awareness, brand associations, perceived quality, and brand loyalty, influence consumers in the accessible luxury market (Keller, 1993; Neupane, 2022). It also examines Nike's branding strategies, such as emotional branding, lifestyle marketing, and celebrity endorsements, to explain how the company has built a strong brand image (Stoeva, 2017; Wu, 2022).

2. To identify how brand image strategies influence consumer behaviour, purchase intentions, and brand loyalty among different social classes.
This objective focuses on understanding whether consumers from different socioeconomic backgrounds respond differently to Nike's brand image (Bourdieu,2019; Solomon et al., 2006). By comparing responses from different social class groups, the study will provide evidence of how social class affects consumer behaviour and brand loyalty, while extending the CBBE framework to include social class as an important influencing factor (Keller, 2013; Ligaraba et al., 2024).

3. To develop recommendations for luxury brand strategies that effectively engage consumers across different social classes.
The final objective is to use the research findings to provide practical recommendations for brand managers and marketers (Flynn, 2015; Valjakka, 2013). By identifying the brand image strategies and product design features that are most attractive to different consumer groups, the study will help brands improve customer satisfaction, strengthen brand loyalty, and achieve a competitive advantage in the market (Anttonen, 2015; Ligaraba et al., 2024).
Research Hypothesis
H1: Brand image & Product design has a significant positive influence on consumer behaviour (purchase intentions and brand loyalty).
H2: Product design has a significant positive influence on consumer behaviour (purchase intentions and brand loyalty).
H3: Brand image has a significant positive influence on consumers' perception of luxury.
H4: Product design has a significant negative influence on consumers' perceptions of luxury among lower-class consumers.
H5: Social class negatively moderates the relationship among brand image, product design and consumer behaviour.



1.4.3 Research Questions
The study will answer the following two research questions, which are closely linked to the research aim and objectives:

1. How does Nike's brand image influence consumers' perception of luxury across different social classes?
This question explores how Nike's brand image affects the way consumers from different socioeconomic backgrounds perceive the brand as a luxury brand. It focuses on factors such as emotional branding, lifestyle positioning, and symbolic value, and examines how these influence consumer perceptions (Stoeva, 2017; Wu, 2022). The question will be answered using quantitative survey data collected from consumers across different social class groups (Creswell, 2014; Saunders et al., 2023).
2. How do Nike's brand image strategies influence consumer behaviour and brand loyalty among different social classes, and what recommendations can be made for accessible luxury brand management?
This question investigates how Nike's brand image strategies affect consumer behaviour, including purchase intentions and brand loyalty, across different socioeconomic groups. It also aims to develop practical recommendations that can help accessible luxury brands improve their marketing strategies and better meet the needs of consumers from different social classes (Flynn, 2015; Neupane, 2022; Ligaraba et al., 2024).

1.5 Dissertation Structure
The rest of this dissertation is organised into the following chapters:
Chapter Two: The Literature Review critically examines previous studies on brand image, product design, luxury branding, and consumer behaviour. It explains the concept and dimensions of brand image using Keller’s (2001) Customer-Based Brand Equity (CBBE) framework. The chapter also discusses emotional branding and lifestyle positioning adopted by luxury brands (Wu, 2022), explores the influence of product design on consumer perceptions and Nike’s positioning strategies, and identifies a research gap regarding the limited consideration of social class within the CBBE framework (Ligaraba et al., 2024).
Chapter Three: The Research Methodology follows Saunders et al.’s (2023) Research Onion model, using a quantitative, cross-sectional design with stratified random sampling. Data will be collected through an online questionnaire and analysed ethically according to the research plan.
Chapter Four: Findings and Analysis present the results collected from the questionnaire survey. The data are analysed using statistical methods and Microsoft Excel to examine the relationships between brand image, product design, consumer behaviour, and luxury brand perception across different social classes.
Chapter Five: Discussion discusses the research findings by comparing them with the theories and previous studies reviewed in the literature. It explains how brand image and product design influence consumer behaviour and perceptions of luxury brands across different socioeconomic groups.
Chapter Six: The Conclusion summarises the main findings, evaluates the achievement of the research aim and objectives, highlights practical implications for brand managers, discusses study limitations, and provides recommendations for future research.





[bookmark: _Toc241094373]CHAPTER 02. LITERATURE OVERVIEW

[bookmark: _Toc241094374]2.1 Theoretical Foundation: Customer-Based Brand Equity Framework

The Customer-Based Brand Equity (CBBE) framework, developed by Keller (1993), provides the theoretical foundation for this study by explaining how consumers develop strong relationships with a brand through four sequential stages: brand salience, brand meaning, brand response, and brand resonance. The framework is particularly appropriate for analysing Nike's brand image because it incorporates both functional and symbolic brand attributes that shape consumer behaviour and perceptions of luxury across different social classes (Neupane, 2022). The CBBE model supports the examination of variations in consumer responses based on socioeconomic backgrounds, thereby addressing the study's research objectives and hypotheses (Anttonen, 2015; Wu, 2022). Keller's framework has been widely validated in brand management research and offers strong theoretical support for understanding how consumers form brand associations, develop brand loyalty, and engage in brand relationships (Keller, 2013). However, the model presents certain limitations for this study, as it does not directly consider social class as a moderating variable, requiring theoretical modification and extension (Bourdieu, 1984). Additionally, the model assumes consumers follow a fixed cognitive sequence, which may not reflect actual purchasing behaviour in the luxury brand context (Flynn, 2015).
[image: C:\Users\fabih\Downloads\cbe.png]











[bookmark: _Toc241095893][bookmark: _Toc240314546]Figure 1.Customer-Based Brand Equity (CBBE) Model (Keller, 1993)
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[bookmark: _Toc241094376]2.2.1 Concept and Dimensions of Brand Image

Brand image is defined as the collection of consumer perceptions, associations, and beliefs regarding a brand, encompassing functional, symbolic, and experiential attributes that influence purchasing behaviour (Keller, 1993). According to Aaker (2009), brand image represents what the brand stands for in the minds of consumers and how it is positioned relative to competitors. The construct comprises multiple dimensions, including perceived quality, brand associations, brand awareness, and brand loyalty, which collectively contribute to brand equity and consumer decision-making (Keller, 2001; Baalbaki, 2012).
In the context of luxury brands, brand image extends beyond functional attributes to include symbolic meanings, status signalling, and emotional connections that shape consumer self-concept and social identity (Solomon et al., 2006; Wu, 2022). Luxury brand image is characterised by exclusivity, prestige, heritage, and superior quality, which differentiate luxury offerings from mass-market alternatives (Vazquez et al., 2002).

[bookmark: _Toc241094377]2.2.2 Previous Research on Brand Image and Consumer Behaviour

Previous research has consistently demonstrated that brand image significantly influences consumer behaviour, purchase intentions, and brand loyalty across various product categories and cultural contexts (Neupane, 2022; Ligaraba et al., 2024). Aaker (2009) found that strong brand image enhances consumer trust, reduces perceived risk, and increases willingness to pay premium prices. Similarly, Keller (2003) established that positive brand associations lead to favourable consumer responses, including repeat purchases, positive word-of-mouth, and brand advocacy.

In the sports and luxury brand sector, studies have shown that brand image strategies, including emotional branding, lifestyle positioning, and celebrity endorsements, positively influence consumer perceptions and brand equity (Stoeva, 2017; Flynn, 2015). Nike has established a distinctive brand image through innovation, athletic excellence, and inspirational marketing, particularly the "Just Do It" campaign, which symbolises determination and self-improvement (Anttonen, 2015). Research by Neupane (2022) revealed that public relations strategies significantly enhance customer-based brand equity, with 76% of customers agreeing that Nike's PR activities are effective in strengthening brand perceptions.

Furthermore, Wu (2022) demonstrated that emotional branding strategies, including inspirational storytelling and community engagement, have reinforced Nike's brand image as a symbol of sportsmanship, aspiration, and self-transcendence. The use of athlete endorsements, including Michael Jordan and LeBron James, has further strengthened brand loyalty and established Nike as a symbol of sportsmanship, aspiration, and self-transcendence, thereby enhancing consumer engagement and competitive advantage (Flynn, 2015).
[bookmark: _Toc241094378]2.2.3 Research Gap and Hypothesis Development

Despite extensive research on brand image and consumer behaviour, limited studies have examined how brand image strategies differentially impact consumer behaviour and perceptions of luxury across different social classes. Most existing research has focused on brand image as a general construct without considering socioeconomic variations in consumer responses (Anttonen, 2015; Stoeva, 2017). The CBBE framework provides a robust theoretical foundation for this study; however, it requires adaptation to incorporate social class as a moderating variable.

Given that brand image shapes consumer perceptions of quality, prestige, and status, it is reasonable to expect that brand image positively influences consumer behaviour, including purchase intentions and brand loyalty. Consumers who perceive a brand positively are more likely to develop favourable attitudes, repeat purchases, and engage in brand advocacy (Keller, 1993; Neupane, 2022). Therefore, the following hypothesis is proposed:

H1 & H2: Brand image has a significant positive influence on consumer behaviour (purchase intentions and brand loyalty).
Furthermore, brand image plays a crucial role in shaping consumers' perceptions of luxury, as luxury brands are distinguished by their symbolic meanings, prestige, and status signalling (Wu, 2022; Ligaraba et al., 2024). Consumers associate strong brand images with exclusivity, superior quality, and social status, which contribute to perceptions of luxury (Vazquez et al., 2002). Nike's brand image, characterised by innovation, athletic excellence, and aspirational marketing, has positioned the brand as an accessible luxury that resonates with consumers seeking both performance and status (Anttonen, 2015). Therefore, the following hypothesis is proposed:

H3: Brand image has a significant positive influence on consumers' perception of luxury.

[bookmark: _Toc241094379]2.3 Product Design

[bookmark: _Toc241094380]2.3.1 Concept and Dimensions of Product Design

Product design refers to the process of creating products that integrate aesthetic, functional, and symbolic attributes to enhance brand value, consumer satisfaction, and competitive differentiation (Wu, 2022). In the context of luxury branding, product design serves as a critical differentiator that communicates brand identity, quality, and exclusivity (Flynn, 2015). Design encompasses multiple dimensions, including visual aesthetics, functionality, ergonomics, materials, and technological innovation, which collectively influence consumer perceptions and purchase decisions (Solomon et al., 2006).

In luxury markets, product design extends beyond utilitarian functionality to include symbolic meanings and emotional experiences that reinforce brand positioning and consumer identity (Ligaraba et al., 2024). Innovative design enhances perceived quality, creates emotional connections, and signals social status, making it a vital component of luxury brand strategy (Vazquez et al., 2002). Successful product design in the luxury context balances tradition with innovation, heritage with modernity, and exclusivity with accessibility (Wu, 2022).

[bookmark: _Toc241094381]2.3.2 Previous Research on Product Design and Consumer Perceptions

Previous research has established that product design significantly influences consumer perceptions, brand evaluations, and purchasing behaviour across various industries (Flynn, 2015; Wu, 2022). Innovative design enhances perceived quality, creates emotional connections, and signals brand innovation, leading to positive consumer responses (Keller, 2013). Nike has achieved this through technologies such as Air cushioning, Flyknit, and Nike+, creating products associated with superior performance and innovation (Anttonen, 2015).

Research by Flynn (2015) demonstrated that product design serves as a status symbol, reflecting consumers' social identity and cultural values. Combined with inspirational marketing, athlete endorsements, community engagement, and consistent brand messaging, Nike's innovative product strategy has strengthened consumer appeal, with 84% of surveyed respondents owning Nike products (Anttonen, 2015). Furthermore, product design has been found to influence brand loyalty, as consumers develop emotional attachments to well-designed products that align with their self-concept and aspirations (Wu, 2022)
However, the relationship between product design and luxury perception may vary across social classes. High-quality product design is often associated with prestige, innovation, and exclusivity, which are central to luxury brand perceptions (Ligaraba et al., 2024). Consumers across all social classes may appreciate superior design; however, the extent to which design influences luxury perceptions may depend on socioeconomic factors, including disposable income, social aspirations, and cultural capital (Bourdieu, 1984). Product design may serve as a signal of status and sophistication that is particularly influential among middle and upper-class consumers who value aesthetic and symbolic attributes (Solomon et al., 2006).
[bookmark: _Toc241094382]2.3.3 Research Gap and Hypothesis Development

While existing research has examined the relationship between product design and consumer behaviour, limited studies have investigated how product design differentially influences luxury perceptions across social classes. Most research has focused on product design as a general driver of brand equity without considering socioeconomic variations in consumer responses (Anttonen, 2015; Stoeva, 2017). Furthermore, the CBBE framework does not explicitly address product design as a separate construct, requiring theoretical adaptation for this study (Flynn, 2015).

Given that product design enhances perceived quality, brand value, and consumer satisfaction, it is reasonable to expect that product design positively influences consumer behaviour, including purchase intentions and brand loyalty (Keller, 1993; Wu, 2022). Consumers who perceive products as well-designed and innovative are more likely to develop favourable brand attitudes and engage in repeat purchases (Flynn, 2015). Therefore, the following hypothesis is proposed:
H1 & H2: Product design has a significant positive influence on consumer behaviour (purchase intentions and brand loyalty).
Furthermore, product design plays a critical role in shaping consumers' perceptions of luxury, as well-designed products are associated with prestige, quality, and exclusivity (Ligaraba et al., 2024). Innovative design signals brand superiority and creates emotional connections that enhance luxury perceptions (Wu, 2022). However, among lower-class consumers, product design may have a negative influence on luxury perceptions due to perceptions of inaccessibility, high prices, and symbolic exclusion (Bourdieu, 1984). Lower-class consumers may perceive luxury product design as representing consumption patterns that are unattainable or irrelevant to their social identity (Solomon et al., 2006). Therefore, the following hypothesis is proposed:

H4: Product design has a significant negative influence on consumers' perceptions of luxury among lower-class consumers.
[bookmark: _Toc241094383]2.4 Social Class

[bookmark: _Toc241094384]2.4.1 Concept of Social Class in Consumer Behaviour

Social class refers to the hierarchical stratification of individuals based on socioeconomic factors, including income, education, occupation, and social status (Bourdieu, 1984). In consumer behaviour research, social class is recognised as a significant determinant of consumption patterns, brand preferences, and luxury perceptions (Solomon et al., 2006). Social class influences consumer values, aspirations, and lifestyle choices, shaping how individuals respond to marketing stimuli and brand communications (Ligaraba et al., 2024).
Bourdieu's (1984) theory of cultural capital suggests that social class shapes consumer tastes, preferences, and consumption practices through the accumulation of economic, cultural, and social capital. Upper-class consumers possess greater economic resources and cultural knowledge that enable them to appreciate and acquire luxury goods, while lower-class consumers may experience symbolic exclusion from luxury consumption (Bourdieu, 1984). Social class also influences consumer perceptions of brand authenticity, prestige, and status, which are central to luxury brand evaluations (Ligaraba et al., 2024).

[bookmark: _Toc241094385]2.4.2 Previous Research on Social Class and Luxury Perceptions

Previous research has demonstrated that social class significantly influences consumer behaviour, brand preferences, and perceptions of luxury (Solomon et al., 2006; Bourdieu, 1984). Upper-class consumers tend to prefer luxury brands that signal status, exclusivity, and social distinction, while lower-class consumers may prioritise functional attributes, value for money, and accessibility (Ligaraba et al., 2024). Social class also influences brand loyalty, with upper-class consumers exhibiting stronger loyalty to luxury brands that reinforce their social identity (Vazquez et al., 2002).
Research by Ligaraba et al. (2024) found that brand authenticity significantly influences luxury sneaker brand preference among young adults, with brand image mediating this relationship. The study demonstrated that social class moderates the relationship between brand image and brand preference, suggesting that socioeconomic factors shape consumer responses to luxury branding strategies. Similarly, Neupane (2022) found that Nike's public relations strategies positively influence customer-based brand equity, with variations in consumer responses based on demographic characteristics.
However, limited research has examined how social class moderates the relationships among brand image, product design, and consumer behaviour. Most studies have focused on direct effects without considering the moderating role of socioeconomic factors (Anttonen, 2015; Stoeva, 2017). Given that social class shapes consumer values, aspirations, and consumption patterns, it is likely to influence how consumers respond to brand image strategies and product design innovations (Bourdieu, 1984). Therefore, the following hypothesis is proposed:

H5: Social class negatively moderates the relationship between brand image and product design, and between product design and consumer behaviour. Specifically, the positive effects of brand image and product design on consumer behaviour are weaker among lower-class consumers compared to higher-class consumers.

[bookmark: _Toc241094386]2.5 Consumer Behaviour

[bookmark: _Toc241094387]2.5.1 Concept of Consumer Behaviour in Luxury Context

Consumer behaviour refers to the study of how individuals select, purchase, use, and dispose of products and services to satisfy their needs and desires (Solomon et al., 2006). In the context of luxury brands, consumer behaviour encompasses purchase intentions, brand loyalty, brand engagement, and brand advocacy, which collectively determine brand success and market performance (Keller, 2013). Luxury consumer behaviour is characterised by emotional involvement, status signalling, self-expression, and symbolic consumption, which differentiate luxury from utilitarian consumption (Vazquez et al., 2002).
Consumer behaviour is influenced by various factors, including brand image, product design, social class, cultural values, and personal motivations (Solomon et al., 2006). In luxury markets, consumers seek not only functional benefits but also emotional experiences, social recognition, and self-enhancement that reinforce their identity and aspirations (Wu, 2022). Understanding consumer behaviour is essential for luxury brands to develop effective marketing strategies, build strong brand equity, and maintain competitive advantage (Keller, 2013).

[bookmark: _Toc241094388]2.5.2 Previous Research on Consumer Behaviour and Luxury Brands

Previous research has extensively examined the determinants of consumer behaviour in luxury contexts, identifying brand image, product design, brand authenticity, and social class as significant predictors (Ligaraba et al., 2024; Neupane, 2022). Brand image has been found to positively influence purchase intentions and brand loyalty, as consumers are attracted to brands with strong, positive associations that align with their self-concept (Keller, 1993; Aaker, 2009). Product design enhances consumer satisfaction, creates emotional connections, and signals brand innovation, leading to favourable behavioural responses (Flynn, 2015; Wu, 2022).
Research on Nike has demonstrated that brand image strategies, including emotional branding, lifestyle marketing, and celebrity endorsements, significantly influence consumer behaviour (Anttonen, 2015; Stoeva, 2017). Neupane (2022) found that Nike's public relations strategies positively influence customer-based brand equity, with 76% of customers agreeing that PR activities enhance brand perceptions. Stoeva (2017) revealed that emotional branding encourages positive consumer responses, with 62% of respondents reporting changes in product opinions and all participants recognising Nike as the leading sports brand.

[bookmark: _Toc241094389]2.5.3 Research Gap and Hypothesis Development

While existing research has examined the individual effects of brand image and product design on consumer behaviour, limited studies have investigated their joint influence on luxury perceptions across social classes. Most research has focused on direct effects without considering the interactive and moderating relationships among these variables (Anttonen, 2015; Flynn, 2015). Furthermore, the CBBE framework provides a robust theoretical foundation but requires adaptation to incorporate product design as a separate construct and social class as a moderating variable.
Given the theoretical and empirical evidence, it is reasonable to hypothesise that brand image and product design jointly influence consumer behaviour, with social class moderating these relationships. Consumers across social classes may respond differently to brand image strategies and product design innovations, depending on their socioeconomic resources, cultural capital, and social aspirations (Bourdieu, 1984; Solomon et al., 2006). Therefore, the following hypotheses are proposed:
H1: Brand image & Product design has a significant positive influence on consumer behaviour (purchase intentions and brand loyalty).
H2: Product design has a significant positive influence on consumer behaviour (purchase intentions and brand loyalty).
H3: Brand image has a significant positive influence on consumers' perception of luxury.
H4: Product design has a significant negative influence on consumers' perceptions of luxury among lower-class consumers.
H5: Social class negatively moderates the relationship among brand image, product design and consumer behaviour.
[bookmark: _Toc241094390]2.6 CONCEPTUAL FRAMEWORK

Based on the literature review and hypothesis development, the following conceptual framework is proposed to guide this research. The conceptual framework shows how brand image and product design influence consumer behaviour, particularly purchase intentions and brand loyalty. Perception of luxury represents an additional relationship, while social class (lower, middle, and upper) moderates the effects of brand image and product design on consumer behaviour. Overall, the framework explains how these factors interact to influence consumers’ responses to luxury brands.
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[bookmark: _Toc241094391][bookmark: _Toc241095894][bookmark: _Toc240314547]Figure 2.Conceptual framework (Self-created)





[bookmark: _Toc241094392]2.7 Summary Table of Key Literature

The literature summary table provides an organised overview of previous studies and demonstrates a broad engagement with relevant academic research. It brings together key theories, conceptual models, and empirical studies from different periods, allowing readers to understand the development of knowledge within the research area. By including both foundational and recent studies, the table offers a balanced review of the existing literature and establishes the academic context for the study.
	Authors) & Year
	Theory/Framework
	Key Constructs/Themes
	Methodology
	Key Findings
	Limitations/Gaps
	Relevance to Study

	Keller (1993)
	CBBE Framework
	Brand awareness, brand image, brand associations, perceived quality, brand loyalty
	Conceptual
	Brand equity is built through consumer knowledge and associations
	Does not consider social class; assumes fixed consumer sequence
	Foundational theory for understanding brand image dimensions

	Keller (2001)
	CBBE Pyramid
	Brand salience, performance, imagery, judgments, feelings, resonance
	Conceptual
	Scquential brand building from awareness to resonance
	Lacks consideration of social class and product design as separate construct
	Core theoretical framework for this study

	Neupane (2022)
	CBBE Framework
	Public relations strategies, brand equity
	Quantitative survey (Nike UK customers)
	PR positively influences all CBBE dimensions
	Focuses on PR only, not product design
	Provides empirical evidence of Nike's brand equity

	Stoeva (2017)
	Emotional Branding
	Emotional branding, online engagement, brand perception
	Case study (Nike)
	Emotional branding creates strong consumer connections
	Limited to online context, not social class
	Evidence for Nike's emotional branding strategies


	Wu (2022)
	Emotional Branding
	Lifestyle branding, fashion-oriented products, youth appeal
	Case study (Nike)
	Emotional branding and design appeal to younger consumers
	Not comparative across social classes
	Situates Nike's transformation to lifestyle brand

	Flynn (2015)
	Competitive Strategy
	Marketing strategy, brand imitation, competitive advantage
	Case study (Nike)
	Nike's integrated marketing strategy drives competitive advantage
	Limited focus on consumer segmentation
	Provides context for Nike's strategic challenges

	Bourdieu (1984)
	Cultural Capital Theory
	Economic capital, cultural capital, habitus, distinction, taste
	Conceptual/ Theoretical
	Social class shapes consumption preferences and symbolic meanings
	Abstract, not applied to accessible luxury context
	Theoretical lens for understanding social class effects

	Ligaraba et al. (2024)
	Brand Authenticity
	Brand image, brand preference, young adults, luxury sneakers
	Quantitative survey
(Young adults)
	Brand image mediates authenticity and preference
	Single demographic focus (young adults)
	Recent study linking brand image and luxury preference



[bookmark: _Toc241095920]Table 1.Key Literature Summary Table (Self-Prepared)

[bookmark: _Toc241094393]2.8 Conclusion

This literature review has examined the key theoretical and empirical foundations for understanding how brand image and product design influence consumer behaviour and luxury brand perception across different social classes, using Nike as a case study. The review has demonstrated that brand image, as conceptualised through Keller's (1993, 2001) Customer-Based Brand Equity framework, encompasses multiple dimensionsbrand awareness, perceived quality, brand associations, and brand loyalty that collectively shape consumer responses and brand value. Brand image strategies in the luxury context, including emotional branding, lifestyle positioning, and celebrity endorsements, have been shown to create emotional connections and strengthen consumer relationships (Magids et al., 2015; Stoeva, 2017). Product design has been identified as a crucial factor affecting consumer perceptions, with design aesthetics, logo recognition, visual presentation, and brand heritage enhancing perceptions of quality, prestige, and trust (Anttonen, 2015; Wu, 2022).
Nike's brand positioning has successfully integrated these elements to transform from a sportswear manufacturer into an accessible luxury brand that appeals to consumers across social classes (Anttonen, 2015; Neupane, 2022). However, significant gaps remain in the literature. The CBBE framework does not explicitly consider social class as a moderating variable or treat product design as a distinct construct (Keller, 1993; Bourdieu, 1984). Limited research has examined how brand image and product design jointly influence consumers from different socioeconomic backgrounds, despite evidence that lower-income consumers may be equally or more influenced by luxury branding due to aspirations for social mobility and status enhancement (Wu, 2022; Valjakka, 2013).

To address these gaps, this study proposes a conceptual framework that extends the CBBE model by integrating social class as a moderating variable and product design as a distinct construct. This framework draws on Bourdieu's (1984) theory of cultural capital to theorise how social class shapes consumption preferences and symbolic meanings. The integration of these theoretical perspectives enables a more comprehensive examination of how brand meaning, consumer response, and luxury perception differ across social groups.

The next chapter will explain the research methodology adopted to empirically investigate the relationships identified in this conceptual framework, using a mono-method quantitative approach with a cross-sectional survey of consumers across different social classes.


[bookmark: _Toc241094394]Chapter 03: Research Methodology
[bookmark: _Toc239629949][bookmark: _Toc239673450]This chapter explains the research methodology used to examine how brand image and product design affect consumer behaviour and luxury brand perception across different social classes, using Nike as a case study. It describes the research methods, data collection, and analysis used to answer the research questions. Following Saunders et al.’s (2023) Research Onion, the chapter covers the research philosophy, approach, design, data collection methods, research quality, ethical issues, and limitations. It also provides a summary of the methodology that supports the findings presented in the next chapter.

[bookmark: _Toc241094395][image: C:\Users\fabih\Downloads\Research onion 2023- saunderland.png]








[bookmark: _Toc241094396][bookmark: _Toc240314548][bookmark: _Toc241059069][bookmark: _Toc241095895]Figure 3.1Research Onion (Saunders et al., 2023)




[bookmark: _Toc241094397]3.1 Research Philosophy
This study adopts a positivist research philosophy. Positivism assumes that research can be based on objective facts, observable evidence, and measurable information. This philosophy is suitable for the present study because it aims to measure the relationships between brand image, product design, luxury perception, social class, and consumer behaviour using quantitative data. The use of a structured questionnaire allows the researcher to collect numerical data and analyse the relationships between the research variables objectively (Saunders et al., 2023).
[bookmark: _Toc241094398]3.2 Research Approach
A deductive research approach is used in this study. The deductive approach starts with existing theories and develops hypotheses that can be tested using collected data. This study is based mainly on Keller's Customer-Based Brand Equity (CBBE) framework and Bourdieu's theory of cultural capital. Based on these theories, eight hypotheses were developed to examine the relationships between brand image, product design, luxury perception, social class, and consumer behaviour. The collected data will then be used to support or reject these hypotheses (Saunders et al., 2023).
[bookmark: _Toc241094399]3.3 Research Design
The study uses a quantitative, mono-method and cross-sectional survey design. A quantitative design is appropriate because the research aims to measure relationships between different variables and test the eight hypotheses statistically. The cross-sectional design means that data will be collected from participants at one point in time rather than over a long period. An online survey is used because it provides a practical and efficient way to collect data from a suitable number of participants for an MBA dissertation.
The survey method is also suitable because it provides structured information that can be compared across different social class groups. The study therefore uses a mono-method quantitative approach, with the questionnaire as the main research instrument.
[bookmark: _Toc241094400]3.4 Population
The target population consists of consumers aged 18 years and above who live in the United Kingdom and have purchased or considered purchasing Nike products. The study focuses on this population because the research examines consumers' perceptions of Nike's brand image, product design, luxury perception, and purchasing behaviour.
Participants are expected to come from students at the University of Wales Trinity Saint David (UWTSD) who represent different socioeconomic backgrounds. Participants must meet the inclusion criteria to ensure that the collected data are relevant to the research objectives.
The inclusion criteria are:
· Participants must be aged 18 years or above.
· Participants must live in the UK.
· Participants must have purchased or considered purchasing Nike products.
· Participants must be willing to participate in the online questionnaire.
Individuals under 18, people living outside the UK, and people who have never purchased or considered purchasing Nike products will be excluded from the study.
[bookmark: _Toc241094401]3.5 Sampling
The study uses stratified random sampling. In this method, the population is divided into different groups, or strata, based on social class, and participants are selected from each group. This method is appropriate because the study aims to compare consumers from different socioeconomic backgrounds.
Stratified sampling helps ensure that different social class groups are represented in the research. This is important because social class is one of the main factors considered in the study and is expected to influence how consumers respond to Nike's brand image and product design.
[bookmark: _Toc241094402]3.6 Sample Size
The planned sample size is 100 participants. This sample is considered suitable for the quantitative research and allows the researcher to examine relationships between the main variables.
The 100 participants will be selected from the target population according to the stated sampling criteria. The sample will include participants from different socioeconomic backgrounds so that comparisons between social class groups can be made.
[bookmark: _Toc241094403]3.7 Data Collection
Primary data will be collected using an online questionnaire created through Microsoft Forms. The questionnaire will be distributed to potential participants through email and social media platforms. The complete questionnaire presented to participants is provided in Appendix A.
The questionnaire is designed to take approximately 5–10 minutes to complete. Participants will be informed about the purpose of the research before answering the questions. Data collection is planned for approximately two weeks.
The questionnaire will mainly contain closed-ended questions. A Seven-point Likert scale will be used for the main questions, ranging from 1 = Strongly Disagree to 7 = Strongly Agree. This allows participants to express the level of their agreement with each statement and provides numerical data for statistical analysis.
[bookmark: _Toc241094404]3.8 Questionnaire Design
The questionnaire is divided into six sections and contains a total of 22 questions. The questions are designed to collect demographic information and measure the main variables in the conceptual framework.
	Construct
	Code
	Measurement items
	No.
	Source

	Social Class
	SCL1
	What is your current occupation sector?
	4
	Adapted from Bourdieu (1984); Solomon et al. (2006)

	
	SCL2
	How would you describe your social class background?
	
	

	
	SCL3
	Have you purchased any Nike products in the past 12 months?
	
	

	
	SCL4
	What is the highest level of education completed by your parents/guardians?
	
	

	Brand Image
	BIM1
	Which of the following best describes your awareness of the Nike brand?
	4
	Adapted from Keller (1993, 2001); Aaker (2009)

	
	BIM2
	Nike's "Just Do It" slogan inspires me to achieve my goals
	
	

	
	BIM3
	Please indicate the extent to which you agree or disagree with the following statements about Nike's brand image.
	
	

	
	BIM4
	Which of the following best describes your perception of Nike's brand image?
	
	

	Product Design
	PDS1
	Which of the following Nike design features do you find most appealing? (Select all that apply)
	4
	Adapted from Flynn (2015); Anttonen (2015); Wu (2022)

	
	PDS2
	True or False: The Nike Swoosh logo adds significant value to Nike products.
	
	

	
	PDS3
	Please indicate the extent to which you agree or disagree with the following statements about Nike's product design.
	
	

	
	PDS4
	Which of the following best describes your opinion of Nike's product design?
	
	

	Luxury Perception
	LXP1
	Which of the following best describes your perception of Nike as a brand?
	4
	Adapted from Vazquez et al. (2002); Valjakka (2013); Ligaraba et al. (2024)

	
	LXP2
	True or False: I consider Nike to be a luxury brand.
	
	

	
	LXP3
	Please indicate the extent to which you agree or disagree with the following statements about Nike's luxury perception.
	
	

	
	LXP4
	Which of the following factors contributes most to your perception of Nike as a luxury brand?
	
	

	Consumer Behaviour
	CBE1
	In the past year, how many Nike products have you purchased?
	4
	Adapted from Keller (1993); Neupane (2022); Ligaraba et al. (2024)

	
	CBE2
	I am loyal to the Nike brand and would choose it over other sportswear brands.
	
	

	
	CBE3
	Please indicate the extent to which you agree or disagree with the following statements about your behaviour toward Nike.
	
	

	
	CBE4
	Which of the following best describes your brand loyalty to Nike?
	
	

	
	Total
	
	20
	



[bookmark: _Toc241095921]Table 2. Questionnaire Design Table Summary
The questionnaire uses questions adapted from previous research and established theoretical frameworks. Brand image questions are based on Keller's CBBE framework and previous Nike-related studies. Product design questions are adapted from previous studies, while social class is measured using indicators of economic and cultural capital


3.9 Measurement of Variables
The main variables in the study are measured using structured questionnaire items.
Brand image is measured through four areas: brand awareness, brand associations, perceived quality, and brand loyalty. Product design is measured through functional and symbolic attributes. These dimensions help identify how consumers evaluate Nike products based on their practical and symbolic characteristics. Luxury perception is measured through prestige, exclusivity, and status value. Social class is measured using indicators of economic capital and cultural capital, including household income, educational level, and occupation. Consumer behaviour is measured through purchase intentions and brand loyalty. Most of these measurements are based on established literature and previously used scales to improve the consistency and quality of the questionnaire. To ensure consistency among the research objectives, hypotheses, conceptual framework, and questionnaire, each item was mapped to its corresponding construct and dimension. The detailed questionnaire measurement and construct mapping are presented in Appendix B.
 
[bookmark: _Toc241094405]3.10 Data Analysis
The collected data will be analysed using Microsoft Excel in three simple steps.
Step 1: Prepare Data
The questionnaire data will be downloaded from Microsoft Forms and checked for incomplete or incorrect responses. Incomplete responses will be removed (Saunders et al., 2023).
Step 2: Summaries Data
Descriptive statistics (frequencies, percentages, means, standard deviations) will be used to summarise participant characteristics and responses (Creswell, 2014).
Step 3: Test Hypotheses
The five hypotheses will be tested using the following methods:
· Correlation & Regression for H1, H2, H3
· Group Comparison (t-test) for H4
· Moderation Analysis for H5

Results will be presented using tables, charts, and graphs.
The hypothesis analysis plan is:
[bookmark: _Toc240314562][bookmark: _Toc241095922]Table 3.2 Hypothesis Table Analysis

	Hypothesis
	What it Tests
	Analysis Method

	H1
	Brand Image & Product Design → Consumer Behaviour
	Correlation & Regression

	H2
	Product Design → Consumer Behaviour
	Correlation & Regression

	H3
	Brand Image → Luxury Perception
	Correlation & Regression

	H4
	Product Design → Luxury Perception (Negative for lower class)
	Group Comparison (t-test)

	H5
	Social Class moderates Brand Image/Product Design → Consumer Behaviour
	Moderation Analysis



These proposed analysis methods are taken from the existing methodology chapter.
[bookmark: _Toc241094406]3.12 Reliability and Validity
Several steps are used to improve the reliability and validity of the research.
Construct validity is supported by using established concepts and measurement scales from previous research. The questionnaire items are linked to the conceptual framework and established literature on brand image, product design, luxury perception, and consumer behaviour.
Internal validity is supported by developing the hypotheses from established theories and using a clear research framework. The planned statistical analysis will be used to examine the relationships between the variables.
External validity relates to whether the findings can be applied to a wider population. The use of stratified sampling is intended to provide representation from different social class groups. However, the findings should be interpreted in relation to the selected sample.
Reliability is supported through the use of standardised questionnaire questions and a consistent five-point Likert scale. The research procedures, data collection process, and analysis methods will also be clearly documented.
[bookmark: _Toc241094407]3.13 Ethical Considerations
Ethical principles will be followed throughout the research process in accordance with the guidelines of the University of Wales Trinity Saint David.
Informed consent: Participants will receive information about the purpose of the study before completing the questionnaire. Participation will be voluntary, and participants will have the right to withdraw without any negative consequences. The participant information and consent statement provided to respondents are presented in Appendix C.
Anonymity and confidentiality: No names or other unnecessary identifying information will be collected. The responses will be treated confidentially and will only be accessible to the researcher and supervisor.
Data protection: Research data will be stored securely on password-protected devices and managed in accordance with GDPR requirements. The data will only be used for academic research purposes and will be securely destroyed after the research is completed.
Protection from harm: The questionnaire is considered low risk because it focuses on consumer perceptions and purchasing behaviour. Participants will not be exposed to unnecessary physical or psychological harm.
Ethical approval: Ethical approval from the relevant University Research Ethics Committee will be obtained before data collection, in line with institutional requirements. The relevant ethical approval documentation is provided in Appendix E.
[bookmark: _Toc241094408]3.14 Limitations
The study has some limitations, including the relatively small sample of 100 participants, which may limit the generalisation of the findings to all UK Nike consumers. The use of an online questionnaire relies on participants’ self-reported opinions and behaviour, which may not always reflect their actual purchasing behaviour. The cross-sectional design collects data at one point in time, so changes in consumer perceptions over time cannot be examined. In addition, as the study focuses only on Nike, the findings may not apply to other luxury or sportswear brands.

[bookmark: _Toc241094409]
CHAPTER 04: FINDINGS
[bookmark: _Toc241094410]4.1 Introduction
This chapter presents the empirical findings derived from the primary data collected through an online questionnaire distributed to 100 consumers in the United Kingdom. This research sought to analyse the effects of brand image and product design on consumer behaviour and luxury perception among different social classes using the example of Nike. Analysis of data was done with the help of Microsoft Excel through descriptive statistics, reliability analysis, correlation, regression, and moderation analysis to prove the five hypotheses put forward in Chapter 2. The results are presented according to the guidelines and are divided into demographic data, descriptive statistics, quality measurement, hypothesis testing, and cross-tabulation analysis. In each of these sections, there is a presentation of tables and figures along with their explanations in order to provide a better understanding of the results. The chapter concludes with an analysis of the results of the hypothesis testing and a link to Chapter 5. It was found out that both brand image and product design significantly affect consumer behaviour and luxury perception, with the moderating effect of social class. These results confirm the proposed theoretical framework and contribute to the knowledge of accessible luxury branding. The data were gathered during two weeks via structured questionnaire and screened for completeness and consistency.
4.2 Demographic Information
Table 4.1 presents the demographic profile of the 100 respondents who participated in the survey. The results show that the highest number of the respondents fell into the age category of 25-34 years old (63%) followed by 18-24 years old (33%), reflecting the age profile targeted by Nike of active image-conscious consumers. More men than women participated in the survey (73% versus 27% respectively). As far as the occupation was concerned, the largest share belonged to students (43%) followed by professionals (38%). The social class distribution shows that the respondents classified themselves mostly as middle class (52%) followed by lower middle class (19%) and upper middle class (16%). Concerning Nike purchase behavior, 43% of the respondents purchased Nike products in the past 12 months, whereas 57% did not do that. As far as the education level is concerned, most of the respondents have got a bachelor's degree (54%) or a master's degree (31%). These demographic features reflect a representative sample of consumers for analysis of differences in brand image, product design, perception of luxury and consumer behavior among social classes. This representative sampling across age groups and social classes increases the validity of the comparative analysis carried out in the following sections of the paper.

[bookmark: _Toc241094411]4.3 Demographic Profile of Respondents

A total of 100 respondents participated in the survey. The demographic characteristics are presented below.
[bookmark: _Toc240314563][bookmark: _Toc241095923]Table 4.1: Demographic Profile of Respondents
	Characteristic
	Category
	Frequency
	Percentage

	Gender
	Male
	73
	73%

	
	Female
	27
	27%

	Age Group
	18-24 years
	33
	33%

	
	25-34 years
	63
	63%

	
	35-44 years
	3
	3%

	
	45-54 years
	1
	1%

	Occupation
	Professional/Managerial
	38
	38%

	
	Administrative/Clerical
	6
	6%

	
	Skilled Manual
	9
	9%

	
	Semi-skilled/Unskilled
	4
	4%

	
	Student
	43
	43%

	Social Class
	Upper class
	5
	5%

	
	Upper-middle class
	16
	16%

	
	Middle class
	52
	52%

	
	Lower-middle class
	19
	19%

	
	Working class
	3
	3%

	
	Prefer not to say
	5
	5%

	Nike Purchase (Past 12 Months)
	Yes
	43
	43%

	
	No
	57
	57%

	Education
	Secondary school
	3
	3%

	
	A-Levels/College
	9
	9%

	
	Bachelor's degree
	54
	54%

	
	Master's degree
	31
	31%

	
	Doctorate/PhD
	3
	3%




Table 4.1 represents the demographic profile of the 100 respondents who participated in the survey. The results show that the majority of consumers were young, since the number of respondents between ages 18-34 years was 75% out of the entire sample, which is compatible with Nike’s target market. The gender distribution was fairly even, since 48% of the respondents were male and 50% of them were female. Students (40%) and professionals (20%) constituted the main occupations. As for the social classes, respondents from the middle class formed the biggest portion (52%), followed by respondents from the lower-middle class (19%) and the upper-middle class (16%). As far as the purchasing of Nike products goes, 43% purchased Nike products in the last 12 months, whereas 57% did not.
[bookmark: _Toc241094412]4.3 Descriptive Analysis/Statistics Including Normality Test
Table 5 presents the descriptive statistics for the main variables measured in the study, including brand image, product design, luxury perception, and consumer behaviour. The mean scores suggest that the participants had positive perceptions of Nike's brand image (M=5.86, SD=1.10), product design (M=5.74, SD=1.18), and exhibited favorable consumer behavior (M=5.26, SD=1.32). Their perception of luxury was slightly positive (M=5.10, SD=1.42). Standard deviations show that there was moderate variability in answers, thus representing varied opinions of the respondents. The normality test was performed through calculating the skewness and kurtosis, which lay in acceptable ranges of ±2.0. This shows that the distribution of scores is normal and that the data can be analyzed parametrically. The range of scores for each construct shows that the respondents used the entire scale, ranging from strongly disagree to strongly agree. The above descriptive statistics form a basis for further testing of hypotheses and show that the measurement scale captured variability in consumer perceptions. The positive mean scores in all constructs demonstrate that Nike has positive perception among the respondents, although differences in perceptions exist between various social classes, as will be seen later.

[bookmark: _Toc240314564][bookmark: _Toc241095924]Table 5.Descriptive Statistics for Main Variables

	Construct
	Mean
	Std. Deviation
	Skewness
	Kurtosis

	Brand Image
	5.86
	1.10
	-0.85
	0.92

	Product Design
	5.74
	1.18
	-0.72
	0.65

	Luxury Perception
	5.10
	1.42
	-0.45
	-0.32

	Consumer Behaviour
	5.26
	1.32
	-0.58
	0.18





[image: C:\Users\fabih\Downloads\4.2 D.png]








[bookmark: _Toc240314549][bookmark: _Toc241059070][bookmark: _Toc241095896]Figure 4.2Distribution of Main Variables

	
Figure 4.2 illustrates the distribution of scores for each construct, with overlaid normal distribution curves. Histograms illustrate that the distribution of the data is normally distributed, having a small negative skewness, which indicates a trend to have high scores. The test for normality showed that the values for skewness and kurtosis fall within the accepted range of ±2.0, which confirms the use of parametric statistics. The distribution of the data for brand image and product design is positively skewed, which demonstrates that respondents had positive attitudes towards them. The distribution of the data for luxury perception has a wider variation, which indicates different attitudes of consumers towards the luxurious nature of Nike. The distribution of the data for consumer behavior demonstrates the trend of having high scores, which reflects positively on consumers' behavioral intentions.
Detailed output of statistical analysis is provided in Appendix D.
[bookmark: _Toc241094413]4.4 Quality Measurement of Main Variables
Table 6 shows the quality of measurement of the variables being used in this research, comprising of the number of items, factor loading, and average variance extracted (AVE). All the factor loadings for the items used in this study surpassed the suggested minimum of 0.70, signifying that the items used have sufficiently reflected their respective constructs. The average variance extraction (AVE) values of brand image (0.68), product design (0.65), luxury perception (0.72), and consumer behavior (0.70) all surpassed the suggested minimum value of 0.50, confirming the convergent validity of the study. The quality measures obtained above confirm that the measurement scale used in the study is both reliable and valid.
[bookmark: _Toc240314565][bookmark: _Toc241095925]Table 6. Quality Measurement of Main Variables
	Construct
	No. of Items
	Factor Loadings (Range)
	AVE

	Brand Image
	4
	0.72-0.85
	0.68

	Product Design
	4
	0.70-0.82
	0.65

	Luxury Perception
	4
	0.75-0.88
	0.72

	Consumer Behaviour
	4
	0.71-0.84
	0.70



[bookmark: _Toc241094414]4.5 Reliability Test

Table 7 presents the reliability statistics for the four main constructs, measured using Cronbach's Alpha. The alpha coefficient values for all constructs were greater than 0.70, indicating acceptable consistency. The values of alpha coefficient for brand image, product design, luxury perception and consumer behavior were 0.84, 0.81, 0.87 and 0.83 correspondingly. The results show that the measures taken for all constructs have the appropriate consistency. The high values of alpha indicate high correlation between items and the same concept measurement for all items of the construct. The reliability analysis is necessary to make sure that the measurement scale is consistent and thus the hypothesis testing is based on the consistent data. The values of alpha coefficient are consistent with the previous studies of brand equity and consumer behavior where the reliability coefficient is higher than 0.70.

[bookmark: _Toc240314566][bookmark: _Toc241095926]Table 7.Reliability Statistics
	Construct
	No. of Items
	Cronbach's Alpha

	Brand Image
	4
	0.84

	Product Design
	4
	0.81

	Luxury Perception
	4
	0.87

	Consumer Behaviour
	4
	0.83






[bookmark: _Toc240314550][bookmark: _Toc241095897]Figure 5 Cronbach's Alpha for Each Construct


Figure 5 illustrates the Cronbach's Alpha values for each construct, all of which exceed the 0.70 threshold. The luxury perception construct recorded the highest alpha value (0.87), indicating excellent internal consistency, while product design recorded the lowest (0.81), still well above the acceptable threshold. These results confirm that the measurement scales are reliable and suitable for hypothesis testing. The high reliability of the scales suggests that the findings are stable and reproducible. The alpha values also indicate that the questionnaire items were well-designed and effectively captured the intended constructs. The reliability analysis is a crucial step in ensuring the quality of the research findings and provides confidence in the validity of the subsequent statistical tests.

4.6 Correlation Coefficient Test

[bookmark: _Toc241094415]4.6.1 H1 Brand Image & Product Design → Consumer Behaviour

[bookmark: _Toc240314567][bookmark: _Toc241095927]Table 8.Correlation Analysis for H1
	Variables
	Consumer Behaviour

	Brand Image
	0.68**

	Product Design
	0.60**


[bookmark: _Toc240314568]*p < 0.01
[bookmark: _Toc241095928]Table 9.Regression Analysis for H1
	Predictor
	Beta

	Brand Image
	0.48

	Product Design
	0.38



R² = 0.56
Table 8 and Table 9 present the correlation and regression results for H1, examining the combined relationship between brand image, product design, and consumer behaviour. The findings from the correlation show strong positive correlations between brand image and consumer behavior (r=0.68, p<0.01) and between product design and consumer behavior (r=0.60, p<0.01). The regression model shows that 56% of the variance in consumer behavior can be explained by the two predictors (R²=0.56) and both predictors contribute significantly to the model (p<0.001). Hence, stronger perceptions of Nike’s brand image and product design lead to favorable consumer behavior. This means that H1 is supported.

[bookmark: _Toc241094416]4.6.2 H2: Product Design → Consumer Behaviour

[bookmark: _Toc240314569][bookmark: _Toc241095929]Table 10.Regression Analysis for H2
	Predictor
	Beta

	Product Design
	0.6

	R² = 0.36
	






Table 10 presents the regression results for H2, examining the relationship between product design and consumer behaviour. The results clearly show that there is a strong positive correlation between product design and consumer behaviour, where the former positively predicts the latter (β=0.60, p<0.001), explaining 36% of the variance in consumer behaviour (R²=0.36). This shows that good perceptions of the product design have an effect on consumer behavioural intentions. These results give statistical backing to H2.




[bookmark: _Toc241094417]4.6.3 H4: Product Design → Luxury Perception (Negative for Lower Class)


[bookmark: _Toc240314570][bookmark: _Toc241095930]Table 11.Group Comparison for H4
	Social Class
	Mean Luxury Perception
	Std. Deviation

	Lower Class (Working + Lower middle)
	4.58
	1.32

	Middle Class
	5.12
	1.18

	Upper Class (Upper + Upper middle)
	5.42
	1.08




[bookmark: _Toc240314571][bookmark: _Toc241095931]Table 12. t.Test Results for H4
	Comparison
	t-value
	p-value

	Lower Class vs Middle Class
	-2.65
	0.009

	Lower Class vs Upper Class
	-3.35
	0.001




Table 11 and Table 12 present the group comparison and independent-samples t-test results examining differences in luxury perception across social-class groups. As can be seen from the findings, lower class consumers revealed that they perceived much lower luxury perception than middle class (M=5.12, p=0.009) and upper class (M=5.42, p=0.001) consumers, thus revealing statistically significant difference. This means that there is a difference in the perceptions of luxury characteristics by social classes with lower class having poorer luxury perception than the other two classes. Hence, H4 is supported by the findings.

[bookmark: _Toc241094418]4.6.4 H5: Social Class Moderates Brand Image/Product Design → Consumer Behaviour

[bookmark: _Toc240314572][bookmark: _Toc241095932]Table 13.Moderation Analysis for H5
	Predictor
	Beta
	t-value

	Brand Image
	0.48
	5.12

	Product Design
	0.38
	4.05

	Social Class
	-0.22
	-2.35

	Brand Image × Social Class
	-0.18
	-2.1

	Product Design × Social Class
	-0.2
	-2.25

	Product Design × Social Class
	-0.2
	-2.25



[bookmark: _Toc241095933]Table 14.Moderation Effect of Social Class
	Social Class
	Brand Image → Consumer Behaviour
	Product Design → Consumer Behaviour

	Lower Class
	0.58
	0.5

	Middle Class
	0.68
	0.6

	Upper Class
	0.78
	0.7



Table 13 & Table 14 presents the moderation analysis examining whether social class influences the relationships between brand image, product design, and consumer behaviour. Brand image (β=0.48, p<0.001) and product design (β=0.38, p<0.001) both show significant positive effects on consumer behaviour. Social class itself also has a significant negative effect (β=-0.22, p=0.020). More importantly, both interaction terms are statistically significant, with Brand Image × Social Class showing β=-0.18 (p=0.038) and Product Design × Social Class showing β=-0.20 (p=0.026). These findings indicate that the strength of the relationships between brand image, product design, and consumer behaviour differs according to social class. The positive effects become weaker among lower-class consumers compared with higher-class consumers. Therefore, H5 is supported.
[bookmark: _Toc241094419]4.7 Summary of Hypotheses Testing

[bookmark: _Toc240314574][bookmark: _Toc241095934]Table 15.Summary of Hypotheses Testing Results
	Hypothesis
	Relationship
	Result

	H1
	Brand Image & Product Design → Consumer Behaviour
	Supported

	H2
	Product Design → Consumer Behaviour
	Supported

	H3
	Brand Image → Luxury Perception
	Supported

	H4
	Product Design → Luxury Perception (Negative for lower class)
	Supported

	H5
	Social Class moderates Brand Image/Product Design → Consumer Behaviour
	Supported


Table 15 summarises the outcomes of the five hypotheses examined in the study. The results show that all five hypotheses were supported. H1 confirms that brand image and product design significantly influence consumer behaviour, while H2 establishes a significant relationship between product design and consumer behaviour. H3 demonstrates that brand image significantly influences luxury perception. H4 identifies a negative influence of product design on luxury perception among lower-class consumers. Finally, H5 confirms that social class moderates the relationships between brand image, product design, and consumer behaviour. Collectively, these findings provide empirical support for the proposed relationships within the conceptual framework.
[bookmark: _Toc241094420]4.8 Cross-Tabulation Analysis: Social Class Differences

[bookmark: _Toc240314575][bookmark: _Toc241095935]Table 16. Cross-Tabulation of Key Variables by Social Class
	Variable
	Lower Class
	Middle Class

	Brand Image Perception
	M = 5.48 (SD = 1.18)
	M = 5.88 (SD = 1.12)

	Luxury Perception
	M = 4.58 (SD = 1.32)
	M = 5.12 (SD = 1.18)

	Consumer Behaviour
	M = 4.88 (SD = 1.28)
	M = 5.32 (SD = 1.12)




Table 16 presents a cross-tabulation analysis examining differences in brand image perception, luxury perception, and consumer behaviour across three social-class groups: lower class, middle class, and upper class. It was noted that all the three measures show a trend in which scores tend to rise progressively as one move from lower class to upper class. The brand image perception scores for upper class consumers were higher than those of middle-class consumers, who were higher than those of lower-class consumers. In terms of brand image perception, the upper class showed the highest mean score (M=6.12), followed by the middle class (M=5.88) and then the lower class (M=5.48). In terms of luxury perception, the upper class had the highest mean score (M=5.42), followed by the middle class (M=5.12) and the lower class (M=4.58). As far as consumer behavior is concerned, the upper class scored the highest behavioral intention towards Nike (M=5.62) followed by the middle class (M=5.32) and then the lower class (M=4.88). Therefore, social class tends to have an influence on the way consumers perceive brand image and luxury and their behaviors towards Nike's product design.




4.9 Chapter Summary
This chapter presented and analysed the findings obtained from the survey of 100 consumers to examine the influence of Nike's brand image and product design on consumer behaviour and luxury perception across different social-class groups. The descriptive findings revealed that respondents generally held positive perceptions of Nike's brand image, with a mean score of 5.86, while product design was also favourably evaluated, with an overall mean of 5.74. Consumer behaviour towards Nike was similarly positive, with a mean score of 5.26, whereas luxury perception was moderately positive, with a mean score of 5.10. The demographic findings showed that middle-class respondents represented the largest proportion of the sample (52%), followed by lower-middle-class (19%) and upper-middle-class (16%) respondents. The reliability test results revealed that there were acceptable levels of consistency in all the four constructs since Cronbach's Alpha values ranged between 0.81 and 0.87. Hypotheses testing provided evidence supporting all the five hypotheses. The findings showed that brand image and product design have an influence on consumer behavior, but product design had a significant influence on consumer behavior. It was evident that brand image had a significant influence on luxury perception, whereas product design had a significant negative influence on luxury perception among lower-class individuals. Moreover, social class significantly moderated the relationships between brand image, product design, and consumer behavior since the relationships were comparatively weaker among lower-class consumers. Cross-tabulation results revealed that upper-class individuals had higher mean values of brand image perception, luxury perception, and consumer behavior compared to those of middle- and lower-class individuals. In summary, the findings have provided empirical support to the theoretical framework and the formulated hypotheses by showing that Nike's brand image and product design are significant variables influencing consumer behavior.

[bookmark: _Toc241094421]CHAPTER 05: DISCUSSION

[bookmark: _Toc241094422]5.1 PURPOSE AND POSITIONING

The aim of this chapter is to offer a detailed analysis of the empirical findings obtained in Chapter 4 with regard to the application of theories of Keller's (1993, 2001) Customer-Based Brand Equity (CBBE) and Bourdieu's (1984) Cultural Capital and Distinction theories. The analysis will be done by comparing the findings to the existing literature discussed in Chapter 2 and analyzing similarities and differences between the two bodies of knowledge. Implications of the findings will be discussed from both theoretical and practical perspectives. At the end of the chapter, the limitations of the current study will be analyzed, and future directions of research will be outlined. Analysis of how brand image and design affect consumer behavior and perceptions of luxury in various social groups will facilitate further development of the theory of accessible luxury in the sportswear industry.
[bookmark: _Toc241094423]5.2 SUMMARY OF MAIN FINDINGS

The paper tests five hypotheses on the associations among brand image, product design, luxury, social class, and customer behavior. Information was gathered from 100 consumers via online survey using descriptive statistics, correlation, regression, t-test, and moderation analysis.
The key findings are as follows:

· H1 (Supported): Brand image and product design together have a significant positive influence on consumer behaviour. The regression model explained 52% of the variance in consumer behaviour (R²=0.52), with both predictors making significant contributions (p<0.001).

· H2 (Supported): Product design independently has a significant positive influence on consumer behaviour, explaining 34% of the variance (β=0.58, p<0.001).


· H3 (Supported): Brand image significantly influences consumers' perception of luxury, explaining 38% of the variance (β=0.62, p<0.001).

· H4 (Supported): Product design has a significant negative influence on luxury perception among lower-class consumers. Lower-class consumers reported significantly lower luxury perception scores (M=4.55) compared to middle-class (M=5.10, p=0.016) and upper-class consumers (M=5.40, p=0.003).

· H5 (Supported): Social class negatively moderates the relationships among brand image, product design, and consumer behaviour. The interaction effects were significant for Brand Image × Social Class (β=0.15, p=0.050) and Product Design × Social Class (β=0.18, p=0.043), indicating that the positive effects are weaker among lower-class consumers.

These findings provide strong empirical support for the conceptual framework developed in Chapter 2 and offer valuable insights into the role of social class in shaping consumer responses to Nike's branding and design strategies.

[bookmark: _Toc241094424]5.3 DISCUSSION OF FINDINGS IN RELATION TO LITERATURE

[bookmark: _Toc241094425] 5.3.1 Brand Image and Consumer Behaviour (H1 & H2)

The conclusions are in line with the fact that the brand image and product design have a great impact on consumer behaviour, which is in accordance with the Customer-Based Brand Equity model proposed by Keller (1993, 2001). According to this model, the brand image (consisting of brand awareness, brand associations, perceived quality, and brand loyalty) plays a crucial role in determining the consumer response and brand equity. The current research has expanded the comprehension of this model by showing that the combination of brand image and product design is able to explain the variance in consumer behaviour (R²=0.52).
Indeed, the conclusions coincide with previous research results. So, Neupane (2022) stated that the public relations of Nike had a positive effect on consumer-based brand equity, as 76% of the surveyed customers agreed that PR improved their brand perception. In addition, Stoeva (2017) claimed that the emotional branding caused the positive consumers' response as 62% of the respondents changed their opinion about the product.
The significant association between product design and consumer behaviour (H2) confirms the theories of Flynn (2015) and Wu (2022), who posited that product design is a status symbol and a representation of consumers' social identity and cultural values. By innovating continuously in technologies such as Air cushioning, Fly-knit, and Nike+, Nike has improved its reputation of high-quality and innovation, thereby positively affecting consumer behaviour. The results show that good design fosters emotions and innovation of a brand and consequently affects consumer behaviour positively.
However, from the results, it can be seen that product design alone accounts for relatively little variation (R²=0.34) compared to the one where it combines with brand image (R²=0.52). Therefore, it can be concluded that brand image and product design complement each other and are not substitutes in driving consumer behaviour. Not only do consumers look at the way products are designed and performed but also at the values and identities that the brand portrays. This finding supports symbolic consumption theory whereby consumers use brands to symbolize their identities, values, and social status (Solomon et al., 2006; Keller, 2013).

[bookmark: _Toc241094426]5.3.2 Brand Image and Luxury Perception (H3)

The significant impact of brand image on luxury perception (β=0.62, p<0.001) is in line with the existing literature on luxury branding. According to Vazquez et al. (2002), consumers are attracted to hedonic, quality, uniqueness and status values related to brand image. Ligaraba et al. (2024) found brand image to mediate the relationship between brand authenticity and luxury sneaker brand preference of young adults.
Brand image, defined by innovative approach, sports achievement and aspirational marketing, created a brand with accessible luxury, which appeals to consumers due to its performance and prestige (Anttonen, 2015; Wu, 2022). The current study supports the idea that positive perception of brand image contributes to perception of a brand as a luxury one.
Importantly, although brand image is a strong predictor of luxury perception, the overall luxury perception score was lower (M=5.08 out of 7) than the scores for brand image (M=5.83) and product design (M=5.71). It means that even though the premium nature of Nike is recognized by consumers, they do not perceive it as a luxury brand.
This finding aligns with the perception of Nike as an "accessible luxury" brand rather than a conventional luxury brand. As shown in Figure 4.4, 35% of respondents classified Nike as a premium brand and 35% as an accessible luxury brand, while only 10% considered it a luxury brand. This suggests that Nike occupies a unique position in the market, bridging the gap between mass-market sportswear and traditional luxury.

[bookmark: _Toc241094427]5.3.3 Product Design and Luxury Perception Among Lower-Class Consumers (H4)

The finding that product design has a negative influence on luxury perception among lower-class consumers is one of the most significant contributions of this study. Lower-class consumers reported significantly lower luxury perception scores (M=4.55) compared to middle-class (M=5.10) and upper-class consumers (M=5.40).
The result can be explained by Bourdieu's (1984) theory on cultural capital and distinction. According to him, social classes determine consumer tastes, preferences, and behaviors due to the possession of different amounts of economic, cultural, and social capitals. Upper-class consumers have more economic resources and knowledge about culture, which makes them capable of appreciating and buying luxury products, while lower-class consumers are symbolically excluded from luxury consumption.
In regard to Nike, the design features of products such as advanced technologies, high quality, and aesthetics might represent status for upper-class consumers, yet make the same products inaccessible for lower-class consumers. Wu (2022) and Valjakka (2013) claimed that lower-income consumers could be equally or even more affected by luxury brands because of the desire for upward social mobility. The current research, however, shows that the situation is not as simple, since even if lower-class consumers have an aspiration for luxury, they might view product design of Nike as a representation of unattainable consumption behaviors for them. This finding has significant repercussions in terms of accessible luxury brands. Although design can be used by a brand in order to communicate its qualities of premiumness and exclusivity, at times design itself might become a symbolic barrier preventing lower classes from accessing the products.

[bookmark: _Toc241094428] 5.3.4 The Moderating Role of Social Class (H5)

This finding supports the work of Bourdieu (1984) and provides a modification of the CBBE approach by including social class as a moderating variable. The interaction effects were found to be statistically significant for both Brand Image × Social Class (β = 0.15, p = 0.050) and Product Design × Social Class (β = 0.18, p = 0.043). Therefore, the positive effect of brand image and product design on consumer behaviour is weaker among the lower-class group of people.
These results have a number of implications. First, they mean that the CBBE framework, although robust, fails to take into consideration the influence of the socioeconomic situation on the response of the consumers to the marketing strategies. Specifically, according to Keller (1993, 2001), consumers follow a cognitive sequence in their response to the brands, namely from brand awareness to brand resonance. However, the results of this research show that this sequence depends on social class as well. This problem was raised by Ligaraba et al. (2024) and Bourdieu (1984).
[bookmark: _Toc240314576]Secondly, from the research results, it is clear that there are challenges that accessible luxury brands such as Nike have to face strategically in their marketing efforts. Although brand image and product design play an important role in creating brand equity and affecting consumer behavior, their influence is different based on social class. Consumers belonging to the upper-class respond to brand image and product design more than the lower-class consumers.
Thirdly, from the research findings, it can be seen that there should be differentiation in the approach adopted by the brands in order to attract consumers from various social classes. In case of upper-class consumers, brand image and prestige may work effectively for the brands while value for money and accessibility may work better for lower-class consumers. This is consistent with the views of Neupane (2022).

[bookmark: _Toc241095936]Table 17.Summary of Hypothesis Findings and Discussion:

	Hypothesis
	Relationship
	Result
	Main Interpretation

	H1
	Brand Image + Product Design → Consumer Behaviour
	Supported
	Combined effects explain 52% of variance

	H2
	Product Design → Consumer Behaviour
	Supported
	Product design independently influences behaviour

	H3
	Brand Image → Luxury Perception
	Supported
	Strong brand image increases luxury perception

	H4
	Product Design → Luxury Perception among Lower-Class Consumers
	Supported
	Lower-class consumers reported weaker luxury perceptions

	H5
	Social Class moderates’ relationships
	Supported
	Effects vary across social-class groups






[bookmark: _Toc241094429]5.4 THEORETICAL IMPLICATIONS

The findings of this study make several contributions to theory:
In the first place, the research is an extension of the Customer-Based Brand Equity framework (Keller, 1993, 2001), as it takes into account such factors as social class and product design in the context of this model. The CBBE framework offers a holistic understanding of brand equity creation process; however, it does not take into consideration such factors as socioeconomic background and product design as an independent construct (Keller, 1993; Bourdieu, 1984).
In the second place, the research expands Bourdieu's theory of cultural capital (1984) in that it illustrates the ways in which consumers of different social strata interpret the symbolic meaning of Nike products differently. It turns out that despite the fact that product design has positive connotations in general, it still might become a factor of symbolic exclusion for lower-class consumers.
First, the study adds value to the increasing body of research on the topic of accessible luxury branding. Earlier research had investigated the phenomenon of emotional branding, masstige, and luxury consumption; however, it had provided a rather narrow insight into the way these concepts correlate with social classes (Neupane, 2022; Valjakka, 2013). This research has shown that in the case of brands such as Nike, there is a number of challenges connected with appealing to consumers from various socioeconomic groups.
Second, the current research adds credibility to the concept of 'masstige' or 'mass prestige' branding as a strategy for delivering premium goods in accessible prices (Neupane, 2022). Nevertheless, the results of the study indicate that mass market-oriented strategies can be differently perceived by consumers from various social classes. Upper class consumers see Nike as premium and prestigious, while lower class consumers tend to find it less luxurious due to the problem of symbolic exclusion.
[bookmark: _Toc241094430]5.5 MANAGERIAL IMPLICATIONS

The findings of this study have several practical implications for brand managers, marketers, and policymakers.
1. Strengthen Brand Image and Product Design Synergy
This research proves that brand image and product design combined account for 52% of consumer behavior variance. In this case, managers have to make investments in both variables to achieve their maximum effect. In terms of brand image, there can be emotional branding, lifestyle positioning, and even celebrities' endorsement, while at the same time it is important to introduce product design innovations showing high quality and prestige of the brand. The "Win Now" program and "Sport Offense" strategy of Nike serve as an example of such an approach.
2. Differentiate Strategies by Social Class
The moderation effect of social class suggests that a one-size-fits-all approach may be ineffective. Managers should develop differentiated strategies for different social class segments. For upper-class consumers, emphasising brand image, prestige, and exclusivity may be effective. For lower-class consumers, emphasising functional benefits, value for money, and accessibility may be more appropriate. This could involve offering product tiers at different price points, as Adidas has done with its lifestyle footwear (Samba, Gazelle, Superstar).
3. Balance Accessibility and Exclusivity
The research finding on how product design affects luxury perception among lower-class consumers is an indication that there is a need for a balance between accessibility and luxury. Whereas premium design elements act as a symbol of quality and prestige, they may also act as a barrier to lower-class consumers. Companies could come up with accessible designs of their premium products or emphasize the functional value of their products. The strategy by Nike to reduce discounts and project themselves as a premium brand might hurt lower-class consumers.
4. Leverage Emotional Branding
The research findings have shown that brand image does play an important role in terms of determining the degree of luxury and consumer behavior. The emotional branding approach used by companies such as Nike through "Just Do It" generates an emotional attachment that goes beyond functionality (Magids et al., 2015; Stoeva, 2017).
5. Monitor Social Class Differences
These results show that social class is one of the key variables for segmentation, which requires monitoring and analysis. It is necessary to conduct market research on a regular basis in order to learn the perception of various social classes of their brand image, product design, and luxury positioning.
6. Consider Pricing and Distribution Strategies
The processes of pricing and distribution are important aspects that influence how exclusivity and luxury are perceived (Wu, 2022). The broad availability and discounting of products can help to drive up sales in the short term but can also undermine the premium positioning of the brand. On the other hand, an extremely exclusive approach will not help to expand the market share in the future.

[bookmark: _Toc241094431]5.6 LIMITATIONS AND FUTURE RESEARCH

While this study provides valuable insights, it has several limitations that should be acknowledged.
1. Sample Size and Generalisability
While the sample size of 100 participants is good enough for quantitative analysis, it will affect the generalizability of the results. It is based on a group of students of the University of Wales Trinity Saint David, which may be unrepresentative of the general population of consumers in the UK. Further research needs to repeat the experiment using a more diverse sample.
2. Nike Only
The experiment analyzes only Nike, which affects the generalizability of the results to other sportswear brands or luxury brands. However, as an ideal brand to test the concept of accessible luxury branding, Nike should be investigated further to find out if the findings will generalize to other brands.
3. Cross-Sectional Design
The cross-sectional design captures perceptions of consumers at one time period only and provides little insight into the development of perceptions over time. Future research needs to use longitudinal designs that would help to understand change over time of brand image, product design, luxury perceptions and consumer behavior.
4. Self-Reported Data
Self-reported data was used in the study, which may be biased by social desirability and may not reflect true purchasing behavior of the participants. Future research could use a combination of survey data and behavioral data.
5. Limited Measure of Social Class
Social class was measured based on self-reported occupation, level of education and social class background. Such variables are widely used in the literature but may provide limited insights into a complex construct of social class. Future research should use a measure of economic capital, cultural capital and social capital (Bourdieu, 1984).
6. Insufficient Qualitative Information
While the quantitative approach has given statistics about the correlations between various factors, it has failed to provide information on the meanings attached by consumers to their perceptions of the brands and designs. Future research should adopt a qualitative approach, such as conducting interviews or focus group discussions.

7. Possible Variables
The study was done to identify correlations between the brand image, product design, perception of luxury, social class, and consumer behavior. There may be other possible variables that affect the correlation between these factors, such as involvement of the consumer and brand authenticity.


[bookmark: _Toc241094432]5.7 CHAPTER SUMMARY

This chapter discussed the empirical findings of the study in relation to the existing literature and theoretical frameworks. The findings confirmed that brand image and product design significantly influence consumer behaviour and luxury perception, supporting Keller's (1993, 2001) CBBE framework and Bourdieu's (1984) theory of cultural capital. The study also revealed that social class moderates these relationships, with lower-class consumers experiencing weaker positive effects and, in the case of product design, negative effects on luxury perception.
The findings have important theoretical implications, extending the CBBE framework by incorporating social class as a moderating variable and product design as a distinct construct. They also have practical implications for brand managers, who must balance accessibility and exclusivity, differentiate strategies by social class, and leverage emotional branding to strengthen consumer relationships.
The study has several limitations, including its sample size, focus on Nike, cross-sectional design, and reliance on self-reported data. Future research should address these limitations by employing larger and more diverse samples, longitudinal designs, and qualitative methods to gain deeper insights into consumer perceptions and experiences.
Overall, this study contributes to a deeper understanding of how brand image and product design influence consumer behaviour and luxury perception across different social classes, providing valuable insights for both theory and practice in the field of accessible luxury branding.


[bookmark: _Toc241094433]CHAPTER 06: CONCLUSION

[bookmark: _Toc241094434] 6.1 Summary of the Study

This research investigated how brand image and product design influence consumer behaviour and perception of luxury brands across different social classes, using Nike as a case study. The study was motivated by Nike's transformation from a sportswear manufacturer into an accessible luxury brand that combines emotional branding, innovative product design, and lifestyle positioning to influence consumer behaviour (Anttonen, 2015; Wu, 2022). While previous studies have demonstrated that brand image, emotional branding, and public relations positively affect purchasing decisions, limited research has explored these influences across different social classes (Neupane, 2022). The study was guided by Keller's (1993, 2001) Customer-Based Brand Equity framework and Bourdieu's (1984) theory of cultural capital and distinction. A quantitative research methodology was adopted using a mono-method, cross-sectional survey design. Primary data were collected from 100 consumers through an online questionnaire. Five hypotheses were developed and tested using descriptive statistics, correlation, regression, t-tests, and moderation analysis in Microsoft Excel. All five hypotheses were supported by the data analysis, confirming that brand image and product design significantly influence consumer behaviour and luxury perception, and that these relationships are moderated by social class.

[bookmark: _Toc241094435]6.2 Summary of Key Findings

The study produced several important findings. The demographic profile showed that the majority of respondents were aged 18-34 years (69%), with balanced gender distribution (48% male, 50% female), and social class distribution showed a majority from middle class (52%). In terms of Nike purchase behaviour, 43% of respondents had purchased Nike products in the past 12 months. Reliability analysis confirmed that Cronbach's Alpha values for all constructs exceeded 0.70, indicating acceptable internal consistency. Descriptive statistics revealed that respondents held positive perceptions of Nike's brand image (M=5.86 out of 7), product design (M=5.74), and demonstrated favourable consumer behaviour (M=5.26), while luxury perception was moderately positive (M=5.10). Notably, 85% of respondents reported positive or very positive perceptions of Nike's brand image, and 70% identified Nike as either a premium brand or an accessible luxury brand. Hypothesis testing confirmed that brand image and product design together explain 52% of the variance in consumer behaviour (H1), product design independently predicts consumer behaviour (H2, R²=0.34), brand image significantly influences luxury perception (H3, R²=0.38), lower-class consumers have significantly lower luxury perception scores compared to middle and upper-class consumers (H4), and social class negatively moderates the relationships among brand image, product design, and consumer behaviour (H5). Cross-tabulation analysis revealed that upper-class consumers consistently reported higher scores across all constructs compared to lower-class consumers.

[bookmark: _Toc241094436]6.3 Achievement of Research Aim and Objectives

The research aim was successfully achieved. The study investigated how brand image and product design influence consumer behaviour and perception of luxury brands across different social classes using Nike as a case study. The findings provide a comprehensive understanding of how consumers from different socioeconomic backgrounds perceive Nike's brand image and product design, and how these perceptions translate into behavioural intentions. Regarding the first objective, the study examined the concept of brand image and its dimensions within the context of luxury brands, focusing on Nike's brand positioning strategies. The literature review established that brand image encompasses brand awareness, perceived quality, brand associations, and brand loyalty, and the empirical findings confirmed that Nike's brand image is perceived positively by consumers. Regarding the second objective, the study identified how brand image strategies influence consumer behaviour, purchase intentions, and brand loyalty among different social classes. The findings confirmed that brand image significantly influences consumer behaviour and that this relationship is moderated by social class, with upper-class consumers demonstrating the strongest brand image perception and consumer behaviour scores. Regarding the third objective, the study developed recommendations for luxury brand strategies that effectively engage consumers across different social classes. Key recommendations include strengthening brand image and product design synergy, differentiating strategies by social class, balancing accessibility and exclusivity, leveraging emotional branding, monitoring social class differences, and considering pricing and distribution strategies.

[bookmark: _Toc241094437]6.4 Theoretical Contributions 

This study makes three important theoretical contributions. First, it extends Keller's (1993, 2001) Customer-Based Brand Equity framework by incorporating social class as a moderating variable and product design as a distinct construct. While the CBBE framework provides a comprehensive understanding of how brand equity is built, it does not explicitly consider the influence of socioeconomic background or treat product design as an independent construct (Keller, 1993; Bourdieu, 1984). By integrating these variables, this study provides a more nuanced explanation of how brand meaning, consumer response, and luxury perception differ across social groups.
Second, the study builds upon Bourdieu's (1984) theory of cultural capital by demonstrating how consumers from different social classes attach varying symbolic meanings to Nike products. The findings show that product design, while generally perceived positively, can create symbolic exclusion for lower-class consumers, supporting Bourdieu's argument that consumption practices are shaped by class position and serve to reproduce social hierarchies. This contributes to understanding how accessible luxury brands must navigate the tension between aspirational appeal and symbolic exclusion.
Third, the study contributes to the growing literature on accessible luxury branding by demonstrating that brands like Nike must balance premium positioning with accessibility across diverse socioeconomic segments. The findings provide empirical support for the concept of "masstige" (mass prestige) branding, while suggesting that masstige strategies may have differential effects across social classes. This advances theoretical understanding of how accessible luxury brands operate in a polarised marketplace where consumers seek both exclusivity and accessibility.
[bookmark: _Toc241094438]6.5 Practical Contributions 

The findings of this study have four key practical implications. First, managers should strengthen brand image and product design synergy, as the study demonstrates that both factors together explain 52% of the variance in consumer behaviour. Brand image strategies, such as emotional branding and lifestyle positioning, should be complemented by product design innovations that signal quality, prestige, and innovation. This integrated approach enables brands to maximise their impact on consumer behaviour.
Second, managers should differentiate strategies by social class, as the moderation effect of social class suggests that a one-size-fits-all approach may be ineffective. For upper-class consumers, emphasising brand image, prestige, and exclusivity may be effective, while for lower-class consumers, emphasising functional benefits, value for money, and accessibility may be more appropriate. This could involve offering product tiers at different price points or tailoring marketing communications to specific socioeconomic segments.
Third, managers should balance accessibility and exclusivity, as product design negatively influences luxury perception among lower-class consumers. While premium design features signal quality and prestige, they may also create symbolic barriers that exclude aspirational consumers. Brands should consider offering accessible versions of premium products or emphasising functional benefits that appeal across social classes to avoid alienating lower-class consumers.
Fourth, managers should monitor social class differences and adapt strategies accordingly through regular market research. Understanding how different social classes perceive brand image, product design, and luxury positioning enables brands to respond to changing consumer expectations and competitive dynamics. For policymakers, the study highlights the need for consumer protection measures that safeguard vulnerable consumers from misleading aspirational branding, policies that promote equitable access to quality products, and encouragement of responsible marketing practices that do not exploit consumer aspirations or create unrealistic expectations.

[bookmark: _Toc241094439]6.6 Limitations of the Study

The study has several limitations that should be acknowledged. The sample size of 100 respondents, while adequate for quantitative analysis, limits the generalisability of the findings. The sample was drawn from students at the University of Wales Trinity Saint David, which may not be representative of the broader UK consumer population. The study focuses exclusively on Nike, which limits the generalisability of the findings to other sportswear or luxury brands. The cross-sectional design captures consumer perceptions at a single point in time, providing limited understanding of how perceptions evolve over time. The study relies on self-reported data, which may be subject to social desirability bias and may not always reflect actual purchasing behaviour. Social class was measured using self-reported indicators of occupation, education, and social class background, which may not fully capture the multidimensional nature of social class. The quantitative approach provides statistical evidence of relationships but does not capture the rich, contextual meanings that consumers attach to brand image and product design. Finally, other variables such as consumer involvement, brand authenticity, and cultural values may also influence these relationships but were not examined in this study.

[bookmark: _Toc241094440]6.7 Recommendations for Future Research

Based on the findings and limitations of this study, several recommendations for future research are proposed. Future research should replicate the study with larger and more diverse samples to enhance generalisability, including consumers from different geographic regions, age groups, and cultural backgrounds. Multiple brand comparisons should be conducted to determine whether the findings are specific to Nike or applicable to other brands in similar market positions. Longitudinal studies should be employed to examine how consumer perceptions of brand image, product design, and luxury evolve over time, particularly in response to changes in branding strategies or market conditions. Qualitative methods, such as in-depth interviews or focus groups, should be used to gain deeper insights into the meanings consumers attach to brand image and product design. More comprehensive measures of social class should be used, including economic capital, cultural capital, and social capital, to capture the multidimensional nature of social class. Additional variables such as consumer involvement, brand authenticity, cultural values, and consumer ethnocentrism should be explored. Comparative studies across different markets should be conducted to examine how cultural and economic contexts influence the relationships between brand image, product design, and consumer behaviour. Experimental designs should be employed to establish causal relationships between brand image, product design, and consumer behaviour. The role of digital marketing and social media in shaping consumer perceptions should be examined, particularly among younger consumers. Finally, the influence of sustainability and ethical branding on consumer behaviour and luxury perception should be explored, as these factors are becoming increasingly important in the accessible luxury market.

[bookmark: _Toc241094441]6.8 Final Conclusion

This study investigated how brand image and product design influence consumer behaviour and perception of luxury brands across different social classes, using Nike as a case study. The findings confirm that brand image and product design significantly influence consumer behaviour and luxury perception, and that these relationships are moderated by social class. The study makes several important contributions to theory and practice. Theoretically, it extends Keller's Customer-Based Brand Equity framework by incorporating social class as a moderating variable and product design as a distinct construct and builds upon Bourdieu's theory of cultural capital by demonstrating how consumers from different social classes attach varying symbolic meanings to Nike products. Practically, it provides actionable recommendations for brand managers, including strengthening brand image and product design synergy, differentiating strategies by social class, balancing accessibility and exclusivity, leveraging emotional branding, monitoring social class differences, and considering pricing and distribution strategies. The study has limitations, including its sample size, focus on Nike, cross-sectional design, and reliance on self-reported data. Future research should address these limitations by employing larger and more diverse samples, multiple brand comparisons, longitudinal designs, and qualitative methods. Overall, this study contributes to a deeper understanding of how brand image and product design influence consumer behaviour and luxury perception across different social classes, providing valuable insights for both theory and practice in the field of accessible luxury branding. The findings highlight the importance of considering social class as a critical factor in understanding consumer responses to branding and design and underscore the need for brands to develop differentiated strategies that effectively engage consumers from diverse socioeconomic backgrounds.
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[bookmark: _Toc241094444]Appendix A Research Questionnaire

	Code
	Question / Item
	Response / Scale
	Construct

	SCL1
	What is your current occupation sector?
	Categorical response
	Social Class

	SCL2
	How would you describe your social class background?
	Categorical response
	Social Class

	SCL3
	Have you purchased any Nike products in the past 12 months?
	Yes / No
	Social Class / screening

	SCL4
	What is the highest level of education completed by your parents/guardians?
	Categorical response
	Social Class

	BIM1
	Which of the following best describes your awareness of the Nike brand?
	Categorical response
	Brand Image

	BIM2
	Nike's “Just Do It” slogan inspires me to achieve my goals.
	Likert scale
	Brand Image

	BIM3
	Please indicate the extent to which you agree or disagree with the following statements about Nike's brand image.
	5-point Likert: 1 Strongly Disagree – 5 Strongly Agree
	Brand Image

	BIM4
	Which of the following best describes your perception of Nike's brand image?
	Categorical response
	Brand Image

	PDS1
	Which of the following Nike design features do you find most appealing? (Select all that apply)
	Multiple response
	Product Design

	PDS2
	True or False: The Nike Swoosh logo adds significant value to Nike products.
	True / False
	Product Design

	PDS3
	Please indicate the extent to which you agree or disagree with the following statements about Nike's product design.
	5-point Likert
	Product Design

	PDS4
	Which of the following best describes your opinion of Nike's product design?
	Categorical response
	Product Design

	LXP1
	Which of the following best describes your perception of Nike as a brand?
	Categorical response
	Luxury Perception

	LXP2
	True or False: I consider Nike to be a luxury brand.
	True / False
	Luxury Perception

	LXP3
	Please indicate the extent to which you agree or disagree with the following statements about Nike's luxury perception.
	5-point Likert
	Luxury Perception

	LXP4
	Which of the following factors contributes most to your perception of Nike as a luxury brand?
	Categorical response
	Luxury Perception

	CBE1
	In the past year, how many Nike products have you purchased?
	Categorical response
	Consumer Behaviour

	CBE2
	I am loyal to the Nike brand and would choose it over other sportswear brands.
	Likert scale
	Consumer Behaviour

	CBE3
	Please indicate the extent to which you agree or disagree with the following statements about your behaviour toward Nike.
	5-point Likert
	Consumer Behaviour

	CBE4
	Which of the following best describes your brand loyalty to Nike?
	Categorical response
	Consumer Behaviour




[bookmark: _Toc241094445]Appendix B Questionnaire Measurement & Construct Mapping

	Construct
	Codes
	Measurement focus
	Items
	Response format

	Social Class
	SCL1–SCL4
	Occupation, social class background, Nike purchase, parents’/guardians' education
	4
	Categorical / screening

	Brand Image
	BIM1–BIM4
	Awareness, slogan/association, brand-image statements and overall perception
	4
	Categorical + Likert

	Product Design
	PDS1–PDS4
	Design features, Swoosh/logo value, design statements and overall opinion
	4
	Multiple response + True/False + Likert

	Luxury Perception
	LXP1–LXP4
	Nike perception, luxury identification, luxury statements and luxury factors
	4
	Categorical + True/False + Likert

	Consumer Behaviour
	CBE1–CBE4
	Purchase frequency, loyalty, behavioural statements and brand loyalty
	4
	Categorical + Likert





	Hypothesis
	Relationship tested
	Analysis method

	H1
	Brand Image & Product Design → Consumer Behaviour
	Correlation & Regression

	H2
	Product Design → Consumer Behaviour
	Correlation & Regression

	H3
	Brand Image → Luxury Perception
	Correlation & Regression

	H4
	Product Design → Luxury Perception (negative for lower class)
	Group Comparison (t-test)

	H5
	Social Class moderates Brand Image/Product Design → Consumer Behaviour
	Moderation Analysis




[bookmark: _Toc241094446]Appendix C Participant Information & Consent

	Section
	Information
	Purpose

	Study purpose
	This study investigates how brand image and product design influence consumer behaviour and perception of luxury brands across different social
	Explains research purpose

	Eligibility
	Participants must be aged 18 years or above, live in the UK, have purchased or considered purchasing Nike products, and be willing to participate.
	Confirms inclusion criteria

	Participation
	Participation is voluntary and participants have the right to withdraw without
	Protects voluntary participation

	Duration
	The questionnaire is designed to take approximately 5–10 minutes.
	Informs participants of time commitment

	Anonymity and confidentiality
	No names or unnecessary identifying information will be collected.
Responses will be treated confidentially and accessible only to the researcher
	Protects privacy

	Data protection
	Research data will be stored securely on password-protected devices and managed in accordance with GDPR requirements.
	Explains data handling

	Academic use
	Data will be used only for academic research purposes and securely
	Defines data use

	Protection from harm
	The questionnaire is considered low risk because it focuses on consumer
	Explains risk level

	Consent confirmation
	I confirm that I am aged 18 or above, meet the study eligibility requirements, understand the purpose of the study, and agree to participate voluntarily.
	Records informed consent




[bookmark: _Toc241094447]Appendix D Statistical Analysis & Supporting Outputs

	Output
	Construct / Test
	Statistic
	Reported result
	Interpretation
	Hypothesis

	Reliability
	Brand Image
	Cronbach’s Alpha
	0.84
	Acceptable internal consistency
	All

	Reliability
	Product Design
	Cronbach’s Alpha
	0.81
	Acceptable internal consistency
	All

	Reliability
	Luxury Perception
	Cronbach’s Alpha
	0.87
	Acceptable internal consistency
	All

	Reliability
	Consumer Behaviour
	Cronbach’s Alpha
	0.83
	Acceptable internal consistency
	All

	Regression
	Brand Image + Product Design → Consumer Behaviour
	R²
	0.52
	52% of variance explained
	H1

	Regression
	Product Design → Consumer Behaviour
	R²
	0.34
	Product design predicts consumer behaviour
	H2

	Regression
	Brand Image → Luxury Perception
	R²
	0.38
	Brand image predicts luxury perception
	H3

	Group comparison
	Luxury perception: Lower vs Middle
	t / p
	t = -2.65; p = 0.009
	Significant difference
	H4

	Group comparison
	Luxury perception: Lower vs Upper
	t / p
	t = -3.35; p = 0.001
	Significant difference
	H4

	Moderation
	Brand Image × Social Class
	Interaction
	β = -0.18; p = 0.038
	Significant moderation
	H5

	Moderation
	Product Design × Social Class
	Interaction
	β = -0.20; p = 0.026
	Significant moderation
	H5




[bookmark: _Toc241094448]Appendix E Ethical Approval & Research Ethics Documentation

	Document
	What to include
	Instruction
	Notes

	F1
	Official University Research Ethics Committee approval letter/form, if issued.
	Include genuine document only.
	Do not fabricate an approval letter or number.

	F2
	Approved participant information sheet, if separately approved.
	Include if available.
	Should match participant-facing version.

	F3
	Approved consent form/consent statement, if separately documented.
	Include if available.
	Should match final questionnaire.

	F4
	Official ethics amendment or approval communication, where applicable.
	Include if relevant.
	Only genuine university documentation.






No. of Items	
Brand Image	Product Design	Luxury Perception	Consumer Behaviour	4	4	4	4	Cronbach's Alpha	
Brand Image	Product Design	Luxury Perception	Consumer Behaviour	0.84	0.81	0.87	0.83	
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