
Luxury brands: The self and the experience  

The consumption of luxury goods has been long associated with the attainment of 

social status. Through such status consumers express their self-concepts and may 

form self-brand connections, which should result in brand loyalty. However, the 

brand experience and its relationship to how consumers view brands to express 

themselves for luxury online purchases is not established. Could the luxury brand 

you purchase, the role this brand plays in managing your social image and your 

decision to continue using the specific brand be related to the experience you have 

with the brand?     Understanding the reasons behind consumers’ consumption goals 

in which they express their self-concepts as well as the connection between brand 

experience and consumer-brand relationships are important contributors to 

successful brand management. Brand managers need to understand consumers’ 

experiences with brands when developing their marketing strategies. Growing 

consumer-brand relationships and establishing brand loyalty through the brand 

experience are important positive outcomes for brand managers.  

A study was conducted by Michelle du Plessis and Robyn Baptiste, Master’s 

students in the Department of Marketing Management, to determine the 

interrelationships between self-brand connection, brand experience and brand 

loyalty for luxury online purchases. The study was conducted amongst a sample of 

317 South African adults eighteen (18) years and older that had an active Facebook 

account. 

 

The results of this research revealed that the self-brand connection and brand 

experience jointly predict brand loyalty of online shoppers.  

 
By understanding the phenomenon of luxury brand consumption as well as the 

dynamics behind consumer brand loyalty, particularly, in the ever growing online 

shopping space, enables brand managers to apply strategies that not only enhance 

the consumer brand experience but also reinforce the consumer’s self-brand 

connection when consuming the respective luxury brands online, thereby, achieving 

the ultimate strategic goal of brand loyalty.    

 

http://www.up.ac.za/en/marketing-management/article/51827/research-by-masters-and-doctorates
http://www.up.ac.za/marketing-management


This research was conducted as part of the fulfilment of the Master’s degree in 

Marketing Management in 2015 with the Department of Marketing Management by 
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Kruger. 
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