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Abstract
This dissertation study examined issues that have an impact on consumer purchase intention of luxury watches
in the United Kingdom using Rolex as a case study. The study was conducted to evaluate the most important
variables which affect consumer purchase intention, examine the effects of perceived quality, brand image
and perceived value, as well as suggest strategies which could enhance consumer purchase intention within
the UK luxury watch market. The research methodology was a Structured Literature Review (SLR), which
aims at a qualitative approach to the research. The secondary academic literature was also identified and
measured systematically using predetermined search terms and selection criteria. Academic databases such
as ScienceDirect, SpringerLink, SAGE Journals and Google Scholar were consulted in order to get relevant
literature. After the selection and screening process, ten thematic studies were chosen to be analysed.
The results indicated that consumer purchase intention for luxury watches depended on a mix of personal
factors, social and brand factors and not on functional product characteristics only. The noticeable factors
which were found to play a role in the luxury purchase intention were status, unigueness, social influence,
consumer identity, emotional attachment, self-distinction and hedonic motivation. The findings also indicated
that consumers do not necessarily have the same motivations for purchasing luxury watches.
Perceived quality was correlated with craftsmanship and reliability/product performance, while brand image
was correlated with prestige/heritage, trust and exclusivity. The perceived value was lifted beyond functional
and financial value to cover emotional, social, experiential and prospective long-term investment value. These
were identified as concurring in influencing the overall perception of Rolex by consumers.
On the findings, the research proposes that Rolex ought to press on with its heritage, authenticity,
craftsmanship and exclusivity whilst keenly responding to evolving consumer demands. Additional support
for purchase intention could be found in the development of a managed omnichannel experience, believable
online communication, consumer-oriented interaction and more targeted communication based on various
consumer motivations. Overall, the research concludes that Rolex needs to leverage current and evolving
consumer trends and boost consumer buying intention in the UK by safeguarding traditional and luxurious
brand positioning as well as acting selectively toward the digital.
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Brand Image, Perceived Value, UK Luxury Market.
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Chapter 1: Introduction
1.1 Background

The world luxury watch market is one of the fundamental aspects in the personal luxury goods market, and

the decision of consumers to buy or not to buy a product is determined by many more factors than the
functional features of the goods.
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Figure 1: Luxury Watch Market trends

(Source: Fortunes business insight, 2026)
Though the luxury segment worldwide has been characterised by economic instability, the high-end watch
market has been relatively robust as wealthy customers still provide value to the heritage brands due to their
high quality, exclusivity and brand equity. Trends in the industry show that the most premium segment of the
Swiss watch market still controls revenues in the industry in spite of the increased market pressures, proving

that there is still demand in the high-end luxury product segment.
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Figure 2: Market Share of Luxury Watch Brands
(Source: Electro 1Q, 2025)

From the different facts and figures, it has been noted that the selected brand is considered as one of the
luxuries watch businesses at the global level with revenue of around $9,747.33 million, and this shows about
its competitiveness in the global market context. Through controlled production, the company has enjoyed a
leading status in the Swiss pure watch sector in terms of brand equity and its outstanding customer loyalty.
According to industry estimates, Rolex has earned in excess of US 14 billion in sales in 2025 and has
contributed between 1/3 of the overall sales value in the Swiss watch industry, which proves its status as the
number one luxury watch brand in the world (Robber port, 2026). This sense of superior product quality is
not the only marker of this dominance but rather an indicator of how well Rolex has executed its long-term
strategy of branding that effectively integrates exclusivity, scarcity and perceived investment value.

The United Kingdom is one of the biggest European luxury goods markets and still a major destination of
Swiss exports of luxury watches. Despite an uncertain future of global luxury consumption due to the pressure
of inflation, predicated by geopolitical uncertainty and a decline in consumer confidence, the UK is proven to
be a mature market with high disposable incomes, high-end luxury consumers, and increasing demand for
high-end Swiss watch brands (Renub, 2026).

1.2 Problem statement

Consumer purchase intention has emerged as a highly relevant field of study in luxury marketing due to the
multiplicity of psychological, behavioural, as well as brand attributes that lead to consumer purchasing

behaviour as opposed to the independent product utilisation as its single determinant. Concepts of quality,



brand prestige, exclusivity, emotional value and long-term investment opportunities are the variables through
which consumers perceive products in the luxury watch business segment before making purchase decisions.
Despite Rolex's successful assertion as one of the top luxuries watch brands globally, the luxury watch
industry in the UK has been getting quite competitive owing to the presence of long-established companies
like Omega, Cartier and Patek Philippe in the market, as well as due to shifting consumer expectations and
changing buying behaviour. The literature available has thoroughly discussed luxury consumer behaviour in
the various types of luxury products. Nevertheless, there are not many studies conducted specifically with
respect to consumer purchase intention for Rolex luxury watches in the UK market.

1.3 Rationale

The luxury watch market will keep on changing as consumers move towards products with not only great
craftsmanship and design but also with emotional, worldly symbolism and investment value. The insights on
the influences on consumer purchase intention have been gaining more relevance in this dynamic
environment, where luxury brands need to remain competitive and enhance their relationship with consumers
(Schaarschmidt 2026). Despite the fact that Rolex has been able to retain a leading position in the global
luxury watch market, evolving consumer preferences, stronger competition in the market and the rising power
of digital platforms have reshaped how consumers appraise and buy luxury goods. Research which gives an
all-round insight into the factors that determine purchase intention in the UK luxury watch market is therefore
a necessity.

Academically, the existing literature has focused more on luxury consumer behaviour in the context of more
general categories of luxury products, whereas very little has been done on Rolex as a luxury brand of watches
in the UK (Vescovi 2025). In addition, the perceived quality, brand image and perceived value as individual
constructs have often been explored in previous studies, which has led to disjointed evidence on how these
two variables interact in influencing consumer purchase intention. The identification of this gap with a
systematic synthesis of the modern academic literature will help fill this gap and lead to a more integrated
concept of luxury consumer behaviour and supplement current knowledge of luxury branding and consumer
marketing studies (Bloomberg, 2026).

1.4 Aim and Objectives

Aim: To evaluate factors influencing consumer purchase intention toward luxury watches in the UK: Case

study of Rolex
Research objectives
e To assess key factors that influence purchase intention of consumers toward Rolex luxury watches in
the UK.
e To evaluate the impact of perceived quality, brand image and value on consumer purchase intention

toward Rolex luxury watches.



e To recommend strategies that Rolex can adopt to strengthen consumer purchase intention in the UK

luxury watch market.

1.5 Research questions

e What are the factors that influence purchase intention of consumers toward Rolex luxury watches in
the UK?

e How do perceived quality, brand image and value impact consumer purchase intention toward Rolex
luxury watches?

e What strategies Rolex can adopt to strengthen consumer purchase intention in the UK luxury watch

market?

1.6 Significance

These findings are of academic and practical importance because they will add to the current knowledge of
the factors that impact the buying decision of consumers in the luxury watch industry. The study fills a gap in
the current body of research as it specifically concentrates on Rolex in the UK luxury watch market, which
has been a relatively under-researched field. Although the understanding of luxury consumer behaviour in the
broader categories of luxury products has been studied in previous research, very few studies have
systematised the findings concerning the effects of perceived quality, brand image and perceived value, in
aggregate, on purchase intention among consumers of Rolex products (Kylamarkuna 2023). Through a
Structured Literature Review, this dissertation incorporates the current academic evidence to reveal in-depth
knowledge of these relationships, and it now becomes part of the existing knowledge of luxury branding and
consumer behaviour.

1.7 Scope

This dissertation is constrained by the parameters that it seeks to study with respect to the purchasing intention
of consumers of Rolex luxury watches in the United Kingdom. The paper specifically addresses the three
major determinants found in the literature by specifically considering the perceived quality, brand image and
perceived value and measuring their effects on consumers' intention to buy Rolex products. The study is built
on the case study of one brand, and it helps to gain a narrower and deep insight into how consumers make
their purchases in the luxury watch industry (Kochkina and Kharchenko 2023).

Academically, the research study is limited to secondary research in the form of a Structured Literature
Review. Peer-reviewed articles in English published within the period 2020-2026 only will be taken into
consideration so that the evidence represents the current trends in the research of luxury consumer behaviour
and branding.

1.8 Brief summary of methodology

The qualitative method that has been used in this dissertation is a Structured Literature Review (SLR) as it is

a secondary research approach, which therefore sought to examine the factors that determine consumer



intention to purchase Rolex luxury watches in the UK. Structured Literature Review was chosen due to its
resulting systematic, transparent and replicable identification, assessment and synthesis of available scholarly
evidence, which has contributed to the high reliability and credibility of the research findings. This method is
suitable when it comes to answering the research aim, as the body of knowledge should be integrated instead
of gathering new empirical data (Gamage 2025).

The related literature will be acquired via established scholarly databases, such as Science Direct,
SpringerLink, Sage Journals and Google Scholar. It will be utilised with a structured search strategy where
predetermined keywords that include consumer purchase intention, Rolex, luxury watches, perceived quality,
brand image, perceived value and the UK luxury market will be used. The selection of studies will be based
on clear inclusion and exclusion criteria to ensure the quality and relevance of the evidence. The literature so
chosen will then be analysed through thematic analysis in order to determine recurrent themes to compare the
results with different studies and come up with an overall view of the issues that contribute to consumer
purchase intention.

1.9 Dissertation structure

The dissertation is organised into five chapters. Chapter One outlines the research by giving the introduction
of the research background, problem statement, rationale, research aim and objectives, research questions,
significance, scope and summary of research methodology. Chapter Two critically looks at the current
academic literature that applies to consumer purchase intention, especially the perceived quality, brand image
and perceived value in the luxury watch industry. Chapter Three outlines the research methodology, such as
research design, data collection strategy, search, inclusion and exclusion criteria, thematic analysis procedure
and ethical considerations. Chapter Four contains the findings and discussion of the Structured Literature
Review: it describes the synthesis of the results of the selected research according to the research goals. Lastly,
Chapter Five contains the general conclusions, the theoretical and practical implications of the results,

recommendations to Rolex and limitations of the study.



Chapter 2: Literature Review
2.1 Chapter Introduction

Chapter 2 critically examines the literature that has been produced on the issue of determinants that determine
consumer purchase intention towards luxury watches, with a greater focus on the UK market and the
positioning of Rolex. The review takes into account the broader factors in the determinants of luxury purchase
intention prior to narrowing down to three core factors in the conceptual framework, which are perceived
quality, brand image and perceived value. Perceived quality refers to the perceptions of consumers about
craftsmanship, product and design characteristics, and brand image refers to the reputation, trust, prestige and
brand meanings. Perceived value entails functional, emotional, social and long-term value that is attached to

luxury watches.

2.2 Review Of The Articles.

2.2.1 Key factors influence purchase intention of consumers toward Rolex luxury watches in the UK

The overall consumer purchase intention of luxury watches is a result of a mixture of personal, social, cultural
and market-specific factors. According to the literature, consumers cannot evaluate luxury watches based only
on performance or functionality. Status, uniqueness, experience, trust, cultural values, social communication
and interaction by the luxury brands can also be reflected in their decisions. These variables apply to Rolex
in the sense that purchase intention could be formed as a result of positively judging the product and as a
result of positively judging the brand, as well as the meaning associated with ownership. Consumer traits and
luxurious reasons. Consumer attributes are a significant consideration since various classes may have different
meanings of luxury. Sharma, Pradhan and Srivastava (2021) focused on understanding the buying intentions
of young consumers when it comes to luxury purchases through qualitative research.

They found generational change and a great interest in luxury among the young consumers. This gives an idea
that the purchase intention might be relative to the consumer identity and generation; that is, the conventional
luxurious motivators may not always be relevant to all consumers. Simge (2020) also exemplifies it by
analysing low- and middle-income Generation Z consumers in Turkey through in-depth interviews and
structured observation of 37 participants aged between 17-21. The results classified the perception of luxury
by Generation Z into concepts, products and services. This denotes that income does not necessarily eliminate
the interest in luxury, and consumers may comprehend luxury in various ways based on their conditions. In
the case of Rolex, this implies that consumer purchase intention must be incorporated with variations in age,
income and personal perceptions. Symbolic motivations, social status and uniqueness. Another factor is social
status. Philippe, Debenedetti and Chaney (2022) performed qualitative content analysis of 420 distinct
advertisements of 36 brands of fine-watchmakers. The results indicated that luxury watch brands strategically

utilised status, reputation and legitimacy communication using cues, with a mix of these cues depending on



strategic intent and market embeddedness. It means that the social meaning which is carried by the brand, not
just physical qualities of the watch, can impact the intention to purchase luxury watches.

Moon and Seo (2025) interviewed 156 people in the UK who lived there and compared status consumption
and the necessity of uniqueness as mutually exclusive elements of luxury-purchase intention. These findings
revealed that the positive correlation between status consumption and purchase intention reduces with the
growing need for uniqueness by the consumer. This observation is especially useful in relation to the current
UK study since this shows that consumers might desire a Rolex to indicate status, yet at the same time it is
important to note that consumers may desire the product to serve as a source of differentiation among others.
Status definition may thus not be sufficient in explanation of purchase intention. Consumer experience and
attitudes. Attitudes to luxury brands can also be impacted by consumer experience. The authors of the April
2020 study by Jhamb, Aggarwal, Mittal and Paul (2020) gathered questionnaire data among 200 young
shoppers in Chandigarh and its urban areas in India and used structural equation modelling. The research
discovered that sensory, intellectual, behavioural and affective experiences play important roles towards
consumer attitudes towards luxury brands. This means that the attitudes at purchase can be built based on the
overall experience that the consumers can relate to luxury and not due to the product performance on its own.
In the case of Rolex, brand-related experiences, product presentation and ownership might thus lead to
positive purchase intentions.

Cultural and economic factors, the condition of the economy may influence luxury purchases. Davari, lyer,
Guzman and Veloutsou (2022) tested the intention to purchase personal luxury in a recessionary setting. Their
research shows that luxury purchase behaviour must be viewed in varying economic circumstances as opposed
to thinking that consumers will respond equally in times of financial stress. It applies to Rolex since such a
luxurious buy can demand that consumers maintain desired prestige and advantages against their economic
conditions. Attitudes towards luxury and purchase intention are also affected by cultural values. Wong and
Park (2022) have made a comparison between Korean and Dutch millennials and analysed investment,
functional, individual and social values affecting luxury goods. The paper has taken into consideration the
effects of these perceived values on attitudes and purchase intention and revealed the fact that consumption
of luxury may vary among people. Therefore, the results of other national markets should not be considered
as reflective of UK customers.

Alghanim and Ndubisi (2022) also studied the connection between sustainability, luxury consumption,
perceptions of value and consumer income. The study is further enriched by their demonstration that the value
judgments and economic peculiarities of consumers can be taken as one unit when studying the luxury
consumption phenomenon. This can imply that consumers can consider the greater gains of owning a luxury,
as opposed to decision-making based entirely on status. The issue of trust is especially pertinent when
shopping for luxury goods via online platforms. Changchit, Loveland, Cutshall and Pham (2024) dwelled

upon pre-owned luxury-brand watches on Facebook business, considering the factors of social-image



satisfaction. The research illustrates the applicability of social interaction in purchasing digital watches. The
reason why this matter is that online environments are capable of affecting the way consumers access
information, the way they appraise products and their perceptions prior to making a purchase. The broader
luxury sector is also in a conflict of accessibility and exclusivity as regards the digital environment. Park, Im
and Kim (2020) carried out three studies, which researched brand-consumer engagement and value
perceptions in social-media marketing.

The results indicated that the perceived social, uniqueness value and quality value might be decreased by high
brand-consumer engagement due to decreased psychological distance linked to luxury brands. This is
significant to Rolex since there can be a limit to which expanding communication with consumers could
reinforce purchase intention; too much familiarity could undermine some of the value perceptions, which
distinguish luxury brands. Changing consumer demands and changing technology. Another aspect that affects
the environment of luxury watches is technological development. Blazquez, Alexander and Fung (2020)
explored the views of millennials towards luxury wearable technology. The paper underlines the increased
topicality of technological innovation among younger luxury clients, as well as the menace of wearable
technology to conventional luxury goods.

In the case of Rolex, it implies that the shift in consumer requirements could impact purchase intention,
especially in the case where the younger generation feels the need to compare conventional watches with
high-technological versions. Generally, the literature suggests that purchase intention of luxury watches is
multidimensional. The consumer generation and income are intertwined with status, uniqueness, experience,
cultural values, trust, digital engagement, and technological expectations. Notably, there is no indication that
these factors act in isolation. On the contrary, they can vary in terms of their effect depending on the consumers
and market environment. It offers a good foundation on which to analyse the interaction of these broader
drivers and the particular functions of the perceived quality, brand image and perceived value in creating
purchase intention towards Rolex luxury watches in the UK.

2.2.2 Impact of perceived quality, brand image and value on consumer purchase intention toward Rolex luxury

watches

Close to the judgment of luxury products among consumers are perceived quality, brand image and perceived
value. The perceived quality in the Rolex setting can be based on craftsmanship and reliability, brand image
can be based on prestige and heritage, and the perceived value may contain functional benefits, emotional
benefits of the product and symbolic benefits. The literature has suggested that the dimensions may co-
determine the way in which consumers would rate luxury products and whether the favourable ratings can
translate into purchase intention. Brand equity and trust offer a significant linkage between brand perceptions
and purchase intention. With quantitative survey evidence, Husain, Ahmad and Khan (2022) investigated the
relationship between brand equity, status consumption and brand trust and luxury-brand purchase intention.

Their results show that such factors apply to the purchase intention of luxury brands. This implies that a



positive brand image is not adequate since the consumer requires assurances of the brand, and could factor in
the prestige involved in ownership. In the case of Rolex, brand equity and trust can consequently add to
purchase intention.

Another explanation is given by the relationship between perceived value and consumer identity. The study
by Xi, Yang, Jiao, Wang and Lu (2022) explored the effect of consumer perceived value on brand identity in
the luxury market. The results endorse the perspective that perceptions of value play a role in the way
consumers associate with luxury brands. It applies to Rolex since people might feel the value is not merely
based on functional performance but on the identity and meaning of ownership. The issue of psychological
traits should also be taken into account. Yue and Cui (2025) investigated psychological entitlement, mindset
and consumption of luxury products or experiences. They conclude that the consumer approach to luxury
consumption is affected by psychological attributes. As such, the purchase intention can vary when comparing
consumers who perceive the ownership of Rolex as a symbol of accomplishment and consumers whose
primary aim is to gain functional or investment-based advantages.

Gil-Cordero, Ledesma-Chaves, Yoo and Han (2023) employed the mixed-method approach as a way to
examine the factors that affect the intention to purchase in the context of luxury tourism and luxury goods.
Their results suggest that the luxury consumption choice is an interdependence of multiple factors instead of
an individual product attribute. This recommends taking into consideration perceived quality and brand-

related and experiential value. Brand heritage is of significance to Rolex. Zhou, Xiao, Yoon and Zhu (2026)
investigated colour saturation, brand heritage and perceived status. Their results reveal that visual brand
features can interact with heritage perceptions to influence perceived status. Brand image, therefore, is created
as a result of various cues as opposed to the product name itself. The rich history of Rolex can thus reinforce
symbolic meaning and perceived status. Brand value and brand reputation are directly applicable to Rolex.
Koektener, Gumus and Sahar (2020) applied a comparative case study and content analysis of Rolex and
Apple. They analysed brand reputation, brand value and trademark registration in the realm of globalisation.
The paper underscores the need to consider reputation and brand worthiness as key aspects of differentiating
businesses and shaping consumer preferences.

In the case of Rolex, having a good reputation can thus contribute towards perceived brand value and enhance
related purchase consideration. Online communication is also capable of affecting brand image. Landrealle
and Catenazzo (2021) reviewed the concept of digital marketing in the Swiss luxury-watch market and the
impact that digital messages may have to preserve the reputation of purity and high quality that the industry
has built. Their study sheds light on the increasing significance of online platforms and the conventional
prestige of Swiss luxury watches. In the case of Rolex, well-managed digital communication will thus enhance
the quality and brand image without eliminating exclusivity. Kdstimeier and Roder (2025a) focused on the
international luxury watch and asset pricing market, and emphasised the financial attributes of luxury watches

and their possible applicability as alternative assets, implying that the perceived value might not only be



functional and symbolic benefits but also more long-term financial ones. Perceived value may also encompass
considerations relating to investments.

The research on the returns of luxury watches by Koestlmeier and Roder (2025b) revealed the benefit of
diversification upon the inclusion of watches in portfolios with stocks, bonds and gold, with Rolex, Patek
Philippe and Audemars Piguet watches showing higher returns than most other brands. It was also concluded
that they had fairly low volatility and weakness with traditional asset classes. Although this research is about
financial value instead of consumer purchase intention, the fact that it suggested that consumers might hold
the luxury watch for longer-term economic and functional benefits, another aspect that can influence overall
quality is a change in technology. Arya (2020) merged the quantitative and qualitative study of smartwatches
and Swiss luxury watches, focusing on the marketing, financial, consumer-behaviour and technological
situations.

The researchers cited the fast growth of smartwatches as a threat to the traditional Swiss watch. In the case of
Rolex, this means that the quality perceived is based more and more on the positioning of traditional
craftsmanship against the shift into technological expectations.

Quality, image and value relationship can then be perceived as complementary. Perceived quality gives
assurance in the product; brand image gives meaning and distinction; and perceived value is an overall gain
that the customers have been linked with when they own the product. A Rolex can then be prized as both a
work of craftsmanship and an emotional reward at the same time as offering status, identity, and as an
investment, as some consumers may perceive. Generally, the literature does not refute the suggestion that
brand image and perceived value, as well as perceived quality, play a role in luxury purchase intention, but
the contribution of these factors might not hold the same level among consumers. Confidence, identity, value
perception, status, strengthened by heritage, and digital communication and brand image add yet another layer
to value, which can be strengthened by investment in technology.

2.2.3 Strategies adopted to strengthen consumer purchase intention in the UK luxury watch market

Some strategies to consumer engagement highlighted in the literature as employed by Rolex and the luxury-
watch brand include heritage, exclusivity, digital, social media, omnichannel interactions, trust, authenticity,
celebrity and consumer identity association. These tactics illustrate the way luxury-watch companies have
reacted to evolving customer demands without abandoning the luxury features.

Heritage, brand image and consumer value

Zhang and Muller (2022) have focused on stating the luxury-brand approach in the context of the Swiss watch
industry, mainly based on case evidence, as well as interviews with executives and consumer research. Their
results emphasised the need to balance tradition and modernity, a definite brand code, brand value, as well as
combined long-term marketing efforts. This illustrates the ever-relevant role of heritage in the brand
positioning of luxury watches. Dhanuka (2023) analysed the brand image and perception of luxury products,

and emphasised the role of constant brand image. It signifies that brand image constitutes a significant



component of luxurious consumer consideration. Batalha (2024) has researched individual values of luxury
and intention to purchase, whereby the consumers are found to attribute various types of personal value to
consumption of luxuries. Zhao, Peng and Yu (2023) carried out a review of the literature in Scopus and Web
of Science and analysed 52 eligible studies. Their results revealed a multidimensional interaction of
sustainability and luxury purchase intention where sustainability and traditional values of luxury like
exclusiveness and prestige emerged.

Online, social-media interaction

In their study, Landrealle and Catenazzo (2021) employed an online questionnaire and qualitative interviews
with owners of luxury watches to analyse digital marketing within the Swiss luxury watch sector. Their results
showed the need for more digital content, and the official site was found to be a good channel for additional
development of social media. Pramono and Aprilianty (2020) studied the luxury-watch Instagram content
using content analysis and PLS-SEM. Their results found a positive interaction between social-media
marketing and customer relationships and purchase intention. The qualitative and quantitative analysis of
smartwatches and Swiss luxury watches by Arya (2020) revealed technology development as an urgent
challenge facing the classic Swiss luxury-watch brands. Bilal et al. (2024) researched the levels of consumer
interaction, affective attachment and intention to buy in the context of Al-assisted retail and showed that the
role of technology-based customer experience is growing more and more relevant. Chetioui et al. (2020)
analysed influencer characteristics and consumer purchase intention, whereas Gomes, Marques and Dias
(2022) studied influencer characteristics and purchase intentions towards fashion product purchases.
Collectively, the studies illustrate how digital influence and consumer engagement are increasingly playing
an important role in luxury and fashion communication.

Multimedia and online shopping experiences

Bertrand and Glebova (2024) reviewed the topic of digital transformation and customer experience in the
hard-luxury sector and found that there was growing interest in the omnichannel approach. This shows the
convergence of online and offline customer experience through modern luxury retail. Zhang et al. (2023)
explored livestreaming in stores and intention to purchase offline and showed the concept of how the digital
content relates to the later physical-purchase behaviour. In a survey of 307 webcast users, Song, Liu and Shi
(2022) explored visibility, interactivity and authenticity in the context of the SOR framework. Their results
related all these features to perceived value, trust and purchase intention. Zhou and Tong (2022) have mainly
focus on stating about the overall intention for purchase in terms of livestreaming and also, analysed about
emotion as a mediator.

Credibility, genuineness and secondary-market activity

A review of empirical studies concerning social commerce by Lazaroiu et al. (2020) has determined that
online trust and perceived risk are significant in purchase intention. Bhattacharya et al. (2023) explored the

country of origin of e-retail, privacy, trust and purchase intention, and observed that privacy practices lead to



consumer trust. Zhang and Zhang (2022) explored the uncertainty of products and realised that perceived
value is one of the mediating variables in purchase intention.

Bai et al. (2026) observed how the identity of luxury brands is affected by second-hand luxury dealers and
emphasised the correlation between official and unofficial retail stores. Steele (2026) also conceptualised
luxury watches as an eminent asset market and talked about authentication, provenance and transactions. The
study by Koestlmeier and Roeder (2025a) examined 27289 watch-months from 2010 to 2022, which revealed
investment attributes in luxury watches.

Consumer identity and celebrity communication

Jimenez and Arbaiza (2024) investigated the place of celebrities where Rolex and Casio were mentioned and
found both benefits in terms of visibility and reputational risks. In a study by Chen et al. (2021), brand image,
self-congruity and purchase intention were investigated, which showed the connection between brand
meaning and consumer identity. The purchase intention was explored as a Theory of Planned Behaviour, with
the focus on attitudes, social expectation and perceived behavioural control by Zong et al. (2023). Generally,
this evidence makes Rolex and the luxury-watch sector in general appear to be applying a mixture of heritage
management, digital communication, social-media interaction, and omnichannel experiences, trust

relationships, authenticity, association with celebrities, and identity-based brand communication.

2.3 Theoretical framework

Theoretical
framework
I I
Theory of ~ Theory of | Customer-based
reasoned action | planned | brand equity
(TRA) behaviour (TPB) (CBBE)

Figure 3: Theoretical framework



Theory of Reasoned Action

As per the views of Fishbein and Ajzen (1975), it has been found that behaviour in terms of subjective norms
indicates behavioural purposes. Also, the fact that behaviour could be positive or might be negative in terms
of performing a behaviour by an individual. The theory fits the current study since potential consumers who
consider a Rolex might do two things: they can judge the purchase by the consumer himself and by the
judgments of others around him or her. Luxury consumption is especially relevant in terms of the framework
as the purchase decisions may include both personal and social factors. A positive assessment of Rolex can
arise out of its perceived features and brand name, and social expectations can shape the desirability of
possessing the item. TRA thus offers a background on the development of the evaluations done by consumers
into purchase intention.

Theory of Planned Behaviour

Ajzen (1991) Theory of Planned Behaviour is an expansion of TRA that incorporates perceived control of
behaviour. This is the rate at which consumers believe that they have the capacity and the resources to execute
a certain behaviour. With reference to Rolex, this aspect is significant as consumers might share a favourable
attitude towards the brand, and, in the case of social approval, the purchase intention might be limited by
financial or purchasing accessibility. Zong, Liu and Gao (2023) utilised TPB to investigate consumer purchase
intention and took into consideration attitudes, subjective norms and perceived behavioural control in the
purchasing process. Their research validates the utility of TPB to describe interactions of personal evaluation
and the social influence and perceived ability in jointly influencing purchase intention.

Customer-Based Brand Equity

The Customer-Based Brand Equity (1993) model by Keller is a brand-centred explanation of consumer
reactions. This model suggests that knowledge and associations of the consumer with a brand play a role in
the evaluation attitude of a specific brand. This applies to Rolex as customers might be attached to the brand
based on its heritage, prestige, quality and exclusivity. These sorts of associations can reinforce the overall
assessment of the brand, and lead to purchase intention. The empirical literature is also relevant to the
theoretical relevance of brand equity. Husain, Ahmad and Khan (2022) looked at brand equity, status
consumption and brand trust in terms of luxury-brand buy intention and established that the factors are
relevant to the purchase intention of consumers.

Application to the present research

The three theories do not offer similar reasons. TRA how consumer attitudes and subjective norms come into
play; TPB how perceived capability to make the purchase comes in; and CBBE how brand associations have
an impact on the consumer evaluation. They all form a theoretical foundation of the reasons why the purchase
intention towards Rolex can develop in consumers. The theories also underpin the conceptual framework, but

they do not posit that the different constructs are just the same theoretical mechanisms. The perceived quality



can help to create favourable attitudes, brand image may reinforce brand associations, and perceived value
can affect overall evaluation of the purchase by the consumer.

2.4 Conceptual framework

Independent Variables

l \ 4 l

Perceived quality Brand image Perceived Value
(craftsmanship, (Trust, reputation, (Emotional, functional
design) prestige) value, social value and
long-term value)
Dependent Variable

Consumer purchase intention
Toward Rolex Luxury Watches in the
UK

Figure 4: Conceptual framework

The conceptual framework defines the key variables suggested to inform the consumer purchase intention for
Rolex luxury watches in the UK. According to the literature, the perceived quality, brand image and perceived
value will be placed as the explanatory variables, and consumer purchase intention will be the result. Studies
on the topic of luxury consumption and luxury-watch characteristics and consumer value perceptions support
the said relationship. The framework thus offers a starting point for integrating the product-based and
consumer-based influences in the Rolex context. Wang et al. (2021) employed a poll of luxury consumers in
China and the UK to study the values and intention to buy sustainable luxury brands. The research involved
luxury watches as one of the product categories, and the research revealed the different value perceptions

which affect their attitudes and purchase intentions. This justifies perceived value as a crucial element of the



framework presented. Dinh, Muhlbacher and Torchia (2024) explored brands of luxury watches and analysed
the family values and luxury properties perception. Their research yields evidence that insights on luxury
characteristics would be applicable to luxury brand assessment by consumers.

This helps to incorporate the perceived quality and luxury-related perceptions in the framework. Pourazad et
al. (2024) rely on survey data from Australian consumers and PLS-SEM, making Rolex one of the target
traditional luxury brands. The results indicated that hedonism made a difference in brand prestige and
symbolism, whereas prestige and symbolism made a difference in brand love and purchase intention. This is
direct support for the inclusion of brand-related perceptions in the framework. Wang, Sung and Phau (2024)
gathered the data through an online panel with 287 affluent consumers and modelled it with structural
equations. Natural rarity had a positive predictive role in functional, emotional and social perceived value,
indicating that the luxurious features can determine the value consumers associate with products. In the study
by Nazarani and Suparna (2021), researchers conducted a survey of 144 Zara customers in Denpasar with the
help of purposive sampling and a five-point Likert scale survey. The result of multiple regression revealed
that the luxury brand perception, brand image and product quality have a positive and significant effect on the
purchase intention. This study has direct empirical evidence on the three-variable structure used in this

research, though it is about Zara and not Rolex.

2.5 Literature Gap

The evidence reviewed reveals that there are some significant knowledge gaps as far as the luxury-watch
purchase intention is concerned. To test how the factors influence the online luxury-watch purchase intention,
Semenkin et al. (2023) conducted a questionnaire survey among 400 consumers and analysed the results
through regression analysis. The results indicated that attitudes, social influences and the online shopping
environment had significance, whereas perceived usefulness had insignificance. The study was, however, on
online buying as opposed to the joint impact of perceived quality, brand image and perceived value among
Rolex buyers in the UK. The other area of disparity is the broader aspect of investment in luxury watches. In
his empirical study on alternative investment assets, Curto (2024) analysed art, diamonds, and fine watches.
The results revealed that the luxury assets have the ability to bring about diversification benefits and that

rarity, craftsmanship, and status are what make them interesting to invest in.

The evidence that can be found pertaining to luxury consumption as a counterfeit can be found in the literature
as well. Five studies were performed by Liu, Wakeman and Norton (2025) with various samples and fake
luxury goods. They found that the egalitarian value of counterfeit luxury products due to perceived income
inequality increased purchase motivation. In as much as this offers valuable evidence on other motivations to

luxury consumption, it deals with fake and not genuine Rolex purchases, thus failing to determine how the



perceived quality, brand image and perceived value come into play in intention to purchase genuine Rolex
watches. Likewise, Kim et al. (2024) adopted snowball sampling and employed 257 Chinese consumers who
had used counterfeit goods and employed hierarchical multiple regression to establish the relationships. The
effect of positive word-of-mouth and the effect of moral judgement enhanced positive word-of-mouth buying
of counterfeits and undermined the effect of saving face, respectively. Scientifically, a lack of research studies

on true Rolex purchase intention has been conducted in the UK among consumers.

2.6 Chapter summary

This chapter surveyed the elements that affected consumers' intention to purchase Rolex luxury watches in
the UK. The perceived quality, brand image, perceived value, consumer and social influences, and strategic
approaches were studied. There was also a gap in the literature, as few studies specifically adopt a combined
analysis of these factors among consumers of Rolex in the UK. The methodology and subsequent analysis are

thus based on the theoretical framework and current evidence.



Chapter 3: Research Methodology

3.1 introduction

The chapter explores the research approach used to examine how consumer choice to buy luxury watches in
the UK (with a reference to Rolex) is affected. This study relies on purely secondary scholarly sources of
knowledge, and the study does not entail the gathering of primary data on the consumers. A qualitative
approach is selected with the help of a Structured Literature Review (SLR), that enable to use concise
identification, valuation, and combination of existing academic data. The research aim, objectives, and
research questions that address the factors influencing consumer purchase intention, the role of perceived
quality, brand image, and perceived value and strategies that can enhance purchase intention are in line with
methodological choices in the research.

3.2 Research philosophy

The philosophy of the research is interpretivist since the study aims to get an understanding and interpretation
of what is available in terms of consumer perceptions and meanings in relation to luxury watches.
Interpretivism is appropriate in research that involves the interpretation of human experiences, perceptions
and socially constructed meanings. Within the framework of luxury consumption, the quality, prestige,
exclusivity, brand image and value can accrue different meanings to consumers. It, therefore, follows that to
comprehend purchase intention, it is necessary to dwell on how these concepts have been conceptualised in
past studies (Saliya 2023). The interpretivism option is in line with the qualitative nature of the research. In
lieu of viewing purchase intention as only a quantifiable end product result, the study looks into what previous
scholars have thought made sense in the perceptions and factors related to consumer intentions to buy luxury
watches. The literature then offers various insights which can be evaluated and understood using thematic
analysis.

The interpretivist stance also allows the availability of secondary literature since the researcher is citing the
conclusions and arguments that have already been put forward by other researchers. This is not meant to argue
that only one numerical relationship is applicable to all consumers. Rather, the study aims to determine
patterns of recurrence, differences and meanings in the available evidence. It is especially applicable to the
Rolex context, with the literature discussing broader aspects of luxury consumption and particular aspects of
luxury-watch attributes (Oluka 2025). The philosophy thus advocates the article-wide approach by offering
an appropriate ground on which to interpret qualitative secondary evidence and comprehend consumer-linked

meaning behind purchasing luxury watches.

3.3 Research type

The given research type is the qualitative one since it attempts to interpret and synthesise the existing
academic literature instead of statistically testing the relationships by using newly acquired numerical data.

The research does not entail questionnaires, interviews, experiments or any other type of primary data



collection. Rather, it analyses findings, arguments and conclusions made in literature available concerning the
subject (Gamage 2025). Qualitative research is a proper approach as the theme of the research deals with
consumer perceptions and meanings of luxury products. Individual purchase intention of luxury watches
cannot be explained solely by using functional features since consumers can also regard prestige, exclusivity,
quality, brand reputation, emotions, social meaning and perceived investment value. The literature available
thus has various interpretations and findings which need to be compared and synthesised. The qualitative
literature-based methodology can facilitate the examination of these varying views without quantifying them.
Qualitative secondary research is used since the aim upon which the study is carried out is the acquisition of
integrated knowledge instead of the formulation of further empirical results. The SLR offer a rather systematic
and transparent approach to analysing and synthesising the existing academic evidence (Saliya 2023).
Consequently, the qualitative secondary research offers a suitable conceptual framework on which to answer
the research questions and draw evidence-based inferences on consumer purchase intention of Rolex in the
UK.

3.4 Research approach

A deductive research approach is embraced due to the fact that the research starts with clear research
objectives, research questions and topics of inquiry and then starts comparing the available literature to these
clearly set areas. The study does not commence with gathering totally open-ended data and formulating a
totally new conceptual pathway based on the evidence. Rather, literature is examined in the context of the
particular aim of learning about consumer purchase intention and the factors discovered within the framework
of the research. The deductive approach is consistent with the structure of the research (Makateng and Mokala
2025). This is related to the research of the main determinants of consumer buying intention towards Rolex
luxury watches in the UK. The second goal is narrowed down to the perceived quality, brand image and
perceived value and their role in determining purchase intention. The third goal relates to the strategies which
Rolex can implement to intensify consumer purchase intention.

These goals help to give a good direction to search, select and interpret the secondary literature. The research
questions also define pre-defined spheres that evidence is investigated on. The deductive approach is
especially applicable to the thematic analysis since the chosen literature has been analysed concerning the
three general areas. The former theme explores the issues depending on consumer purchase intention, the
latter explores issues related to perceived quality, brand image and perceived value, and the third focuses on
how to reinforce consumer purchase intention. The methodology thus gives a rational relationship between
the research questions, the search of the literature, selection of the articles and the analysis thereafter (Hamzani
et al. 2023).

3.5 Research design

The proposed study has a descriptive research design since it aims to critically investigate and provide

evidence about what the current scholarly literature has shown about consumer intentions to buy luxury



watches, specifically in the Rolex case study in the UK. The descriptive research fits a secondary literature
study since the study aims at organising, comparing and synthesising the available evidence rather than
manipulating variables or engaging in an experimental investigation. The design has enabled the research to
define what factors were found in earlier research, how the perceived quality, brand image, and perceived
value were/are talked about, and provide insight into what luxury markets have proposed or studied based on
this. The study thus gives a systematic account and synthesis of the available evidence whilst still having a
clear relationship with the research aims (Furidha 2023). A Structured Literature Review is also supported by
the descriptive design since the evidence is collected based on a set of pre-defined criteria and then
systematised based on the applicable research themes. The SLR as a methodological and transparent approach
to investigating, evaluating and integrating scholarly evidence. Therefore, the descriptive design provides an
appropriate complement to the SLR as it offers a clear format in which the features and the results of the
chosen studies are presented. There is no primary empirical testing in the design. Any effort at finding
statistical causality between variables with a new consumer sample is unattempted. Rather, the research
outlines and critically summarises what the existing literature shows about purchase intention and the factors
it relates to (Hall and Liebenberg 2024). This renders the design in line with the secondary nature of the
dissertation.

3.6 Research strateqy

The main research methodology that is adopted in this dissertation is Structured Literature Review (SLR).
One of the benefits of an SLR is that it gives a methodical and open method to the process of determining,
sampling, assessing and integrating the currently existing scholarly studies, which can be useful to a specific
research issue. It fits this research since the study aims to combine the existing information instead of
gathering primary data via interviews with consumers. The SLR has been proposed as the key research
strategy and that it is systematic and transparent, and hence a key reason why it is selected. A systematic
methodology would lessen the chances of having to randomly choose literature based on one's own ability
since the search and selection exercises are informed by set parameters. It also enables the research process
to be described simply, and it can be duplicated by another researcher (Sauer and Seuring 2023).

The SLR has start with the identification of suitable academic databases and search terms. Governed records
are then filtered by set inclusion and exclusion rules. After the screening process, the remaining studies are
analysed, and their results are reviewed with the help of thematic analysis. Specifically, ten studies are chosen
for the final thematic analysis in this study. SLR is well suited to the case given that the research problem in
question is about concentrating evidence that is spread out into varying regions of luxury consumer behaviour.
In the past, researchers have factored in such issues as the perceived quality, brand image, perceived value,
prestige, exclusivity and other issues related to consumers (Cabrera and Cabrera 2023). These findings can be
compared with each other through a systematic review as opposed to a disaggregated approach of every article

being viewed as an individual agent. The plan is also in line with the scholarly aim of the dissertation. The



study has focus on coming up with a logical comprehension of the determinants of consumer intention to buy
Rolex luxury watches in the UK. The necessity to synthesise academic evidence since research paying
particular attention to Rolex in the UK is not really abundant. As such, the SLR offers the general methodology
explaining the linkage between the literature search and the location of the 10 studies and later thematic
analysis as outlined in the dissertation.

3.7 Data collection

The study relies only on secondary data. Secondary data is data that has already been created and published
by other researchers and can be analysed. In this research, the main data sources are academic journal articles,
which were found using recognised academic databases. There is no direct research done with consumers,
Rolex employees, managers or other participants. This means that primary research instruments such as
questionnaires, interviews and focus groups are not required in the research. The research methodology has
involved secondary sources retrieved via research databases and does not imply the recruitment of participants
or using questionnaires or interviews (Cheong et al. 2023). The secondary literature dwells on the aspects
which are directly related to the research purpose, such as consumer purchase intention, luxury watches,
Rolex, perceived quality, brand image, perceived value, luxury branding and the UK luxury market.
Secondary academic evidence would be appropriate since the goal of the research is not only to synthesise
knowledge but also to determine common conclusions made by various researchers.

3.8 Data analysis

Thematic analysis has been used to analyse the data gathered from the 10 sampled secondary studies. This
approach is suitable since the study has been trying to determine recurring themes, similarities and differences
in the available academic literature on the topic, and not do a statistical analysis. The systematic organisation
and synthesis of findings of various studies is made possible by thematic analysis based on the objectives of
the research. The thematic analysis appropriate to detect repeated trends, contrasting results and categorising
the evidence based on the research aims. Considering the 10 chosen studies, the analysis has start with a
thorough reading of the main findings and evidence presented in the selected studies. The important
observations have then been coded and classified based on likes and repetitive ideas (Ajayi 2023). Such codes
have then been grouped together into three themes, namely factors affecting consumer purchase intention;
perceived quality, perceived image and perceived value; and strategies to enhance consumer purchase
intention. These themes are directly related to the research objectives. Lastly, the results of the 10 studies have
be evaluated to determine areas of consensus, differences and counter evidence.

3.9 Criteria for choosing secondary data

A structured search strategy and pre-determined inclusion criteria and exclusion criteria were used to select
the secondary literature. This was done by searching the ScienceDirect, SpringerLink, SAGE Journals and
Google Scholar databases, using keywords covering the topics of consumer purchase intention, Rolex, luxury

watches, perceived quality, brand image, perceived value, luxury branding, and the luxury market in the UK.



Table 1: Search strategy

Database Search Terms Publication | Language
Period
ScienceDirect | This mainly focused on consumer purchase intention, | 2020-2026 English

perceived quality, Rolex, luxury watches, and also brand

image, and perceived value.

SpringerLink | This includes consumer intention for purchase, and Rolex, | 2020-2026 English

luxury watches, also luxury branding.

SAGE luxury consumption, and intention for purchase and also | 20202026 English
Journals brand image are some search terms.

Google Rolex, brand image, luxury watches, consumer and UK | 2020-2026 English
Scholar luxury market purchase intention, also perceived quality,

perceived value are key search terms.

Table 2: Inclusion and Exclusion criteria

Criteria Inclusion Exclusion
Period for | 2020 and 2026 before 2020
publication
Language English-language studies Non-English studies
Publication Peer-reviewed journal articles Books, conference  papers,
type magazine papers and

dissertations

Subject Studies related to luxury watches, luxury | Studies unrelated to the research

relevance consumption or consumer purchase intention topic

Research focus | Studies addressing purchase intention, perceived | Studies that do not contribute to
quality, brand image, perceived value or related | the research objectives

factors

Duplication Original studies Duplicate studies

The screening process of inclusion and exclusion criteria was done to make sure that the chosen literature was
relevant to the research topic and in line with the research scope (Gamage 2025). The selection procedure
included scrutinising titles and abstracts and then conducting a full-text evaluation of studies that fulfilled the

criteria of being potentially relevant. These were studies that lacked the required publication in the specified




period, were written in a different language, and/or were not pertinent to the research.

studies were picked to be included in the final secondary examination.

Table 3: Screening and Final selection

After screening, ten

analysis

Screening Stage Description Number of
Studies
Identification Studies identified through the selected academic | 50
databases

Duplicate removal Duplicate records removed 5

Title and abstract | Records screened for relevance 45
screening

Records excluded Studies not relevant to the research topic 20

Full-text assessment Full-text studies assessed against the selection criteria | 25

Full-text studies excluded | Studies failing to meet the inclusion criteria 15

Final studies included Studies meeting all criteria and selected for thematic | 10




3.10 PRISMA style study selection
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Figure 5: PRISMA style study selection

The process of selection of the literature entailed identification, screening and eligibility screening, which
finally included the selection by final inclusion. After screening the number of studies and eliminating
duplications and the implementation of the previous inclusion and exclusion criteria, 10 studies were finalised
for the final thematic analysis. The chosen articles present the secondary evidence that is followed to answer

the three research objectives.



3.11 Ethical considerations

In present research study ethical consideration has been addressed through focus on secondary scholarly
documents. The study does not require any questionnaires, interviews, observations, or direct contact with
human subjects as done in primary research. Thus, there are no applications of issues related to informed
consent, participant confidentiality and protection of personal information. Instead, the ethical considerations
focus on the authenticity, accuracy and reliability of the secondary sources used in the Structured Literature
Review (SLR) (Nii Laryeafio and Ogbewe 2023). To start with, the authenticity of the sources has been taken
into account when the selection of the studies to analyse is going on. The study has been entailing the use of
academic literature, which shall be accessed using established academic databases such as ScienceDirect,
SpringerLink, SAGE Journals and Google Scholar. The chosen studies have been verified to ascertain whether
they are actual academic publications and that information on them can be linked back to the original authors
and even publication. The data presented in the study has the credibility of being supported by peer-reviewed
journal articles as well. The required publications must be Relevant in the English language, during the chosen
time frame, and in peer-reviewed journals.

Second, the truth and fair representation of the results have been be ensured during the research process.
Findings made by other researchers have been used in their original sense without any intentional change,
overstatement or omission of information in support of the standpoint of this dissertation. In cases where a
researcher has found other research findings or results that are conflicting, these differences has been included
in the thematic analysis instead of selectively reporting research that gives preference to which conclusions
are expected (Palikhe and Phuyal 2025). Third, when choosing studies, the reliability of the secondary
evidence has been taken into account. This make sure that the remaining 10 studies that have been
incorporated to undertake the thematic analysis are pertinent to the research objectives and as well as satisfy
the laid down scholarly standards.

A formatted selection process aids in creating consistency in the basis of the research evidence. There also be
academic integrity that upheld during the dissertation. Also, all sources must be cited accordingly and that the
findings of past authors must be conveniently enumerated without distorting their sense. Lastly, since the
research rely on publicly accessible scholarly sources, and the researcher not gather or deal with personal or
confidential data, there has been no storage and handling of any participant data. The study has then been
based on the responsible application of the published evidence, whether the previous research has been
represented correctly, and the requirements of referencing as per academic standards. These reflections
validate the authenticity, openness and academic honesty of the study.

3.12 Chapter summary

This chapter summarises the methodology that was followed to examine the factors which affect consumer
purchase intention of luxury watches in the UK, considering Rolex. The research follows a qualitative

approach, deductive research approach, descriptive research design and interpretivist philosophy. Structured



Literature Review (SLR) has been chosen as a method of the research since the study based solely on
secondary academic sources. Accessible literature was searched using the predefined search terms and
selection criteria on the search engines: ScienceDirect, SpringerLink, SAGE Journals and Google Scholar.
After screening the articles, 10 articles were chosen for the final secondary analysis. Ethics was concerned
with the genuineness, exactness and dependability of sources, as well as sufficient referencing and scholarly

trustworthiness. The following chapter uses this methodology as the basis to present and discuss the findings.



Chapter 4: Discussion and Findings

4.1 Chapter Introduction

This chapter outlines the findings and discussion of the Structured Literature Review that analyses the factors

that affect purchase intention of consumers of luxury watches in the UK, with Rolex as the case study. The

chapter summarises evidence from ten chosen secondary studies and structures the results based on the

research needs. Special focus is paid to the factors that can determine luxury-watch purchase intention and

the contributions of perceived quality, brand image and perceived value.

4.2 Findings
Table 4: Thematic table

Keywords or short findings of
article

UK luxury consumers; perceived

values;

luxury purchase

intentions; consumer profiles;
self-distinction; conformity. The
study identifies  differences
between luxury consumer groups
according to the values they
attach to luxury consumption.
intentions

Purchase are

associated with social and
individual motivations, including
the desire for distinction, hedonic
consumption and conformity.
The UK setting provides direct
relevance to  understanding

luxury consumption in the
context of the present study.
Brand brand

experience; self-image

attachment;

congruence; hedonic motivation;
luxury brand purchase intention.
The that

consumers'

study indicates

relationships  with

Author

Al-lssa,
Kwiatek
Dens (2024)

and

Yuanita and

Marsasi (2022)

Codes generated

value:
different

Perceived luxury

consumers  assess
benefits associated with luxury
products. Hedonic value:
pleasure and enjoyment support
luxury purchasing. Consumer

segmentation: luxury consumers

demonstrate different
motivations and purchasing
profiles.

Brand attachment: emotional

connection with a luxury brand.
Brand

consumer tend to impact their

and experiences of

action. In terms of Self-image

similarity, customer is focused on

Final theme

Theme
Factors
influencing
consumer
purchase

intention

1:



luxury brands are influenced by
their experiences with the brand
and the extent to which the brand
reflects their self-image. Hedonic
motivation also contributes to
stronger emotional connections
with luxury brands and supports
purchase intention.

Perceived social value; luxury
brands; social influence;
consumer behaviour; symbolic
consumption; brand perception.
The findings emphasise the
importance of social value in
luxury consumption. Luxury
products can provide consumers
with symbolic benefits associated
with prestige, recognition and
Consumer

social positioning.

responses are therefore
influenced not only by the
product itself but also by the
social meaning attached to the
luxury brand.

Bandwagon luxury; snob luxury;
uniqueness; social comparison;
psychological entitlement. The
study demonstrates that luxury
consumption can follow different
motivational patterns. Some
consumers seek unigueness and
differentiation, while others are
influenced by social comparison

and the desire to associate with a

Reyes-
Menendez,

Palos-Sanchez,

Saura and
Santos (2022)
Das, Habib,
Saha and
Jebarajakirthy
(2021)

gaining attention toward a brand.
Emotional connection: stronger
consumer—brand  relationships

can support purchase intention.

Social value: perceived benefits
gained from social recognition.
Social influence: other people
and social environments can

affect  luxury  consumption.
Prestige: luxury brands provide
status-related benefits. Symbolic
consumption: products
communicate identity and social
Status

position. perception:

consumers  evaluate  luxury
brands according to the status

they represent.

Need for unigueness: desire to
possess products that distinguish
the consumer from others. Social
comparison: consumers compare
their consumption with relevant
social groups. Status seeking:
luxury

products can

communicate social position.

Exclusivity: restricted or

distinctive products can increase



desirable consumer group. These

differences indicate that
exclusivity and status can
influence  luxury  purchase-

related behaviour.

Perceived value; social value;
individual value; luxury purchase
intention;  consumer  value
perceptions. The study identifies
perceived value as an important
determinant of luxury purchase
intention. Consumers evaluate
luxury products through different
forms of value, including social
The

findings indicate that purchase

and individual benefits.

intention can increase when
consumers perceive sufficient
benefits from luxury
consumption in relation to their
personal and social needs.

Functional value; experiential
value; symbolic value; luxury
value dimensions; self-concept;
brand engagement. The study
demonstrates that luxury value
has several dimensions rather
than being based only on product
functionality. Functional,

experiential and  symbolic
benefits contribute to consumers
engagement with luxury brands
their This

indicates that luxury consumers

and self-concept.

Canguende-
Valentim
Vale (2023)

Ostovan
Khalili
(2022)

and

and

Nasr

their  appeal.  Psychological
entitlement: individual
perceptions of deserving

premium products can influence
luxury consumption.

Perceived value: overall
assessment of benefits received
from luxury consumption. Social
value: value associated with
recognition and social approval.
value:

Individual personal

benefits and satisfaction gained

from  ownership.  Consumer
benefits: functional and
psychological advantages

influence evaluations.

Functional value: usefulness and

performance of the luxury
product.  Experiential  value:
enjoyment and  experience

associated with consumption.

Symbolic  value:  meanings
associated with status and
identity.  Perceived  quality:

consumers evaluation of product
excellence and performance.
Hedonic value: pleasure obtained
from luxury consumption. Self-

concept: relationship between

Theme 2:
Perceived
quality, brand
image and

perceived value



consider both product-related

qualities and emotional or

symbolic benefits when
evaluating luxury offerings.
Brand brand

resonance, brand trust, luxury

experience,
consumption, consumer
involvement, brand relationship.
The the

importance of

analysis  shows

positive
experiences and trust in luxury-
brand The

resonance between consumers

relationships.

and luxury brands can be
reinforced by brand experience,

whereas trust is what promotes

confidence in the brand.
Consumer involvement and
quality of relationships will

consequently add to the positive

perceptions  and  sustained

activities to luxury brands.

The aspect of authenticity is

especially notable since

consumers anticipate luxury

brands to retain a believable
identity as they express their
when

values communicating.

Favourable attitudes towards

brands may then be used to
facilitate purchase intention,
which can be implicated in how
the the

luxury brands use

Husain, Paul
and Koles
(2022)

Lee, Ko and Lee
(2023)

luxury ownership and consumer

identity.

Brand experience: a positive

experience is beneficial in
consumer appraisals. Brand trust:
trust in the brand will be
favourable in consumer
relationships. Brand resonance:
maintains strong psychological
association that enhances brand
Consumer

the higher the

interaction.

participation:
participation, the more people
will be involved in the luxury
brands. Brand relationship: the
relationship is an
that

ongoing

relationship affects the
perceptions towards a luxury
brand. Brand perception: the
overall rating by consumers on
the brand influences behaviour.
Brand

legitimate and authentic luxury.

authenticity: being
Brand attitude: positive ratings
may enable the consumer to
bolster the consumer responses.
Marketing responsibility: brand
perceptions can be impacted by
marketing practices. Consumer
trust: believable messages can
make one feel confident in the
brand. Brand

image: regular

Theme 3:
Strategies for
strengthening
consumer
purchase

intention



to
the

marketing channel

communicate with
consumers.

Aim to buy luxury fashion,
quality of information, credibility
of of

information, adoption

information, Ewom, perceived
risk. The research determines the
significance of information that
luxury customers have at their

their
The

credibility of the information can

disposal in purchase

intentions. quality and
have a bearing on acceptability
and usability by consumers, and
electronic word-of-mouth can be
a contributing factor to consumer
also

ratings. Uncertainty

influences the receiver of
information by perceived risk in
view of luxury goods when
consumers are making
purchasing decisions.

Luxury retailing; as perceived
value, relationship  quality,
customer satisfaction, repurchase
intention, relationship between
brand. The

discovers that

consumer  and
research

relationship quality and
satisfaction, as well as perceived
value, play a role in the consumer
behaviour of luxury brands. The

study is based on repurchase
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(2024)

Singh
Nijjer

communication is another factor
that produces positive brand
associations.

Information quality: helpful and
applicable information will help
in consumer assessment.
Credibility of the information:
reliable  information  builds
trustworthiness.

eWOM: information generated
by a consumer has an impact on
purchase-related

Digital

perceptions.
communication:
information over the internet can
influence luxury-brand reviews.
Perceived risk: uncertainty may
have an influence on purchase
Adoption of
Credible

information is used by consumers

decisions.

information:

in making purchase intentions.

Perceived value: the existence of
perceptions of value promotes
reactions.

positive  consumer

Relationship  quality:  good
relationships promote positive
brand

satisfaction: consumer reactions

behaviour.  Customer
towards the luxury brand are
reinforced by satisfaction. Brand
relationship: constant

communication promotes



intention and not on initial consumer loyalty. Retention:

purchase intention, but the study positive experiences promote
findings show that value and retention. Behaviour intention:
good consumer relations may positive judgments have the
help achieve positive intentions potential to influence future
to behave based on attitudes buying behaviour.

towards luxury brands.

4.3 Analysis
Out of the ten studies chosen using thematic analysis, three themes were identified, which are interrelated.

The themes mirror the study aims and show that the purchase intention of luxury watches is dependent on a
mix of personal, social and consumer-based factors, quality perceptions, brand image and value, as well as
the approach taken by luxury brands to ensure consumer interest is sustained.

Theme 1: Factors Influencing Consumer Purchase Intention

The initial theme illustrates that the purchase intent of luxury is affected by an amalgamation of individual
drives, societal factors, consumer identity and emotional attachments. Al-1ssa, Kwiatek and Dens (2024)
present especially topical evidence as their work is dedicated to luxury consumers in the UK. According to
their results, consumers vary in terms of the values they accord luxury consumption, as self-distinction,
conformity, hedonic consumption and social value serve as part of the luxury-consumer profiles. This implies
that there is no unified motivation that would explain purchase intention, as consumers are capable of buying
luxury goods due to various personal and social motives.

The factor of self-distinction is especially crucial in the case of luxury watches. Das et al. (2021) show that a
need to be seen as different, conduct a social comparison, and achieve status and exclusivity can be used to
motivate consumers. The difference between snob and bandwagon consumption connotes that consumers will
not react unusually to the same luxurious product. One person can appreciate a product due to the distinction
it gives him or her over others, and the other person might appreciate it due to the fact that ownership gives
him or her a connection to a desirable social group.

The significance of social factors is further proven by Reyes-Menendez et al. (2022). They find that luxury
products have the potential to offer symbolic benefits with regard to prestige, recognition and social
positioning. As a result, the analysis of consumers is not just based on the material product but the social
meaning behind the luxury brand. This applies to Rolex since the status which is perceived to be attached to
a luxury watch can be part of the motivation of the consumer when it comes to retaining that watch.

Yuanita and Marsasi (2022) introduce an identity-based and emotional dimension. This brings them to the
conclusion that the luxury-brand purchase intention can be brought about by brand attachment, brand

experience, self-image congruence and hedonic motivation. Consumers might thus be more inclined to adopt



a luxury brand whose identity aligns with their own desired self-image and when the brand can deliver a
pleasant emotional response.

Theme 2: Perceived Quality, Brand Image and Perceived Value

The second theme indicates that consumers' perceptions of luxury products have a strong linkage with quality,
perceptions of value and those related to the brand. Canguende-Valentim and Vale (2023) reveal perceived
value as a valuable predictor of luxury purchase intention. Their results suggest that consumers use both social
and personal gains in determining luxury products. It implies that the price of a luxury watch does not have
to be solely constrained by financial or functional features; customers can also take into consideration the
individual gratification and social gain of the possession. Ostovan and Khalili Nasr (2022) present additional
evidence listing such dimensions of luxury value as functional, experiential and symbolic. The results of their
research show that consumers take into consideration product qualities as well as emotional and symbolic
benefits.

Consumer experience and trust are also related to brand image. According to Husain, Paul and Koles (2022),
brand experience, brand resonance and brand trust play a crucial part in luxury consumption. Positive
experiences would reinforce the psychological connections that consumers have with a luxury brand, whereas
trust provides confidence and relationships between consumers and brands. This applies especially to Rolex,
as a good brand image should be backed by stable experiences and trust in the brand. The papers indicate that
perceived quality, brand image and perceived value are not independent variables, but are linked by
connections. Perceptions of value can be reinforced through high quality, and brand image can be enhanced
through strong symbolic and emotional value that is linked to ownership. Equally, good experiences can
reinforce confidence and loyalty towards the brand.

Theme 3: Strategies for Strengthening Consumer Purchase Intention

The third theme examines implications of strategies that can enhance consumer purchase intention. Lee, Ko
and Lee (2023) put emphasis on the concept of brand authenticity and brand attitude. Their results show that
customers require luxury brands to have a plausible identity as they express their beliefs. Positive brand
perceptions can lead to purchase intent; this implies that marketing communication needs to enhance and not
pressure the unique position of the luxury brand. In the case of Rolex, it means that authenticity needs to be
preserved, and there should be continuity of the heritage and brand image with the marketing message. Singha,
Patel and Parayitam (2025) reveal the significant role played by the quality and credibility of information in
purchase decisions in the perception of luxury. Their results show that consumers evaluate the quality and
believability of the information they have at their disposal, as well as that eWOM has the potential to induce
perceptions that are likely to shape purchase decisions. Consumer response to information can also be
positively or negatively influenced by perceived risk.

This implies that Rolex would be able to enhance consumer confidence with trustworthy product

communications, reliable online communications, and well-curated information that might be seen by



consumers. According to Sharma et al. (2024), perceived value, relationship quality and satisfaction are valued
aspects of luxury-brand consumer behaviour. Their study is concerned with repurchase intention and not
initial purchase intention, but nonetheless, their results are applicable to how positive consumer relationships
and value expressions can prompt positive behaviour. This is an indication that strategies cannot be limited to
drawing consumers to forge positive, fulfilling relationships with consumers.

4.4 Discussion

Theme 1: Factors Influencing Consumer Purchase Intention

The initial aim was to determine which factors are critical in consumer purchase intention of Rolex luxury
watches in the United Kingdom. The results show that self-distinction, social influence, status, identity,
hedonic motivation, conformity and emotional attachment are noteworthy aspects. The result of Al-Issa,
Kwiatek and Dens (2024) is especially important as it gives evidence of luxury consumers in the UK. The
fact that they defined the various consumer profiles based on their perceived luxurious values supports the
argument presented by Sharma, Pradhan and Srivastava (2021), who discovered that younger luxury
consumers might change the perceived luxury and consumer identity, and that generation can influence their
purchase of luxuries. The two studies hence coincide on the significance of consumer differences, though they
tackle the problem in different ways. Al-Issa et al. (2024) focus more on the differences in luxury-value
profiles in comparison to Sharma et al. (2021), which concentrate more on generational changes. In the case
of Rolex, this implies that no one purchase motive can be presumed to cut across all consumers in the UK.
The results related to the distinction and position are also similar to the work of Philippe, Debenedetti and
Chaney (2022). In their review of luxury-watch advertising, they discovered that it used strategic cues to
convey status, reputation and legitimacy.

These results can be directly related to the Theory of Reasoned Action (TRA) since both social influence and
personal evaluations apply to behavioural intention creation. The information, which relates to status,
conformity, social comparison and social recognition, has an implication that consumers might judge Rolex
not merely on their preference but also in terms of how it is perceived by associated social groups. This
justifies the use of TRA in the current study since the positive attitudes towards Rolex can be reinforced in
situations where the consumers relate the ownership to prestige, identity or desirable social positioning. The
results, however, also suggest that the subjective social influence is not unidirectional. There are those
consumers who may want to conform, have a sense of belonging to good groups, and there are consumers
who may want to stand out and be different. Thus, TRA is able to demonstrate the social and attitudinal aspects
of Rolex purchase intention; however, the results indicate the direction of social influence is dependent upon
a personal motivation of the consumer.

The article by Das et al. (2021) also points out the elements of uniqueness, social comparison, status seeking
and exclusivity as key elements of luxury consumption. This congruence between them would indicate

agreement that the luxury-watch purchase intention relates somewhat to the social meaning of ownership of



the watch. Nevertheless, it was also noted in the findings that status does not solely provide the purchase
intention. Also, it has been suggested that there could be consumers who wish to be associated with a desirable
group as well as those who want to be differentiated.

This is in addition to Moon and Seo (2025), who discovered among UK consumers that the status
consumption-purchase intent relationship diminishes as consumers grow more in need of uniqueness.
Therefore, Rolex must retain familiar luxury as well as the apparent uniqueness. Brand attachment, brand
experience, self-image congruence and hedonic motivation are added in the findings of Yuanita and Marsasi
(2022). This is in favour of Jhamb et al. (2020), who discovered that sensorial, intellectual, behavioural and
affective experiences have an influence on consumer attitudes towards luxury brands. The comparison
suggests that purchase intention is formed not only based on the beliefs of consumers about the meaning a
luxury watch has for them socially but also based on their personal experience and connections with the brand.
This is important to Rolex as a high purchase intention can be generated when customers perceive the brand
as a congruence in terms of the desired identity and have an emotional fulfilment in their ownership. The
results thus lend a lot of weight to Objective 1. Nonetheless, the literature suggests that these factors are also
influenced by broader conditions. Davari et al. (2022) demonstrate that luxury purchase behaviour is sensitive
to economic pressure, and Wong and Park (2022) indicate variation in luxury values between national
consumer groups. Hence, the findings of the studies conducted in other countries are not to be regarded as
representative of UK consumers. This enhances the significance of Al-Issa et al. (2024) to the current research
since it offers evidence specific to the UK.

Implementation: Rolex might also add status-based, uniqueness-based, and identity-based segmented
marketing and emotional attachment-segmented marketing, with cursory communication to a consumer who
wants to be socially acknowledged and distinctive. These various motivations may be present in personalised
digital content and small-scale experiences, keeping Rolex exclusive. The Al-Issa, Kwiatek and Dens (2024)
and Moon and Seo (2025) studies validated the approach, finding various luxury-value profiles and
differences between status consumption and uniqueness, respectively, in UK consumers. Practical
implications of these findings could be to enhance the relevance of Rolex communication, increase consumer
engagement and purchase intention.

Theme 2: Perceived Quality, Brand Image and Perceived Value

Canguende-Valentim and Vale (2023) discovered that perceived value, such as social and personal value, is
associated with luxury purchase intention. This helps Wang et al. (2021) in their study of luxury consumers
in both China and the UK, whose findings indicate that various value perceptions affect attitudes and
purchasing intentions. The results then support the premise that a luxury watch is not evaluated solely by its
financial cost by consumers. Rather, consumers might look at what they get out of ownership both personally
and socially. The functional, experiential and symbolic dimensions of the value of luxury are further supported
by Ostovan and Khalili Nasr (2022).



Also, the core evidence is allied with the connection with TRA, as the fact that it focuses on value and quality
could contribute to consumer favourable or unfavourable evaluation of Rolex, and while social value could
influence the subjective norms in terms of ownership.

This complements the study by Wang, Sung and Phau (2024), who found that natural rarity has a functional,
emotional and social perceived value that can be positively affected by natural rarity. The perceived quality
cannot thus be addressed in isolation from its perceived value since, to customers, the high quality can be
delivered in the form of tangible performance and the larger value of being a customer in terms of benefits.
This comparison matters to Rolex since the perceived value of a watch may encompass craftsmanship and
performance along with emotional satisfaction, social recognition and rarity. Perceived quality, therefore,
cannot be discussed outside the context of perceived value. The results of brand experience and trust by
Husain, Paul and Koles (2022) also corroborate the current body of literature on brand-related perceptions.
Husain, Ahmad and Khan (2022), discovered the connections between brand equity, status consumption and
brand trust and luxury-brand purchase intention. Despite the dissimilarities between these studies, there exists
a similarity in the conclusions that the uniformity of these studies finds credence in brand-related confidence
and associations having a crucial impact on luxury purchase intentions.

The current results build upon this by demonstrating that brand experience and brand resonance could
streamline consumer affections to luxury brands. The literature review contends that the feeling of heritage,
prestige, quality and exclusivity of consumers can make a difference in determining how consumers perceive
Rolex altogether. This particular view is consistent with the findings of Husain et al. (2022) since positive
brand experience, trust and resonance have the ability to strengthen brand associations of consumers. On the
same note, the focus that Yuanita and Marsasi (2022) place on the congruence of self-image implies that brand
image gets enhanced when consumers view that they would fit the brand.

This can be compared to the reviewed literature on Gil-Cordero et al. (2023), which also presents an argument
that luxury consumption is the product of a number of related factors that cannot be explained by a single
product feature. Zhou et al. (2026) also indicate that the visual brand image perceptions can play off with
heritage perceptions to impact a perceived status. In the case of Rolex, that translates into the fact that
craftsmanship can help build perception of quality, heritage can reinforce a brand image, and exclusivity can
add to both symbolic and social value. Nonetheless, the literature imparts a new concept of perceived value
as well in the financial aspect of luxury watches. Also, TPB indicates that explaining this as a fact that positive
evaluation of quality, value, as well as image is not required for guaranteed purchase intention.

According to Koestlmeier and Rdder (2025a; 2025b), such features of investment and diversification are
inherent to luxury watches, such as Rolex. Moreover, the given difference matters to the UK Rolex context
since the same watch can be considered by consumers based on various types of value. One consumer might
focus on craftsmanship and reliability, another consumer might value prestige, identity or the long-term

financial value more.



Implementation: Rolex might launch a verified online ownership system that offers details of the
craftsmanship, service, authenticity and product provenance. This has the capacity to bolster perceived
quality, brand trust and long-term value and reinforce the various reasons consumers attribute to ownership.
Wang, Sung and Phau (2024) associate rarity with functional, emotional, and social perceived value, and
Husain, Paul and Koles (2022) emphasise brand experience, trust and resonance. Using these results may
reinforce the perceived quality, brand image and perceived value of Rolex, as well as develop further
justifications as to why consumers might buy a Rolex watch and hold onto it.

Theme 3: Strategies for Strengthening Consumer Purchase Intention

The results determine authenticity, credible information, digital communication, eWOM, relationship quality,
satisfaction, and value creation as the critical strategic areas. Lee, Ko and Lee (2023) emphasise authenticity
and brand attitude. Zhang and Muller (2022), who state that Swiss luxury-watch brands should strike the right
balance between tradition and modernity and ensure they have clear brand codes and brand value in the long
term. The results thus show that Rolex must not try to modernise at the cost of its personality.

In the context of the CBBE perspective, a consistent positive experience within physical as well as digital
touchpoints can strengthen brand alignment and connection with consumers, and from the TRA perspective,
such an experience can contribute to a favourable attitude toward the brand, while social media interaction
can influence subjective norms. Authenticity is a strategic consideration in the sense that more promotional
activity may undermine the attributes that make the brand special. This issue also aligns with Park, Im and
Kim (2020), whose results implied that overstimulation between brand and consumers may decrease the
perceived social, uniqueness, and quality value through diminished psychological distance between the luxury
brand. Consequently, the observation that digital communication has the possibility of enhancing purchase
intention cannot be construed as the promotion of free communication. Rolex must focus on a reasonable
level of distance and exclusivity and at the same time, be accessible enough to deliver credible information to
the consumers. Singha, Patel and Parayitam (2025) present data related to information quality, credibility,
eWOM and perceived risk. The remaining findings are very aligned with those of Landrealle and Catenazzo
(2021), who noted the growing significance of digital communication in Swiss luxury watches, as well as the
emphasis on maintaining the image of the sector: purity and quality. They also supplement Lazaroiu et al.
(2020), who found that online trust and perceived risk were important factors influencing social-commerce
purchasing intention.

Therefore, the findings suggest a more plausible, as opposed to overly digital, communication strategy. The
results obtained by Sharma et al. (2024) about the perceived value, the relationship quality and the satisfaction
also find links with the literature available on customer engagement. Pramono and Aprilianty (2020) found
positive relationships between luxury-watch social-media marketing, customer relationships and purchase
intention. In line with that, Bertrand and Glebova (2024) found rising interest in omnichannel customer

experience in the hard-luxury industry. The data then indicate that Rolex needs to look at the entire consumer



relationship and not distinguish between the digital and physical retail and brand experience as distinct
activities. A major limitation in interpreting Sharma et al. (2024) exists, nevertheless, it focuses on repurchase
intention, contrasting with the current study that investigates purchase intention.

Implementation: Rolex might implement a managed omnichannel appointment tool that integrates
customised online consultation with boutique appointments and post-sales dialogue. This would enhance the
continuity of the digital and the physical experiences without diminishing exclusivity. Authenticated
information on the products and on customer support may also serve to reinforce trust and perceptions of risk
in the buying experience. The main trends, according to Bertrand and Glebova (2024), are the increasing
relevance of omnichannel experiences in hard luxury, and Singha, Patel and Parayitam (2025) refer to
information quality, credibility and eWOM. The implementation of these practices may reinforce customer
relationships, purchase intention and generate additional selling opportunities.

4.5 Chapter Conclusion

This chapter has indicated that the level of consumer purchase intention in the UK with respect to Rolex
luxury watches is being affected by interrelated personal, social and brand-related variables. The results
established social influence, uniqueness, identity, emotional attachment, perceived quality, brand image and
perceived value among key factors. The analysis also showed that authenticity, credible communication, a

good relationship with consumers and further value creation can be used to maintain purchase intention.



Chapter 5: Conclusion

5.1 Conclusion

This dissertation has analysed the variables that determine consumer buying intention towards luxury watches
in the UK, and Rolex has been used as a case study. The study used a qualitative Structured Literature Review
(SLR) using secondary academic literature; ten studies were chosen to undergo thematic analysis. The results
reveal that the purchase intention of luxury watches is multidimensional and cannot be attributed solely to the
functional features of the products. Individual motivations, social forces, consumer identity, emotional
attachment, perceived quality, brand image and perceived value are all factors that influence consumers'
judgments about luxury watches.

The results especially point to the fact that people can buy Rolex due to status, uniqueness, social recognition,
self-differentiation, hedonic motivation and emotional attachment. These motivations are, however, not the
same in all consumers. There is a possibility that some consumers try to find social recognition and
conformity, and some consumers may appreciate uniqueness and differentiation. The UK luxury consumer
will prove valuable to use since it indicates that luxury-value profiles differ and Rolex must not presume that
a single motivation will be applicable in the UK market as a whole.

Perceived quality, brand image, and perceived value were also reported to be directly related to purchase
intention. Perceived quality offers a guarantee of quality workmanship and reliability, and brand image offers
status, tradition, trust and brand equity. The perceived value is not limited to the financial or functional
benefits, but it comprises the emotional and even experiential benefits, social and possibly long-term
investment value. These dimensions thus do not act separately, but act together.

Throughout, the study suggests that Rolex can enhance consumer intention to purchase in the UK, stressing
the need to continue to provide the same quality, prestige, authenticity and exclusiveness, coupled with caution
in reacting to evolving consumer demands and digital transformation. The data is not in favour of substituting

conventional luxury attributes with over-digitalising it.

5.2 Recommendations

Recommendation 1: Strengthen heritage, authenticity and perceived quality

Rolex needs to keep insisting on its heritage, craft, reliability and authenticity. All these features are at the
heart of the association with luxury, and these properties may assist in distinguishing Rolex among others. Its
history, manufacturing skills and internal craftsmanship of its products should flow through the company
webpage, vicinity and uniquely chosen marketing mediums. Communication should act as a narration and
values demonstration of what is behind the product instead of promoting a lot (Wang, Sung and Phau 2024).
This would fortify the knowledge consumers have about why Rolex is a luxurious product and still retain the
exclusivity of the brand.

Recommendation 2: Develop a controlled omnichannel experience



Rolex ought to further combine its physical, as well as its online, customer experiences. Consumers are doing
more of their research online on luxury products and shop at physical stores less often. Rolex can thus offer
exquisite online details of products and quality digital experiences and entice customers to experience the
brand via approved boutiques. As a case in point, customers may find out more about watches online, study
their features, and subsequently get customised advice in a boutique. Nevertheless, there should be limited
control of digital accessibility. Rolex must not over-communicate and focus on the brand to avoid being
perceived as too accessible and possibly undermining its exclusivity.

Recommendation 3: Improve trust and credibility in digital communication

Rolex needs to ensure that it presents transparent, credible, as well as trustworthy information to consumers
on its digital platforms. This is especially the case when purchasing a high-value luxury product, where the
consumer might have doubts over the authenticity of the product, product information and purchasing risk.
The company must be careful to ensure that product information is correct and professionally displayed.
Information on authenticity, provenance, craftsmanship and approved venues of purchase might enhance
consumer confidence. It would be highly useful to consumers who research Rolex prior to making a purchase
(Nazarani and Suparna 2021).

Recommendation 4: Segment communication according to consumer motivations

The study has shown that there are no similar motivations among luxury consumers. There are consumers
who will buy Rolex due to status and prestige, and others who might have interest in individuality,
craftsmanship, exclusivity or emotional gratification. Some of the consumer motivations that Rolex should
take into consideration when coming up with the communication strategies include the following. The brand
needs to have consistency in the overall identity but should prioritise various elements of the brand for various
consumer groups.

Recommendation 5: Strengthen long-term customer relationships

Rolex needs to concentrate on building effective and significant relationships with consumers along the
customer journey. This entails the buying process, after-sales services, product management and subsequent
customer interaction. Consumer satisfaction and emotional attachment can be enhanced with personalised
shop experiences and quality attention to customers. The development of these relationships may augment
the perceived value among consumers and positive associations of the brand (Sharma, Pradhan and Srivastava
2021).

5.3 Summary of research contribution and its alignment with research objectives

The initial research objective was to evaluate the most important variables that affect the consumer buying
intention of Rolex luxury watches in the UK. This goal was accomplished by determining individual, social
and emotional elements related to the consumption of luxury. The study determined that status, uniqueness,

social influence, identity, hedonic motivation, conformity and emotional attachment can determine purchase



intention. Notably, consumers may possess a variety of motivations, i.e., purchase intention cannot be
explained by only one factor.

The second objective was to measure how the perceived quality, brand image, and perceived value influence
consumer purchase intention. The study found that the three variables have a close relationship with the
consumer consideration of luxury watches. Perceived quality offers a conviction in artisanship and work,
brand image offers prestige, heritage and symbolic meanings, and perceived value is the aggregate of the
functional, emotional, experiential and social advantages.

The third objective was to prescribe measures which Rolex should consider to enhance consumer purchase
intention in the UK luxury-watch market. Upon the findings, recommendations were formulated based on
heritage, authenticity, quality, omnichannel experiences, plausible digital communication, consumer targeting
and relations management.

5.4 Limitations and future directions

The study has a number of limitations. First, it was solely based on secondary academic research and did not
gather primary data directly from UK consumers. Consequently, the results are perceived to reflect the
assessment and synthesis of current evidence as opposed to measurement of the current consumer purchase
intentions towards Rolex.

Second, the literature available was not restricted to those studies that were carried out in other countries and
which were based on other luxury products. Despite the fact that these studies offer a valuable input pertaining
to luxury consumption, it cannot always be assumed that their findings are an accurate perspective of
consumers of Rolex in the UK. The luxury purchase behaviour might be affected by differences in culture,
economic conditions, consumer nature and market conditions.

Third, the study paid speculative attention to the perceived quality, brand image, and perceived value. The
literature has also factored in other aspects, including income, generational differences, technological
expectations, economic conditions and digital trust, which, however, were not processed in the literature as
the major research variables.

The following study ought to gather first-hand information on the consumers in the UK luxury watch industry.
The perceived importance of perceived quality, brand image, perceived value and other variables in
purchasing intention could be investigated by using a quantitative survey. Through interviews, there might
also be more information on the emotional, social and psychological motivations of the consumers.

Future research might also be used to make comparisons of Rolex against other luxury-watch brands to
establish any commonalities and differences in consumer buying intentions. A study might be conducted on
various age groups, income groups, and consumer groups to check whether there is a difference in motivations

to buy luxury watches between the groups.



5.5 Personal reflection and development

This research project enhanced my knowledge of luxury consumer behaviour and the aspects that determine
purchase intention. My preliminary view of luxury-watch purchasing was primarily based on the quality of
the product, the cost and the brand name. Nevertheless, the research process showed that luxury consumption
is significantly more intricate and may comprise identity, status, uniqueness, social influence, emotional
attachments and personal satisfaction.

The search, selection and evaluation of academic information was also enhanced during the literature review
process. | also understood that I should evaluate the fact that it does not necessarily mean that the studies in
one country can be directly applied to the investigation in the luxury-watch market in the UK, considering
that studies in one country may not be applicable to another country or product category.

The thematic analysis assisted me in nurturing my capacity to discover particular patterns in various scholarly
works. | could cluster the results into general themes within purchase intention, perceived quality, brand
image, perceived value and ways of enhancing consumer purchase intention, rather than researching each
study on its own.

This study also enhanced my critical thinking. | realised better how to distinguish evidence that directly
answers a research question and evidence that only gives indirect or supportive information. This was
especially crucial when it involved works where the emphasis was on luxury products as a whole or in terms

of repurchase intention as opposed to initial purchase intention.
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1 Introduction

This study aims to analyse consumer behaviour regarding online purchases of luxury
watches, providing insights on both theoretical and practical levels. It secks to identify
the key factors influencing the intention of German customers to buy luxury watches
online, serving as a foundation for future research in this market. The study aims to
offer valuable information to online watch businesses, enabling them (o better under-
stand customer needs and adjust their business models accordingly. The research will
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Exchange. Institutional Depth,
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Exchange.
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The following section makes this argument concrete by mapping the market infrastructure
architecture that underwrites secondary exchange. The mapping docs not assume that the current
configuration is optimal, nor does it treat market development as a linear progression towards
standardisation. Instead. it identifics the functions that must be supplied for high value exchange
0 scale; it then analyses how these functions are currently being supplied, by whom, and with

what incentives.

4.The market infrastructure of secondary exchange

Markets for high value durable goods require more than willing buyers and sellers. They require
infrastructures that make claims about the object, the counterparty, and the transaction credible.

In mature asset markets, these infrastructures are ofien standardised and supported by formal
institutions. In the luxury watch secondary market, they are fragmented across brands, platforms,
dealers, and ancillary service providers. This section maps the core functions that must be
supplicd for secondary exchange to operate at scale and interprets cach function through relevant
cconomic theary.

The mapping is presented as  set of market infrastructure functions rather than as a hicrarchy of
needs. The analytic purpose is to identify where transaction costs arise, how information
asymmetry is managed, and how organisational arrangements substitute for missing o
incomplete institutions. The framework should be read as functional rather than chronological. In
practice, functions interact: authentication affects settlement; service history affects valuation

govemance affeets both liquidity and legitimacy. The scctions that follow therefore highlight

interdependencies as well as distinet mechanisms,
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Abstract

Despite lwary brands' fforts o incory i . {nto their branding;

‘product design, studies have shown inconclusive evidence about consumers’ reaction towards such
sfforts. This study investigates bow consumption values (Le. the need for exclusivity, conformity, and
‘hedonismm) affect consumers' acceptance of huxury brands’ sustainable efforts. It adopts a cross-

cultural framenwork by analysing two countries, namely China and the UK, which differ substantially

in some of Hofstede's cultural dimensions, namely power distance, individualism, and indulgencel
Using the structural equation modelling in analysing 677 survey responses from actual huxury gof

consumers ia the fwo coulries, we suggest that hedonic needs drive consumers' purchase infent

> BacktoTop

in China and the UK. We find that the need for exclusivity in sustainable luxury items s negatively
related to consumers' purchase intentions in Chinz, while the need for conformity is positively
related. In contrast, these effects are reversed in the UK. Our study implies the need to align the

Tuxury with on values the cultural

differences. In theorizing sustainable husury researc, this study provides a deeper understanding of

marketing of

to luxury product consu an
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Abstract
Conceptual ltersture and 3 governing brand manage-

ment influence their perceptions of luxury brand charaeteritics. Together, these values affeet consumers’ perceived luxuri-
ousness of brands. Empirical evidence concerning the neccssary minimuam levels of consumer percptions of family values
andt lunury brand characieristics for achicving brand luxuriousnss perceptions is missing. To compare average net ffcsts

and effect percep luxuriousness
P brands P (MR,

sary condi lysis (NCA). sample of luxury several Swiss
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Introduction characteristic of luxury brands. among many others. The

list of luxury brand charseteristics discussed in the litera-
Literature coneeives brands as luxury brands if ther prod-  ture encompasses exceptional quality (Amatull etal. 2017);
uets, services. rovi d Basticn 2009

expericnces of an sspiational lifestyle (Atwal snd Williams  2010); promincnce (Han ct al. 20 10); individuality, scn-
2009) bused on & heritage of crafismanship (Chevalicr and  suality, durabilty, crcatvity, imagination, innovativencss.,
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1. Introduction

The global hoxury market is growing at 5% every year and currently stands at §1.3 trillion
(Hundeleard, 2019). India 1 one of the fastest-growing lwoury markets i the world, and it is
expected to grow from US$300m in 2019 to more than $200bn by 2030 (Jain, 2019). According
to an Assocham repart, by 2020 the Indian hwcury market is poised to cross USS 50bn (Jain
2018). Some of the pertinent factors that are responsible for driving this growth in India are
the increasing number of millionaires, ;apid urbanization, higher disposable incomes of the
Indian middle class, favorable trade policies, mcrease in the number of millennils and
widespread social media proliferation (Jain, 2018). In recent years, research on huxury brand
consumption has burgeoned, with branding experts and academicians keen to nvestigate
various phenomena of loxury brands (Hung ef al, 2011). Previous research indicates that
peaple’s behavior varies across cultures with regard to the consumption of huxury goods (Jain
and Mishra, 2019). The determinants to purchase hoxury goods of customers residing in

eastern trary to those people in western nations (Jain and Mishra, 2020); hence
this study focuses on the various dimensions of hovury purchase intentions in the confext of
emerging markets,

One of the reasons that has augmented the growth of the current hoxury market is a
generational shift (D'Arpizio ef al, 2017). Young Indian consumers have a huge stake in the
current huxury market, and they are expected to redefine the determinants of the hoaury
‘market segment ((upta, 2020). In 2018, 47% of luxury consumers were categorized as young
consumers, and they accounted for 33% of hoxury purchases ([ Arpizio ef ol, 2019). It &

Curto, A.AP., 2024. The
Allure of Luxury: exploring
the investment power of Art,
Fine Watches and Diamonds.
https://unitesi.unive.it/bitstrea
m/20.500.14247/17081/1/874
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2.2 Traditional Investment Appeal

Investing entails the acquisition of assets in anticipation of economic returns over
time. It is defined by Bodie et al, in strict terms, as “the current commitment of
money or other resources in the expectation of reaping future benefits”.?
Conventional assets like stocks or bonds offer returns through income (such as
dividends for stocks or coupon payments for bonds) other than potential capital
gains. In contrast the profitability of luxury goods like fine art, diamonds, and fine
watches stems solely from their value appreciation over time. These kinds of assets
usually do not yield any income while they are held; their financial upside lies in
their escalating market value.

“Unlike an equity, art offers no claim on an underlying stream of payments”.1®

Investments in collectibles, and especially luxury collectibles, poses unique

considerations. Unlike freg traded traditional financial assets, luxury goods
trades are rare, often with long holding periods. For example, according to Love &
Spaenjers (2018) the average holding period for art is around 13 years (12.8 to be
precise).

‘The luxury market dynamics further complicate return calculations: collectibles can
be bought directly from artists/producers, galleries/resellers or at auctions.
Generally, auctions are the primary source for public transaction data. This limits
empirical analysis to auction sales data, which significantly shapes the caleulation of

art returns. (Skinner & Jackson, 2018)
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Abstract

While social evaluations have gained prominence in the field of marketing. few studies have in-
vestigated how brands strategically mobilize their social evaluations. This study aims to further
explore the potential of social evaluations to shed light on brand management processes. Through a
qualitative content analysis of 420 unique magazine ads of 36 fine watchmaking brands over a four-
year pericd, we show how brands strategically draw from the distinct repertoires of status,
reputation, and legitimacy to signal their social position and increase their appeal to consumers. We
find that brands mobilize and combine cues from the three repertoires in different ways and that
these variations stem from differences in the brands’ strategic intent and extent of market em-

We discuss the ions of these findings to the marketing literatures on social
evaluations and on the role of advertising in brand building and conclude by outlining avenues for
future research,
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2. Overview of the industry
2.1 The Swiss luxury watch industry

The Swiss walch industry was founded in Geneva in the middle of the 16th century.
Everything changed in 1541, when John Calvin, a Protestant Reformation leader.

tems. This aher the course
of history since it compelled Geneva's jewslers 1o develop a new form of art
watchmaking. Geneva quickly rose to the top of the watch industry, earming an
excellent worldwide reputation.

For more than four canturies, numerous factors - such s innovation, qualty, and
sdvanced technology — allowed the Swiss watch industry to maintsin its worldwide
leadership. Today, the Swiss watch industry unquestionably stil is the undisputed king
of the high-end wailch indusiry. In 2020, Swiss-made watches represented arsund 2% of
totsl watch sales by volume. However, by valhue, they representsd 53% of the worldwide
watch market (State of the incustry — Swiss Watchmeking in 2020 | SUX Watches, 2020)
Therafore, average Swiss waich prices are significantly higher than waiches produced
in other markets. This reflects superior quality and reliability compared to other brands.

According to & Deloitte Swiss watch industry study (2020), there are approximately 400
‘Swiss watch brands in the market, but the indusiry is led by & handful of well-sstabished
brands. From independents such as Rolex, Patek Philippe, Audemars Piguet, and
Breiting, to the ones that are part of large luury groups such as Omega and Longines
{Swalch Group), Cartier and W {Richemont), or Hublat and Tag Heuer (LVMH), these
trands have successully buit their legend through time and proudly represent
Swizerland's fines! The-D Swiss-1 y-Study, 2020).

In the Swiss watch industry, there is a distinction between “casual” brands and “uury®
brands in terms of revenue, where the top five most successful huury brands together
currently represent a 50% share of total watch sales. High-end mechanical watches
retaling &t more than CHF 3,000 have been the main drivers of industry growth aver the
Iast decade. Table 1 s a ranking of the 8 most successful Swiss watch brands in 2020:
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533 Digital technologies® reliability vs Swiss expertise

Smarwatches are on point WiEh lechnelogy, but as ssid in the Meratire review after a
strong launch in the market and after having sokd mere than e Swiss watch industry,
the digial walch lscked consistency in ssles due to defects and to lags which csused
complsints and boyalty loss from many consumes, although hey stil managed to outsell
any oiher waiches as per appendix 1.

Also, the fact that it s 3 practical yet comglementary device 1o other compatible devices
makes i less altractive as the consumer needs to purchase the full equipment o be abie
1o enjoy the watches at their full potential (Dehgani, Kim, Dangebca 2018) Whereas
Swiss heeury brands are  standsione product, their sttibutes are not inked te any cther
devices. Other than that, iheir iechnologies are reliable and rarely need any mairienance
o updates as many limepseces are cerified by the Contidle Officiel Suisse des
Chronométres (COSC) for their accuracy or certfied by the Geneva Seal for their
assembly in the Canton of Geneva. (Alie, 2015) which shows the standards of
excellence and precsion that Swiss tmepleces deliver

Coming back io appendix 1, e graph shows that smartwaiches had betier sales
volume, But that the Swiss industry coninued 1o remain linesr next o it Also, Swiss
revenus has continued to grow thanks o the high-snd part of the Swiss industry that
sccounts for & % of global exparts (Mitty, 2020). This is a demonstration that the digital
wateh filled & void by creating & new markst without subliizing the Swiss luury watch's

consumers.

Then, with reference to the intendews, the segmentation and eommunication of both
watch brands are totally different. Smawatches are lke & small computer and satisty
ihe needs of customers who seek i keep track of heir health and stay connected to
thair networks, Swiss Iy walches are acoessories which represent other values and
emotions, such as prestige, beand identity, status and crabmanship. Concerning
commanication channels, smartwaiches need heavy presence on social media,
television advertisements 1o sttract polentisl consumers, whereas Swiss high-end
trands are more discrete, their marketing channels are distribted via selective
magazines, seme billboards in parteular sreas in tewn, lor example 18 rue du Rhdne in
Geneva, and in official These distinct reveal

iheir differances in consumer tangeting / segmentation and marketing strategies.
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in the luxury industy (Bain & Company, 2009). Econcmic downiurns challengs the primary

. Bastin, 2009; Tyman
et ol 2010) affecting the vature of the market. During the recent Covid-10 induced recession, =
Customer could purchase s Derek Lam dress o half s price (50% off) t Saks Fiflh Avene

[ the type of laxury

brand. Liury brane cam be targeted o individsl having differen s ncecs. Brands would
el oo discoie et sy peoduct e (for exsmple, Rolex’s Oysteror Porche's
911 ine). st huxury brasds may comsider discoumting the brands that e trgeted 1 the
sccemibloimusstige sepment. Han et al’s (2010) seminal paper om txomommy of cusorens
highlshts bow certain hxury maght enbance orfor domwa the brand conspicuousness duing &
recemion o indisc cusoroer puchases Louss Vation and Guces mcressed the conspicuousncss
of theie besads and prices during ecessions, which ultimsiely led o betir sales Kapferer (010)

Taken wgether, the foregoing dissussicn highlights how luxury brands will et in 2 ecession-

like ensironmens.

e down theis Dy, 3012)
While cansumers may indalge in other mare affordsble hexary categories (Msrk et ol 2016),
tegoris that were seen as commadiies can be transformed (o huxury (Faraniis et al, 2015)

bemefiing brands i those categories. Notwithstanding, in times of sconsmic bardsbip pecple

i huc osing jobs or ving wages

they splurge an wmnccesmary dems. This, considering that the luxery marker, despite some

‘comcerns (Reyneke.«t al. 3012). has grown st a bealthy rae (Bain & Company, 2021; Yoo and
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Abstract

Millennials’ increasing interest in luxury goods is extensively changing the luxury
landscape. This cross-cultural study obtains a deeper understanding of which value
perceptions influence South Korean and Dutch millennial consumers’ purchase
intentions for luxury goods. To reflect trends and the characteristics of millennials,
this study analyzes four perceived values associated with luxury good: estment,
functional, individual, and social values. The findings reveal simila and differ-
ences in the effect of the four perceived values on attitudes and purchase intes
for luxury goods among Korean and Dutch millennials. Four dimensions of individ-
ualism versus ivism (horizontal i , vertical . hori-
zontal collectivism, and vertical collectivism) are discussed by comparing cultural
differences across the two countries. The results of this study contribute to the ficlds
of luxury goods consumption, luxury consumer behavior, luxury goods marketing,
and millennial consumer behavior.
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presented with a very brief survey, prompting a list of papular (traditional) huxury brands
in the categories of watches (e.g. Tissot, Rolex and Tag Heuer), sunglasses (e.g. Versace,
Chanel and Ray Ban) and perfumes (e.q. Marc Jacobs, Chanel, Tom Ford) (Esmaeilpour,
2015). Respondents were then asked to identify the brands they were familiar with. The

i the three categori ol
Chanel by female respondents. Consequently, the main survey included these two brands
as the focal traditional luxury brands, openly stating that: The chosen brand for this study

is IR/ Chaner.
The decision to use different brands for different genders is supported by empirical
evidence indicating that men and igri sary in luxury o (Wang

& Kaplanidou, 2013), particularly with respect to their brand preferences and attitudes
(stokburger-Sauer & Teichmann, 2013). Using a limited number of brands in consumer
and branding research is also documented to generate more robust results (P. Rodrigues
et al, 2018; Siew et al, 2018). Furthermore, these two globally known lusury brands are
waditional. They have a collective worldvwide brand value of mare than $22.3 billion and
overall revenues exceeding 19.25 billion (Forbes, 2015, standing among the top 10 most
talked-about brands in 2021 (Luxe.Digital, 2021,
. N via shar o

sites] and in paper format, targeting pool of Usi d-
model approach increases the response rate and enhances the likelihocd of achieving
more valid analysis of the data collected (Fang et al, 2013; Greenlaw & Brown-Welty,
2009). All respondents were over 18years old and answered positively to the survey’s
screening question about their general interest in luxury brands. The final sample
included 253 usable responses (Table 2).

Although most respondents were aged between 18 and 35, the sample offered
a robust representation of the current luxury market, echoing data reported in other
recent studies (eg. Hyun et al, 2022; Kwon et al, 2022; Oliveira & Femandes, 2022).
Moreover, based on GWI's research, 67% of reqular luxury consumers are aged between
25 and 44 years old, accounting for 30% of global luxury sales (Buckle, 2019). In the
specific instance of the Australian market, leading luxury brands have capitalised on the
nuance of engaging younger demographics through sacial platforms (Patter, 2022), who
are driving the latest jing in the huxury retail, 30% of all uxury
spending in Australia (Petty, 2022). Finally, traditional luxury brands are well-established
within the Australian luxury market, due ta the country's unique value system when it
comes to their expectations from luxury brands (NewsCorpAustralia, 2019). Historically,
this value system has facilitated entry to the market of traditional luxury brand's new
callections and concepts, attaining strong market shares (Kimber, 2021).

Wang, X., Sung, B. and Phau,
. (2024) How rarity and
exclusivity influence types of
perceived value for
luxury. Journal  of Brand
Management, 31(6), pp.576-
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s also widely used
ness and desirabili
ucts (Kapferer and Valette- Florence 201

Introduction Similarly, rarity stra

Successful huxury brands must be high in awarcncss and per
coived value, yet at the samo time. of being

3 artificia "
rare and exclusive (Kaplerer 2012; Phau and Prendergast  sion of scarcity, or it can be caused by natural shortages of
0), Exclusivity a - o

Specifically. exclusivity is associated with a brand's The strategies of limiting production quantity elther duc

capacity to illicit distinctiveness and to “diffcrentiate. rather  {o natural or virtual rariy are found in various product cat

than affilate oneself from the rest of others” (Le Monkhouse  egories such as cars, coins, waiches, and jewellery 1o trig
1. 2012) 1

1y (Sevilla and Redd
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- 5.7. DISCUSSION OF RESULTS

Impact of Luxury Individual Th i bjcte o 4ty wa 03 spetstht may e consmer

purchasing intentions towards luxury brand and their products. Throughout the
- . Iiterature review, it was possible to identify factors that could affect purchase intention

Value on Purchase Intention: 200 thee vespoctve eance, wih smphash on by kb vl and e

dimensions. Considering the purpose mentioned above, three hypotheses were
h |d | b d f proposed and tested, and the respective outcomes can be seen in Table 10.

S Ou UXUYy ran S OCUS On Tha sample in this study predominantly consisted of female participants, which goes.
according to the results obtained by Stokburger-Sauer & Teichmann, (2013) in which
was determined that, women's attitudes towards luxury brands are usually more

customer values?. e e o Tt
between 43 and 58 years, they presented a high level of education, and the majority

. H was employed. The sample demographic characterization of this study fit the one made

https://run.unl.pt/bitstreams/0 o Dagen (304 e th oy ot e conmir 1 he S

Regarding seif-identity, comesponding to the intermnal and private image that

O6abd7b_40a4_4b14_befo_ someone has about themselves and not affected by external factors (1amal & Goode,
2001}, research carried out by Catalin & Andreea, (2014), lithough not in the context of
luxury, confirms that brands and their products are a vehicle that consumers use to
express their identity. Wheeler & Bechler, (2021) were also able to prove that items.

b53add6b58ed/download e e s,
this study contradict the trend as the impact of self-identity value on purchase intention
despite being marginally positive, did not represent statistical significance (B = 0,062; p
=10,519), and therefore Hypathesis 1 was rejected. One of the possible explanations for

s ‘
loud, show-off characteristics and that's something consumers dont want to be
, and even see with 2014).

The constant guest for emation and pleasure are traits of someone who has a
hedonistic profile {Moore, 2004). For these types of consumers, the functional value of
certain products Is often disregarded as they prioritize the gratification derived from
emotional exper|ences (Hirschman & Holbrook, 1982). It was possible to proof that the
hedonic value has 2 positive impact an the purchase intention of luxury preducts (j =
0,230, p = 0,033), accepting Hypathesis 2 and it can therefore be considered a relevant

Liu, J., Wakeman, S.W. and 31 July 2026, 18:39 Contributions

Norton’ M, I. (2025) The First, we contribute to n h on counterfeit luxury

egalitarian value of counterfeit
goods: Purchasing counterfeit
luxury goods to address
income inequality. Journal of
Consumer Psychology, 35(2),
pp.269-280. DOI:
10.1002/jcpy.1431

goods by demonstrating that, beyond traditional values
of luxury and counterfeit goods (ie., hedonic, utilitarian,
economic, and status values), counterfeil luxury goods
CArTY & ct egalitarian value that functions to address
inequality. Although earlier work pointed 1o the social-
adjustive function of counterfeil luxury goods in f -
i tus gain (Wilcox et al., 2009), we contribute o this
literature by showing how counterfeit luxury goods may
undermine (vs. affirm) existing social structures (Schmitt
etal, 2022), leveling the playing field for consumers.
Second, we contribute to the income inequality lit-
erature by identifying a novel consumption conse-
gquence. Whereas perceived inequality has been shown
to incre genuine luxury consumption through var-
s status motivations (Jaikumar & Sarin, 2015; Kurt
va & Chandon, 2011; Sharma
. 2012 Velandia-Morales et al., 2022), we show
that it also increases consumption of counterfeit luxury
goods. Importantly, this effect is mor driven by staius
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How do moral judgment and saving face interact with
positive word-of-mouth regarding counterfeit luxury
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For many years, the concept of sustainability and luxury has been considered a paradox.
N O (2022) The paradox Of Sustainability is associated with concem for the society and environment, while lwary is associated
affiuence. Consumers’ tendency to purchase goods and services mainly for the status or social
. age prestige value that they confer on their owners [1] is deemed frivolous, self-indulgent, and wasteful by
sustainability —and  luxury Fi. S, s oy Qo e s Sy o 89 s a8 v, 80
the signaling theory as a theoretical lens for understanding luxury consumption and the mofives of
. such consumers. Yet. other scholars reason that lwcury and sustainability can actually complement
Consumptl on: The r0| e Of each other [23,4,5.6], and that luxury consumption can aiso signal sustainabity. Considering that
luxury contributes positively to individuals and the environment, in a way that other products cannot,
this rather novel perspective of luxury is gradually gaining recognition. Luwxury brands can sway
and S o e, ol g e o o ey e
their products [7]. Hence, wxury brands have a pivotal role fo play in sustainable development, which
consumer income. et iheir ovm needs” [£] (9. 43).
Accordingly, a paradigm shift is curently taking place as hoairy fashion brands work diligently fo

SUStainabl I |ty 14(22) luxury brands: bt rather morting pment into the whole:
) ) value ehain [10]. For exampe, Gucci estabished a program (2., Gucel Equilbrium) that racks the
company's comorate social esponsibilty, emironmental impact, sructural innovation. and employee
satisfaction; Stella McCartney developed biodegradable and recycled materials in an effrt fo eschew
p. 14694, leather and fur and promate cruely-res fashion: and Lew's launched a campaign (.., “buy botter,
wiear longer) fo raise awareness about the environmental impacis of the fashion industy and
; encourage sustainable fashion producion praclices. Hourever, the sucoess of this movement towards
https -//doi. Orgllo .3390/su142 sustainable development depends on people’s abilty to consuME in a sustainable manner [11]. There
is aiso the nezd for morc consumers fo see the compatbilty of huury and sustainable consumplion,

rather than the paradox that many see currently.
214694 Sustainable consumption implies  change in consumption patters that involves reducing the
freauency of purchase. extending the product usae, and even engaging in shared use 30 as o

value perceptions

Simge, AKS.U. (2020) 01 August 2026, 18:38 2L arary Mk & Gomersin 2
N Luxury consumption has been in people’s lives for centuries. We know that people used
Luxury perception of low and Jowelry . unury materials drin the ancient civlzstons. However, the st ary brand
products appeared in England in the 19th century as a result of the industrial production of lusury
m |dd|e | ncome generation V4 brands in China (Nueno & Quelch, 1998). As a result of acceleration of technological developments
and the growing middle class, the demand for luxury products has increased gradually. Since 19805,
the luxury market has grown at a much higher rate than the world's economy, about ten percent a

and their luxury consumption year (McKinsey 2011, Truong, 2008). By the nd of 2019 he avary market s grown sapdly and

reached 1.3 trillion Euros worldwide (Bain & Company, 2019).

motivat| ons. Interna“ Onal However, according to rescarch by Bain & Company (2020), the luxury market is expected to

shiik by 20 to 35 percent in 2020 due to the COVID-19 outbreak. The results of the rescarch, which
: i stated that it would take some time for the luxury market to recover, predicted that there would be a

Journal of Social ' Political and ‘gradual improvement over the next 3 years. By 2025, the market will reach an estimated 320-330

billion € (Bain & Company, 2020).

Economic Research, 7(4),
pp.939-959.
doi.org/10.46291/1JOSPERvo
17iss4pp939-959

Changchit, C., Loveland, 02 August 2026, 09:50

neumoupe boqoese

K.A., Cutshall, R. and Pham,
L. (2024) Determinants of ’
social image satisfaction in el o e S
Facebook commerce: A study e ‘
of pre-owned luxury brand
watches. Journal of Global =
Information Management
(3GIM), 32(1), pp.1-27. DOI:

10.4018/JGIM.349940



https://doi.org/10.1080/20932685.2023.2234919
https://doi.org/10.1080/20932685.2023.2234919
https://doi.org/10.3390/su142214694
https://doi.org/10.3390/su142214694

Koktener, A., Gumus, S. and
Sahar, S. (2020) Rolex and
Apple Relationship between
Brand Reputation and Brand
Value Concepts and
Trademark Registration in the
Context of Globalization.
Turkiye Mesleki ve Sosyal
Bilimler Dergisi, (3), pp.64-
77. DOl:
10.46236/jovosst.699900

03 August 2026, 08:46

Nazarani, M.R. and Suparna,
G. (2021) The effect of luxury
brand, brand image, and
product quality on purchase
intention. American Journal of
Humanities  and  Social
Sciences  Research,  5(1),
pp.290-295.
https://www.ajhssr.com/wp-
content/uploads/2021/01/ZM2
1501290295.pdf

03 August 2026, 09:37

Jimenez, J. and Arbaiza, F.
(2024) December. From Rolex
to Casio: analyzing the impact
of celebrity mentions on brand
perception. In International
Conference on
Communication and Applied
Technologies 2024 (ICOMTA
2024) (pp. 597-607). Atlantis
Press.
https://doi.org/10.2991/978-
94-6463-596-6_52

04 August 2026, 00:47

2 Theoretical Framework

2.1 Celebrity Endorsement

According to Erdogan (1999), celebrity endorsement began in the mid-19th century.
However, its intensive use started in the late 1960s with the advent of television [8].

Celebrity endorsement has been one of the most important research topics in the field
of marketing, with numerous studies exploring its various dimensions [9] [7]. Recent
research has focused on how digital platforms and social media have transformed the
dynamics of endorsement [6] [10]. Despite the number of studies, many do not define
the meaning of celebrity endorsement. Those that do usually refer to the definition pro-
posed by McCracken [11], who defines celebrity endorsement as any person who en-
joys public recognition and uses that recognition on behalf of a consumer good by ap-
pearing with the product in an advertisement. For Bergkvist & Zhou [12], this definition
is outdated in today's advertising world, as it also applies to other media and not just
advertisements. They also mention that it is limited to consumer goods when now there
are various forms.

Bergkvist & Zhou [12] propose an updated definition of celebrity endorsement,
which considers the expansion of the concept to different media and types of products.
This theory is fundamental to our research as it provides a framework for understanding
how mentions in popular songs can influence consumer perception. Additionally,
agarwal et al. [13] state that today, cclebrity endorsement is an important element of
brand marketing and has become a multi-billion dollar industry worldwide.
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2.3. Luxury Watch Brands
Knowing how important time is to human life, watch has become a necessity in
living everyday life for most people. The main function of a watch is for
timekeeping. That is why the basic features of a watch include at least seconds and
hours. While in fact, there are so many types of watches with various time-related

features such as day, date, month, year, timers, chronographs, alarm, cte.

More than just showing time, watch is also considered as a part of appearance and
an expression of prestige. For this reason, watch is valued not only for its function
for timekeeping. Many watch manufaeturers produce so many kind of timepieces
for various purposes and occasions. For this reason as well, there are certain kind
of watches considered as luxurious or high-end watches like Patek Philippe.
Audemars Piguet, Rolex, Jacger-LeCoultre, and many others that have been
established for a long time. However, there are several things to be considered
before saying certain watches are huxurious: its brands, intricate complications,

production method, and fascinating jewelry put on it. (Camilleri, 2014)
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2.2 Historical Context of Brand Image in the Luxury Watch Sector

1905, Rolex has 1y d excellence. The brand’s
image has been meticulously developed over time, showcasing its commitment to quality and
innovation (Kapferer et al., 2016). The introduction of the Oyster case in the 1920s “Rolex
pioncering spirit” as it marked the birth of the world's first waterproof wristwatch (Halwani,
2021). As time progressed, Rolex continuously pushed boundaries in watchmaking. The
introduction of the Date-Just watches in 1945, which could automatically change the Date, and
the Submariner watch in 1953, known for its capability to dive up to depths of 100 meters,
further cemented Rolex's position as a leading brand in the watch industry (Zhang & Milller,
nd)

However, Rolex's brand reputation is not solely based on product innovations. Its association
with sports, arts and exploration has played a role in shaping its identity. From sponsoring
decp-sea expeditions o supporting tennis championships, Rolex's endeavours have
consistently aligned with its core valus of exploration, excellence and precision (Vigneron &
Johnson 2004; Roy & Chau 2011).

With the digital erals rise, Rolex has cffectively navigated through the challenges posed by
digital advancements. Unlike luxury brands that strugeled to find their place online, Rolex
scamlessly integrated digital strategics while staying true to its brand essence (Kluge &
Fassnacht, 2015; Jain2022). By engaging in collaborations and cmploying storytelling
techniques while maintaining a consistent brand voice across platforms, Rolex has successfully

enhanced its brand image for the digitally driven generation (Kim Vick & Yu, 2023)
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Introduction
Wearable technologies have become more readily available and widespread in the market
and are expected to grow from 526 million in 2016 to over 1.1 billion in 2022 (Statista, 2019).
Among wearable technologies, smartwatches have increased their popularity and become
part of daily life (Dehghani and Kim, 2019). However, in spite of the increasing interest from
industry, research on wearable technologies has been mostly focused on their application for
health and fitness purpases (Choi and Kim, 2016) or electronic textiles (Berzowska, 2005) with
more focus on the technology itself than on the consumer perspective (Choi and Kim, 2016).

In recent years, different wearable technologies have been launched by luxury fashion
brands, embracing both high-tech functionality and fashionable design (Wright and Keith,
2014; Hartmans, 2018). The Louis Vuitton Tambor Horizon smartwatch or the Tag Heuier
Connected Modular watch are examples of smartwatches that have become luxury
accessories rather than mere functional timekeepers (Hartmans, 2018). They may be
appealing for the Millennial generation, described as the next prominent consumers of global
luxury (Higgins ef al, 2016) as well as the lary users’ group of wearable technologies
(Gartner, 2017). They are attracted by the imnovativeness of smartwatches notwithstanding
they are regarded as the first high-tech generation (Young and Hinesly, 2012).

In order to understand consumers’ intentions to adopt new technologies, the TAM model
(Davis, 1986) has been applied to study smartwatch adoption (Kim and Shin, 2015; Choi and
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champagne, designer clothes and sports cars but now hoxury can be associated with many
‘more product and service categories. Apart from the elite class, more and more social classes
are now experiencing luxury consumption (Paul, 2015a, 2015, 2019). People are buying
Luxury products not only for their own consumption but also for gifting as a symbol of their
social image (Chen and Kim, 2013 Olonlewo, 2016). Though there are several definitions
available pertaining to haxury brands and products, there stil is little consensus on a single
operationalisation of the constructAdditionally, the huxury concept is known to have
different connotations with changes in demographics, culture and time periods (Heine, 2012
Sharif ef al, 2019). Schutte and Ciarlante (1998) found that Asian consumers, including
Indians, are motivated to purchase huxury goods to get socially recognised and accepted by
Society. Usage of hoxury brands is also a means of evaluating the social standing of others
(Sengupta and Zhou, 2007; de Azevedo Rosa, 201 al ef al. (2014) contended that
subjective norms are more important to Indian customers rather than their own needs in the
build-up of their intention to purchase uxury items. Jain and Mishra (2018) and Jain (2019)
found that conspicuous value was the most important predictor of Indian consumers'
purchase intentions followed by the social and hedonic value
In consumer behaviour, attitude plays an important role in the value that consumers
perceive from the brand (Alden ef al, 013; Sanyal ef al, 2014). Fishbein and Ajzen (1975,
P. 6) explain attitude as "2 learned predisposition to respond in a consistently favorable or
unfavorable manner with respect to a given object”. According to Keller (1993), brand
attitude is determined by the relevance and importance of the brand's benefits and
attributes, which further serve as a basis for consumer behaviour. Different authors view
attitude comprising three dimensions: belavioural, affective and cognitive, as depicted in

Moon, C. and Seo, J.G. (2025)
Status  vs. uniqueness:
unraveling the conflicting
drivers of luxury purchase
intentions. Current
Psychology, 44(14),
pp.13541-13545.
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psychological drivers of huxury purchase intention are status consumption and the consumer
need for uniqueness (CNFU). Status consumption—defined as the pursuit of social prestige
through the acquisition and use of items perceived as high status by both the individual and
society (Husain ct al., 2022; Nabi et al., 2019; Vigneron & Johnson, 2004)—has been
recognized as a primary driver of luxury purchase intentions (Bharti et al,, 2022; O'Cass &
McEwen, 2004; Pino et al., 2019). Luxury goods serve as social markers, reinforcing an
individual's position within a social ierarchy (Dubois et al., 2021). Meanwhile, CNFU.
defined as an individual's desire 1o be relatively different from others by developing a unique
socio-personal identity through the purchase, use, and display of consumer goods (Tian ctal.,
2001, Tian & McKenzie, 2008)—can also play a crucial role in luxury consumption (Bharti
etal., 2022; Cho et al., 2022; Shukla, 2012). Consumers who seck uniqueness gravitate
towards luxury brands because of their exclusive designs and limited availability, reinforcing

a distinct socio-personal identity (Chevalier & Mazzalovo, 2021).

Husain, R., Ahmad, A. and
Khan, B.M. (2022) The impact
of brand equity, status
consumption, and brand trust
on purchase intention of
luxury brands. Cogent
Business &
Management, 9(1),
p.2034234. DOI:
10.1080/23311975.2022.2034
234

09 August 2026, 16:48

- > 2

In a recently released bibliometric investigation, brand equity s a critical component of the
purchase intention of luxury companies (Husain et al, 2021). Numerous studies have helped
corporations determine which luxury products should be promoted to consumers and integrated
into social media platforms, such os electronic word of mouth (Park et al, 2021). The majority of
contemporary studies on Luxury consumption have been on purchasing luxury items to achieve
social status. There is a reputation for luxury consumption and little investigation into the custo-
mers’ intrinsic and personal traits. The term “personality” refers to an individual's unigue psycho-
logical system, which continually influences how an individual responds to their surroundings
{solomon et al, 2012). While prior research (e.g, Bian and Forsythe, 201; Poul et ol 2018; Jain
& Poul 2019) has examined the effects of consumers’ personality characteristics on their decision
to purchase luxury, there is still a knowledge gap regarding the mediator of product design value
and its impact on brand loyalty.

According to Bi s asubj it
s challenging © cmpxuuuze \uxury brands for the masses at once, particularly for garments and
in popularity

9
with folks gmqny mmncmuy varied cultures may have varying atitudes on luxury goods (Koutish,
Knare, et al, 2021; Septianto et al, 2021). Thus, given the rising willngness of young luxury buyers,
localization of the concept in middle eastern nations such as Dubci and the like can assist luxury brand

apparel based on their personality, social qualities, and brand loyalty (Husoin et al, 2020; Jain, 2020).

Social media marketing has established itself as one of the most effective venues for engaging
high-end consumers and increasing brand exposure (Chen & Wang, 2017; Husain et ol 2021).
Luxury firms now have mere options for communicating with their customers swiftly and effi-
ciently, thanks o the expansion of different social media channels (Koivisto and Mattila, 208).
Luxury firms have increased brand equity and market aworeness (Ko et al., ; Husain et al, 2022;
Kaur et ol, 2020). The luxury brand managers place  premium on consumer experiences to
increase sales (Pentina et al, 2018). Social networking relationships morph into a personal net-
working area for brand communication, and many types of social media advertising go viral via
electranic word of mouth (Libai et al., 2010). Their members regularly share messages about luxury
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sustining, and cnhancing the human and natorsd
Fesonrees that will be neoded in the future.” En this manu-
Seript, the context of sustainability referred 10 by the
aurhor is basad on the theme of environmental and
resouree use ethics, and o range of intemelated topics
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ship!

‘200ds. The basis o the secand Bypothesis i that susain-
able products may have the same “cssential” characteris-
products —an emphasis on extraordinary
and design, cutingedge materials, and
Rd lusury products ate expected to e
viewed as timeless tems that do 1ot go- out of fashion
(Kapfrer & Michaui 2015. Altbough sisisinsble i
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“consumption.” However, in a growing number of con-
‘sumer fields, commitment 1o sustainability ks become an
‘esential channel for influencing the brand image and con-
sumer behavior (Milla et al 2012; van Marrewik, 2003)
d values of luxury are perceived

s diverse, and rescarchers have achieved a consensus that
lusury means sichacss, superior quality, and good design
(Berens, 2013; De Barnier & Valets-Florence, 2013), as
ol sz degr of ol (Veon & Gt
1975 Vi & Romnd, 203 i ot 1 scomiy
“Thomas (2007) aserted that lavury goods offer *a
Hetory of tmciton. o ity g wil 1 pa
e that susiainability

eeets  seEreguttony more code 4 taitne vew
would sugpest that *sustainable lurury” s an internally
contradictory concept. However, ss consumers. become.
s iy e o th e g, the mact s

ing, the sclationship between susiainable \\mur\ and
consumer Pl at the micro level has not
Therefore, the author's rescarch inierest was to review
the lerature. examining whether sustainable luury posi-
tively or negatively affected consumer PI and the main
variabies at play therein while considering demographic
teristics and a crosscountry comparstive analysis
ystematic literature review had. two main zessarch
targets (koo the rescarch questions). The first was to
obiain a descripive view of the licrature to eflctthe year
of publication and rescarch fckd. The second was to exan-
ine the link betwoen sustainablk luxury and consumer PI,
the factorsinfluencing them, the stages, and the differences
in ouicomes due to extema factors, including personality
and culiural dimensions, to susizinable luxury and con-
sumer P1 1o highlight directions that the refted fiekd has
Falld o foeus on and the researeh opic that deerve fr-
ther discusion. The rest of the manuscript des
the ltcrature. This s followed by

ey s (O e 08, oo &
Finc, 2019). Gaining better reputation and financial per-

& systematic analysis of the seketad lterature. Finally, con-
clusions are drawn, and further sugssstions are made,
‘which i bascd am the scps of 45y

is alo o daunting challenge For fuxury brands. Bendell
and Klexnthous (2007) frst pravided susteinable luxury as
rate term, and the debate has continued (Achabou
& Dekhii, 2013). Moscardo and RenckendortT (2010)
stated that sustainable haxury i “scarce, experientil,
auhen and a eflsion of corsumer'sdesrs of having a
oty s il okt thry” T dvrigion
et ot staiable hvary s the potti to e
b x 3 e, Aconding 0 U rcens Pl i
reports (.. Paton, 2019; VOGUE Business, 2021), lux-
brands such as Prad, Gucel, and Macariney have
amnounced iniiatives 10 focus on sustzinability, such as
using mote environmentally friendl. ethically noncontro-
versial material in their raw materils supply chain.
From approximatcly 2010 to 2021, the relationship
between sustainable husury and consumer_purchuse
intcaiions (P1) has aturacied much aticnion of research-

lusury goods and thus reduce the PI; second, that the

m for sustainability expressed in the production
and naarketing of luxury goods will ead consumers who
care about this indicator to raise their PI for luxury

(Snilstveit et al. 2012). Notably, the Hierature review is not
limited o quantitative studics that explicity use Pls as the
dependent variabic, it compriscs all he ltcrature on both
discusions, including qualitaive studics and theoreticil
studies The author posits that this study wil facttate the
‘expansion of the horizon of this researeh topi

Methodology

Systematie litrature reviews are @ methodology Lo col-
lect literature and analys data. Compared with other
methodologies, systematic litcrature reviews have. the
advantage of controlling biss in the selection of rescarch
subjecis (e, corresting for rescarchers” subjectivs bias
in reviewing the licrature, bused on & more seicatiic
approach); thercfore, they have the potcniial to yield
more reliable and securate conclusions {Greenhalgh.
2014). As Petticrew and Roberts (2006) propose that “it’s
a4 way o make sense of s large amount of information.™

sed on the literature (Booth et al, 2006; Denyer &

Tanfiekd, 2009; Hart, 1998; Petcrew & Roberts, 2006)
and drawing on the PRISMA statement (Moher et al
2009), 2 systematic lterature review is recommended to
Follow spesific steps and targets to (1) define the rescarch
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heritage and craftsmanship,
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“Thirdly, luxury clients care sbout data security but digitalization introduces

concerns reganding data. Overall, bridging the gap between these two oppositions

is a difficult balance (o strike.
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This study enhances the existing iterature on the role of trust and oniine perceived
tisk in shaping consumer purchase decision-making in social commerce. The aim
of this article is to investigate consumers' purchase decision-making process, the
determinant components of social commerce purchase intentions and atfitudes, the
affect of perceived risk on intention to go shopping in online sattings, and consumer
trust and buying behavior on oniine retailing piatforms. The: insights obtained from our
research extend current knowledge as regards determinants of consumer attitudes
and intentions toward online purchases, consumers' perceived shopping risk and
repurchase behavior when buying products online, and perceived consumer online
trust and purchase decisions. Limited research has considered consumers’ decision-
making processes on social commerce platiorms by investigating how their perceptual
attitudes, behavioral intentions, and immediate gratifications affect the purchase of
products and services online. Our study addresses this gap and extends prior research
by focusing on the relationship between online consumer purchase intention, social
commerce adoption behavior, and consumers' trust together with risk factors affecting
online buying decisions, in light of the characteristics of source credibility. Our findings
point toward impartant avenues of research on psychological determinants of consumer
engagement in social media, decision mechanisms lying behind evaluation of prices,
the types of perceived risk incurred, and online repurchasing behavior and intention on
sacial commerce platforms. Subsequent directions should clarify whether adoption of
mobile payment senices may shape online consumers' impulsive buying behavior and
degision-making, espedially under the influence of online produot reviews
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Recently, researchers have examined the factors affecting consumer
behavior and purchase intentions as a result of the conflicting business
1 b amis et al., 2016). As
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their behavior and undun.unr] Lhmr purchase patterns (Zhou et al,
2018). An increasing number of firms are applying Al mmgramd social

customer-centric a reality! An media ple to enhance and of their
businesses (Sarkar et al, 2020). A few empirical studies have demon-

. L . strated that Al-inlqgr.ll-:d social media can enhance consumer engage-
InVeStlgatlon Into the ment and purchase intentions (Chacuali et al, 2016). To contribute to
the literature on Al-based social media, this study examines a framework

1 1 that integrates several factors influencing consumer purchase in-
relatlonShl p betWeen tentions. Research shows that social media engagement constantly in-
. . fluences consumer purchase decisions (vang and DeHart, 2016). Podar

consumer purchase intention et al. (2018) deseribe how Al influences consumer behavior by searching
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LITERATURE REVIEW AND RESEARCH
HYPOTHESES

Marketing, {{ Trust, and

Perceived Emotional Value
With the continuous development of the digital cconomy, plus
traditional marketing activities could not excite consumers,
emotional marketing becomes a key explanatory construct in the
field of consumer behavior (Honea and Dahl, 2005). Previous
studies have shown that emotional reaction could be triggered
by the physical purchase environment (Yoo et al., 1998), the
virtual shopping environment (Meng et al, 2021), product
displayed (Oliver, 1994), price promotion (Aydinli ct al., 2014),
and emotional attachment to online celebrities (Ladhari et ol
2020). These emotional responses have been shown to influence
antitudes, evaluations, and behaviors (Honea and Dahl, 2005).

Emotional trust is the trust formed between the trusting
party and the trusted party on an emotional basis; it is
concerned about the welfare of the trusting party and takes
full account of the trusting party’s purpose and intentions; it
relies on good communication (Chua et al,, 2008). Emotional
trust is based on mutual interaction and attraction; frequent
communication and exchange between individuals deepen the
relationship over time and shows concern for the welfare of the
trusted person (Mian and Hattab, 2013). Consumers' perceived
trust in online retailers influences their emotional trust, which
in turn enhances purchase intentions (Zhang et al, 2014)
Consumers have emotional trust in the brand community,
which increases their willingness to buy the brand (Habibi
et al,, 2014). Emotional trust will influence consumer purchase
intentions (Awad and Ragowsky, 2008). Consumers are more
likely to choose products recommended by trusted opinion
leaders because their emotional trust influences their purchasing
decisions (Koufaris and Hampton-Sosa, 2004).

Perceived emotional value is associated with the feelings
of affection, love, connection, and passion. It is recognized

Song, Z., Liu, C. and Shi, R.
(2022) How do fresh live
broadcast impact consumers’
purchase intention? Based on
the SOR
theory. Sustainability, 14(21),
p.14382. https://doi.org/10.33
90/su142114382
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purchasing feeings 1 the webcast foom, thus Generafing 3 sense of iessure and eshancing he mimacy and fnust betveen
consumers and anchees [26] Therefore. inerachvly my s
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23 Percsived Queiy

Researth by schalars has shown hat i redafionship between ity and purchase inenfion. Most
e payoewed quality as an infemedary varizble fo consiruct a theorefical moded of the infloence: of brand information cues on
parchase infenfion. Aaker deir i) @ overall ji fion of consumers’ brand and found that perceived
quality significandy impacts purchase infention [35]. Bouldng established a pereived quality moded on consumer decision-making,
proposing that fityis 2. I onbrand of i fity and has an

consumers’ . Research by Lin et al found that when customess’
‘perceved qualy of 2 parficular brand is higher, They wil have a more posiive affitude fowards fhe brand, which will produce 2 higher
villigness o buy [39] Consumess’ percepfion of shore quaily i the pinary mezsaremenl index for predicing sire saes and i
pointzd cut that the improvement of penceived qualily is conduchve fo promofing consumers' buying behavior and wilingness [39]
Dodds proposed 2 concepivel model o he infuence of exemal cues (price, brand name, and shore name) on consumers’ perceived
qualty and purchase inention (48] Recendly, Kin proved el shosing geices and posiive brand informaion perczpfon posiiely
impact paroeived qualty [41]. Based on fhis. hypotheses H6 are propesed:
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Abstract

As the younger generation, who like to pursue novelty and excitement,
becomes the main consumer and the traditional consumption culture
changes in China, the blind box has become a popular product among
young people with its uncertain characteristics. Previous studies have
mainly explored the role of uncertainty in promotion, while this paper
focuses on the role of uncertainty in daily sales of blind box products.
Based on the stimulus—organism-response (SOR) theory, this paper
conducted an online questionnaire survey and an empirical analysis in
China, which examined the mechanism of the positive impact of
uncertainty and the moderating effect of consumption purpose. The
results show that uncertainty affects consumers' purchase intention
mainly through affecting their emotional value, which is one dimension
of perceived value; consumer purpose also moderates the effect of
uncertainty on perceived value, and the effect of perceived value on
purchase intention. The results of this study are not only of great
significance for understanding the uncertain marketing and blind box
products, but also have management implications for enterprises to
make use of the uncertain marketing.
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ABSTRACT AF
Research on digital influencers’ role in marketing strategles under Re
ongoing development. This study explores the role of digital influ-  Fe

encer marketing on consumer purchase intention in fashion pro-
ducts. The goal is to investigate the direct and indirect relationships KE
of trustworthiness, expertise, content quality, similarity, para-social Diy
interaction, and attitude towards sponsored posts on purchase m
intention. A mixed-method approach was conducted combining pu
interviews with five digital influencers and a consumer-based sur- inc
vey with a sample of 206 fashion consumers, among them 96.1%

were women and 51.5% were between 18 and 31 years old. Results
indicate that blog content quality and para-social interaction posi-

tively influence purchase intention in fashion brands. Additionally,

blog content quality plays a mediating role between trustworthi-

ness and purchase intention. Moreover, consumers’ attitude
towards sponsored posts influences directly and positively pur-

chase intention and mediates the relationship between trustworthi-

ness and purchase intention. Consumers' attitude towards
sponsored posts was also found to mediate the relationship
between expertise and purchase intention. This study highlights

the digital influencers’ marketing characteristics, which affect the
fashion consumer purchase intention, enriching the research in this

area and providing recommendations for further investigation. The
results also highlight the importance of aligning communication
strategies of fashion brands with influencers’ lifestyle.

Zong, Z., Liu, X. and Gao, H.
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mechanism  of  consumer
purchase intention in a
traditional culture based on the
theory of planned
behavior. Frontiers in
Psychology, 14, p.1110191.
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Traditional cultural symbols

Cultural symbols include both linguistic symbols and non-linguistic
symbols (Rosendaal and Reitsma, 2017). It is the carrier of culture and plays
an important role in cultural creation, cultural significance transmission,
and inheritance. Cullure-based research is characteristic of modem
semiotics (Michael and Mark, 1996) and other fields of study such as
folklore analysis, anthropology, narratology. disclosure analysis, and art
semiotics (Greimas, 2002). Symbols have two main functions: covering
“Signification” (Peirce) and "Expression” [Saussure) (Atkin, 2022). As far as
cultural symbols are concerned, they are the core meaning system for
cultural inner groups to achieve cultural identity, and also the
representation system for other cultural groups Lo identify and
communicate with a cultural system (Dwight, 2014; Gong et al,, 2020a).

Traditional cultural symbols are the carrier of traditional culture, which can
intuitively express naticnal characteristics and national styles, and are the
external manifestations of various ideological cultures and ideologies in
national history. From the cultural level, traditional cullural elements can be
divided into three levels: first, the external "tangible” level representing the
physical elements of cultural product design, such as color, outline, texture,
heraldic decoration, elc.; second, the medium level include “behavioral”
elements with operational characteristics such as functionality and
craftsmanship: finally, third inner level represents the "intangible.” which
includes intangible psycho-cultural elements such as those with special
meaning, a sense of story, and a sense of emotion (Benny and Hazel, 2003

Bhattacharya, S., Sharma, R.P.
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retailer's country of origin
influence consumer privacy,
trust and purchase
intention?. Journal of
Consumer Marketing, 40(2),
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