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Objective: The aim of this study is to develop a model of consumer behavior in
purchasing luxury brands, considering the role of brand equity and brand identity.
Methodology: The statistical population of this study in this qualitative study includes
managers, professors, and experts who have made significant academic or practical
contributions in the fields of consumer behavior and marketing. In this phase, 19
experts participated in interviews, forming the sample for this section. The data
collection tools in the qualitative phase were semi-structured interviews and interview
protocols. In the quantitative phase, the statistical population included customers who
had the experience of purchasing luxury brands in shopping malls and centers, with
data collected using a questionnaire.

Findings: The study categorized the qualitative findings and coding into six
components: causal conditions (reducing marketing costs, commercial leveraging,
attracting new customers, creating appealing advertisements), contextual conditions
(brand personality, brand name, brand interest, uniqueness), central phenomenon
(brand influence, recall and recognition, efficiency, social image, value, trust), strategy
(brand meaning, brand evaluation, brand attitude, brand knowledge, brand
recognition), intervening conditions (functional usability of the product, symbolic
usability of the product, functional usability of the brand), and outcomes (brand image,
brand awareness, company awareness, advertising awareness, loyalty, and quality).
The qualitative phase also evaluated the proposed paradigm model.

Conclusion: The proposed model emphasizes causal, contextual, strategic, and
intervening factors, providing key insights into consumer behavior and enhancing
marketing strategies for luxury brands.

Keywords: Grounded theory, consumer behavior, brand identity, mixed-method
approach, brand equity.
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EXTENDED ABSTRACT
Introduction

In today’s competitive market, understanding consumer behavior, especially in the luxury
segment, has become paramount. Consumer behavior not only reflects the purchasing decisions but also
the underlying factors influencing these decisions, such as cultural, social, psychological, and economic
elements (Ahmadi & Saffari, 2024). The complexity of these behaviors necessitates comprehensive models
to guide businesses in effectively addressing consumer needs (Azizi & Azmayesh Fard, 2023).

Luxury brands occupy a unique niche, defined by their symbolic value, exclusivity, and association
with prestige (Batat & Khochman, 2021). Consumers often choose luxury brands not merely for their
functional attributes but for the social and emotional value they signify (Kowalczyk & Mitchell, 2021).
Brand equity, encompassing perceived quality, brand loyalty, and awareness, plays a crucial role in
influencing consumer choices in this segment (Bakhtiar Nasrabadi et al., 2020). Additionally, brand identity,
which aligns consumer perceptions with the brand’s core values and image, further drives consumer
loyalty and differentiates luxury brands in competitive markets (Amri, 2021).

Previous research has highlighted the interplay between brand equity and identity in shaping
consumer behavior. However, there remains a gap in understanding these factors within the context of
luxury brand purchases (Jiang, 2024). This study aims to develop a model of consumer behavior in
purchasing luxury brands, focusing on the roles of brand equity and brand identity through a qualitative
lens.

Methodology

The study utilized a qualitative approach that involved semi-structured interviews with 19 experts,
including managers and academicians, selected using purposive sampling. Interviews focused on
identifying core factors influencing consumer behavior in luxury brand purchases. Grounded theory was
employed to analyze the data, leading to the development of a conceptual model.

Findings

Analysis from the qualitative phase identified six main categories shaping consumer behavior:
causal conditions, contextual conditions, central phenomenon, strategies, intervening conditions, and
outcomes.

o Causal Conditions: These factors directly impact consumer decision-making, including reduced
marketing costs, enhanced commercial leverage, customer acquisition, and the creation of
appealing advertisements.

e Contextual Conditions: These include brand personality, name, consumer interest, and
uniqueness, forming the foundation for consumer attraction to luxury brands.

o Central Phenomenon: At the heart of consumer behavior is the influence of the brand itself,
characterized by recall and recognition, social image, value, and trust.

o Strategies: Key strategies identified include brand meaning, evaluation, attitude, knowledge, and
recognition, all contributing to a cohesive consumer experience.



e Intervening Conditions: These act as moderators, encompassing the functional usability of
products and brands and their symbolic appeal.
o Outcomes: Positive consumer-brand interactions lead to enhanced brand image, awareness,
loyalty, and perceived quality.
The quantitative analysis confirmed the robustness of the qualitative findings. The KMO test value
(0.801) indicated adequate sample adequacy, and inter-rater reliability measures demonstrated consistent
coding results.

Discussion and Conclusion

The proposed model provides a nuanced understanding of consumer behavior in the luxury
segment, emphasizing the interconnected roles of brand equity and identity. Causal factors such as
effective marketing and consumer-focused strategies were found to significantly influence brand
perception and loyalty. Contextual factors like brand uniqueness and personality further enhance
consumer engagement, while intervening conditions underline the importance of symbolic and functional
aspects in purchasing decisions.

The findings underscore the importance of aligning brand strategies with consumer expectations.
For luxury brands, maintaining exclusivity while fostering strong emotional and social connections with
consumers is critical. Moreover, the study reveals that positive brand experiences not only drive
immediate purchases but also contribute to long-term consumer loyalty and advocacy.

This research bridges gaps in understanding the dynamics of luxury brand purchases and provides
a practical framework for businesses aiming to strengthen their market positioning. Future studies could
expand on this model by exploring additional moderating variables, such as socioeconomic status and
cultural influences, to further refine strategies for engaging diverse consumer segments.
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