
 

BBBrrraaannndddiiinnnggg   ssstttrrraaattteeegggiiieeesss   ooofff   SSSwwweeedddiiissshhh   

nnneeewww---llluuuxxxuuurrryyy   fffaaassshhhiiiooonnn   bbbrrraaannndddsss   

 

Master Thesis 15 Credits, 4FE02E, Spring Semester 2011 

Master in Marketing (School of Business & Economics)  

Linnaeus University 

by  

Irina Zirke 830808 

Hoda Atashi 830504 

Examiner: Sarah Philipson  

 

 

 



 

2 

Acknowledgements 

Inspiration comes at unexpected times and at unexpected places. 

Sitting as usually in the library and watching the students passing by, we once 

again noticed how important fashion is in Sweden. That became our inspiration 

to conduct a study about the Swedish fashion industry. 

It has been a long journey, which could not have been conquered without the 

help of certain people. 

Therefore we want to thank all fashion companies, fashion experts and students 

who took the time to contribute their knowledge. 

Furthermore we want to thank our examiner Sarah Philipson for her guidance 

and advice throughout this journey. 

Växjö, 28 February, 2012 

Irina Zirke      Hoda Atashi 

irina.zirke@yahoo.de     cbc_622002@yahoo.com 

 

 

 

 

 



 

3 

Abstract  

Master thesis (15 credits) in Marketing (4FE02E), School of Business & 

Economics, Spring Semester 2011, Linnaeus University  
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Background: Sweden is a country that has a rising fashion significance; with 

Stockholm as one of the most acknowledge fashion capitals. ‘Branding strategies’ of 

fashion brands, especially in the multi-billion Dollar luxury industry are gaining 

academic significance. Brands can be divided into ‘traditional-luxury’, ‘new-luxury’ 

and ‘non-luxury’ categories, and experts have found that branding strategies of 

‘traditional-luxury’ brands differ from ‘non-luxury’ brands. Where ‘new-luxury’ 

brands are positioned has not been clearly defined yet. The lack of theoretical 

research in the field of ‘new-luxury’ branding strategies justifies our choice of 

research.  

Purpose: To find out whether ‘new-luxury’ fashion brands exist in Sweden and to 

examine whether their branding strategies are directed more towards the ‘non-

luxury branding’ strategies or the ‘traditional-luxury’ branding strategies.  

Research Question:  Are ‘new-luxury fashion brands’ in Sweden and their branding 

strategies more directed towards the ‘non-luxury’ branding strategies or the 

‘traditional-luxury’ branding strategies? 

Method: The data collection is based on secondary and primary data, secondary 

data from specific books and fashion blogs/websites, primary data was collected 

through surveys and interviews (phone/personal/focus-groups), as well as a field 

trip to Stockholm. Questionnaires were handed out to fashion retailers/experts in 

Sweden and students at Linnaeus University. Focus groups consisted of students 

from Linnaeus University.  
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Conclusion: An evidence for the existence of ‘new-luxury’ like fashion brands in 

Sweden can be provided. These brand’s branding strategies were found to be 

directed more towards ‘non-luxury’ branding than ‘traditional-luxury’ branding.  
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1. Introduction 

The following introductory chapter aims at providing background information to 

this research, starting with the background of the luxury fashion industry and 

Swedish fashion industry, continuing with the problem discussion and concludes 

with the research purpose. 

1.1 Background 

In studying the branding strategies of Swedish ‘new-Luxury” fashion brands, it is 

necessary to introduce the reader to the theoretical background of luxury 

branding, with a special attention to fashion, because of the lack of scientific 

studies in the area of ‘new-luxury’ branding.  

The area of the ‘luxury goods’ industry has been gaining significance in the past 

20 years, (Fionda & Moore, 2009; Kapferer & Bastien, 2009a; Tynan et al., 2010). 
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The dramatic growth of this sector, especially since the emergence of 

conglomerates such as LVMH and Gucci Group, created new areas of interest in 

the academic discourse. This research will particularly focus on the concept of 

‘branding’.  

A ‘luxury brand’ can be summarized in three dimensions; functionalism, 

experientialisms and symbolic (Tynan et al., 2010; Atwal & Williams, 2009; 

Vickers & Renard, 2003). But the definition of this term is broken down to a 

wider area of characteristics; ‘brand identity/ awareness’, ‘exclusivity’, ‘high 

quality’, ‘premium pricing’, and ‘symbolic value/status’, are mentioned most 

frequently to describe this term (Okonkwo, 2009a; Kapferer & Bastien, 2009a; 

Atwal & Williams, 2009; Tynan et al., 2010; Truong et al., 2008; Fionda & Moore, 

2009; Bruce & Kratz, 2007). ‘Long brand history’, ‘correlation to country of 

origin’ and ‘craftsmanship’ is one more, but less frequently mentioned definition 

criteria (Fionda & Moore, 2009; Bruce & Kratz, 2007). Luxury goods can also be 

divided into ‘traditional-luxury goods’ and ‘new- luxury goods’. The latter is an 

emerging, but increasingly important issue in the academic discourse. 

Traditional luxury goods: 

‘Traditional-luxury’ goods are defined by the company and are about the goods 

themselves, whereas ‘new-luxury’ goods are experimental and defined by the 

consumer (Tynan et al., 2010). Examples of ‘traditional-luxury goods are Louis 

Vuitton, Gucci or Chanel. (See Appendix 1) 

New-luxury goods: 

‘New-luxury’ goods are differentiated from the ‘traditional-luxury goods in the 

following aspects; They are targeting the middle or lower classes, also defined as 

the ‘mass market’, are more accessible, perceived to be of higher quality and 

prestige than ‘non-luxury goods’, but are less expensive than the “real” 

‘traditional-luxury’ goods (Truong et al., 2008). ‘New-luxury goods’ are, in 

contrast to ‘traditional-luxury’ goods, targeting different clients. These clients are 

described by Truong et al. (2009) as younger than the clients of ‘traditional-

luxury’ goods, far more numerous, they make money earlier and they are more 

flexible in financing and “inconsistent” in their choice. These “new” customers 

have money that they can spend now. Hence, competition for these customers is 
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very intense. The marketing strategy used to position this type of luxury goods is 

referred to as ‘masstige strategy’ (Truong et al., 2009). This means that they are 

perceived, at a realistic level, as prestige, but are sold at a price, that is only 

slightly higher than the price of products in the middle range. Calvin Klein or 

Ralph Lauren are examples for ‘new-luxury’ goods (Truong et al., 2008). (See 

Appendix 1) 

One way to signal status/superiority or belonging to a group has been and is, 

trough ‘fashion’, in particular ‘luxury fashion’ (Fionda & Moore, 2009; Amatulli & 

Guido, 2011). Fashion can be divided into three areas; haute couture, ready-to-

wear and accessories. Among the luxury categories mentioned previously, 

‘luxury fashion’, accounts for the largest share (Fionda & Moore, 2009). The focus 

of this paper will be exclusively ‘clothing’ fashion.  

The Swedish fashion industry: 

Compared to leading fashion centers such as Paris, London, New York the 

Swedish fashion industry is less significant (Hauge et al., 2009; Björk, 2011). Yet, 

it is a developing market for fashion and has an increasingly competitive export 

industry (Hauge et al., 2009; Bakir, 2011). Reasons for the rise of the fashion 

industry are that the economic situation in Sweden has improved and retailers, 

such as H&M, made ‘trendy’ clothes more affordable (Randecker & Lagerberg, 

2011). According to Hauge et al. (2009) the industry is mainly characterized by 

its ability for innovative design, brand value, efficient marketing channels, 

logistics and distribution. Production is usually outsourced to other locations. 

Internationally, the Swedish fashion industry is appreciated for its functionality, 

quality and price (VisitSweden, 2011). The rising significance of the industry and 

the responsibility of the fashion retailers that comes with it, requires an 

understanding of ‘branding’ strategies, especially when brands develop from 

‘non-luxury’ into ‘new-luxury’ or ‘traditional luxury-brands’.  

Definitions of terms in the study: 

‘Traditional-luxury goods’ = High luxury perception, high-priced goods, limited in 

availability and of extraordinary quality (regarding, material, craftsmanship, 

service, location, etc).  
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‘Traditional luxury goods’ branding= Advertised to a wide audience, but targeting 

only wealthy customers, have the highest brand awareness amongst luxury 

goods & evolve around one star designer.  

‘New-luxury goods’= Perceived of higher quality, wide target group, middle-range 

priced.  

‘Non-luxury goods’= Perceived of lower quality, mass-produced, high market 

coverage, high availability.  

‘Non-luxury goods’ branding= Low priced, use designer teams, advertise with 

celebrities, defined by competition & the market context.  

1.2 Problem discussion 

Through the establishment of enterprises like LVHM and Richmont in the late 

1990’s or the Gucci Group in the early 2000’s, the luxury sector advanced into an 

economic sector, resulting, several business branches such as; product design, 

strategic management, production, marketing, retail and above all branding, 

emerged in the luxury sector (Okonkwo, 2009a). Especially regarding ‘luxury 

goods marketing’, research has shown that, marketing within this sector is 

different from many other industries and has become increasingly complex 

(Atwal & Williams, 2009; Tynan et al., 2010). ). Tynan et al. (2010) and Chevalier 

& Mazzalovo (2008) even argue that classic marketing strategies, do not work for 

‘luxury goods’. The extension of the luxury client base and hence the lowering of 

entry barriers to the industry, has resulted in an increased scale of offerings and 

competitiveness in all luxury categories (Okonkwo, 2009a). In particular the 

extension of the client base to lower classes, such as the middle market 

consumers, is resulting in new marketing challenges (Truong et al., 2008). In 

other words these clients desire ‘luxurious’ perceived products at a lower price, 

also referred to as ‘new-luxury goods’ in this study.  

Amongst the luxury marketing area ‘branding’ turned out to be of special 

importance. Okonkwo (2007b) argues that without ‘branding’, there would be no 

luxury goods. She sees ‘branding’ as the life-line of the industry. Keller (2009) 

states that ‘luxury brands’ are maybe one of the purest examples of ‘branding’, 

because the brand and its image are often the key competitive advantages and 

create a big value and wealth for the organization that owns them. According to 
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Okonkwo (2009) companies that invested intensively into brand building have a 

stronger competitive positioning than those focusing on core values of the 

product and services. Furthermore, ‘luxury brands’ are, according to some 

studies, amongst the most recognized and respected consumer brands globally 

(Fionda & Moore, 2009). However, next to the marketing challenges stated, 

‘luxury brands’ were additionally affected by the economic crisis of 2009, 

resulting in lower spending, and therefore affected the branding strategies in the 

luxury sector (Kapferer & Bastien, 2009a).  

In the academic discourse the branding of luxury goods has received minimal 

attention. Research relevant to the creation and development of luxury brands is 

rather limited (Fionda & Moore, 2009). This lack can become a disadvantage for 

brand managers end experts in this business, resulting in the loss of a lot of 

money.  

Especially ‘fashion branding’ in the context of luxury goods, is claimed to be most 

complex. This is due to the fast speed of the sector (the majority of luxury fashion 

goods are replaced at the end of a season), costs and complexity of managing the 

marketing (Fionda & Moore, 2009). Fionda & Moore (2009) also argue that the 

luxury fashion sector is underrepresented in the academic discourse, with a 

limited amount of empirical data. This is also the case with the Swedish fashion 

industry. Although, Hauge et al. (2009) describes Sweden not to be a high-end 

concept driven or design driven fashion market and Okonkwo (2007b) 

acknowledges that not one single ‘traditional luxury’ fashion brand originates 

from Sweden(See Appendix 2), the authors of this paper assume that Sweden 

might have some ‘new-luxury’ fashion brands. Sweden, with its growing 

significance in fashion, is a new-comer in this business, according to the authors 

of this paper. That means the ‘new-luxury’ fashion industry has to go through the 

same branding challenges as other, already established fashion metropolises, but 

without less experience. It is not known yet, how big the ‘new-luxury’ sector is in 

Sweden, and if it really exists. But brands might eventually develop from ‘non-

luxury goods’ to ‘new-luxury’ goods or ‘traditional luxury’ goods, and fashion 

marketers cannot refer to many significant academic studies or knowledge. 

Hence, empirical research needs to be made, whether these brands exist, and 

what their branding strategies are, because there is a general lack of knowledge 

about luxury brands (Kapferer & Bastien, 2009a). 
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1.3 Purpose 

To find out whether ‘new-luxury’ fashion brands exist in Sweden and to examine 

whether their branding strategies are directed more towards the ‘non-luxury 

branding’ strategies or the ‘traditional-luxury’ branding strategies.  

2. Theoretical framework 

2.1 Luxury goods perception/ categorization  

Before continuing with a deeper discussion of ‘branding’ in general and ‘branding 

of luxury goods,’ it is important to understand what defines the ‘luxury’ category 

and what is perceived as being a ‘luxury good’.  

Vigneron & Johnson (2004) and Kapferer & Bastien (2009b) state that brands 

are distinguished as ‘luxury’, when they are perceived as such. Therefore it 

depends on the people and the context how ‘luxurious’ a brand is perceived 

(Vigneron & Johnson, 2004; Christodoulides et al., 2009; Vickers & Renard, 

2003). The degree of perceived luxury can vary between ‘premium luxury’ and 

‘luxury’ (Vigneron & Johnson, 2004; Vickers & Renard, 2003). A fine line, that can 

be used to distinguish ‘traditional luxury’ brands from ‘new-luxury’ brands.  

A brand is truly luxurious and long-lasting, when it reflects the following five 

dimensions (Vigneron & Johnson, 2004). Those are ‘conspicuousness’, 

‘uniqueness’, ‘quality’, ‘hedonism’ and ‘extended self’. ‘Conspicuousness’ refers to 

show the social status and is connected to attributes such as ‘extremely 

expensive’ and ‘for wealthy’ (Vigneron & Johnson, 2004; Han et al., 2010). 

‘Uniqueness’ refers to scarcity or limited supply of a product and is connected to 

a higher price. ‘Quality’ refers to superiority in every aspect of the brand, 

compared to ‘non-luxury’ brands. This includes amongst others; technology, 

engineering, design, sophistication and craftsmanship. ‘Hedonism’ means to 

reward oneself through purchase and consumption. Lastly the ‘extended self’, 

refers to people who try to “integrate the symbolic meaning into their own 

identity”. (Vigneron & Johnson, 2004, p.490) This includes the desire to show the 

belonging to affluent groups or to distinguish oneself from non- affluent people.  
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2.2 Specificities of ‘traditional-luxury, ‘non-luxury’& ‘new-luxury’ 

branding 

The following sections present different topics that are important for branding 

strategies. The chapter intends to show differences and similarities in branding 

strategies among ‘traditional luxury’, ‘non-luxury’, ‘new-luxury’ and ‘luxury fashion 

brands’.  

2.2.1 Branding in the ‘traditional luxury goods’ sector 

Keller (2009) defines ten characteristics of ‘traditional-luxury brands’, offering 

strategic brand management applications. (1) A premium image for luxury 

brands is crucial and therefore the control of this image as well. (2) Luxury 

branding involves the creation of many intangible brand associations and an 

aspirational image. (3) The marketing program must ensure that the quality of 

the product and service is aligned to guarantee an extraordinary experience for 

the customer. (4) Brand elements, such as the brand names, logos, symbols, 

packaging, signage etc., can be important drivers for ‘brand equity’. (5) Drives for 

‘brand equity’ in luxury could be associations from linked personalities, events, 

countries or other entities. (6) Distribution must be strictly controlled through 

selective distribution channels. (7) ‘Luxury brands’ should follow a premium 

pricing strategy. (8) ‘Brand architecture’, which is the amount and nature of 

common or distinctive brand elements that are applied to products sold by the 

company, must be managed carefully. (9) Competition for luxury brands must be 

defined broadly, as those brands often compete with other luxury brands from 

different categories. (10) ‘Luxury brands’ must protect their trademarks legally 

and strictly to fight counterfeit goods. These ten characteristics and several other 

issues around ‘luxury goods’ branding have been addressed trough out the 

literature. ’Brand equity’, ‘brand prominence’ (visible marks that help to 

recognize the brand), ‘brand positioning’, ‘brand management’ and ‘customer 

relationship management’ represent the main focus in the academic discourse.  

It has been stated previously what ‘brand equity’ means in general. Keller (2009) 

states what it means in the luxury sector. He argues that ‘brand equity’ 

measurement is the first important area in managing the growth of ‘traditional-

luxury brands’. He names five elements that are they key components of ‘brand 

equity’. (1) ‘Differentiation’ is the degree to which the brand is seen to be 

different from others. (2) ‘Energy’ measures the brand’s sense of drive. (3) 



 

12 

‘Relevance’ is the breadth of a brands appeal (or how appealing are the product 

attributes, so the brand becomes relevant to be bought). (4) ‘Esteem’ measures 

how well the brand is respected and regarded. (5) ’Knowledge’ shows how 

familiar and intimidate customers are with a brand.  

‘Brand life cycle’: Kapferer & Bastien (2009b) argue that ‘traditional-luxury 

brands’ have no real ‘birth’. A ‘traditional-luxury brand’ elaborates progressively 

as it discovers a clientele. They state that a ‘traditional-luxury’ brand does not 

have a ‘quiet’ life. It constantly has to reinvent itself. This is especially the case in 

fashion (see fashion branding section). Neither do ‘traditional-luxury brands’ 

really die. Even if they are considered “dead”, they can rise like Phoenix from the 

ashes (Kapferer & Bastien, 2009b).  

‘Brand prominence’ is defined by Han et al. (2010) as “the extent to which a 

product has visible markings that help ensure observers recognize the brand” (p. 

15). According to them these brands can be ‘loud’ and conspicuous or ‘quiet’- 

meaning discrete. The use of one or the other helps the marketer of ‘traditional-

luxury goods’ to target particular consumer groups. Han et al. (2010) measure 

the orientation towards one or the other, based on two characteristics: ‘wealth’ 

and ‘need for statuses’. Hence, marketers are interested in certain preferences 

among wealthy consumers. Han et al. (2010) found that ‘traditional-luxury 

goods’ that are branded inconspicuously cost more than same goods with a more 

conspicuous brand and that some luxury products at the high end of the product 

line, do not display ‘loud’ branding signals.  

Within the ‘traditional-luxury’ good’s context ‘brand positioning’ has been 

mentioned in the literature as a term that needs a revised meaning. Kapferer & 

Bastien (2009a) argue that luxury has to embody uniqueness and not 

comparison with competitors. A story around the brand creates a psychological 

connection between the brand and the consumer.  

The next ‘branding’ issue addressed with specificity in the ‘traditional-luxury’ 

goods sector is ‘brand identity’. Chevalier & Mazzalovo (2008) say that brands in 

a category do not necessarily represent the same values and identities. Within 

‘positioning’, different representatives, with which the product or brand are 

associated in the conscious imagination of the customer, have to be taken into 

account.  
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When it comes to ‘brand awareness’, ‘traditional-luxury’ brands have to be both, 

visible but at the same time be exclusive. Most studies show ‘word-of-mouth’ to 

be the most efficient tool (Okonkwo, 2007b; Kapferer & Bastien , 2009a). The 

highest goal for ‘traditional-luxury’ brand managers is that the consumers have a 

high familiarity with the brand, which shall lead to a high association with the 

brand. (Okonkwo, 2007b) That includes extracting value -by design initiatives 

communicated worldwide. Fashion shows, special events, PR (secure, good 

educational coverage in magazines). (Okonkwo, 2007b; Fionda & Moore, 2009) 

Advertising with celebrities can be rather dangerous, in comparison to ‘non-

luxury brands’ (Kapferer & Bastien, 2009b). If celebrities are used in luxury ads, 

then they are viewed as accessories not as the dominant ‘seller’. In comparison, 

to classical branding (non-luxury), ‘traditional-luxury’ brands’ do not include an 

image of their clients in the advertising.  

Nueno & Quelch (1998) say that a successful ‘traditional-luxury brand’ must be 

legible, which makes the brand more recognizable. Distinguishing properties 

should be included in a selected number of recognizable products. Additionally a 

balanced product portfolio is crucial to profitability, as well as excellent service 

and the investment in management systems for customer’s data tracking. Atwal 

& Williams (2009) stress the importance of using new technology. They found 

that 88 percent of the wealthy consumers stated that they prefer the Internet to 

look for luxury service firms. 

Retailing plays a crucial role for ‘traditional-luxury’ brands. The main difference 

between ‘traditional-luxury brands’ retail location and the location of ‘non-

luxury’ goods is the necessity to position the stores in exclusive locations of high-

end status cities, which are at the same time commercially sufficient, by means 

cities that maintain the target crowd which has the demand and spending 

capacity to purchase ‘luxury brands’. The store location has to reflect the core 

brand values and differentiated brand status (Okonkwo, 2007b).   

As for ‘non-luxury’ brands, ‘brand loyalty,’ is important for ‘traditional luxury’ 

goods (Okonkwo, 2007b).   

The ‘brand value’ in the ‘traditional-luxury’ sector takes up a slightly different 

meaning than in the ‘non-luxury’ sector. According to Okonkwo (2007b) the 

luxury sector stresses the brand as a main asset of the company. The reason is 



 

14 

that the luxury sector does not only have branding as one of its core 

competences, but places a strong focus on its value from the power of the 

concept of branding.   

2.2.2  Branding in the ‘non luxury goods’ sector 

Kapferer & Bastien (2009b) say that classic brands, in this paper referred to as 

‘non-luxury brands’, always seek to define themselves by a key facet, depending 

on the market context, the main competitor and the expectations of the target 

consumer it is aiming to reach. Kapferer & Bastien (2009b) and Chevalier & 

Mazzalovo (2008), further add that brands only exist because we can recognize 

them. Logos are a way to make a brand recognizable. A start for the branding 

strategy is the development of a ‘brand concept’. 

A ‘brand concept’ is the ‘birth’ of a brand and the idea behind the creation of the 

brand. The concept has to be persuasive and appealing to everyone who comes 

in contact with the brand (Okonkwo, 2007b).  

‘Brand equity’, which is the value associated with a brand, is built over time 

through different media, like television, radio, Internet, print advertising, 

product placement or peer groups (Vaid, 2003). Aaker (as cited in M’zungu et al., 

2010) defines the term in five assets that are the sources of brand equity: brand 

loyalty, brand name awareness, and perceived brand quality, brand image 

(customer’s image of the brand), perceived quality and other property assets 

such as patents, trademarks and channel relationships.  

The ‘brand lifecycle’ needs to be considered as it is important in fashion. From 

the cycle phases: launch-growth-maturity-decline-re-launch-disappearance, the 

luxury fashion sector is mostly concerned with the ‘re-launch’ phase. (Chevalier 

& Mazzalovo, 2008) 

“At the heart” of a brand strategy one will find ‘brand positioning’. It is defined by 

Kapferer & Bastien (2009b) as “the difference that creates the preference for a 

given brand over the one that it has decided to target as a source of new business 

and whose clients it is going to try to win over“ (p. 62). When it comes to ‘brand 

identity’, mass producers fear most to be undifferentiated and trivialized 

(Kapferer & Bastien, 2009b). To avoid this it is important to create ‘brand 

awareness’.   
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‘Brand awareness’ for the brand has to be created. (Chevalier & Mazzaloco, 

,2008) This is done by ‘right’ advertising. Classic advertising strategies strongly 

rely on celebrities (Kapferer & Bastien, 2009b). Next to that it is also usually for 

‘non-luxury’ brands to show an image of a client or a type of client that they 

imagine is using their products.  

Okonkwo (2007b) says that once the brand is efficiently positioned, brand 

managers should make sure that the customers stay loyal to the brand. This is 

referred to as ‘brand loyalty’. ‘Brand loyalty’ is according to Okonkwo, just the 

consumer’s preference for a brand in a certain product category. She adds that it 

is important, as it gives companies lower costs in attracting new customers, 

because loyal customers have a higher purchase frequency, buy higher 

quantities, and show lower price sensitivity.  

2.2.3 Branding in the ‘new-luxury goods’ sector 

Since ‘new-luxury goods’ target a broader market, a different client base and use 

different pricing strategies than ‘traditional-luxury’ goods, the question is 

whether the branding strategies also differ. However, the academic research 

conducted in this field is very limited therefore it is important to study this area 

to gain more data and to be able to integrate it in the wider area of branding.  

Truong et al. (2009) give some suggestions how ‘new-luxury brands’ could be 

managed. They suggest that brand managers should invest resources to create a 

prestigious environment around the brand, so it appeals to the consumers as 

something they need to aspire for. They can do this by establishing visually 

attractive and prestigious stores or divisions in department stores and through 

advertisements in glamorous magazines, holding fashion shows and signing up 

well-known designers. Limited price premiums (temporary discounts) shall 

ensure that the middle class consumer has only occasional access to the brand. 

However, Truong et al. (2009) do not see this strategy to be limited to ‘new-

luxury brands’, they see this also as an opportunity for ‘traditional-luxury 

brands’, when targeting a broader market. Figure 2 shows how the perceived 

prestige pricing and strategy of a ‘new-luxury brand’ is positioned between a 

‘traditional-luxury’ brand and ‘middle-range brand’. A ‘middle range brand’ 

would be H&M, Zara or Mango. In this paper the ‘middle-range brands’ are 

regarded as ‘non-luxury’ brands. The figure does not provide any indication 
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whether the branding of ‘new-luxury’ goods is closer to the branding strategies 

of ‘traditional-luxury goods’ or of ‘middle-range’ goods.  

The division of power between the CEO and the designers differs between the 

‘traditional-luxury goods’ and the ‘non-luxury’ goods. In the luxury sector a 

skilled designer manages aesthetic matters (e.g. Karl Lagerfeld/Chanel) and the 

CEO has little power in the creative function. ‘Non-luxury’ brands, like H&M 

employ an anonymous design team under the control and supervision of a 

product manager (Chevalier & Mazzalovo, 2008). 

 

Figure 2: 

 

2.2.4 Branding in the luxury fashion sector 

Because the focus of this paper is the Swedish ’new-luxury’ fashion industry, a a 

closer look will be taken at the branding of fashion brands in particular.  

In her book “The luxury fashion branding”, Okonkwo (2007b) provides a detailed 

discussion about the main issues of ‘luxury fashion branding’. She says that in the 

luxury fashion area, the ‘brand name’ is everything, because it is the name and 

the logo that attracts the consumers and creates an often long lasting 

relationship between them and their selected ‘luxury brand’. It is the first contact 

between the brand and the consumer and should reflect everything the brand 

stands for.  

Okoknwo (2007b) argues that in ‘luxury fashion branding’, differentiation and 

emotional appeal are the key tools. Luxury fashion focuses on creativity and 
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design. Brands in the luxury fashion sector have, according to Okonkwo (2007b), 

a unique advantage in the ‘brand personality’ and image development process, 

because their consumers already perceive them as ‘luxury’.   

When it comes to ‘brand awareness’ Okonkwo (2007b) says that luxury in 

general has the advantage of gaining a higher level of awareness than ‘non-

luxury’ fashion brands. This is because they include aspirational offers and 

unique quality, distinguishing them from the mass market. The high costs for 

advertisements, especially in the ‘traditional-luxury’ area, can be compensated 

by smaller companies by ‘word-of mouth’ (Chevalier & Mazzalovo , 2008). These 

authors found that most fashion brands tend to advertise in new avant-garde 

magazines such as Wired, Dazad, Blast, Exit, (T) Here and Ad!ct.  

Public Relations, or referred to as ‘press relations’ in fashion, are mainly 

responsible for setting up and maintaining the company’s relation with fashion 

journalists (Chevalier & Mazzalovo, 2008). A trend is to use fashion editors to 

choose what items of the brand will be fashionable giving indirect advertisement 

for the chosen brand. This is controversial, since it raises the question whether 

fashion editors have an undue preference for particular brands. Other branding 

tools are product placement and direct marketing. The latter means to keep track 

of customers, their purchasing records, and more personal information such as 

dress sizes, tastes etc.  

‘Luxury fashion’ brands have to pay special attention, next to a limited amount of 

produced items, to the distribution channels. Hauge & Malberg (2009) and 

Chevalier & Mazzalovo (2008) state, retailing and the location are important 

factors in the fashion branding. Stores in which the products are offered are 

considered to be “crucial to a brand’s marketing communication process and 

reputation” (Fionda & Moore, 2009:351). These stores have to use architecture 

and atmosphere to provide an extraordinary shopping experience for the 

wealthy customer, as the fashion experience around the brand has become more 

important than the product itself. The operational system of retail stores, and the 

way it is executed, is another characteristic of ‘luxury brands’. Stores are, usually, 

fully owned and operations tightly controlled. Brand management decides price 

zones (to which price a product is offered. These zones do usually not differ from 

one location to another, except influenced by transportation costs and customs 
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duties (Chevalier & Mazzalovo, 2008). (See overview of store types in Appendix 

14)  

Okonkwo (2007b) agrees on the importance of the right location and also found 

several additional selling techniques, which meet the current demands of the 

consumers. According to her shopping is a challenge as, today’s luxury 

consumers have increasingly busy life styles. Several consumers no longer desire 

to go to stores, but want the stores to come to them. Consequently new 

techniques have been developed or added to complement existing retail store 

practices. Those are; 

 Trunk shows; privately held fashion shows, where the new collection is 

presented before being available in a store.  

 Pre-season; an extension of the trunk show. The difference lies in the fact 

that these shows are mostly held by invitations from the brands. Their 

focus lies on sub-collections launched before the main season’s complete 

collection.  

 Post-season sales; the equivalent to price discounts held by ‘mass-range’ 

brands. In the luxury sectors these events are private and mostly by 

invitation. They include the sales of the collection of the previous season.  

 Personal stylist shopping; is a personal stylist who buys clothes for a 

client. This has existed since decades, both in the luxury and in the non-

luxury sector, but is now more and more required by a broader consumer 

base.  

 The shopping lunch: This method is rather new and mixes the art of 

entertaining and socializing with shopping in a private event. The 

products presented include ‘pre-order-only goods’ and goods that are not 

yet in the stores.  

 Outlet shopping villages: Already established in the ‘mass-range brand 

market’, but rather new in the luxury sector. The contrast here is that the 

names of the malls have no connection to the ‘brand names’. The ‘luxury 

brands’ do not provide the addresses of those outlet stores in their 

advertising media.   

‘Brand loyalty’ in the luxury fashion sector, is another term that needs to be 

considered in ‘branding’. Oknokwo (2007b) found that consumers in this 
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industry show a noticeably high level of loyalty and emotional attachment. 

According to her, this is because ‘luxury brands’ enable the consumer to project a 

self-image, which results from the ‘prestige’ and ‘high status’ features with which 

the brands are associated. She says that the psychological and subconscious 

connection that the brand has creates often results in ‘brand loyalty’.   

Lastly, the ‘brand value’ needs to be mentioned in the context of ‘luxury fashion 

branding’. Companies that possess strong brands, have a high intangible asset 

base, which becomes the ‘brand value’ when it is being translated into financial 

value. This intangible asset is probably the most important asset for ‘luxury 

fashion brands’, because a high proportion of their business is the brand value. 

(Okonkwo, 2007b)  

2.3 State of the Art 

Since the academic interest in the luxury goods sector, specifically in luxury 

fashion, is rather recent, it is assumed that the theories presented in this paper 

cannot be regarded as sufficiently accepted and therefore dominant due to a 

limited amount of empirical validation. The theories give a limited basis upon 

which further research could be conducted.   

Every scientific paper examined for this research study started with the 

statement that their particular field of research lacks sufficient academic 

attention and empirical foundation. However, there are still some studies and 

researchers who have been more or less accepted in the field of ‘luxury goods’. 

The acceptance of theories is measured by citations and furthermore by their 

empirical validation. Based on this one can say whether a theory is dominant, 

emerging or if a gap exists, which would be a reason for further research. The 

most accepted theories, based on the frequency of their citations and empirical 

validation are; Vigneron & Johnson (2004), Troung et al. (2009), Christodoulides 

et al. (2009) and Han et al. (2010). Other authors, who are well accepted in the 

academic discourse, but whose work is not empirically verified are: Keller 

(2009), Atwal & Williams (2009), and Kapferer & Bastien (2009). 

Fionda & Moore (2009)is less accepted, but since the academic discussion lacks 

enough empirical data and theories, every contribution in this field will be taken 

into consideration. 

This leads to the following research question;  
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2.4 Research Question 

Are ‘new-luxury fashion brands’ in Sweden and their branding strategies more 

directed towards the ‘non-luxury’ branding strategies or the ‘traditional-luxury’ 

branding strategies? 

3. Methodology  

This chapter includes the methodological steps that were taken to examine the 

branding strategies in the Swedish fashion industry, with a focus on ‘new-luxury’ 

clothing 

3.1 Research design 

The research was conducted in a step wise manner. All steps taken are built on 

each other and are based on theoretical concepts. The first step was to find out if 

‘new-luxury’ fashion brands exist in Sweden. That was done by dividing the 

fashion brands into ‘traditional-luxury’, ‘new-luxury’ and ‘non-luxury’ categories, 

based on attributes distracted from the theory. The categorization was helpful to 

design questionnaires, which were sent to people involved in the Swedish 

fashion industry. The purpose of the questionnaires was to enhance or correct 

the previous categorization of the fashion brands and to collect information 

about branding strategies of the Swedish brands in particular. Because the 

amount of questionnaires answered was limited in-depth interviews, focus-

groups and a field trip, were conducted in the third step, to enhance the quality 

of the empirical data. In the final step the collected data was analyzed regarding 

the existence of ‘new-luxury’ brands in Sweden and their branding strategies 

afterwards compared it to theory. The comparison helped to answer the 

research question: To what extent do ‘new-luxury fashion brands’ in Sweden follow 

the ‘non-luxury’ branding approach and to what extent the ‘luxury’ branding 

approach? A detailed overview regarding the individual steps is given in the 

operationalization part.  

3.2 Research Methods 

Since the study is aiming to deliver new insights about Swedish ‘new-luxury’ 

fashion brands and hence requires in-depth data, the nature of the data 

gathering will be qualitative. Ghauri & Gr nhaug (2005) describe qualitative 

research as a mixture of rational, explorative and intuitive. Bryman & Bell (2007) 

say that qualitative research aims at finding new theories based on the 
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relationship between theory and research. The empirical data collected through 

interviews, questionnaires and focus-groups will enhance existing theory.  

3.2.1 Data collection 

Data collection is based on two types of data, secondary data and primary data. 

Ghauri & Gr nhaug (2005) say that secondary data is useful in finding 

information to better understand and explain the research problem. As already 

mentioned our secondary data was derived from topic specific books and fashion 

blogs/ websites. Primary data is defined by Ghauri & Gr nhaug (2005) as 

observations, experiments, surveys (questionnaire) and interviews.                      

Our primary data was mainly collected through surveys, and interviews 

(phone/personal/focus groups).  

 

Empirical data collection 

The collection of empirical data was initially conducted through internet-

mediated and personally handed out questionnaires. These questionnaires 

created a basis upon which further in-depth interviews were carried out. The 

aim was to contact companies and experts who are involved in ‘fashion’ in 

Sweden. That includes, fashion designers, fashion design schools, fashion retail 

owners and fashion editors/journalists as well as fashion bloggers.  

3.2.2 Population/ Sample 

The plan for the research project was to a sample of the whole population. That 

included all Swedish fashion brands, all fashion magazines published in Swedish 

as well as fashion blogs and fashion related institutions. According to Saunders et 

al. (2009) it makes sense to collect data from the entire population, when it is 

under 50.  

36 Swedish fashion retailers were contacted (see list of brands in Appendix 6). 

That included all retailers that were found. The criteria for the selection were 

that the companies had to be of Swedish origin and located in Sweden. Four 

companies participated in the research. Three filled in a questionnaire and two 

were interviewed. Hence one was both interviewed and filled in a questionnaire.  

Seventeen fashion magazines were also contacted. That included all magazines 

that were found. The desired respondents were fashion journalist or other 

fashion related experts. Two magazines filled in a questionnaire.  
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Furthermore 11 Swedish fashion bloggers were contacted, but none participated. 

That included all blogs that were found. Next to that, the fashion design schools 

Beckman’s College of Design and Borås University were contacted. These are the 

only fashion institutes in the country and have produced renowned Swedish 

fashion designers. The visit to Beckman’s College was included in a field trip to 

Stockholm. The Borås University did not participate.  

Questionnaires were furthermore sent via email to all students at Linnaeus 

University, of which 20 responded. 28 questionnaires were handed out to and 

answered by students from Växjö and the Beckman’s College (six participants). 

In total 48 questionnaires were completed.  

The focus-groups were based on a non-probability sample. This sampling 

approach provides the opportunity to select the sample intentionally and to 

reach members of the population that are difficult to identify. (Saunders et al., 

2009) The focus-group sessions conducted for this research consisted of 22 

students from Växjö, age 20-30 and from different institutions at Linnaeus 

University. The session took place on different days and in three individual 

sessions consisting of 4-9 students.  

The groups consisted of Swedish and international students. Because of the 

financial reasons and time availability students from Växjö were chosen. The 

students are educated and rather willing to participate in an academic research. 

The fact that these group sessions had to be conducted in English justifies the 

choice of students. The preparation and acquisition of solely Swedish 

participants and in the Swedish language would have exceeded capability and 

time limitations. The intention with these groups was to get qualitative data in 

order to find patters or explanations, rather than to represent the entire 

population. The authors of this paper are aware of the fact that students are 

limited in their financial spending on clothing and hence assume that the results 

would have been different among ‘wealthy’ participants in the study. But this 

study can still give a good indication of how Swedish people perceive 

luxuriousness, and why they buy certain brands to a certain price or image. 

Knowing this it is possible to give implications to brand managers for the 

development of branding strategies in the ‘new-luxury’ sector.  
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3.3 Operationalization  
 

 

Figure 3: Operationalization process overview 

The ‘operationalization process overview’ in figure 3 shows the sequence of 

steps taken during this research.  

Step 1: Categorization of fashion brands 

 

 

Step 2: Questionnaires  

The questionnaires are divided into two; slightly different designs (See Appendix 

5). One design was directed towards fashion retail owners, including brand/- 

marketing managers and designers.  

The second one was sent to non-retail related people in the fashion industry. The 

reason for the division was a primary testing if the fashion brands and their 

association are ‘traditional-luxury’, ‘new-luxury’ or ‘non-luxury’ brands. The 
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different questionnaire designs were useful to avoid biased answers from 

fashion retail brands concerning these associations and to classify the fashion 

brands into these three categories. To strengthen the questionnaire results a 

third questionnaire design (self-administered questionnaires) was provided to 

students (fashion students and other students). This was done personally and 

online.  

This design consists of a listing of various fashion brands and a rating system to 

assess the ‘luxuriousness’ of the listed brands. (See Appendix 5) The 

questionnaire was handed out together with a PowerPoint presentation that 

shows images (garments, company website, and store design) of these brands in 

the same order as on the questionnaire, to give the participants a visual 

impression.  

 

Step 3: Interviews  

Based on the answers of the questionnaires, in-depth interviews were conducted 

with some questionnaire respondents. These had the function to answer open 

questions or to give additional insight into the fashion industry. The interviews 

were conducted online, over the phone and face-to-face, depending on the 

interviewees’ preferences.  

 

Focus-groups 

Additionally focus groups of students (age approx. 20-30) from Växjö, were 

conducted, to get more in-depth data on the rating system and the overall 

opinion of ‘luxuriousness’ in fashion. According to Saunders et al. (2009) focus 

groups should consist of between four and eight participants. The topic is usually 

defined clearly with the aim to record and enable a discussion among the 

interviewees. To get enough data they suggest three to four interviews to be 

undertaken. Enough data has been gathered when no longer new information 

was being received. The focus group sessions consist of two parts. In the first 

part the participants were shown a PowerPoint presentation followed by the 

questionnaire design three, the second part consisted out of an in-depth 

discussion. Sessions were taking 1-1/2 hours.  
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Field trip: 

Since most Swedish fashion companies are located in Stockholm and therefore 

represent the fashion centre of the country, it was decided to visit the city and 

gain first hand impressions. The field trip included visiting several stores in the 

city, observe the interior of the stores as well as the store locations (See 

Appendix 7), gather data of clothes pricing, and lastly a visit to the Beckman’s 

College of Design, to talk to fashion students, and distribute the third 

questionnaire design.  

3.4 Quality of the research  

To achieve high quality results for the research, two criteria must be considered, 

‘validity’ and ‘reliability’ (Bryman & Bell, 2007). Saunders et al. (2009) define 

‘validity’ as “(1) the extent to which data collection method or methods 

accurately measure what they were intended to measure, (2) the extent to which 

research findings are really about what they profess to be about (p.603)”. 

‘Reliability’ described as the “extent to which data collection technique or 

techniques will yield consistent findings, similar observations would be made or 

conclusions reached by other researchers or if there is a transparency in how 

sense was made from the raw data (p. 600)”. 

3.4.1 Reliability and validity in qualitative research 

Validity of primary data 

Interviews were not conducted with all the companies in the Swedish fashion 

industry in order to assess and evaluate the collected data. According to Yin 

(2003), by using multiple source of evidence, the validity of the research is 

increased. To enhance the validity of the research, and to evaluate the collected 

data, different sources were used to collected data. The questionnaires do not 

only cover the fashion retailers and fashion experts from the industry but also 

students, which represent the fashion customers, in this case. The validity of the 

research is limited by the fact that students are not the sole target group of ‘new-

luxury’ fashion brands. However time-and financial limitations as well as the 

language barrier did not leave much choice to conduct a wider research. But the 

study still can give a good indication of how Swedish people perceive 

luxuriousness. Knowing this it is possible to give implications to brand managers 

for the development of branding strategies in the ‘new-luxury’ sector.  
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The collected data from these three types of groups was used to compare and 

find what differences and similarities they have. Under different conditions, 

more people who represent the target group of ‘new-luxury’ fashion brands and 

more non-students would have been included in the research. The 

questionnaires helped to categorize the Swedish fashion brands and the focus 

groups and interviews helped to generate data about branding strategies of 

Swedish brands and to find explanations. However, with a higher number of 

participants, especially from the fashion retailers and fashion experts, the results 

would be more valid.  

 

Validity of second hand data 

This data was derived from topic specific books and fashion blogs/ websites. 

Because this data is based on fashion experts and fashion insiders’ knowledge as 

well as company own published information, it is likely to be valid.  

 

Reliability 

The reliability of this research is discussible. Since the primary data was 

collected through surveys and interviews (phone/personal/focus groups) it 

cannot be certain, that the respondents were honest and the accuracy of 

responses cannot be guaranteed. Data from different sources was gathered, and 

results might vary depending on the time, place and persons, from whom, the 

data has been collected. Since the fashion industry is, compared to other 

industries, a fast pacing industry, the results might vary; compared to if the 

interviews and questionnaires had been conducted a few years later and with a 

higher number of participants. But if the same sampling method would be used 

in the very near future again, it can be supposed that the results could be similar 

and therefore the reliability of this research is likely to be adequate.  

3.5 Delimitations 

This research was limited from the start in its time scope. It only focuses on the 

‘new-luxury’ clothing fashion industry in Sweden and is hence not representative 

for the ‘luxury goods industry’ in general. The main group of people used to rate 

the ‘luxuriousness’ of Swedish fashion brands and the entire sample in the focus 

groups consisted out of students from Växjö. The sample is therefore not 

representative for the Swedish population. The authors of this paper are aware 
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of the fact that students have limited financial resources and hence spend little 

on clothing. Therefore, it is assumed that the results would have been different 

among ‘wealthy’ participants in the study.  

In the late stadium of this research it was discovered, that a few Swedish brands 

were missed and not included in the sample. However the inclusion of the 

missing brands would not have changed the outcome of this study.  

4. Empirical Study 

4.1. Categorization of Swedish fashion brands 

The “luxuriousness” of the researched brands was measured by parameters, such 

as price, store location, craftsmanship, designer, brand history and 

advertising/PR. It was measured whether the data is directed more towards 

‘traditional-luxury’, ‘new-luxury’ or ‘non-luxury’ branding. This data was mainly 

derived from the companies’ websites and adjusted by a field trip to Stockholm, 

the results from the questionnaires as well as from the focus groups.  

 

Price 

The price was measured with the help of one selected item that was used to 

compare the prices between the brands. Jeans were chosen, since it is a basic 

item, which is offered by most brands. The highest available price found on the 

companies’ websites, online stores and in shops, was used. 20 out of the 36 

brands offer jeans in their collection. The remaining brands did not offer jeans; 

therefore we compared the prices of trousers (5 brands), dresses (2 brands) and 

underwear (1 brand). Four brands did not provide any price indication on their 

websites neither was anything found in other sources. Of course the price is only 

one parameter that allows such classifications and therefore needs to be 

analyzed in the context of more attributes, which will follow later. Since not all 

prices were available in Swedish krona’s, foreign currencies were converted by 

using the exchange rate of the particular day. The amounts are rounded up. Find 

table1 for the control price and table 2 for the Prices of Swedish brands in 

Appendix 13.  
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Stores 

In this category we researched in how many stores in Sweden, the brands are 

represented and if they are located in exclusive locations. Exclusive means being 

present in Stockholm, the Swedish fashion capital, have one or very few stores in 

this city, or the entire country, and being located in the most exclusive shopping 

area in the city. Most exclusive is interpreted as being located next to ‘traditional 

luxury’ brands like Chanel and Dior, etc. Those streets were identified to be 

Birger Jarlsgatan and Hamngatan/Regeringsgatan in Stockholm. Also a shop in 

the high-end department store “NK” would be an indicator of luxury. Local 

residents and our field trip to Stockholm verified this (see also pictures in 

Appendix 7). The closer a store is located to those streets, the higher the 

exclusivity of the location and therefore the more luxurious is the brand. Table 3 

for the overview of store locations/ amount of stores can be found in Appendix 

13.   

 

Craftsmanship 

This attribute includes the quality and skills of manufacturing. Handmade items 

are perceived as of higher quality than machinery mass-produced clothes and 

are often found amongst ‘traditional luxury’ brands. Seven out of 36 brands 

provided information about their product manufacturing. The statements 

included expressions such as: handmade (5 brands), traditional tailoring (1 

brand), 100 % organic (1 brand) and craftsmanship (1 brand). No company 

mentioned machinery or mass production of their garments.  

 

Designer(s) 

19 brands provided information about their designers. 14 of these brands 

employ one head designer. 9 brands are named after their designer. 7 brands 

employ 2 or more designers.  

 

Brand history 

Three out of the 36 researched brands did not provide any information about the 

year of foundation or any detail about the brand’s history. Tiger of Sweden, 

turned out to have the longest history (founded 1903). It was followed by H&M 

(1947) and Lindex (1954). The remaining, 21 brands are younger than 20 years 

and approximately 56 % were founded after the year 2000.   
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Advertising/ PR 

Regarding advertising and PR activities, 17 brands provided information. 16 of 

these brands mentioned to take part in fashion shows. Two brands stated to 

work with celebrities for their ad campaigns.  

 

Results of Questionnaire Design1 

Two magazines participated in the research. Due to confidentiality of data, the 

respondents will be referred as “X” and “Y”. (See Appendix 8 for contact details).  

 

Magazine X: (Fashion Director) 

This international fashion magazine, originating from Sweden, is distributed in 

the fashion capitals of Asia, Europe and the US.  

 

Magazine Y :( Fashion assistant) 

This young fashion magazine was founded in 2010 and is created around the 

concept of which entails a magazine, a website and seminars, where readers can 

personally meet experts and others to learn things, or get inspiration. It is 

distributed at newsstands and mailboxes across Sweden.  

 Table 5 in Appendix 5 shows the questions being asked in the questionnaire 

design 1 and the equivalent answers of the participating fashion experts. 

 

Results Questionnaire design2 

Three brands participated in the research. Due to confidentiality of data, the 

respondents will be referred as Brand 1, Brand 2 and Brand 3. (See Appendix 8 

for contact details) 

 

Brand 1: (CEO) 

This family business was founded in 2004 and is located in Gothenburg, Sweden. 

The label not only creates jeans but also design full collections. The company’s 

philosophy is to create pieces that can be worn at any time.  

 

Brand 2: (PR Manager) 

This Swedish company was founded in 2002 in Stockholm and became by now 

an internationally renowned brand. The basic idea of the company was to 

provide a positive and fabulous message to women. 
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Brand 3: (CEO/ Creative Director) 

This young company was founded 2006, as a brand experiment in Stockholm, 

Sweden. The garments stick out through a scent washed into the garments 

instead of a visual logo.  Their collection is apart from Sweden also sold in Japan.  

Results of questionnaire design 3 

This includes the ratings of 48 individuals and their perception of a brand’s 

luxuriousness. The measurement included a rating system starting from 5 for 

most luxurious, to 1 for least luxurious.  

The complete results and tables can be found in Appendix 5. To better see the 

differences between well known international brands that are considered 

‘traditional-luxury’ or ‘new-luxury’ and Swedish fashion brands, they were 

divided into three groups: ‘’Traditional-luxury’, ‘New-luxury’ and ‘Swedish 

brands’.”  

 

4.2 Matrix description 

The matrixes 1(questionnaire design 2) and 2 (interviews) are both presented in 

the same format. The first column is divided into sub headlines in the field of 

‘branding’ and in the same order as in the theoretical chapter. This makes it more 

convenient to compare the results of the qualitative data. The second column 

contains generic words. These words reduce and summarize the answers of the 

respondents into common/general topics. This makes it easier to compare the 

answers of the questionnaires, interviews and focus-groups among each other 

and with the theory. The answers, from the remaining columns are derived from 

the empirical data and are mostly summarized in single words. These words do 

not reflect the actual used language by the respondents, but reflect the general 

idea. Similar words are presented next to each other, so it can be immediately 

seen which words are repeating between the different respondents. Matrix 3, 

presenting the focus group results, is built up slightly different. The first column 

presents the general questions that have been asked. The second column justifies 

the question choice based on theoretical data. The remaining columns have the 

same formant as matrix 1 and 2. The complete questions, interviews and focus 

group notes can be found in the Appendix 10, Appendix 11, and Appendix 12. 
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Matrix 1: Questionnaire design 2 

 

Theory Generic words Brand 1 Brand 2 Brand 3

Branding strategy 

market context                                                                                                                                                                               

target group N/A

market context

Brand name
reflects garment material 

differentiation 

story telling reflects garment 

manufacturing

Target group 
middle class wealthy middle class 

Attributes Knowledge                                                        

Quality                                      

Love 

Courage                          

Integrity                                 

Love 

Contrast                                   

Scent                              

Silhouette 

Brand message Product knowledge Self-image 
Feeling                                  

State of mind 

Design/Creativity Important Essential Essential 

Design/Uniqueness Important Essential Essential 

Designers design team  1 designer design team 

Control/ Designers Limited control Full control Full control

Creativity/CEO Highly involved Highly involved Highly involved

Pricing strategy Low-price premium within reach high middle-range 

Brand portfolio 1 4 1

Collection size 400 150 50-60

IPR (intellectual property 

rights) yes yes yes

Very important Very important Essential 

competitive stock-service                 

smooth customer service 
N/A

Distribution to stores  

Reclamation 

Brand equity Strategy Evolutionary No strategy

uniqueness                             

endurance                                     

unisex                                            

forward thinking

Logo        
reminder of purchase            

discrete labeling   

reminder of purchase            

discrete labeling   
                                                                                                                                                                                          

important?                yes No                         yes

Distinguish design customers would recognize unique design 
scent in garments cutting, 

details of garments 

Brand prominance

Branding general

Service
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Theory Generic words Brand 1 Brand 2 Brand 3

Fashion brand life cycle yes yes No

most important phase 

Growth connected to creativity 

ambition                   

positive/dynamic outlook 

Maturity- how to move 

on 

Growth                                    

other stages too

Brand positioning Competition/importance 

yes                                            

industry highly competitive no 

long-term commitment of any 

party 

yes yes                                      

define brand 

Brand awareness Creation/ awareness 

develop brand-material for; 

website                                      

stores                                                       

press                                               

Pr-agents                                      

sell in recognized high-end 

stores

Internet                               

PR                                  

advertising 

by distribution visibility in 

nice stores                                                

not story tell too much 

Advertising Media Newspapers/Magazines Newspapers/Magazines Word of mouth

Magazine names 

Cafe/ wide audience, high end                                                 

Elle / wide audience, high-end                                         

Sportswear International/ 

most renowned intr. Fashion 

trade magazine 

Elle                                      

Damernas Värld 

Rodeo/ nice offer Stockholm 

SS/AW/ nice offer                                 

Harold (underground 

magazine) right audience & 

spread, nice offer 

Celebrities No Yes No

Fashion journalists/ 

editors

PR-important                             

best marketing                           

high credibility 

Important Important                             

reach to buyers 

Store 

Free standing stores              

Corner in department stores 

Free standing stores   

Corner in department 

stores                                  

Flag-ship stores                       

sale in multibrand stores 

Free standing stores                                                                        

Sale in multibrand stores 

Location criteria 

Brand-mix  Location, Distance 

btw. Stores carrying brand                                   

appearance                               

financial situation of store 

N/A No store yet 

Additional Purchase offer No Yes No 

Store design/atmosphere Important Very important No store yet 

Brand loyalty Creation satisfactory product personal relation 

nice service availability  

product quality innovation 

consequent design 

Retailing

Brand life cycle

Advertising
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Matrix 2: Interviews 

 

 

Theory Generic words Company X Company Y

Brand strategy 

stick to core value                                                        

do not follow trends                                           

100% fair trade/ organic production 

bring something to market that does 

not exist most brand influenced by 

surroundings 

Brand name 

reflects the story                                                  

represents vision/mission                                                     

relation to product material 

Marketing 
market around story                                                   

no marketing activities 
use men and women in look books 

External influences cannot focus on the market 

target group 

anyone                                                                       

political parties                                              

organizations 

Competition do not have any competition 

pricing very cheap compared to identical products 

Design/creativity 

extremely important                                                  

has to be high user friendly                                  

fashionable 

Design/uniqueness
many different styles of shirts                               

basic & different ones 

Limited editions 

special jeans edition                                                 

1000 pairs                                                                     

hand numbered 

Collection launch 

make things when there is demand maybe 

once a year                                                                       

produce when time and resources 

Designers 

various designers                                      

represented in the brand name                       

work with experienced designer but also 

fashion students 

Designer/ CEO same person

Control / designers 

depends on collaboration                      

sometimes limited                                                

fabrics & material comes first 

Control/ CEO
core values come first                             

preferably no involvement  

Brand portfolio 1 brand 

Brand extension 

yes                                                                                  

plans to  present small capsule collection each 

season to higher price 

IPR (Intellectual property 

rights)
trademarks in America 

Service 
offer help with printing                                               

do nothing for free 

Logo 
some items have logo on                                     

decided spontaneously 

try to avoid people who want to show 

off 

important? not at all 

Distinguish logo clothes have brand story printed inside 

Brand prominence

Branding general
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Matrix 3: Focus-groups 

 

Theory Generic words Company X Company Y

Brand life cycle no classic life cycle 

Attitude 

relaxed                                                              

self confident                                                   

not bragging 

Message 

develop new story for each collection  

incorporate different states of mind& 

feelings 

Brand awareness Creation
initially through good reputation of founder                                                        

word of mouth 

Advertising 
never made advertising                                          

never had budget for that 

Events fashion shows 

PR agent to contact magazines 

Magazines 
make sure its a good magazine                

have a budget 

Retailing Location criteria 

no strict criteria                                           

important next to which our clothes are sold                                                                   

fashionable image                                                     

target younger customers 

be consistent with the brand 

image/vision ability to fulfill certain                                          

be reliable                                                            

promote brand 

Style conform 

Culture 
people not allowed to stand out  no                

different looks

Industry 
small market compared to France/Italy         

industry in progress 

Designers 

 5 years wanted to work for a brand                                                                                  

nowadays want to have own brand  

production moved from Sweden to Asia                                  

will be back in Sweden 10 years from now  

Swedish fashion has its position internationally 

Trends 

do not follow trends                                              

fashion scene fast moving                                 

trends are equal 

follow to a certain point                            

build own stories                                     

achieve more unexpected solutions in 

garments 

Fashion 

Advertising

Brand positioning

Question Reasoning Generic words Focus group 1 Focus group 2 Focus group 3

Brand

Replay  (USA)                            

Fillipa K.  (SWE)                     

Remsay  (TUR)                          

Calvin Klein  (USA)                    

Tiger of Sweden  (SWE)                                 

Koppertrans  (SWE)                     

Zara (E)

Burberry (GB)                         

D&G(I)                                   

Benneton (I)                        

Bianca (I)                                     

Hugo Boss (DE)                            

Sisili (I)                                          

Levis (USA)                                  

The North Face (USA)                      

Ralph Lauren (USA)                      

Lacoste (F)

Prada (I)                                                      

Lee (USA)                                             

Burberry (GB)                                         

Gucci (I)                                                   

Zara (E)                                                    

Diesel (USA)                                         

Armand Basi (E)

Appeal 

like it                                                   

follow trend                                   

quality                                          

attitude

like it                                            

brands preferred                   

quality                              

fashionable                                   

nice                                                

good brand                             

personal relation                   

durability                                     

easily recognizable label                              

trust                                             

country of origin

love it                                                       

image                                                   

original brand                                          

gift

Fit fit suit me 

Money 
adequate possession of 

money 

sale offer                            

affordable 

discounts                                        

affordable 

Image 

popular                                             

common opinion in China  

LV, Prada & Gucci, Versace 

for rich people 

good reputation               

famous 
famous 

design 
like the design 

differentiation
timeless design 

style                                                                 

color

What is the most expensive 

brand you ever bought and 

why?

test for;                                 

luxury brand 

awareness 

perception                       

experience with 

"expensive" brands 
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Price 
something you can't really 

afford 

expensive                                  

spend money for the image                              

no sales offers

price

Money save money for it 
gives good feeling to spend 

that money

Purpose special occasions 
certain occasions special 

occasions
wear it in all occasions

Design tailor-made/ custom-made 

beautiful                                    

better material                       

unique design                    

durability                                 

quality 

uniqueness                                       

beautiful                                               

quality 

Reputation internationally renowned 

most popular                                       

opinion of society                         

presentation in the world 

competition in luxury sector crazy 

Service is important service 

Availability 
available to everyone not 

luxury 
limited collections less frequency= more luxury 

Self-image 
luxury influences self-image 

positive 

differentiate                              

gives self confidence 

Exclusivity
exclusive luxury products          

luxury products for masses 
only for myself 

different types of luxury within 

luxury brands

Advertising 

spend allot of money on 

image &events e.g. fashion 

weeks/ media 

Social groups belonging to special group 

only for wealthy people                         

for celebrities/ famous people 

depends on the celebrity  

other something I don't need 

Loud branding 
No Logo                                            

depends on clothing you buy 

Quite logo 

Brand recognition 

peer groups will recognize 

brand also without a logo                                                                                      

people are educated about 

brands                                               

details 

Brands 
Adidas (GER)                                        

Nike (USA)
Calvin Klein (USA)

Valentino (I)                                              

Dior (F)

Appeal 

rest is ugly                                          

brand doesn't matter                      

looks good                                    

exclusive brands                   

uniqueness

durability                        

beautiful

good memories                                    

unique                                                  

most beautiful

other probably buy everything             

Fit fit 

Social groups 

No Gucci/ Chanel/ don't like 

the people                                   

differentiate from groups 

something famous people 

wear

Price 
no cheap brand (H&M)                        

value 
most expensive most expensive 

Self image Fit personality show affluence show affluence 

Design 
clean design                

customized 

customized                                            

houte couture 

Service 
shopping assistant                          

advice with styling 

What Swedish brands did 

you know before you have 

seen the slide show ?

Brand awareness of 

Swedish brands 

avoid biased 

answers Brands 

Tiger of Sweden                               

Björn Borg                                              

Fillipa K                                            

Ginatricot                                         

Lindex                                                 

Nudie Jeans                                          

H&M

Björn Borg                         

Lindex                                                       

Brother/Sisters                   

Svea                                      

H&M

Tiger of Sweden                                        

Lindex                                                             

Odd Molly                                              

Jlindeberg                                                

H&M

How would you define 

luxury? 

Perception/ 

knowledge of luxury 

If you had plenty of money 

what brands would you buy 

and why?

Brand awareness 

Perception of luxury  

purchase behavior 

How important is it for you 

to have a logo on your 

clothes?

Purchase behavior/ 

Visual branding 
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Attitude 

there is an influences if its 

good don't care about origin                   

people have different styles 

in different countries                          

certain countries have 

higher quality- because of 

tradition of making clothes                             

production locations 

changes -used to be home 

countries now mostly Asia                                     

prefer country with higher 

paid labor  Power of country 

influences demand for 

brands 

depends on company             

most products produced in 

China now                                  

child labor damages brand 

images                                    

country image important 

country of origin important for 

luxury products 

Scandinavian fashion popular in The Netherlands 

Italian fashion
good                                                 

prefer Italy over China 

like their design               

quality design                 

original design 

parents of luxury 

French stands for perfume parents of luxury 

Swedish fashion 

strong in Sweden                      

supported by Swedish 

people                                         

a bit negative 

How would you describe the 

Swedish fashion style ?

Perception of 

Swedish brands 
Style 

very modern                                       

ahead of fashion                              

not colorful mostly                          

black and grey                                   

more plain                                

quiet clean                                 

simple but elegant  looks 

casual 

boys in Sweden well dressed 

men pay more for clothes 

than girls                                     

wear all the same                          

no special fashion style          

not as fashionable as Italians 

do not wear luxury brands  

look good and well                

fashion concerned                 

no visible brands                      

clear                                              

fresh                                             

not too stylish

not fashionable                                  

awful                                                      

not sexy at all                                          

all look the same                                  

no color                                                      

too large 

Culture 

people are not supposed to 

look or think different                        

people want to look unique 

but in the end look the same                                 

not many rich people 

compared to other countries 

no showing off with luxury  

not buy brands if too 

expensive 

social law not to look 

outstanding  show difference 

with tattoos                         

Swedish do not show off 

Swedish cannot be different and 

unique 

History 

people were really poor 40 

yrs ago                                                     

different country histories                 

e.g. France, was rich / 

aristocratic                                    

Industry

one of most recognized 

fashion weeks in Stockholm 

Swedish mentality reflected 

in companies  everybody 

should be able to afford 

clothes 

Behind Italy, France USA 

Designers 
celebrity designers mostly 

Swedish 

Trends 

Swedish brands well 

establishes among higher 

social classes  in the US                                                                       

e.g. Fillipa K./ Tiger of 

Sweden 

Does country of origin have 

an effect on you when you 

buy clothes?

Perception/ 

knowledge 
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5. Analysis 

This section contains an analysis of the previous presented empirical data in 

connection with the theory 

5.1 Categorization of Swedish fashion brands 

Price 

“Premium pricing” is an indicator for “traditional luxury” brands (Okonkwo, 

2009; Kapferer & Bastien, 2009b; Atwal & Williams, 2009; Tynan et al., 2010; 

Fionda& Moore (2009); Bruce & Kartz, 2007). The focus-group results support 

this, as a high price or expensive brands were in general perceived as being 

luxurious. “New luxury” brands are defined as being less expensive as 

“traditional luxury” brands and only slightly higher than ‘middle range brands’ 

(Truong et al., 2008).  

Luxury 

no real luxury brands like 

Prada or Chanel                                                     

sell more if you target the 

whole market, not only rich 

people                                   

different marketing of Swedish 

brands & traditional luxury 

brands  Trade. Big campaigns, 

create culture in the world                                               

Swedish/ e.g. Fillipa K. same or 

bit lower price, target smaller 

groups                                   

higher availability less 

luxurious                                  

luxurious brands in Sweden 

mostly imported

Advertising 

brands sell by using celebrities                               

you see never Chanel advertise 

with celebrities                                                  

luxury brands advertise in 

hidden way                                                                

avoid the wrong people to buy 

their brand                                                                 

give clothes away fro free to 

advertise  

some give clothes away for free 

Marketing

Luxury brand sell self-image                                          

give social acceptance within a 

group                                           

play with insecurities  location 

part of marketing

Price 

cheap brands not luxurious 

luxury brands have high 

pricing to eliminate wrong 

clients 

Perception 

Swedish brands less luxurious;                                

because of lower price  

because affordable                                

Some are luxurious when sold 

in upscale department stores                                         

stores in one or two places 

more unique                            

location of stores within city 

also important 
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To test whether the prices of the Swedish brands are equal or different from the 

prices of international “new luxury” brands, jeans prices from Calvin Klein and 

Ralph Lauren were chosen as control parameters. These two brands were named 

as examples for “new-luxury” fashion brands in the theory. Based on the price we 

brands were classified into “traditional-luxury”, “new-luxury” and “non-luxury” 

categories. A significantly higher amount than the control price would have 

resulted in “traditional-luxury”. A significantly lower amount would classified the 

brand as “non-luxury”. If the price is equal or close to the control amount, the 

brand would be classified as “new-luxury”.  

The control price was identified to be approximately between 1.000 and 6.300 

SEK. This price range represents the “new-luxury” price sector. 22 brands can be 

added to this range (marked red in table 2, Appendix 13). Seven are beneath this 

range and only one brand is significantly above.  

 

Stores 

Theory names ‘retailing’ as the number one priority in fashion and the location is 

very important (Chevalier& Mazzalovo, 2008). Store locations in exclusive and 

high-end status cities are what distinguish a ‘luxury’ brand from a ‘non-luxury’ 

brand. But not only are the best cities enough, these luxury brands have to be 

located in the best locations of those cities (Okonkwo, 2007b). The focus group 

results showed that brands, which are only sold in one or two locations or in 

high-end department stores are perceived as more unique and therefore more 

luxurious.  

Table 3 (Appendix 13), shows that no brand is located in the most exclusive 

areas of Stockholm; therefore no brand can be added to the “traditional-luxury” 

category. Seven brands are located close to those exclusive areas and therefore 

can be added to the “new-luxury” category. 12 out of these brands have three or 

less stores. A combination of both criteria is fulfilled by seven brands. During the 

field trip to Stockholm and the visits of some Swedish brands on the research list 

and the stores of brands like ‘Chanel’ and ‘Dior’, the difference of exclusivity in 

the appearance of the interior design as well as the size and sales staff could be 

seen firsthand.  
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Craftsmanship 

The low number of Swedish brands (approx. 17%) that provide information 

about the manufacturing of their garments van be regarded as an indicator that 

there are no ‘traditional-luxury’ brands amongst them. That could be explained 

by the fact that the target group is either not demanding hand–made products or 

those customers who could afford to pay a higher price for hand-made products 

are not numerous. However, the expressions that these 17% (information from 

companies’ websites) used to describe their manufacturing (see empirical data) 

are in accordance with the theory.  

Craftsmanship, which includes hand-made and tailored clothes, is a sign of 

higher quality, which is in turn, is a sign for superior products (Vigneron & 

Johnson, 2004). The focus group results showed that ‘luxury’ from the 

participant’s point of view, goes hand in hand with quality and custom-made or 

tailor–made clothes. Consequently we can add these brands to the category of 

‘new-luxury’. 

The craftsmanship is usually controlled and/or executed by a designer or design 

team. ‘Luxury’ brands usually employ one designer, while ‘non-luxury’ brands 

employ anonymous design teams, which are under control and supervised by a 

product manager (Chevalier & Mazzalovo, 2008). Most of the Swedish brands, 

which provided information, employ a single head designer. Following the theory 

that would mean that these brands are directed more towards the ‘luxury’ 

category. However the result can also be explained by the fact that 56% of the 

researched brands were founded after the year 2000 and are therefore very 

young. Consequently they might not have the money to employ more designers. 

However the fact that these brands are evolving around one designer would 

allocate them into the ‘new-luxury’ category.  

 

Advertising/ PR 

Almost 50% of the researched Swedish brands are participating in fashion 

shows; this is in accordance with the theory that named next to special events 

and PR, fashion shows as in important tool in the luxury sector (Kapferer & 

Bastien, 2009). It is certainly not a sole indicator for the exclusivity or 

luxuriousness of a fashion brand, but in context with the other indicators it is a 

reason to position these brands into the ‘new-luxury’ category. The focus group 

results additionally showed that people are commonly educated about fashion 
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events and their association with ‘luxury’ brands, which spend a lot of money on 

these events. Further, in the second-hand data, it was not recognizable, that 

Swedish brands are strongly using celebrities to advertise, either because they 

cannot afford them or they do not want to use them.  

 

Questionnaire design 1 

Perception/ awareness 

Those Swedish brands, that were named, by the participants as most expensive, 

were also named as being worn the most frequently out of the five stated. (See 

Table 5 in Appendix 5) Designers who did not to posses their own brands were 

excluded from the analysis.  

The perception of a brand as being luxurious is connected to a higher price as 

well as lower availability (Vigneron & Johnson, 2004; Han et al., 2010). According 

to theory it cannot be concluded with certainty to which of the three categories 

these brands belong. However being named as most expensive does distinguish 

them clearly from ‘non-luxury’ brands and therefore they are classified as ‘new-

luxury’.  

‘Liking’ the brand, was named as a reason to buy it, by the participants. That is in 

accordance with the statements of the focus group results. ‘Liking’ a brand was 

named as a reason to buy an expensive brand. This ‘feeling/emotion’ does not 

reflect the classic “luxury” such as; quality, status, craftsmanship etc. but shows 

an emotional appeal of the customer towards the brand and emotional appeal is 

a key tool in luxury fashion branding (Okonkwo, 2007b). It leads to the 

conclusion that these brands probably posses this tool, but not whether that 

defines them as luxurious.  

It was furthermore said that luxury brands are bought to reward one self, show 

belonging to a certain group or to distinguish oneself from a non-wealthy group 

(Vigneron & Johnson, 2004). The belonging or differentiation to certain social 

groups was also named in the focus-group sessions in association with luxury.  

Additionally the results of the questionnaire show that, if one of these brands 

was chosen, it would be bought to distinguish oneself from a non-wealthy group. 

This is another indicator for a more ‘luxurious’ perception of these brands.  
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Brand 

Excellent service is according to Nueno & Quelch (1998) another requirement for 

profitability in ‘luxury branding’. Also the focus-group participants agreed that 

good service is a part of luxury. The respondents answered that these brands 

‘probably’ have excellent service or gave reference to designers instead of 

brands, which is not helpful to categorize them. Therefore these statements 

won’t be taken into consideration. However, it is interesting to notice that 

excellent service is not defined as special offers, such as location, sales, events 

etc., but around the ability of the sales staff to satisfy the customer and be honest 

with their fashion advice. 

The participants acknowledged that there are no Swedish brands which are as 

luxurious as ‘traditional luxury’ brands, like Chanel or Prada. The results from 

the focus-groups confirmed this. It is explained by the fact that the Swedish 

market is small and if Swedish brands would only focus on targeting wealthy 

consumers, they would not make much profit, since there is only a small amount 

of rich people in Sweden, compared to other countries.  

This confirms the assumption that there are no ‘traditional luxury’ brands in 

Sweden. However, there are brands that were perceived as luxurious as the 

‘new-luxury’ brands Calvin Klein and Ralph Lauren. These brands were therefore 

added to the ‘new-luxury’ category.  

 

Advertising 

Printed media, such as newspapers & magazines, were found to be ‘THE’ 

advertising tool among the Swedish brands, which the fashion experts named in 

the questionnaire. This is in accordance with the theory that most fashion brands 

advertise in avant-garde magazines. This paper did not follow up, whether the 

Swedish printed media is avant-garde, though. However it has to be considered 

that these statements could be biased since the participants in this questionnaire 

are working for magazines themselves.  

 

Questionnaire design 3 

It is a fact that the results might be biased because of the brand images selected 

and shown to the participants. Different images might have caused different 

results. However the difference in ratings between the three groups of 
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‘traditional-luxury’, ‘Swedish’ and ‘non-luxury’, is noticeable (See Appendix 5) 

and therefore the image’s influence is rather small.  

Amongst the ‘traditional-luxury’ brands, Chanel, with an average rating of 4.9 

(out of 5), was perceived as the most luxurious brand. That supports the theory 

that ‘traditional-luxury’ brands have the highest awareness amongst consumers 

(Okonkwo, 2008b). The average rating of all ‘traditional-luxury’ brands amounts 

to 3.9.  

In the group of the ‘new-luxury’ brands D&G with 3.9 was rated as most 

luxurious. The average rating of this group is 2.7.  

In the third group of the ‘Swedish’ brands, Filippa K. with 3.1 Acne and Diana 

Orving with 2.9, have the highest ratings. Filippa K. and Acne were mentioned 

frequently in the empirical data. It can be therefore concluded that these brands 

have a higher awareness. The average rating in this group was 2.3.  

It can be seen that the Swedish brands with a difference of 1.6 are clearly 

perceived as less luxurious as the ‘traditional-luxury’ brands. However with only 

a difference of 0.4 they are very close to the group of the ‘new-luxury’ brands. 

The results confirm that there are no Swedish brands that are as luxurious as 

‘traditional-luxury’ brands, but that some are very close to ‘new-luxury’ brands. 

These are brands with the highest ratings. With a rating up from 2.6, brands are 

added to the ‘new-luxury’ category.  

End results categorization 

The brands that fulfilled most of the requirements of ‘luxuriousness,’ are 

categorized, in this study, as ‘new-luxury’ brands. This study did not examine all 

‘Swedish brands’ located in Sweden and the limited data cannot give certainty to 

this conclusion. Neither do the limited theoretical studies available about ’new-

luxury’ brands allow to make an ultimate conclusion. However these results 

provide a basis for more research.  

Table 6 below shows the Swedish brands that fulfilled the most requirements. 

The plus sign means they fulfill a requirement, a minus that they do not. Brands 

that have four or more plusses (more than 50%) are categorized as ‘new-luxury’.  
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Table 6: 

 

5.2 Branding strategies of Swedish fashion brands 

Ten brands are a small amount representing the ‘new-luxury’ category. The 

reason why there are no ‘traditional-luxury’ fashion brands and why only a few 

‘new-luxury’ fashion brands exist can be explained by the analysis of 

questionnaire design 2; the company interviews and the focus-group data.  

The limited number of companies participating in this research and the fact that 

only one brand from the table provided some data does not make it possible for 

to give an extensive description of the branding strategies of Swedish ‘new-

luxury’ fashion brands. However, the following section discusses to what extent 

the data collected reflects the theory, and to what extent they tend to use the 

strategies of ‘traditional-luxury’ fashion brands or ‘non-luxury’ brands.  

 

Branding general 

It is said that ‘traditional-luxury’ brands react to market conditions with other 

branding strategies than ‘non-luxury’ brands. The latter focus more on external 

factors such as competition, demand and pricing (Kapferer & Bastien, 2009b), 

whereas ‘traditional-luxury’ brands focus on creating, maintaining and strictly 

controlling a premium brand image (Keller, 2009). The research data shows that 

the majority of respondents are influenced, regarding their branding strategy, by 

the external market context and the target group. This leads to the inference that 

other subsections of branding strategies might differ too. That might results for 

the ‘new-luxury’ brands in constantly adapting their branding strategies to the 

changing market conditions, whereas ‘traditional-luxury’ brands do not have to 

do that in the same extent.  

 

Luxury attributes 

Brands

Fifth Avenue Shoe Repair ₊ ₊ ₊ ₋ ₊ ₊ ₊
Filippa K ₊ ₋ ₋ ₊ ₋ ₊ ₊
Odd Molly ₋ ₊ ₋ ₊ ₊ ₊ ₋
Nudie Jeans

₊ ₋ ₋ ₋ ₋ ₊ ₋
Camilla Norrback ₊ ₋ ₋ ₊ ₊ ₋ ₊
Rodebjer ₊ ₊ ₋ ₊ ₋ ₋ ₊
Tiger of Sweden ₊ ₋ ₋ ₋ ₊ ₊ ₊
Burfitt ₋ ₋ ₊ ₊ ₊ ₊ ₊
House of Dagmar ₊ ₋ ₊ ₊ ₊ ₊ ₊
Sandra Backlund

₊ ₋ ₋ ₊ ₊ ₋ ₊

Advertising Perception 

/Awareness

Perception of 

luxuriousness 
Price 

Store 

location 
Craftsmanship 1 Designer
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It was stated that the ‘brand name’ is chosen to show a connection to the 

garments, the material used and the way these are manufactured. But also to tell 

a story and to reflect the company’s vision and mission, but its differentiation 

from competitors was also named as a reason for the choice of certain brand 

name. Okonkwo (2007b) says that the name should reflect everything the brand 

stands for. It can be concluded that this is shown very well in the empirical data.  

Troung et al. (2009) found that ‘traditional-luxury’ brands are defined around 

premium pricing whereas ‘new-luxury’ brands are closer to ‘non-luxury’ brands. 

The chosen target groups, mainly middle class, show that a broader market is 

targeted. The pricing strategy also demonstrates a higher, but still affordable 

price range, a broader target market. Since, the brand names are more strongly 

associated with product attributes than with prestige or luxury, it can be 

concluded that this is closer to a ‘non-luxury’ strategy then ‘traditional luxury’. 

‘Traditional-luxury’ brands have to create many intangible brand associations 

and an aspirational image (Keller, 2009). The focus group data confirms this. 

Students stated that they were looking for brands with an image, good 

reputation or a high profile when it comes to expensive brands.  

Therefore the messages the companies want to send with their brands were 

analyzed. These messages were divided into product related and 

emotional/abstract ones, where the latter represent the majority. These 

messages were based on product knowledge, self-image, feelings and state of 

mind. They are intangible, but it cannot be concluded with certainty if they are 

also aspirational. Comparing them to the focus group results and the reasons 

why the participants bought expensive brands, emotional aspects, self-image and 

quality come into play. But the results also showed that this does not only apply 

to expensive brands, but for clothing in general.  

Creativity in fashion is what enables new collections and trends. Nevertheless 

‘traditional-luxury’ brands, in comparison to ‘non-luxury’ brands, do not follow 

trends – they create them. Unique and distinct designs are what make them 

luxury (Kapferer & Bastien, 2009b). The empirical data shows clearly that 

creativity is essential in the participants’ businesses. Whether the designs have 

to be unique is seen differently. Some said it is essential, some say it is ‘just’ 

important. Hence, a general conclusion cannot be given. However, they are closer 

to ‘traditional-luxury’ branding.  
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Designers and especially the designers’ creativity are an essential aspect of 

clothing fashion. ‘Traditional-luxury’ brands usually evolve around one designer 

and the CEO has better not to be involved in the creative execution of the brand. 

‘Non-luxury’ brands employ design teams, which are under the control of a 

product manager. (Chevalier & Mazzalovo, 2008) The results clearly show that 

design teams, are the preferred option, and that the CEO, as well as the designers 

are fully involved in the creative, as well as in the business part around the 

brand. That can be explained by the fact that for many brands, the designers are 

often also the founders, which makes them automatically highly involved in both 

aspects. This shows a clear direction towards ‘non-luxury’ branding, according to 

theory. 

Nueno & Quelch (1998) stated that for the profitability of luxury brands, a 

balanced portfolio is crucial. The majority of the empirical data shows, only one 

brand being present in the brand portfolio. This could be explained by the short 

existence of the companies. Well-established companies can afford to offer a 

wider brand portfolio.  

Theory connects a limited availability of items to luxury (Vigneron& Johnson, 

2004; Han et al., 2010). The focus-group results confirm this. The students said 

that a brand, which is available to everyone, despite the quality or design, 

becomes less luxurious. Noeno & Quelch (1998) also add that excellent service is 

a crucial factor for luxury brands. Research results demonstrate that service is 

very important, but that no special offers exist, that make these services 

excellent. According to the fashion experts, excellent service was especially 

connected to the skills of the sales staff and the satisfaction of customers. With 

service offers such as stock-service, distribution to stores and complaints about 

the product, the theory and connection to ‘traditional-luxury’ is not really 

reflected in the empirical data. Hence, the portfolio strategy and the service 

offers reflect the strategies of ‘non-luxury’ fashion brands. Kapferer & Bastien 

(2009b) state copying as a major problem in the luxury business legal protection 

is therefore very important. Empirical results are in accordance with the theory 

and show that the participants are aware of the importance of legal protection of 

their brands.  
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Brand equity 

Keller (2009) named five important components of ‘brand equity’ in the luxury 

sector: ‘differentiation’, ‘energy’, ‘relevance’, ‘esteem’ and ‘knowledge’. The 

empirical data is limited, but statements like ‘evolutionary’, ‘uniqueness’, 

‘endurance’, ‘unisex’ and ‘forward thinking’ could be only compared to one of the 

five elements, namely ‘energy’, which measures the brand’s sense of drive. It can 

be concluded here that the strategy is directed more towards ‘non-luxury’ 

branding.    

Brand prominence 

Han et al. (2010) found that marketers in the luxury sector use ‘loud’ or ‘quiet’ 

visible markings, which they either use to attract different customer groups, 

wealthy people or the ones who look for status. The empirical data does not give 

a clear answer whether a visible logo on the garments is preferred or not. 

However the companies that said, that the presence of a logo is important, also 

said that they use discrete labeling. Therefore it can be concluded that in general 

‘quite’ labeling is preferred. The companies stated as reason for presenting logos 

on garments to remind the customers of the purchase. One participant named 

the reason for the discrete labeling to avoid people who want to show off. The 

latter statement is in accordance with the theory, using a certain logo-type to 

avoid that unwanted clients a purchased the brand. These authors also suggest 

that managers should create subtle cues to help to identify their products, even if 

there is no logo present. The opinions in the focus-groups whether a logo should 

be present on the clothes or not, varied. However, the students stated that people 

would recognize certain brands also without logos. Since the Swedish market is 

small, people are educated about where to find certain brands and are able to 

recognize them. It can be conclusively said that the ‘brand prominence’ execution 

is closer to the strategy of ‘traditional-luxury’ brands.  

 

Brand life cycle 

Kapferer & Bastien (2009b) say that in the luxury fashion sector brands have to 

constantly reinvent themselves, and they have no real birth or death. Half of the 

respondents stated that they follow the brand-life cycle consisting of birth-

growth-maturity-decline and re-launch. The data also show that growth followed 

by maturity, represent the most important phases. Growth, according to the 
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respondents of the questionnaires, is connected to creativity, ambition, positive 

and dynamic outlook. Maturity is connected to the drive to move on. Growth can 

to a certain aspect, be compared to reinvention, since both components mean to 

move on, but it is not a visible consistence with the theory and whether this is 

directed more towards ‘traditonal-luxury’ or ‘non-luxury’ branding.  

 

Brand positioning 

The majority of the respondents stated that competition is an important factor 

for them. Competition is therefore important, as the industry was described as 

very competitive with no long-term commitments from any parties. It is 

something that, based on the comparison to other brands, gives the brand a 

certain position in the consumer’s mind. According to Kapferer & Bastien 

(2009b) this is a clear sign that they are directed more towards ‘non-luxury’ 

branding, since real luxury brands does not care about comparison with 

competitors. These authors also say that brands should create authenticity and a 

psychological connection between the brand and the consumer. However due to 

limited empirical data, it is not possible to conclude with certainty whether these 

brands are directed more towards ‘traditional-luxury’ or ‘non-luxury’ branding 

strategies.  

 

Brand awareness  

The data shows that awareness for the brands is mainly created through the 

Internet, the press, nice stores followed by advertising, limited storytelling and 

word of mouth. Studies show that for luxury, ‘word of mouth’ seems to be the 

most efficient tool (Okonkwo, 2007b). That is not the case in the empirical data. 

Therefore it cannot be said that, in this case, the strategy is more directed 

towards ‘non-luxury’ branding.  

 

Advertising 

Worldwide communication, fashion shows, special events, and PR, are 

advertising tools that are important in the luxury sector. A broad group has to be 

targeted and advertising with celebrities is very uncommon. (Kapferer & Bastien, 

2009b). When it comes to fashion in particular, ‘word of mouth’ turned out to be 

an efficient tool for small budgets and most fashion brands advertise in avant-

garde magazines. The empirical data shows that half of the participants use 
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newspapers/magazines for their advertising; the other half is divided into word 

of mouth and no advertising at all. The magazines, which were mostly used for 

advertising, represent renowned international, but above all national fashion 

magazines. But underground magazines are also used to reach the right target 

group. The reasons to use this type of media are spread among reaching the right 

audience and that is financially lucrative. The majority stated that they do not to 

use celebrities in their ads, which could be explained by a limited budget.  

 

Chevalier & Mazzalovo (2008) say that since fashion journalists decide what is 

fashionable they are another lucrative advertising tool. The empirical data shows 

clearly that fashion journalists are important. They are named to be the ‘best 

marketing’, have high credibility and can reach the buyers. Comparing the 

empirical data with the theory, it can be seen that they are predominantly in 

compliance. ‘Word of mouth’, however does not seem to have the same 

dominance as in the theory.  

 

Retailing 

The most frequent type of stores in the empirical data is the free-standing store, 

followed by corners in department stores and sales in multi-brand stores. But a 

flag-ship store was also mentioned. It is not said clearly in the theory what type 

of store is most frequently used in the luxury sector, but we assume it is the flag-

ship store, since it is the biggest and most impressive type, mainly located in 

major fashion cities (Chevalier & Mazzalovo, 2008). The location of the luxury 

brand stores is extremely important, as is the stores’ atmosphere and 

architecture; they have to provide an extraordinary shopping experience 

(Chevalier & Mazzalovo, 2008). The criteria for the participant’s stores, or the 

stores in which their brands are sold, are not very strict, nor do they pay 

attention to deliver an extraordinary shopping experience, although half of the 

participants of the questionnaires, said a good store atmosphere/design is 

important. It is more important that the stores are in compliance with the 

brand’s image, attitude and vision and consequently appeals to the right 

consumers. Next to that, location, financial stability and reliability of the store 

owners were named, as additional important criteria when choosing a store. 

Okonkwo (2007b) said that luxury brands nowadays offer other options next to 

their stores to purchase their brands; this includes exclusive events, personal 
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stylists and shopping villages. The focus-group participants confirm this partially 

and associate the service of luxury brands with shopping assistance and styling 

advice. The brands in this research do not offer these or any other options except 

the Internet. All in all empirical data is not much in compliance with ‘traditional-

luxury’ branding strategies.  

 

Brand loyalty 

According to the participants, ‘brand loyalty’ is created mainly through personal 

relations, followed by product quality, innovation, and consequent design. 

‘Luxury brands’ create loyalty through the emotional connection between the 

brand and the customer, and the self-image they provide. The empirical data 

does not conclusively show a compliance with the theory.  

5.2.1 Swedish fashion industry 

The interviews with Swedish fashion companies and focus-groups of students, 

studying in Sweden, indicate that the Swedish fashion industry and the Swedish 

culture are closely connected.  

Culture 

The culture is based on the common ideology that people are not allowed to 

stand out or be different in their opinion, their thinking, and their behavior and 

even with their fashion style. Since Sweden, compared to other countries, does 

not have many rich people, and since showing difference is frowned upon, not 

many branded clothes are seen on Swedes, or if they have branded clothes, then 

they are not used in an obvious way. Showing affluence is not common.  

This research also showed that Swedes are proud of their country and support 

the Swedish fashion industry by buying Swedish brands, even if they are a bit 

more expensive than other brands. However, Swedes are not willing to pay really 

high prices, because that is against the unspoken social law, that everyone should 

be able to afford things. This might be one reason, why there are no ‘traditional-

luxury’ brands originating in Sweden. ‘Traditional-luxury’ brands are present on 

the market, but they are imported, according to the focus-group. 

 

History 

The reason, why Sweden has no ‘traditional-luxury’ brands like Chanel or Prada, 

is also related to the country’s history. France and Italy, have a long fashion 
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history, which was boosted by their aristocracy and its power and richness. 

These countries were also named to be the parents of luxury, and are associated 

with the tradition of making clothes of higher quality. The country image is very 

important for luxury. Sweden however, has been a very poor country till about 

40 years ago. It is in the last ten years, that people started to show more 

affluence. The focus-group participants also said that the popularity of certain 

brands could be connected to the power of a country. The more powerful a 

country, is the more requested are its fashion brands.  

 

Style 

The students from the focus group were aware of the differences in fashion 

perception in different countries. Whether the Swedish fashion style is 

fashionable or not, is very subjective. The results also showed that when it comes 

to expensive brands, it was only the Swedes that spend more money on Swedish 

brands. Amongst the international students, mainly Italian and US brands were 

preferred. Also when students were asked which brands they would buy if they 

had a lot of money, no Swedish brand was mentioned. Hence, it can be concluded 

that Swedish brands are not perceived as luxurious, compared to international 

brands.  

No matter how different the statements and opinion about fashion are, all 

agreed, focus-group participants and interviewees that Swedish fashion is very 

conform. Everyone looks the same; the clothes are simple and not very colorful. 

The conformity can be explained by the culture based idea, that no one should 

look different.  

 

Industry 

The Swedish market is a small market, compared to Italy, France or the USA. 

That also has an effect on the branding strategies. If Swedish brands would only 

focus on niche markets like wealthy people they would lose profits, since the 

most people are not rich. However the industry is in progress. One of the most 

renowned fashion weeks is taking place in Stockholm, and Swedish fashion has 

its position internationally.  
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Designers 

This trend is shown in the international popularity of Swedish fashion designers, 

according to our focus-group data. One of our interviewees, that is giving lectures 

at Swedish design schools, noticed that the mentality among fashion students is 

changing. Five years ago, students wanted to become employed by companies. 

Today, more and more designers want to have their own brands. This is, in the 

opinion of this paper’s authors, also reflected in the high number of companies 

founded after the year 2000. Well-known Swedish fashion designers are Lars 

Wallin, Pär Engsheden, Martina Bergström and J Dauphin, according to the 

fashion experts.  

6. Conclusion 
The lack of theoretical data on branding strategies in the ‘new-luxury’ sector, 

especially in the fashion sector, made it necessary to take a closer look at general 

branding in the luxury and fashion sector. Only the understanding of the general 

functions of branding made it possible to learn from them, to be able to make 

comparisons and to have a basis to find new data about ‘new-luxury’ branding.  

The results confirmed the existence of ‘new-luxury’ like fashion brands in 

Sweden. Ten Swedish brands can be categorized as ‘new-luxury’ brands, based 

on the selection parameters.  

Since only one of these Swedish ‘new-luxury’ participated in this research, it 

cannot be said how the branding strategies of these brands look like. Hence the 

research question: “To what extent do ‘new-luxury fashion brands’ in Sweden 

follow the ‘non-luxury’ branding approach and to what extent the ‘luxury’ 

branding approach’, cannot be answered.  

However, based on this research’s findings it can be said , that it is likely that 

Swedish brands and their branding strategies are mainly directed towards ‘non-

luxury’ branding.  

In the fields of ‘brand strategy focus’, ‘pricing’, ‘designer/ CEO’ involvement’, 

‘service’, ‘brand equity’, ‘brand positioning’ ‘brand awareness’, ‘retailing’ and 

‘brand loyalty’, a stronger connection to ‘non-luxury’ branding strategies is 

shown. 
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However, it can also be shown that in the areas of ‘brand name choice, ‘brand 

image’, ‘design’, ‘brand prominence’ as well as ‘advertising’, Swedish fashion 

brands show a stronger connection to ‘traditional-luxury’ branding.  

It can be inferred that a tendency towards ‘non-luxury’ branding strategies is 

given, because of two factors. The young fashion history of Sweden, which has 

not had much time to develop into ‘traditional-luxury’ brands and the resulting 

financial limitations of the mostly young brands. The second and in this paper 

opinion the strongest factor is the influence of culture.  

 

The cultural and social influence means that the brands shall not to stick out 

from the community; be available and affordable to the mass. Hence, it can be 

presumed that the branding strategies of Swedish brands - ‘new-luxury’ or ‘non-

luxury’ do not differ much from each other. Because being too ‘different’ is not 

wanted. Finally it can be conclude that the findings of this research can probably 

be applied to the whole fashion industry, in Sweden.  

The youth of the Swedish fashion industry leads to the inference, that due to 

changing demographics, many changes in the branding strategies are possible, in 

the following decades. 

All in all, it can be said that the focus group statements, are mostly in accordance 

with theory, showing that people are aware of the branding strategies of fashion 

brands, in particular, of ‘traditional-luxury’ brands. Eventually, it was shown 

once more that tastes and preferences lie in the eye of the beholder.  

7. Implications for further research 
It is suggested to continue this research further and deeper on the strategies of 

Swedish fashion brands, over a longer period and with a higher number of 

participants.  

Furthermore the discovery that branding strategies of Swedish brands are 

influenced by the history and culture, make it interesting to compare whether 

the Swedish brands follow the same strategies abroad as they do on the domestic 

market. A further research is also significant, as over time more theoretical 

material about ‘new-luxury’ brands will be developed.  

Additionally, brands could be examined over time again, whether they have 

changed in their branding strategies, if the industry has grown or if more young 
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designers have opened their own brands as well as if some brands have 

developed into ‘traditional-luxury’ brands.  

The focus groups consisted only of students and mainly international students. It 

would be interesting to conduct those groups with Swedish non-students to 

receive more data on perception about Swedish fashion.  

8. References 
 

Articles 

Amatulli, C. & Guido, G. (2011). “Determinants of purchasing intention for fashion 

luxury goods in the Italian market”. Journal of fashion marketing and 

management. Vol. 15, No. 1, pp. 123-136 

Atwal, G. & Williams, A. (2009). “Luxury Brand marketing- the experience is 

everything!” Journal of Brand Management. Vol 16.5/6, pp. 338-346 

Christodoulides, G. & Michaelidou, N. & Li, C. H. (2009). ”Measuring perceived 

brand luxury: An evaluation of the BLI scale”. Journal of Brand Management. 

Vol.16, pp. 395-405 

Fionda, A. M. & Moore, C. (2009). “The anatomy of the luxury fashion brand.” 

Journal of Brand Management. Vol 16.5/6, pp. 343-363 

Han, Y. J. & Nunes J. C. & Dreze X. (2010).”Signaling Status with Luxury Goods: the 

Role of Brand Prominence”. Journal of Marketing. Vol. 74, pp. 15-30 

Hauge, A. & Malmberg, A. & Power, D. (2009). ”The spaces and places of Swedish 

Fashion.” European Planning Studies. Vol 17, No. 4, pp. 529-547 

Kapferer, J. N. & Bastien, V. (2009a). ”The Specificity of luxury management: 

turning marketing upside down!”. Journal of Brand management. Vol 16.5/6, pp. 

311-322  

 
Keller, K. L. (2009). “Managing the growth tradeoff: Challenges and opportunities 

in luxury branding”. Journal of Brand Management. Vol. 16,5/6, pp. 290-301 



 

54 

M’zungu, S.M.D. & Merrilees, B. & Miller, D. (2010) “Brand management to 

protect brand equity: A conceptual model”. Journal of Brand Management.Vol.17, 

8, pp. 605-1057  

Nueno, J. L. & Quelch, J. A. (1998). “The mass Marketing of Luxury”. Journal of 

business horizons. pp. 61-68  

Okonkwo, U. (2009a).”The luxury brand strategy challenge.” Journal of Brand 

Management. Vol 16. 5/6, pp. 287-289 

Truong, Y. & Simmons, G. & McColl, R. & Kitchen, P. J. (2008).”Status and 

Conspicuousness-Are they related? Strategic Marketing Implication for Luxury 

Brands”. Journal of strategic management. Vol. 16, No.3, pp. 189-203 

Truong, Y. & McColl, R. & Kitchen, P. J. (2009). “New luxury brand positioning and 

the emergence of masstige brands”. Journal of Brand Management. Vol 16. 5/6, 

pp. 375-382 

Tynan, C. & McKechnie, S. & Chhuon, C. (2010). “Co-creating value for luxury 

brands.” Journal of Brand management. Vol 63. pp. 1156-1163 

Vickers, J. S. & Renard, F. (2003). “The Marketing of Luxury Goods: An 

exploratory study- three conceptual dimensions”. The marketing Review, pp. 459-

478 

Vigneron, F. & Johnson, L. W. (2004). “Measuring perception of brand luxury”. 

Journal of Brand Management. Vol. 11, No. 6 , pp. 484-506  

Books 

Bryman, A., & Bell, E. (2007). Business Research Method (2nd ed.). New York: 

Oxford University Press Inc. 

Ghauri, P. & Gronhaug, K. (2005). Research methods in business studies (3rd ed.). 

Harlow, England ; New York : Financial Times Prentice Hall. 

Chevalier, M. & Mazzalovo, G. (2008). Luxury Brand Management, a world of 

privilege (1st ed) Singapore; Chichester: John Wiley. 

Kapferer, J.N. & Bastien, V. (2009b).”Luxury Strategy, break the rules of marketing 

to build luxury brands (1st ed). London ; Philadelphia : Kogan Page, cop. 



 

55 

Okonkwo, U. (2007b). Luxury Fashion Branding. Trends, Tactics, Techniques (1st 

ed.). Basingstoke : Palgrave Macmillan. 

Saunders, M., Lewis, P., & Adrian, T. (2009). Research methods for business 

students (5th ed.). London: Pearson Education Limited. 

Vaid, H. (2003). Branding (1st ed) New York, N.Y.: Watson-Guptill, 2003  

Yin,R. K. (2003).Case Study Research: Design and Methods (3rd ed.).London:Sage. 

Electronic sources 

Acnestudions, viewed July 2011 
http://www.acnestudios.com 
 

Anna-Sofie Back, viewed July 2011,  
http://annsofieback.com 

Awapatent (2011), Swedish brands top European list, viewed 28 March 2011, 
http://awapatent.com/?id=15926 

Bakir, S.S., Designerin Ulrika Sandström: Mode bedeutet heute oft nur Kaufen und 
Wegwerfen, viewed 28March 2011, 
http://www.sweden.se/eng/Home/Lifestyle/Fashion-design/Reading/Swedish-
fashion--from-HM-to-the-runway 

Björk, D. Aquation of ‘shorts’, viewed 28 March 2011, 

http://blogs.sweden.se/fashion/tag/swedish-fashion 

Björn Borg, viewed July 2011,  
http://bjornborg.com 
 
Bruce, M. & Kratz, C. (2007), viewed July 2011”Fashion marketing”  
http://www.download-it.org/learning-
resources.php?promoCode=&partnerID=&content=story&storyID=488 
 
Burfitt, viewed July 2011, 
http://www.burfitt.com/ 
 
Camilla Norrback, viewed July 2011, 
http://www.camillanorrback.com/contact 
 
Carin Wester, viewed July 2011, 
http://www.carinwester.com 
 
Cheapmonday , viewed July 2011,  
www.cheapmonday.com 
 
Demcollective , viewed July 2011,  
http://shop.demcollective.com/collections/all?page=1 

http://www.acnestudios.com/
http://annsofieback.com/
http://awapatent.com/?id=15926
http://www.sweden.se/eng/Home/Lifestyle/Fashion-design/Reading/Swedish-fashion--from-HM-to-the-runway
http://www.sweden.se/eng/Home/Lifestyle/Fashion-design/Reading/Swedish-fashion--from-HM-to-the-runway
http://blogs.sweden.se/fashion/tag/swedish-fashion
http://bjornborg.com/
http://www.download-it.org/learning-resources.php?promoCode=&partnerID=&content=story&storyID=488
http://www.download-it.org/learning-resources.php?promoCode=&partnerID=&content=story&storyID=488
http://www.burfitt.com/
http://www.camillanorrback.com/contact
http://www.carinwester.com/
http://www.cheapmonday.com/
http://shop.demcollective.com/collections/all?page=1


 

56 

  
Denim Demon, viewed July 2011, 
http://www.denimdemon.se 
 
Diana Orving, viewed July 2011, 
http://www.dianaorving.com 
 
DrDenim  Jeansmakers , viewed July 2011, 
www.drdenimjeans.com 
 
Ewa I Walla, viewed July 2011, 
http://www.ewaiwalla.se 
 
Fashion Tale, viewed 14 August, 2011,   
http://www.fashiontalemagazine.se/ 

Filippa K., viewed July 2011, 
http://www.filippa-k.com 
 
Ginatricot, viewed July 2011,  
http://www.ginatricot.com 
 
H&M, viewed July 2011,  
http://www.hm.com/us/#/startns/ 
 
Helena Quist, viewed July 2011, 
http://www.helenaquist.com/ 
 
Hope, viewed July 2011, 
http://www.hope-sthlm.com/1/1.0.1.0/7/1/ 
 
House of Dagmar, viewed July 2011, 
http://www.houseofdagmar.se/contact/ 
 
Ivo Milan Radical Fashion, viewed July 2011,  
http://www.ivomilan.it/en/All_collections-0/dress-1/SANDRA_BACKLUND-
226/e-shop.htm 
 
J. Lindeberg, viewed July 2011, 
http://www.jlindeberg.com 
 
Julian Red, viewed July 2011,  
http://www.julianred.com 
 
Lindex, viewed July 2011 
http://www.lindex.com/se/StartPage/StartPage.aspx 
 
Menninga, B. ‘Swedish Yourlife magazine debuts’, viewed 14 August, 2011, 
http://www.bonnier.com/en/content/swedish-yourlife-magazine-debuts 
 
Minimarket, viewed July 2011, 
http://www.minimarket.se 

http://www.denimdemon.se/
http://www.dianaorving.com/
http://www.drdenimjeans.com/
http://www.ewaiwalla.se/
http://www.fashiontalemagazine.se/
http://www.filippa-k.com/
http://www.ginatricot.com/
http://www.hm.com/us/#/startns/
http://www.helenaquist.com/
http://www.hope-sthlm.com/1/1.0.1.0/7/1/
http://www.houseofdagmar.se/contact/
http://www.ivomilan.it/en/All_collections-0/dress-1/SANDRA_BACKLUND-226/e-shop.htm
http://www.ivomilan.it/en/All_collections-0/dress-1/SANDRA_BACKLUND-226/e-shop.htm
http://www.jlindeberg.com/
http://www.julianred.com/
http://www.lindex.com/se/StartPage/StartPage.aspx
http://www.bonnier.com/en/content/swedish-yourlife-magazine-debuts
http://www.minimarket.se/


 

57 

 
Mode nyt butikken, viewed July 2011  
http://butik.modenyt.dk/maerker/Rodebjer 
 
Nakkna, viewed July 2011, 
http://nakkna.com/ 
 
Needles and threads, viewed July 2011, 
http://needlesandthreads.co.nz/brand_products.php?mid=28 
 
Nygards Anna, viewed July 2011, 
http://www.nygardsanna.se/ 
Odd Molly, viewed July 2011, 
http://oddmolly.com 
 
Odeur , viewed July 2011, 
http://odeur.se/contact/sweden/ 
 
Panos, viewed July 2011,  
http://www.panos.com/Kollektion 
 
Provrummet.se, viewed July 2011,  
http://www.provrummet.se 
 
Ralph Lauren, viewed July 2011,  
http://www.ralphlauren.com/home/index.jsp?direct 
 
Randecker, E., Lagerberg, R., Swedish fashion-from H&M to the runaway, viewed 
28 January 2011, http://www.sweden.se/eng/Home/Lifestyle/Fashion-
design/Reading/Swedish-fashion--from-HM-to-the-runway/ 
 
Rodebjer, viewed July 2011, 
http://www.rodebjer.com/ 
  
Sandra Backlund,viewed July 2011, 
http://www.sandrabacklund.com/contact.php 
 
Scoutthestore, viewed July 2011,  
http://www.scoutthestore.se/en/grp/diana-
orving.php?new_currency=14&XBLG2783=ca705798eea86643f8d6fc6c8c63343
c 
 
Shopstyle, viewed 2011, 
http://www.shopstyle.com/product/dagmar-urban-outfitters-skinny-denim-
house-of--derya-jean-grey/224746887 
 
Stylecompare, viewed July 2011, 
http://www.stylecompare.co.uk/clothes/womens/minimarket/2 
 
The Local Firm, viewed July 2011, 
http://www.thelocalfirm.com/ 
 

http://butik.modenyt.dk/maerker/Rodebjer
http://nakkna.com/
http://needlesandthreads.co.nz/brand_products.php?mid=28
http://www.nygardsanna.se/
http://oddmolly.com/
http://odeur.se/contact/sweden/
http://www.panos.com/Kollektion
http://www.provrummet.se/
http://www.ralphlauren.com/home/index.jsp?direct
http://www.sweden.se/eng/Home/Lifestyle/Fashion-design/Reading/Swedish-fashion--from-HM-to-the-runway/
http://www.sweden.se/eng/Home/Lifestyle/Fashion-design/Reading/Swedish-fashion--from-HM-to-the-runway/
http://www.rodebjer.com/
http://www.sandrabacklund.com/contact.php
http://www.scoutthestore.se/en/grp/diana-orving.php?new_currency=14&XBLG2783=ca705798eea86643f8d6fc6c8c63343c
http://www.scoutthestore.se/en/grp/diana-orving.php?new_currency=14&XBLG2783=ca705798eea86643f8d6fc6c8c63343c
http://www.scoutthestore.se/en/grp/diana-orving.php?new_currency=14&XBLG2783=ca705798eea86643f8d6fc6c8c63343c
http://www.shopstyle.com/product/dagmar-urban-outfitters-skinny-denim-house-of--derya-jean-grey/224746887
http://www.shopstyle.com/product/dagmar-urban-outfitters-skinny-denim-house-of--derya-jean-grey/224746887
http://www.stylecompare.co.uk/clothes/womens/minimarket/2
http://www.thelocalfirm.com/


 

58 

Tiger of Sweden, viewed July 2011, 
http://www.tigerofsweden.com/ 
 
Ulrika Sandström, viewed July 2011, 
http://www.ulrikasandstrom.se/ 
 
Velour, viewed July 2011, 
http://www.velour.se/ 
 
Visitsweden (2011), What makes Swedish fashion so unique? Viewed 25 May 

2011, http://www.visitsweden.com 

WESC , viewed July 2011,  
http://wesc.com/products 
 
Whyred , viewed July 2011, 
http://www.whyred.se 
 
Wokstore apparel_art , viewed July 2011,  
http://new.wok-store.com/shopping/men/odeur/cat-jeans/items.aspx 
 
Zalando , viewed July 2011,  
http://www.zalando.de/calvin-klein/ 
 
Zalando , viewed July 2011, 
http://www.zalando.de/alle/filippa-k/ 
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No. Brand Name* Year Founder Country

1 Guerlain 1828
Pierre Francois Pascal 

Guerlain
France

2 Hermès 1837 Thierry Hermès France

3 Loewe 1846 Enrique Loewe  Roessberg Spain

4 Cartier 1847 Louis Francois Cartier France

5 Bally 1851 Carl Franz Bally Switzerland

6 Louis Vuitton 1854 Louis Vuitton France

7 La Maison Worth 1858 Charles Frederick Worth France

8 Burberry 1856 Thomas Burberry England

9 Lancel 1876 Alphonse and Angele Lancel France

10 Cerruti 1881 The Cerruti Brothers Italy

11 Bvlgari 1884 Sotirios Voulgaris Italy

12 Lanvin 1889 Jeanne Lanvin France

13 Jeanne Paguin 1890 Jeanne Paguin France

14 Berluti 1895 Alessandro Berluti France

15 Fendi 1897 Adele Casagrande Fendi Italy

16 Paul Poiret 1904 Paul Poiret France

17 Trussardi 1910 Dante Trussardi Italy

18 Emengegildo Zegna 1910 Emengegildo Zegna Italy

19 Chanel 1910 Gabrielle Coco Chanel France

20 Madeleine Vionnet 1912 Madeleine Vionnet France

21 Jean Patou 1912 Jean Patou France

22 Prada 1913 Mario Prada Italy

23 Balenciaga 1919 Crisobal Balenciaga Spain

24 Gucci 1921 Guccio Gucci Italy

25 Hugo Boss 1923 Hugo Boss Germany

26 Norman Hartnell 1923 Norman Hartnell England

27 Rochas 1924 Marcel Rochas France

28 Elsa Schiaparelli 1927 Elsa Schiaparelli France

29 Salvatore Ferragamo 1927 Salvatore Ferragamo Italy

30 Nina Ricci 1932 Nina Ricci France

31 Roger Vivier 1937 Roger Vivier France

32 Celine 1945 Celine Vipiana France

33 Brioni 1945
Nazareno Fonticoli and 

Gaetano Savini
Italy

34 Christian Dior 1947 Christian Dior France

35 Pucci 1948 Emilio Pucci Italy

36 Louis Feraud 1949 Louis Feraud France

37 Pierre Cardin 1950 Pierre Cardin France

38 Max Mara 1951 Achille Maramotti Italy

Table 1         Luxury Fashion Brands index
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39 Hanae Mori 1951 Hanae Mori Japan

40 Givenchy 1952 Hubert de Givenchy France

41 Chloè 1952
Jacques Lenoir and Gaby 

Aghion
France

42 Mary Quant 1955 Mary Quant England

43 Krizia 1957 Mariuccia Mandelli Italy

44 Guy Laroche 1957 Guy Laroche France

45 Missoni 1958 Rosita and Ottavio Missoni Italy

46 Mila Schön 1958 Mila Schön Italy

47 Sergio Rossi 1950s Sergio Rossi Italy

48 Valentino 1960 Valentino Garavani Italy

49 Yves Saint Laurent 1962 Yves Saint Laurent France

50 Azzaro 1962 Loris Azzaro Italy

51 Cachrel 1962 Jean Bousquet France

52 Jean-Louis Scherrer 1962 Jean-Louis Scherrer France

53 Karld Lagerfeld 1963 Karl Lagerfeld France

54 Judith Leiber 1963 Judith Leiber USA

55 Richard Tyler 1964 Richard Tyler Australia

56 Emmanuel Ungaro 1965 Emmanuel Ungaro France

57 Roberto Cavalli 1965 Roberto Cavalli Italy

58 Bottega Veneta 1966  Vicence Bottega Veneta Italy

59 Paco Rabanne 1966 Paco Rabanne Spain

60 Ralph Lauren 1967 Ralph Lauren USA

61 Calvin Klein 1968 Calvin Klein USA

62 Sonia Rykiel 1968 Sonia Rykiel France

63 Anne Klein 1968 Anne Klein USA

64 Jil Sander 1968 Jil Sander Germany

65 Zhandra Rhodes 1969 Zhandra Rhodes England

66 Come des Garcons 1969 Rei Kawakubo Japan

67 Oscar de le Renta 1969 Oscar de le Renta USA

68 Paul Smith 1970 Paul Smith England

69 Kenzo 1970 Kenzo Takada France

70 Bill Blass 1970 Bill Blass USA

71 Issey Miyake 1970 Issey Miyake Japan

72 Vivienne Westwood 1971 Vivienne Westwood USA

73 Mulberry 1971 Roger Saul England

74 Yohji Yamamoto 1972 Yohji Yamamoto Japan

75 Diana Von Furstenberg 1972 Diana Von Furstenberg USA

76 Manolo Blahnik 1972 Manolo Blahnik England

77 Thierry Mugler 1973 Thierry Mugler France

78 Alberta Ferretti 1974 Alberta Ferretti Italy

79 Giorgio Armani 1974 Giorgio Armani Italy

80 Perry Ellis 1975 Perry Ellis USA

81 Jean Paul Gaultier 1976 Jean Paul Gaultier France

82 Escada 1976
Wolfgang and Margaretha 

Ley
Germany
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83 Helmut Lang 1977 Helmut Lang Austria

84 John Rocha 1977 John Rocha Ireland

85 Ana Molinari 1977 Ana Molinari Italy

86 Gianni Versace 1978 Gianni Versace Italy

87 Gianfranco Ferre 1978 Gianfranco Ferre Italy

88 JP Tod's 1978 Diego Della Valle Italy

89 Azzedine Alaia 1980 Azzedine Alaia France

90 Marina Rinaldi 1980 Achille Maramotti Italy

91 Michael Kors 1981 Michael Kors USA

92 Carolina Herrera 1981 Carolina Herrera USA

93 Anna Sui 1981 Anna Sui USA

94 Kenneth Cole 1982 Kenneth Cole USA

95 Elie Saab 1982 Elie Saab Lebanon

96 Moschino 1983 Franco Moschino Italy

97 Nicole Farhi 1983 Nicole Farhi England

98 Thomas Pink 1984 Thomas Pink England

99 Karl Lagerfeld 1984 Karl Lagerfeld France

100 Tommy Hilfiger 1984 Tommy Hilfiger USA

101 Donna Karan 1984 Donna Karan USA

102 Marc Jacobs 1984 Marc Jacobs USA

103 Dries Van Noten 1985 Dries Van Noten Belgium

104 Dolce & Gabbana 1985
Domenico Dolce an Stefano 

Gabbana
Italy

105 Patrick Cox 1986 Patrick Cox England

106 Hogan 1986 Diego Della Valle Italy

107 Isaac Mizrahi 1987 Isaac Mizrahi USA

108 Christian Lacroix 1987 Christian Lacroix France

109 Ted Baker 1988 Ted Baker Scotland

110 John Galliano 1989 John Galliano England

111 L.K. Bennett 1991 Linda Kristin Bennett England

112 Christian Louboutin 1992 Christian Louboutin France

113 Alexander McQueen 1994 Alexander McQueen England

114 Anya Hindmarch 1994 Anya Hindmarch England

115 Hussein Chalayan 1994 Hussein Chalayan England

116 Marni 1994 Consuelo Castiglioni Italy

117 Alessandro Dell'Acque 1995 Alessandro Dell'Acque Italy

118 Viktor & Rolf 1995
Viktor Horsting and Rolf 

Snoeren
Netherlands

119 Paul & Joe 1996 Sophie Albou France

120 Jimmy Choo 1996 Tamara Mellon England

121 Mathew Williamson 1996 Mathew Williamson England

122 Julien McDonald 1997 Julien McDonald England

123 Narciso Rodriguez 1997 Narciso Rodriguez USA

124 Alice Temperley 1999 Alice Temperley England

125 Zac Posen 1999 Zac Posen USA

126 Luella 2000 Luella Bartley England

127 Stella McCartney 2001 Stella McCartney England

128 Andrè Ross 2004 Andrew Ross Blencowe France

129 Tom Ford 2006 Tom Ford USA
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9.5 Appendix 5 

Questionnaire Design 1 

 

Theory Questionnaire Reasoning Type of question

Name 5 Swedish fashion brands that you would perceive as 

extremely expensive? (start with the most expensive one)

Most expensive equals most 

luxurious

Open question

If you had to buy one of theses brands,you would buy it because....?                                                                                        

A.) you want to show your belonging to a wealthy group.                                                                                        

B.) you want to distinguish yourself from a non wealthy group.

Luxurious brands are 

usually used for staus 

statements

List question

Which of these 5 brands, do you think, is worn the most in 

Sweden?(start with highest frequency)

The more a brand is 

represented the less 

luxurious it is

Open question

If you would reward yourself by purchasing a Swedish fashion 

brands, which brand would you buy and why? (independent of 

money)

Luxury brands are usually 

bought for self rewards, 

showing belonging/ 

difference to certain groups

Open question

Which of the 5 brands you named, do offer excellent service? Luxury brands always offer 

excellent service

Open question

Please state what defines excellent service according to your 

perception?

Respondents opinion does 

not neccesarily reflect theory

Open question

Which Swedish brand would you consider as luxurious as Prada or 

Chanel?

Prada / Chanel are 

considered as 'traditional ' 

luxury

Open question

Which Swedish brand would you consider as luxurious as Ralph 

Lauren or Calvin Klein?

Ralph Lauren/ Calvin Klein 

are considered as 'new' 

luxury

Open question

Which Swedish brand would you consider as luxurious as Zara or 

Mango?

Zara/ Mango are considered 

as mass-range brands

Open question

Adverstising

How did you hear about these 5 brands? Choose for each brands 

between the options: word-of  mouth, TV & Radio, Newspapers % 

Magazines, Internet, Outdoor Ads, Events, etc. 

Traditional' luxury brands 

have to adversite to the wide 

masses, but are usually not 

advertised on TV & Radio

List question

If you have any questions about this questionnaire,our research or 

suggestion,please do not hesitate to add your remarks below.

Feedback

Please state your name

For which company do you work and what is your occupation?

Contact details(email address, phone No.)

Duration of occupation.

Do you want to receive the outcome of this scientific research 

afterwards?

Reliability

Perception/awareness

Brand
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Questionnaire Design 2 

 

Theory Questionnaire Reasoning Type of question

What is the name of your core brand? Focus limited on one brand per company Open question

What defines the strategy of this brand?       

A.) market context                                                 

B.) competition                                                       

C.) the target group                                              

D.) other

Strategy of 'traditional' luxury brands and 

non-luxury brands is influenced by 

different criteria Listed question

Why was this specific brand name chosen?

 'Traditional' Luxury brands often include 

the designers name Open question

Who is your target group?                                  

A.) Extremely wealthy                                         

B.) Wealthy                                                               

C.) Middle-class                                                       

D.) Lower class                                                         

E.) Other

Traditional' luxury brands and non- luxury 

brands target different groups Category question

How would you describe your core brand 

in three words? Gain comparable attributes Open question

What message do you want to send to 

your clients with your brand? Gain comparable attributes Open question

How important is creativity for your 

design/for your brand?                                        

A.) Essential                                                              

B.) Very important                                                 

C.) Important                                                           

D.) Less important                                                  

E.) Other

Traditional' luxury brands live from the 

creativity of their designer, they make the 

trends, do not follow Rating Question

How important is unique and distinctive 

design for your brand?                                        

A.) Essential                                                             

B.) Very important                                                 

C.) Important                                                           

D.) Less important                                                  

E.) Other

 Uniqueness is a core attribute of 

'traditional' luxury brands Rating Question

Do you employ one designer or a design 

team?                                                                          

A.) One designer                                                    

B.) A design team                                                    

C.) Other

 'Traditional' luxury brands employ one 

designer, whereas non-luxury brands have 

often design teams Category question

How much control does your designer/ 

design team have over the brand related 

issues?                                                                       

A.) Full control                                                         

B.) Limited control                                                 

C.) No Control                                                              

D.) Other

Designers for non-luxury brands have 

usually less or no control over brand 

related issues Rating question

Branding 

general

How much is the brand manager/CEO 

involved in the creative part of the 

brand? A.) Highly involved                                                

B.) Partially involved                                            

C.) Not involved                                                     

D.) Other

 The creative party is usually fully handled 

by the designer and not the CEO at 

'traditional' luxury brands Rating Question

How would you describe the pricing 

strategy of your brand?

 'Traditional' luxury brands price high, in 

contrast to non-luxury brands and offer no 

discounts

How would you describe 

the pricing strategy of 

your brand?

How many brands includes your brand 

portfolio? Test brand extension Open question

How many items per collection do you 

offer?  'Traditional' luxury offers limited items Open question

Do you legally protect your brand?                         

A.) Yes                                                                          

B.) No

Legal protection is essential for 'traditional' 

luxury goods,  threat of counterfeits Closed question

How important is service around your 

brand?                                                                        

A.) Essential                                                              

B.) Very important                                                   

C.) Important                                                               

D.) Less important                                                      

E.) Not important

Excellent service for 'traditional' luxury 

brands is expected Rating Question

What does your service offer include? Gain comparable attributes Open question

Branding 

general
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Brand Equity
If you are involved in the creation of brand 

equity, how would you describe your 

strategy?

Non- luxury brands are based on consumer 

psychological indicators, 'traditional' luxury 

brands are based around knowledge, esteem 

relevance etc. Open question

Is it important to present your brand logo 

on every brand item and why?                              

A.) Yes, because…                                                  

B.) No, because

Loud vs. quiet logos. Attract different types 

of customers Closed question

How could consumer distinguish your 

brand from competitors if the logo was 

not present on the product?

 'Traditional' luxury brands must be 

recognizable by subtle cues, not only the 

logo Open question

Does your brand follow the classic life 

cycle phases; birth-growth-maturity-

decline-re-launch?                                                                      

A.) Yes                                                                         

B.) No

For 'fashion' brands the relaunch phase is 

very important. 'Traditional' luxury brands 

have no real 'birth' , can rise after 'death' 

again Closed question

Which of these phases is most important 

and why? same as above Open question

Brand 

positioning

Is competition an influential factor for 

your brand strategy?                                                      

A.) Yes, because..                                                   

B.) No, because….

 Traditional' luxury brands do not care about 

competition, whereas non-luxury brands 

position themselves in comparison to their 

competition

Brand 

awareness
How do you create brand awareness?

 'Traditional' luxury brands have to strive for 

high familiarity, word of mouth a good tool 

to create awareness Open question

What advertising media do you use?            

A.) Word of mouth                                                 

B.) Magazines/ Newspapers                              

C.) TV/Radio                                                                

D.) Outdoor Ads                                                        

E.) Internet                                                                      

F.) Other Gain comparable attributes Listed question

Name three magazines in which you 

advertise and why?

 'Traditional' luxury brands advertise in high 

end magazines Open question

Do you use celebrities in your advertising 

campaigns?                                                               

A.) Yes                                                                         

B.) No

 'Traditional' luxury fashion brands usually 

do not use celebrities in their adds, unlike 

non-luxury brands who use celebrities very 

frequently Closed question

Fashion journalist/editors are....                     

A.) Important for the brand, because….                                                  

B.) No important for the brand, because….

Fashion editors have an high influence on 

what will be the next trend and are 

therefore very useful to fashion companies Closed question

In what type of stores is your brand 

available?                                                                  

A.) Free-standing stores                                      

B.) Flagship stores                                                   

C.) Shop in Shop                                                     

D.) Corner in department stores                           

E.) Department store counter                             

F.) Sale in multiband individual store                   

G.) Other Traditional' luxury brands usually have flag ship storesCategory question

Name five criteria that play an important 

role when choosing store location?

Excellence and perfection play an important 

role for 'traditional' companies also when 

choosing a store location Open question

Do you offer additional possibility to 

purchase your product (e.g. online, 

exclusive private held events?                                             

A.) No                                                                           

B.) Yes, those are…

Traditional' luxury brands offer nowadays, 

new, exclusive ways of purchasing their 

clothes Closed question

How important is the design/atmosphere 

at your stores?                                                              

A.) Essential                                                               

B.) Very important                                                  

C.) Important                                                              

D.) Less important                                                       

E.) Not important                                                         

D.) Other

 'Traditional' luxury brands need to provide 

an exclusive atmosphere and shopping 

experience through architecture design Rating question

Brand Loyalty How do you create customer loyalty? Gain comparable attributes Open question

If you have any questions about this 

questionnaire, please do not hesitate to 

add your remarks below. Feedback

Please state your name.

For which company do you work and 

what is your occupation?

Duration of occupation?

Contact details(email address, phone No.)

Do you want to receive the outcomes of 

this research afterwards? Reliability

Brand 

prominence

Brand life 

cycle

Advertising

Retailing
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Questionnaire design 3 

How ‘Luxurious’ do you perceive the listed brands? Please assign a number to 

each of the brands, starting with 5 for most luxurious to 1 for least luxurious.  

   

1. Chanel     44. Ulrika Sandström 
2. Fifth Avanue Shoerepair  45. Giorgio Armani 
3. Ralph Lauren 46. Velour  
4. Filippa K 47. Bennetton  
5. Gucci  48. The Local Firm 
6. Odd Molly 49. Reberto Cavalli 
7. Lacoste 50. Dr. Denim 
8. Björn Borg  51. Dunhill 
9. Dior  52. Denim Demon 
10. J.Lindeberg 53. DKNY 
11. Calvin Klein  54. Nygards Anna 
12. Cheap Monday 55. Diesel 
13. Versace 56. Ewa i Walla 
14. Acne  57. Escada 
15. Lacroix  58. Anna Sofie-Back 
16. Whyred  59. Givenchy 
17. Adidas  60. Burfitt 
18. MiniMarket 61. Guess 
19. Burberry 62. House of Dagmar  
20. H&M 63. Hugo Boss 
21. Prada 64. Diana Orving 
22. Lindex 65. Joop 
23. TopShop 66. Helena Quist 
24. Nudie Jeans 67. Vievienne Westwood 
25. Dolce& Gabbana  68. Odeur 
26. Camilla Norrback 69. Kenzo 
27. GAP 70.Sandra Backlund 
28. Julian Red 71. Missoni 
29. Vera Wang 72. Panos Emporio 
30. Dem Collective 73. Levis 
31. Tommy Hilfiger  74. Provrummet 
32. WESC 75. Miu Miu 
33. Donna Karan 
34. Hope 
35. Tom Ford 
36. Rodebjer 
37. Miss Sixty 
38. Tiger of Sweden 
39. Baby Phat 
40. Carin Wester 
41. D&G 
42. Nakkna 
43. La Perla 
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Table 5 

This table shows the questions being asked in the questionnaire design 1 and the 

equivalent answers of the participating fashion experts.  

 

 
 

Design3/ Results overview  

Name 5 Swedish brands that you would 

perceive as extremely expensive. 
Lars Wallin,                                                          
Pär Engsheden                                                

Martin Bergström                                              

Lovisa Burfitt                                                     

Fifth Avenue Shoe Repair

Pär Engsheden (couture) 

Lars Wallin (couture)       

J Dauphin                       

Acne                              

Dagmar 

If you had to buy one of the brands you 
would buy it because…?

N/A

you want to distinguish 

yourself from a non-wealthy 

group

Which of these 5 brands do you think is 

worn most in Sweden? (start with the 

highest frequency)

1. Fifth Avenue Shoe Repair                              

2. Lovisa Burfitt                                                   

3. Lars Wallin                                                        

4. Pär Engsheden                                                

5. Martin Bergström 

1. Acne                              

2. Dagmar                         

3. J Dauphin                        

4. Lars Wallin                   
5. Pär Engsheden

Magazine X Magazine YQuestions

If you would reward yourself by

purchasing a Swedish fashion brand,

which brand would you buy and why?  

buy brand because I like it Acne- because I like it 

Which of the 5 brands you named does

offer excellent service?

Probably all of them Lars Wallin and Pär 

Engsheden - couture/ 

custom made

Please state what defines excellent 

service according to your perception?

nice sales people                                                                             

helping customers                                                                              

not sell somthing that doesnt fit the customer

listen to customer                 

not sell somthing that doesnt 

fit the customer

Which Swedish brand would you 

consider as luxurious as Prada or 

Chanel?

It's hard no brand nearly as luxurious  

maybe Lars Wallin, Pär 

Engsheden (couture) and 

JDauphin (accessories) 

Which Swedish brand would you 

consider as luxurious as Ralph Lauren 

or Calvin Klein? 

GANT Acne                                                       

Hope

Which Swedish brand would you 

consider as luxurious as Zara or Mango? 

H&M H&M                                                     

COS

How did you hear about these 5 brands? 

Chose for each brand the options; word-

of-mouth, TV&Radio, 

Newspapers&Magazines, Internet, 

Outdoor ads, Events, etc.

1. Lars Wallin/ Newspapers & Magazines                                     
2. Pär Engsheden/Newspapers& Magazines                                                      

3. Martin Berström/ Newspapers& Magazines                                                         

4. Lovis Burfitt/ Newspapers& Magazines            

5. Fith Avenue Shoe Repair/ Newspapers& 

Magazines

for all newspapers & 

magazines                          
1. PÃr Engsheden                     

2. Lars Wallin                   

3. J Dauphin                      

4. Acne                              

5. Dagmar
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Respondents 5s 4s 3s 2s 1s Medium
Medium Trad. Luxury 

Brands 

Chanel 46 41 4 1 0 0 4,9

Gucci 46 29 12 1 3 1 4,4

Dior 46 36 6 3 1 0 4,7

Versace 46 28 14 2 2 0 4,5

Lacroix 45 17 8 10 7 3 3,8

Prada 48 25 14 5 3 1 4,2

Dolce & Gabbana 48 24 11 8 3 2 4,1

Vera Wang 47 14 12 13 6 2 3,6

Donna Karan 47 4 24 11 3 5 3,4

Giorgio Armani 47 22 20 5 0 0 4,4

Roberto Cavalli 46 14 16 10 3 3 3,8

Dunhill 47 2 11 9 15 10 2,6

Escada 48 5 16 17 9 1 3,3

Givenchy 47 19 12 11 2 3 3,9

Hugo Boss 48 8 19 14 5 2 3,5

Tom Ford 47 14 14 11 7 1 3,7

Vivienne Westwood 47 14 13 9 8 3 3,6

Burberry 47 22 17 5 3 0 4,2

Missoni 47 13 9 16 8 1 3,5

total 890 310 248 160 88 38 74,1
Medium Group 

Swedish Brands

Fith Avanue Shoe Repair 45 2 7 19 9 7 2,7

Fillipa K 45 1 12 21 5 6 2,9

Odd Molly 45 0 3 13 11 18 2

Björn Borg 45 0 1 8 18 18 1,8

Jlindeberg 45 0 6 20 10 9 2,5

Cheap Monday 45 0 1 5 7 32 1,4

Acne 45 4 8 21 11 1 3,1

Whyred 45 0 4 24 11 6 2,6

Minimarket 46 2 2 13 15 14 2,2

H&M 48 1 2 2 11 32 1,5

Lindex 47 0 2 3 7 35 1,4

Nudie Jeans 47 0 4 8 23 12 2,1

Camilla Norrback 47 1 6 17 17 6 2,6

Julian Red 47 0 1 17 15 14 2,1

Dem Collective 47 0 1 13 15 18 1,9

WESC 47 1 0 8 23 15 1,9

Hope 47 1 4 17 12 13 2,3

Rodebjer 47 1 12 17 11 6 2,8

Tiger of Sweden 47 3 9 19 9 7 2,8

Carin Wester 47 0 7 17 15 8 2,5

Nakkna 47 2 8 15 14 8 2,6

Ulrika Sandström 46 1 2 16 18 9 2,3

Velour 46 0 3 21 14 8 2,4

The local firm 46 1 0 20 14 11 2,3

Dr.Denim 46 1 1 7 19 18 1,9

Denim Demon 46 0 1 7 16 22 1,7

Nygards Anna 47 0 2 10 19 16 2

Ewa i Walla 47 0 2 8 19 18 1,9

Anna Sofie Back 47 2 10 21 6 8 2,8

Burfitt 47 1 10 16 12 8 2,7

House of Dagmar 47 1 4 21 14 7 2,5

Diana Orving 47 3 9 20 9 6 2,9

Helena Quist 46 1 4 10 19 12 2,2

Odeur 45 2 3 12 12 16 2,2

Sandra Backlund 47 2 10 18 12 5 2,8

Panos Emporio 47 1 6 15 14 11 2,4

Provrummet 46 0 2 9 12 23 1,7

total 1714 35 169 528 498 483 84,4
Medium Group 'New' 

luxury brands

Ralph Lauren 46 4 19 14 7 2 3,3

Lacoste 46 2 8 21 13 2 2,9

Calvin Klein 46 5 18 18 5 0 3,5

Addidas 47 1 1 10 17 18 1,9

Joop 48 3 8 11 13 13 2,5

TopShop 48 1 0 7 21 19 1,8

GAP 48 2 2 10 16 18 2

Tommy Hilfiger 48 3 6 21 15 3 3

Miss Sixty 48 0 3 12 16 17 2

Baby Phat 47 0 3 3 9 32 1,5

D&G 48 20 13 9 4 2 3,9

LaPerla 47 2 12 16 8 9 2,8

Bennetton 48 1 2 16 19 10 2,3

DKNY 48 3 14 24 7 0 3,3

Diesel 48 3 3 18 16 8 2,5

Guess 47 3 10 13 9 12 2,6

Kenzo 48 9 16 15 5 3 3,5

Levis 48 1 5 14 23 5 2,6

Miu Miu 46 16 14 11 2 3 3,8

3,9

2,3

2,7
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Chanel 5 5 5 5 5 5 5 4 3 5 x 5 5 5 x 5 5 5 5 5 5 4 5 5 5 5 5 5 4 5 5 4 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5

Gucci 5 4 4 5 5 5 5 5 5 4 x 5 5 4 x 5 5 5 5 5 5 2 5 3 4 4 5 4 2 2 4 4 5 5 5 5 5 5 5 1 5 5 4 4 5 5 5 4

Dior 5 2 3 5 5 5 5 5 4 5 x 5 5 5 x 5 5 5 5 5 5 3 5 5 5 5 4 5 3 4 5 4 5 5 5 5 5 5 5 5 5 5 5 4 5 5 5 4

Versace 5 5 5 5 5 5 4 5 4 4 x 4 4 5 x 4 5 5 5 5 4 4 5 2 3 5 5 4 3 4 4 4 5 5 5 5 5 5 5 2 4 5 5 4 5 5 5 5

Lacroix 3 3 2 2 3 2 1 3 1 5 x 2 3 5 x x 2 3 5 4 5 4 2 4 5 2 5 5 3 4 3 4 4 5 1 5 5 4 5 5 5 5 5 5 5 3 3 4

Prada 5 3 4 1 4 5 2 4 2 4 4 3 4 5 3 4 5 4 5 5 4 4 5 5 5 5 5 5 3 3 4 4 5 5 5 5 5 5 5 2 5 5 5 5 5 5 4 4

Dolce & Gabbana 5 2 5 5 4 5 5 4 2 4 1 5 5 5 4 4 5 5 5 5 3 3 4 3 3 3 4 4 2 3 4 5 5 5 5 5 5 5 5 1 4 3 5 4 5 5 3 5

Vera Wang 2 3 2 1 3 1 2 3 3 5 2 3 3 3 4 x 3 5 4 5 4 4 3 4 2 3 5 3 5 3 4 4 4 5 5 5 5 3 5 4 5 5 4 4 4 5 2 5

Donna Karan 4 4 1 1 3 1 1 4 4 5 2 1 5 4 4 x 4 4 4 4 4 4 3 4 5 3 3 4 4 4 3 4 4 3 4 5 4 2 4 3 4 3 3 3 4 3 2 4

Giorgio Armani 4 4 5 5 5 5 5 5 3 5 3 5 5 4 x 4 5 5 4 5 4 3 5 4 4 4 4 4 4 4 4 4 5 5 5 5 5 5 4 3 4 5 5 4 4 5 4 3

Roberto Cavalli 5 3 2 1 3 1 1 2 3 5 3 5 5 4 x x 3 4 4 5 5 3 4 2 4 3 4 4 5 4 4 4 4 5 5 5 5 3 5 3 3 4 5 4 4 4 5 4

Dunhill 2 4 3 1 4 5 4 3 5 4 1 3 4 4 4 x 3 1 4 2 4 2 4 1 1 3 3 2 2 2 2 2 2 1 2 3 2 1 1 2 2 2 3 1 1 3 4 2

Escada 4 4 4 1 4 4 5 2 4 3 3 5 5 3 3 4 3 2 4 3 5 3 2 2 4 3 4 3 2 2 2 4 3 4 2 3 3 3 3 3 3 4 5 3 4 4 4 2

Givenchy 5 3 1 1 4 1 5 2 4 4 3 3 4 5 3 x 3 2 5 3 5 3 5 5 5 3 5 5 3 5 4 5 3 5 4 5 5 4 5 5 5 3 5 4 4 4 4 4

Hugo Boss 4 5 4 5 4 1 3 3 4 4 3 2 4 3 2 4 5 5 4 4 4 4 4 3 3 3 4 3 3 2 3 3 4 4 5 1 5 3 4 2 4 3 5 4 3 5 4 2

Tom Ford 2 3 1 4 5 5 2 4 2 4 2 4 4 5 4 x 4 4 5 5 5 3 2 3 5 3 4 5 2 3 3 4 3 5 3 5 5 4 4 3 4 2 5 3 5 5 4 3

Vivienne Westwood 5 1 2 2 3 1 1 2 2 4 2 5 5 4 3 x 3 2 5 4 5 3 2 4 3 3 3 4 5 5 4 4 2 5 5 4 5 4 5 5 4 4 5 3 3 4 4 5

Burberry 5 3 4 3 4 5 5 2 3 4 x 5 5 3 4 2 5 5 5 5 5 2 4 4 4 4 4 4 5 4 4 5 4 5 5 5 5 4 5 3 5 5 4 5 4 5 4 5

Missoni 2 3 1 2 2 3 3 3 2 4 3 3 5 5 2 x 3 2 5 3 5 3 2 5 4 3 5 4 4 5 3 4 3 5 3 2 5 4 3 4 4 3 5 4 5 5 3 5

Fith Avanue Shoe Repair 3 3 1 3 1 1 1 3 3 4 x 2 4 2 x x 3 x 4 3 5 3 4 3 1 3 3 4 3 1 3 2 3 3 1 4 3 2 3 5 3 4 2 2 2 3 2 2

Fillipa K 2 3 1 1 1 1 2 3 4 3 x 4 4 3 x x 4 5 4 2 3 4 4 2 4 3 3 4 3 1 4 3 3 3 3 3 3 3 3 3 3 4 1 3 3 4 2 3

Odd Molly 3 2 2 3 1 1 1 3 1 2 x 4 3 1 x x 3 2 4 4 3 1 1 1 2 1 3 1 2 1 2 1 3 2 2 3 2 1 3 1 3 1 1 1 1 3 2 3

Björn Borg 2 1 3 4 2 1 2 2 2 1 x 1 2 1 x x 3 2 3 2 3 1 2 1 2 1 2 3 2 1 3 1 2 1 1 2 2 1 3 1 2 3 1 1 1 2 1 2

Jlindeberg 2 1 1 1 1 3 1 3 3 3 x 1 4 3 x x 4 2 4 2 3 4 4 3 2 2 3 4 2 1 3 2 3 3 3 2 3 3 3 2 3 3 3 1 3 3 1 2

Cheap Monday 2 1 2 1 1 3 1 2 2 1 x 1 3 1 x x 3 1 3 1 2 4 1 1 2 1 1 1 1 1 1 1 1 1 1 1 1 1 1 3 1 1 1 1 1 1 1 2

Acne 4 3 2 2 2 5 1 3 2 3 x 3 3 4 x x 4 2 5 2 3 2 2 4 3 3 3 3 3 2 4 3 3 3 3 3 4 2 3 5 3 3 3 3 4 5 2 4

Whyred 3 3 1 1 1 2 1 3 2 3 x 3 3 3 x x 2 3 4 1 3 4 2 2 3 2 3 3 2 3 4 2 3 3 3 3 3 2 3 4 3 2 2 3 3 3 1 3

Minimarket 2 1 1 1 1 2 2 3 2 1 x 1 4 1 3 x 2 2 5 1 4 2 1 2 2 2 3 3 3 1 3 2 3 2 1 3 3 1 2 5 2 3 2 1 3 3 1 3

H&M 1 2 2 4 2 4 5 1 2 1 3 1 2 1 2 2 1 1 2 1 1 1 1 1 2 2 1 1 1 1 1 1 1 1 3 1 1 1 1 2 1 1 1 1 1 1 1 1

Lindex 1 2 2 4 2 3 3 1 1 1 2 2 2 1 3 x 1 1 4 1 1 1 1 1 1 1 2 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1

Nudie Jeans 2 1 2 2 1 4 1 2 3 1 1 1 2 1 2 x 4 3 4 2 2 3 1 1 2 2 3 2 2 2 4 2 3 2 3 2 3 2 2 3 2 2 2 1 1 2 1 2

Camilla Norrback 2 3 2 1 1 1 2 3 2 3 2 4 4 1 2 x 3 3 5 2 3 4 2 3 1 2 2 4 4 2 2 2 4 3 1 2 2 2 3 3 3 3 3 3 3 3 2 3

Julian Red 3 2 2 1 1 1 1 2 3 1 1 1 3 1 3 x 2 1 4 1 2 2 2 2 1 2 2 2 3 1 3 3 3 3 1 2 3 2 3 3 3 3 2 3 3 2 1 3

Dem Collective 2 2 1 2 1 1 1 3 2 2 2 1 3 1 3 x 3 3 3 1 3 2 1 1 1 1 2 1 2 1 1 3 3 3 1 3 2 2 1 3 2 4 2 2 3 1 1 2

WESC 3 2 1 1 1 5 1 2 2 1 3 1 3 2 2 x 2 1 3 1 2 2 1 1 2 1 3 3 2 1 2 2 2 2 2 2 3 1 2 2 3 2 2 1 2 2 1 2

Hope 1 1 1 1 1 5 2 3 2 1 3 1 3 3 2 x 2 1 4 1 3 3 1 3 3 2 3 4 2 1 3 3 2 3 1 2 4 2 3 3 3 1 2 2 4 3 2 3

Rodebjer 2 3 1 1 1 1 1 4 4 3 2 3 4 3 2 x 3 4 4 3 4 4 3 2 3 2 3 4 2 2 4 3 4 3 2 2 4 3 3 5 3 2 3 2 3 3 1 4

Tiger of Sweden 1 3 2 1 1 5 5 2 4 2 4 4 4 3 4 x 5 3 3 3 3 2 2 1 3 3 2 3 2 1 3 3 3 3 4 2 4 2 3 1 3 3 3 1 3 4 3 4

Carin Wester 2 2 1 1 1 1 1 3 3 2 2 2 3 2 2 x 1 3 3 2 4 3 2 3 2 3 3 4 4 2 4 3 4 3 1 2 4 2 3 4 3 3 2 3 2 3 1 3

Nakkna 2 3 1 1 1 1 1 4 4 4 2 3 4 3 3 x 3 3 4 2 5 4 3 3 2 2 3 4 2 1 2 3 4 3 2 2 2 1 3 5 2 3 3 2 2 3 1 2

Ulrika Sandström 2 2 1 1 1 2 2 3 3 2 2 3 5 1 x x 3 3 4 2 3 4 2 2 2 1 3 3 3 1 2 2 3 3 1 2 3 2 2 2 2 2 3 3 1 3 1 3

Velour 2 3 1 1 1 1 1 3 3 2 2 2 4 1 3 x 3 4 3 2 3 3 2 3 3 1 3 3 2 2 3 3 3 2 x 3 3 3 2 4 2 3 2 2 3 3 1 2

The local firm 2 3 1 1 1 1 1 3 3 1 1 3 3 2 x x 3 3 3 2 3 2 1 2 3 3 3 3 2 1 3 2 3 2 1 2 3 1 2 5 2 3 2 2 3 3 2 3

Dr.Denim 1 2 2 3 2 5 1 3 4 1 3 2 3 1 x x 2 1 3 1 3 1 1 1 1 2 2 2 2 1 2 2 2 2 2 2 3 1 1 2 2 2 1 1 1 1 1 2

Denim Demon 1 1 1 1 1 1 2 3 3 1 3 2 3 1 x x 2 1 3 1 2 2 1 1 1 1 3 1 2 1 2 1 3 2 1 2 2 1 1 2 2 2 2 1 1 2 4 2

Nygards Anna 3 2 2 1 1 1 1 3 2 1 2 2 4 2 2 x 2 2 3 2 3 4 2 1 1 1 2 1 2 1 1 3 3 1 1 3 3 1 2 2 2 2 3 1 1 2 3 2

Ewa i Walla 2 2 1 1 1 1 1 3 3 1 4 2 3 1 3 x 2 2 3 2 3 4 2 1 1 2 3 1 2 1 1 1 2 3 1 2 2 1 1 2 2 2 2 1 1 2 2 2

Anna Sofie Back 3 3 2 1 1 1 1 3 4 3 3 4 4 4 3 x 2 1 4 3 3 4 2 4 4 2 3 5 3 1 3 3 2 3 1 3 4 2 3 5 3 4 3 3 3 3 1 3

Burfitt 2 3 1 1 1 1 1 3 2 3 2 3 5 2 4 x 3 2 4 2 4 3 1 4 2 2 3 4 3 3 3 4 3 4 2 2 3 2 3 4 2 4 3 1 3 4 1 3

House of Dagmar 2 3 1 1 2 1 1 3 3 3 2 3 4 2 3 x 2 2 3 2 3 3 2 2 3 2 3 3 4 1 3 2 2 3 3 2 4 1 3 5 2 3 3 1 3 3 3 4

Diana Orving 2 3 1 1 1 1 2 3 4 3 2 5 3 3 3 x 4 3 4 2 4 3 3 3 4 2 2 3 5 3 3 3 3 4 2 1 4 1 3 5 3 3 4 2 2 3 4 3

Helena Quist 3 2 1 1 2 1 2 2 3 2 2 3 4 1 2 x 2 2 4 3 4 5 2 2 1 2 3 3 2 1 2 2 2 x 1 1 3 1 1 4 2 3 3 1 1 2 3 2

Odeur 3 3 1 1 1 1 1 2 3 2 1 1 4 1 2 x 2 3 4 2 4 2 1 3 1 2 5 x 3 1 3 3 2 x 3 1 3 1 1 5 2 2 3 1 3 1 2 2

Sandra Backlund 3 3 2 2 1 4 1 3 4 2 3 2 4 4 2 x 3 3 4 2 4 4 2 5 4 1 3 4 3 1 2 3 3 3 3 1 4 2 2 5 3 3 3 3 2 3 2 3

Panos Emporio 2 1 2 1 2 1 1 3 2 2 3 4 4 3 3 x 4 4 5 2 3 3 2 1 1 2 2 1 3 1 3 2 3 2 4 1 4 3 3 1 3 3 2 2 3 3 1 2

Provrummet 3 2 1 1 1 1 2 3 4 2 3 1 4 1 3 x 3 1 3 1 1 2 2 1 1 1 2 1 2 1 1 1 3 x 1 1 3 1 1 2 2 3 2 1 1 2 1 2

Ralph Lauren 4 4 3 2 5 1 5 4 2 4 x 2 3 4 x 5 4 5 4 4 3 3 3 2 4 2 3 4 3 2 4 3 4 3 4 4 4 3 3 1 4 4 2 3 3 4 4 3

Lacoste 3 3 3 4 3 5 4 3 4 3 x 3 3 2 x 3 4 5 4 4 4 3 3 2 3 3 3 3 2 2 3 3 2 3 2 2 3 2 3 2 4 3 2 1 2 2 1 2

Calvin Klein 4 3 3 5 4 5 4 3 4 4 x 2 4 4 x 3 4 5 4 4 3 2 3 3 4 4 3 5 3 4 3 3 4 2 5 4 4 2 3 3 4 2 3 3 3 4 3 3

Addidas 2 1 3 4 1 5 3 1 1 2 x 2 3 2 2 2 1 3 3 1 1 1 1 2 3 1 2 3 1 1 2 1 2 2 1 3 2 1 2 3 2 2 2 1 1 3 1 2

Joop 4 5 3 4 4 5 1 3 4 2 2 4 5 1 3 3 3 2 4 2 4 4 2 1 2 3 3 1 2 1 3 1 2 3 1 1 3 1 1 2 1 2 2 1 1 2 3 2

TopShop 3 2 1 3 2 3 1 2 2 1 2 2 3 1 3 2 3 1 5 1 2 1 1 2 2 2 2 2 1 1 2 1 1 1 3 2 2 2 1 2 1 1 1 1 2 2 1 2

GAP 2 2 3 5 3 5 1 1 4 1 2 2 4 1 2 3 1 1 3 1 2 2 1 2 2 2 2 1 2 1 3 1 3 1 2 3 3 2 3 2 1 1 1 3 1 2 1 1

Tommy Hilfiger 3 2 3 3 3 5 2 2 4 3 5 2 3 2 2 3 4 5 3 2 3 3 2 1 3 2 2 3 2 2 3 3 3 2 2 3 4 1 3 1 4 2 4 3 3 4 3 3

Miss Sixty 2 1 3 3 2 2 2 3 2 1 4 4 3 1 2 1 3 1 3 1 4 1 1 1 2 1 2 2 1 1 2 1 3 2 3 2 3 1 3 1 2 1 3 1 2 3 2 2

Baby Phat 1 1 1 1 1 1 1 1 3 1 4 3 2 1 2 x 2 1 3 1 2 1 1 1 1 1 2 1 2 1 2 1 1 1 1 1 4 1 1 1 2 2 4 1 1 1 1 1

D&G 5 4 5 5 4 5 5 4 3 4 3 4 4 3 2 3 5 5 4 5 5 2 5 3 3 4 3 5 2 2 4 4 4 5 5 5 5 5 5 1 3 3 4 4 5 5 1 5

LaPerla 2 3 1 4 4 1 1 3 4 5 4 5 4 3 2 x 3 3 3 2 3 3 3 1 1 2 3 1 4 3 2 2 4 3 3 2 4 1 4 2 3 3 4 4 1 4 1 3

Bennetton 3 3 3 5 3 4 2 3 2 2 2 1 2 1 2 1 1 3 3 2 3 2 2 1 3 3 3 3 3 1 2 1 3 2 2 4 2 2 1 2 2 2 2 1 1 3 3 2

DKNY 4 2 5 5 3 5 3 3 3 3 3 4 3 3 2 2 4 3 3 3 3 3 3 4 4 3 3 4 2 3 4 3 4 3 3 4 4 2 4 2 3 2 3 4 4 4 3 3

Diesel 2 2 3 5 3 5 4 3 3 2 5 4 3 1 3 3 3 2 3 1 3 2 1 1 1 2 3 2 2 1 3 2 2 3 2 3 3 1 3 2 2 2 3 1 2 4 3 2

Guess 2 1 3 4 4 5 5 3 2 3 3 4 4 1 3 x 5 2 3 1 4 3 2 3 2 2 2 1 3 1 3 1 1 4 4 2 4 1 3 1 2 1 4 1 4 3 3 1

Kenzo 3 4 3 5 5 5 1 2 4 4 1 4 4 4 2 3 3 3 4 3 5 4 4 4 4 3 4 2 3 2 3 3 2 5 3 4 4 4 1 5 3 3 5 3 5 5 4 3

Levis 2 2 3 5 3 4 4 2 2 4 4 2 3 2 3 3 3 2 3 1 2 2 1 2 2 1 3 2 2 2 3 3 2 2 3 3 3 2 1 2 2 3 2 1 2 4 2 2

Miu Miu 3 3 1 1 1 5 2 4 3 4 3 4 5 5 3 x 2 3 3 3 5 4 4 4 5 4 5 5 4 3 4 4 3 5 5 5 5 5 5 5 4 5 4 4 5 4 3 x
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Group 1: ‘Traditional luxury’ fashion brands   

 

 

 

 

Group 2: ‘Swedish’ brands 
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Group 3: ‘New-luxury’ brands:  

 

 

 

 

 

All brands: 
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9.6 Appendix 6:  

List of Swedish fashion brands  

 

 

 

 

 

 

Fifth Avenue Shoe Repair Nygards Anna

Filippa K Denim Demon

Acne Minimarket

Cheap Monday Björn Borg

Whyred Odd Molly

H & M Dem Collective

Camilla Norrback Dr Denim

WESC 

(WeAretheSuperlativeCon

spiracy)

Odeur

Rodebjer J. Lindeberg

Nakkna Lindex

Local Firm Julian Red

Burfitt Hope

House of Dagmar Tiger of Sweden

Panos Emporio Ulrika Sandstrom

Helena Quist Velour

Carin Wester Ewa I Walla

Sandra Backlund Ann Sofie Back

Provrummet Diana Orving

Brands
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9.7 Appendix 7 
Nygards Anna     Tiger of Sweden 

 

 

 

 

Rodebjer     Diana Orving (multi brand store) 
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9.8 Appendix 8 

Contact details: 

Magazine X:  
Fashion Tale Magazine 
Hanna Hedman (Fashion Director) 
hanna@fashiontalemagazine.com 

 

Magazine Y: 
Yourlife, Bonnier Tidskrifter. 
Hanna Wensheim (Fashion Assistant)  
hanna.wensheim@yourlife/ -736 59 60 
 

Brand 1: 
Dr. Denim Jeans  
Alexander Graah (CEO) 
alexander@drdenimjeans.com 
 
Brand 2: 
Odd Molly(PR Manager) 
Jenny Annerhult 
jenny@oddmolly.com 
 
Brand 3/Company Y: 
Facade Art Direction & Design AB / Odeur (CEO/Creative Director/Designer/Art 
Director) 
Petter Hollström 
petter@odeur.se 
 
Company X:  
Dem Collective AB(CEO-Co-founder) 
Annika Axelsson 
annika@demcollective.com 
 
 

Focus-group participants: 
 
Group 1: Maria Mogyoro, Philip Lundell, Diego Gonzales, Oskar Svensson, Tim 
Kruisman, Mathijs de Groot, Clinton McAdams, Tan Zhu, Denniz Kicilza 
 
Group 2: Andreas Sichwardt, Caroline Schütze, Chanat Preechawipat, Ho Van 
Long, Rasha N. Al-Humadi, Samira Atashi, Neda Fattahi, Houman Memarvar 
 
Group 3: Hoda Irani, Cloe De Monchenault, Mahmood Jalili, Milad Ehyaee, 
Shahroz Sabet 
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9.9 Appendix / Theory Summary 
 
Theoretical summary of branding strategies 

 
Non Luxury Brand New Luxury Brand Traditional Luxury Brand 

Branding:    is defined by the 

market context, the main 

competitors & 

expectations of the target 

group

  create prestigious 

environment around the 

brand 

   A premium image & control 

crucial     

   in the middle -range 

fashion sector an 

anonymous design team 

is employed that is under 

the control and 

   targets broader 

market & pricing closer to 

mass-range brands

  creation of many intangible 

brand associations & aspirational 

image

  perceived as rather 

'luxurious'

  guarantee an extraordinary 

experience for the customer

  limited price premiums 

shall ensure that the 

middle class consumer 

has only an occasional 

access to the brand

  premium pricing strategy

  Competition must be defined 

broadly

  strict legal protection against 

counterfeit goods

  brand must be legible

  have balanced product portfolio  

  aesthetic matters are handed 

over to a skilled designer  & the 

CEO has little power in the creative 

function

   offer excellent service, use new 

technology

Brand Concept:   ‘Birth’ of brand ,                               

must be  persuasive & 

appealing to everyone

Brand Equity:   based on consumer 

psychological indicators, 

value associated with a 

brand, is built over time 

through different media

  differentiation, energy, 

relevance, esteem, knowledge

Brand Prominence:   visible markings to make the 

brand recognizable, loud vs. quiet  

brands

  subtle cues must be created to 

recognize the product

Brand Life Cycle:   launch-growth-

maturity-decline-re-

launch-disappearance

  there is nor real 'birth'

  has to constantly reinvent itself

  even if considered dead, they 

can rise again

Brand Positioning:   includes attributes 

such as;  ‘unique selling 

points’ &  ‘unique and 

convincing competitive 

  embody uniqueness, no 

comparison with competition

  embody  create authencity  & a 

psychological connection btw. 

Brand and consumer 

Brand Identity:   be differentiated & 

non-trivial

   is uniqueness, timelessness 

and authencity, biggest fear of 

being copied

Brand Awareness:   ‘Spontaneous 

awareness’,     ‘top of 

mind’ & ‘aided 

awareness’

   is difficult for luxury brands, 

word of mouth-good tool to create 

brand awareness, strive for high 

familiarity with the consumer

  Created through 

advertising

 



 

77 

Non Luxury Brand New Luxury Brand Traditional Luxury Brand Luxury Fashion
Advertising:   Relies heavily on 

celebrities

  advertisements in 

glamorous magazines, 

holding fashion shows and 

signing well known 

designers

  brands must be advertised to 

everybody, not only target group

  word of mouth 

effective and saving 

costs

  creating over & over a dream   trend to advertise 

in avant-garde 

magazines

  design initiatives must be 

communicated worldwide

  ‘press relations’ in 

fashion, are mainly 

responsible for 

setting up & 

maintaining the 

company’s rapport 

with the fashion 

journalists 

  fashion shows, special events, 

PR- (secure good educational 

coverage in magazines)

  trend, use fashion 

editors to chose 

which items will be in 

fashion

  rather do not advertise with 

celebrities

  product placement 

& direct marketing 

(keep track of 

customer data)

  do not include images of their 

clients

Retailing:   prestigious stores or 

divisions in department 

stores

   necessity to  position their 

stores in exclusive and high-end 

status cities & and at best location 

in those cities

  no. 1 priority & 

location extremely 

important

  stores have to use 

architecture and the 

atmosphere to 

provide an 

extraordinary 

shopping experience 

for the wealthy 

customer

  stores usually fully 

owned & operations 

tightly controlled 

  stores prize zones 

are decided by brand 

managers & usually 

do not differ from 

location to location

Brand Loyalty:   Loyal customers 

purchase more often & in 

higher quantities, are less 

price sensitive 

  helps brands to save money   consumers in this 

industry show an 

noticeably high level 

of loyalty and 

emotional 

attachment

Brand Value:   ‘Mythical value’, ‘Exchange value’   stresses the brand as an asset to 

the company

  a high proportion 

of the business value 

of luxury brand comes 

from the brand value

  ‘Emotional value’, ‘Ethical value’

  ‘Identity value’
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9. 10 Appendix/ Transcripts of Interviews  

Phone Interview with “Annika Axelsson” (Co-founder of Dem Collective) 

Part I., 8th June 2011, 14:00 o’clock, Växjö.  

Interviewer: What is the core name of your brand? Is there any other brand next 

to Demcollective or is Demcollective like the core brand? 

Interviewee: Ahh..yeah..We have a core brand, its DEM 

Interviewer: Just DEM, ok. What defines the strategy of this core brand and 

there are options. Is it the market context, this includes for example the 

competition, the price, the pricing strategies of the market and demand, 

production costs, or is it just the competition? Or is it the target group, which 

defines what you do for your brand what kind of marketing strategies you use? 

Or something else? 

Interviewee: I don’t understand the question, can you …and you have to speak up 

because, I hear mainly clicks.  

Interviewer: Ok, what defines the branding strategy of this brand?  

Interviewee: I don’t understand, I hear what you say but I don’t understand the 

question. What do you know about us?  

Interviewer: Not much. 

Interviewee:  Do you know anything about our company?  

Interviewer: Not much. That’s why we are asking. 

Interviewee: The thing is that we entered the textile industry and the main reason 

or the only reason rather was not the fact of clothes but because of the terrible 

situation in the textile industry. I have been working with fair trade movement and 

organic issues, ecological issues for over 20 years and I have been very upset, 

because when I was in my garment factory in Asia when I was 13 years old, it was 

in the beginning of the 80s, and that made me to work very much regarding fair 

situation, better working conditions in the textile industry.. And I have been 

working... I am not a designer.., am not a textile person, I am not interested really in 

clothes or fashion or design...Why I am , why I started this company was to show 

and prove to the market , producers, customers that you can make clothes , decent 

looking clothes,. This is the core value of our company, we are not following trends , 

we are making items , T-shirts, Jeans , Jackets  whatever, and the only thing that 

leads us is that everything single piece , from button to fabrics , whatever have you , 

has to be made in a fair and organic way ..That is our core value...so can you please 

ask the question again because...I don’t understand the question really, related to 

our company  

Interviewer: But every company has a brand and they have to market the brand 

in a certain way and the branding … 
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Interviewee: Oh, our marketing is this story …we are not marketing...We are never 

made any advertisements, we have never... We do not even have a budget for that. 

Our marketing is our story that is why so many are writing about us, television is 

making documentaries, and it is our basic story, how we founded the company and 

why. And that is not an invented story whatsoever it is how we did it and why we 

did it. 

Interviewer: But do , for example, the external conditions, somehow  influence 

how you  proceed with your brand, for example, if you say the target group , 

which you target, if their taste  has changed,  do you somehow adapt to them  and 

how much do you adapt to them?  Or does the competition… 

Interviewee: Oh we, we are making T-shirts for companies and organizations, I 

can’t just focus on the market, because that is what is causing me most of the 

problems, you know, I see that the world is falling apart,  due to quicker and 

quicker … because we are following the market, that is what is killing  the 

environment  and that is also why  the situation is terrible  in the garment industry, 

there is no long term planning, that is , I mean, I know that there is some brands 

that, have…they see it as a value doing quick… you know… three weeks from where 

the designer has decided what they want to do…what they want to publish in the 

stores and that is a terrible situation, but they are claiming they are just following 

what the market wants, I don’t believe that the market and the target group, there 

is no particular these are the customers, we are all living in the same world and we 

have to adapt to environmental issues in the bigger fashion. 

Interviewer: So if I conclude what you just said, is just, you follow your own 

vision and mission and the external influences, like pricing strategies of your 

competitors and the tastes of … 

Interviewee: Wait, we don’t have any competitors, there is no competitors. 

Interviewer: So you see other fashion brands, in general….. 

Interviewee: But we are not in the fashion...and even if there  is someone who is 

making T-shirts in a organic and fair trade way , but it is not competitors, because 

we started this company , because we want everyone to do the same as us , so 

everyone who is making 100% organic and 100% fair, they are just helping us to 

survive, and that is the biggest profit, I mean that is why we started the company, 

we have to have a world we can live on  and the clothing industry is one part, that 

is actually killing it, and killing it quickly. 5% of all the chemicals in the textiles 

come from the cotton industry; we can’t go on doing that.  

Interviewer: The second question would be why did you choose this specific 

name, DEM, for you core brand? What is the story behind it? 

Interviewee: The story behind it is, ehm.., DEM stands for “Don’t Eat Macaroni”. 

Our slogan is macaroni and cheese  and that was a political slogan that was born in 

Jamaica in the 70s  which was anti imperialistic  movement  against the fast food 
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industry  that was slowly killing  the Jamaican island food within the Reggae 

culture, you know,  it is organic, low fat and locally produced, and macaroni and 

cheese on tins, which is plastic, sugar and fat, was fried very very, the big American 

companies that launched it for the very cheap price, it’s like with the hamburgers, 

the whole fast food industry, its quest cheap but it has very very high price. It’s 

causing health issues and the environmental resources it takes to make it and you 

get hungry again after only five minutes. Same thing goes with the soft clothing 

industry; all the cheap clothes that are made have a huge price in count for the 

environmental issues and also the abuse of people in the textile industry, that’s a 

very bad aftertaste. 

Interviewer: And the T-shirts, that you produce, what kind of group of people is 

supposed to be targeted with it, is it like rather the mass market, or is it rather 

people who have more money to spent, wealthy people or is it anyone who can 

afford it?  

Interviewee: Anyone, and we have to learn that our items are very, very, very 

cheap, if you look upon the benefit, if you need to have a t-shirt at all, you have to 

buy a DEM t-shirt  or you have to buy t-shirts that have made the smallest impact 

on environmental social sites, our items are found in of course political parties, 

organizations, but there are still thirsts that you can buy for one dollar, two dollars, 

what you have, extremely cheap, of course it is people who  have taken a stand for 

buying good item. 

Interviewer: Then we can continue with the next question. If you say, how 

important is creativity, the designs of your T-shirts, do you think it’s essential, 

very important or less important?  

Interviewee: I think it is extremely important. It is that there has been organic or 

fair trade produced items  for at last 30 years  and of course before the textiles 

were even invented , so often they are made out of solidarity but often so ugly , so 

the items you can find in the fair trade shops or world shops, they always have 

block printed giraffes  or they have no design or something, so the items also look 

good and not typical organic beige , brown, it has to be a high user friendly  pieces 

otherwise , people do not want to use it . The design also has to be there.  

Interviewer: Would you say the T-shirts are rather unique in their style or are 

they more comparable to other items …? 

Interviewee: We have many different  styles of T-shirts, we have the basic and we 

have different ones, they are called the favorite ones , they are very popular 

especially with the pop groups, and maybe the younger crowd,  the neckline is  

wider for instance then the normal organizational T-shirts for instance.  

Interviewer: And do you have some pieces which are very limited in their 

edition?  Which only selected people can buy, like ten items, do you have such 

collections? 
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Interviewee: We are also producing for other brands. We are also producers for  

Granit, for example, of course not T-shirts, what we did , we also want to show, 

because the whole wear in fair culture  has also made up … the clothes in general 

have lost its value .. I mean just behind the ordinary item , there is twenty people, , 

someone has grown the cotton, someone has picked it , there is a huge effort behind 

such  items,  and made our jeans..We made a special edition. We only made 1000 

pairs; they are hand numbered also to show that every piece, everything that you 

find in each particular shop all around the world is unique in itself. We should 

rather, because clothes have lost its value. 

Interviewer: That is true and how often do you bring this limited, this jeans as 

you just mentioned, how often per year is it launched, is it one per year, or every 

season  or every few years ? 

Interviewee: So far we haven’t done it much, cuz we don’t want to. The T-shirts we 

are making are always around cuz there is a market but we are not planning to … 

we are not a clothes company that are needs to have two times a year a new 

collection. We are making things when we see that there is a demand  for it, who is 

the buyer, because  even if you  have 100% organic  material and even if there have 

been decent salary, people have been treated fair  in the production, if no one uses 

it and if it’s still in the store  and hanging in the shop  and no one buys it  that piece 

is lost because  of environmental resources have been used, so we are only 

producing  clothes  when we know  who is going to buy . 

Interviewer: And how often do you say approximately do you know it for sure, 

or in your case how often do you say did it happen the last years that you 

produced, was it like every season or every second season?   

Interviewee: No, maybe once a year , sometimes when we have the DEM wear 

fashion brand, when we went into the fashion industry, then we made two 

collections, there was a huge demand, I mean, .. I don’t have a standard answer for 

that. We make it, when we have time and resources to create, produce and sell it.  

Interviewer: Ok, ok this is good answered and do you employ one head designer 

who makes all the decisions? 

Interviewee: No we work with various designers, that is where the collective 

comes in, we have been working with so many.., I mean when we are making one of 

our past collection we were working with the designer Camilla Jernmark, she had 

been in London, working with Vivienne Westwood and she wanted to make … she 

came up to our door and said; “hey I have an idea..shall we make this?” and we 

looked at her collection  and we said yeah that would be great  and so we worked 

with her our jeans, we made, because we finally  used denim in a 100% organic 

fashion and then I had a student at Boras Textilhögskolan, that would design the 

jeans. When we wanted to make our suits, we made the Black collection, which was 

more a business collection, and then we were working with, with a female designer 

because she was great in designing businesslike items.  
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Interviewer: How much control do the designers have like in the daily process  

or decisions  around the brands are they only involved in the creative  part in 

designing or can they also decide, as you said, in which company, they gonna be 

sold, to which prices, which materials  gonna be used? 

Interviewee: Ah, that varies very much from collaboration to collaboration, how 

much they want to be involved in it. But we have our materials and we have our 

contracts where we make the prints or where we buy the cotton  that are 100% 

hard labour free , they are limited, because the fabrics come first, materials come 

first if like for instance, we started off and we were making a hood, the designer 

who made the hood had put a  zip in the hood and we couldn’t find a zip that had a 

100% guarantee to be environmental and organic so we told the designer that, you 

have to make a hood without zips, so the core value, material to a 100% comes 

first, if we can’t make it a 100%  fair we are  not making it . 

Interviewer: And the other way round, the brand manager, I don’t know how it 

is divided in your company, if you have a brand manager or a CEO, in that case 

how much , is the CEO/brand manager involved in the creative process, the other 

way around, how much  can he change the designs? 

Interviewee: Oh, it’s me. I said the core values come a 100% first, if we can’t make 

it organic 100% we are not making it. 

Interviewer: And given the case you can make it 100% organic, are you still a lot 

involved in the  creative part saying; “ I don’t like  this color” for example? 

Interviewee: No, I prefer not to.  

Interviewer: And for what reasons? 

Interviewee: Because I am not interested in clothes.  

Interviewer: How many brands do you have within Demcollective represented?  

Interviewee: We have one. 

Interviewer: Just one, just DEM? 

Interviewee: Yeah. And we are producing for others, like Granit, do you know the 

company?  

Interviewer: No… 

Interviewee: Granit mainly sells Office items; they have maybe 25 shops in 

Sweden. We made shirts and baby slings for them and then it is Granit by DEM. We 

are producing underwear for a company and than its brand X by DEM. DEM is the 

production. When we are producing our own thing, when we are selling ourselves 

then it is Demcollective.  

Interviewer: Ok. I understand.  Do you legally also protect your brand?  
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Interviewee: In America we have trademarks though. I am not selling there it is 

just in case of.  

Interviewer: How important is the service in your company, around 

Demcollective?  Do you offer special services? Do you think it’s highly important 

that you are always there f your customers? How would you describe the service, 

if you offer extra service?  

Interviewee: In don’t understand the question? I mean, we are following the law. 

If there is a customer who wants to change an item, then of course we offer it 

directly.  

Interviewer: The question was rather if you have some specialty, some stores 

for example offer to bring the clothes to the customers, things like this, this are 

examples for special services. In your company you rather follow the standard 

services you say?  Or is this question still unclear? 

Interviewee: No, I don’t understand the question. I do offer help with printing, like 

for the Göteborg University, which is one of our customers, but I put a price tag on 

it. I am not doing it for free. For free is nothing. There is always someone who has to 

pay in the end. 

Interviewer: Of course. This is understandable. Our question was just if there is 

something special you offer but its rather the usual, just delivering and order. 

Next question, how important is it that the logo is represented of your brand 

DEM? Should it be included in all, the items or rather highly visible or just in the 

name tag?  

Interviewee: Not at all. Sometimes, I mean, we have a T-shirt print on one of our 

most popular that says in 12 cm high letters this is a DEM t- shirt.  But its not 

important that the logo is there.  In our washing labels where we are producing for 

others, we have as a standard this is a Demcollective production and that is a 

guarantee, because we’ve got so many prices, so many acknowledgements, cuz we 

have the cleanest production. It’s the same when we are making towels, they come 

from us  and the people say, there is less value on it  and now we think “do we need 

to put DEM on our towels”?, but still we have not . 

Rest of the interview was postponed due to a bad internet connection.   

Part II  

Personal Interview with Annika Axelsson part II. at Musikhuset, Växjö,/ 13.June 

,2011/ 15:15 o’clock (interview notes) 

1. Annika describing the Swedish fashion industry: 

 The fashion is conform 

 The Swedish culture does not allow to stand out with a different 

look 
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 The Swedish market is a small market, compared to traditional 

fashion capitals like France and Italy  

 Swedish industry is in progress  

 Many fashion designers from Sweden are famous but move to 

work for other brands 

 Annika, gives lectures at Boras and says that 5 years ago young 

designers wanted to work for e.g. GinaTricot, nowadays they want 

to have their own brands 

 Its difficult in Sweden to have an own business because of high 

taxes, bureaucracy, no real government support, although they 

tried recently to promote having to open a business.  

 In general we like to be employed instead of starting a business 

 The Swedish textile industry that was located mainly around Boras 

in the 70s moved away from Sweden, first to European countries 

that were cheaper like Spain/Portugal, Italy then to Eastern 

Europe and later to Asian countries like SriLanka, Vietnam. One 

day these countries will also rise with their labor costs, like it is the 

case in China now, and production will move back to Sweden. “In 

10 years from now, I promise, production will be back in Sweden”, 

because companies won’t be able to produce anywhere cheap.  

 Swedish fashion has its position internationally.  

 There is not such a thing as “fashion”.  We do not follow trends. 

 Trends are nowadays created by people like Victoria Beckham 

Designers look at what stars are wearing, and people want to buy 

it.  

 I am not a fashion person; I am not interested in trends. We are 

making clothes when we see a demand for them. We were the first 

ones to produce completely organic jeans, because there was 

demand for it. The market needed a pair of jeans, so we produced 

it 

 The prices for our products are not expensive, and I believe that 

every brand can produce the same way we do 

 If other brands do not change the way they produce, they are not 

going to survive  

2. Question: Is fashion in your opinion ahead or behind of fashion 

trends compared to other European countries?  

Annika: It used to be 2 years behind, all eyes were on Paris and London, 

now that the fashion scene is so fast moving, and trends are pretty much 

equal. Vintage is now a rising trend, because people want to show more 

personality, in Sweden this trend is yet not so strong. 

3. Question: Which criteria play an important role when choosing a 

store, where to sell your brand? 

Annika:  

 Our clothes can be sold by whoever wants to sell them. 
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 There are no strict criteria, what is rather important is that the 

clothes are not sold next to clothes which look too much like 

“ecological” clothes. Demcollective should always maintain their 

fashionable image.  

 It is great when these stores target younger customers because 

they change their clothes more often.  

4. Question: What distinguishes your clothes from competitors when 

the logo is not on the garments?  Annika:  

 Not the design, but the clothes have a story printed inside. But not 

all clothes, that is decided spontaneously. 

5. Since the company and therefore the production are all in the hand s of 

the founders, they decide when, how and for whom they produce.  

6. Advertising:  

 Reputation for the brand/ awareness was initially created by word 

of mouth, starting with the reputation of Annika in the textile 

producing industry, furthermore they had also a fashion show to 

introduce the brand and an agent who got into contact with 

magazines. But the company does not actively invest any money in 

advertising 

 Magazines are calling them, movies and documentations are made 

about them, because they are the only company that produces 

everything organically 

 We were mentioned in a book, mentioned in the front page of some 

course literature at university 

 Our way of producing is ‘slow fashion’ 

7. Competition: Annika does not see anyone as competition. Her goal is that 

everyone starts to produce clothes the same way they do it.  

8. Brand life cycles: They only produce clothes when there is demand for 

them and always the same type, so there is not classic life cycle. We are 

producing basic clothes and we stick to it.  

 

Online structured interview with Petter Hollström, (CEO/ 

creative director at Odeur)/ answers received 5th June, 

2011 via e-mail  

1. You answered that the market context defines the strategy of your brand. 

Could you elaborate more on that? What aspects of the market do influence 

the strategy in particular and in which way? I am not sure what you mean by 

the market context, however, I believe most fashion brands are driven by the 

surroundings. As it is on the local Swedish market, we want to bring something to 

Sweden that we don’t think exists. Of course, in some other markets where similar 

brands exist, we need to find our unique selling points. 

2. Some people buy clothes especially for the brand logo on it. Where do you 

see the advantage of having a non-visual logo that is washed into the 

garments compared to a traditional typed logo? This is actually what we are 
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trying to avoid - people buying the garment so that they can show someone else 

what they are wearing. Our customers are buying Odeur because they like the 

brand for themselves. They like the cuts and the materials. It is not of a high 

importance for them to “show off” the brand they are wearing. 

3. What kind of life style /attitude do you think your customers project when 

wearing your clothes?  A relaxed attitude, self-confident and not bragging. They 

are familiar the idea that we all are different in a good way. 

4. You answered in the questionnaire that the message you want to send to 

your clients is a feeling, a state of mind. How do you do that in practice? 

How can the customer realize that? I think that the answer to this lies in the 

two previous answers. Also, for each collection we are building a new “story”, a 

story that incorporates different states of mind and feelings. We believe that the 

imagery is crucial to tell our stories. Fabrics, colors and scent are of course always 

important as well. 

5.  You say creativity & unique design are essential? Does it mean your 
brand does not follow current fashion trends? I think we would be mad 
to say that we wouldn't be affected by our surroundings in any way. So of 
course we do to a certain point. But we are always building our own stories, 
which make us put our designs on the spot. We always challenge ourselves 
to achieve more unexpected solutions in the garments. These stories that we 
make up and draw our inspiration from are “the trend” for us. This can be 
hard sometimes as fabric producers for example often are pushing certain 
trends, and if we are looking for other colors and patterns, our work get 
more complicated. So it would be easier just to follow the trends. But that is 
not how we work. 

6.  You stated that the designers and brand managers are highly 
involved in the creative part of the brand.  Are those one and the 
same persons or two different groups? Do not conflicts arise? Well, 
you could say that I am brand manager and designer and I am designing 
with my colleague so our collaboration is close. Our work is a process, so of 
course minor conflicts arises from time to time, but it is not often, and we 
usually grow stronger in our ambitions from these minor disagreements. 

7. Have you thought about brand extension to a premium-class market 
or offering accessories in the future? Yes, we have. We have had some 
thoughts about presenting a small capsule collection each season at a 
higher price. It is however nothing that is on its way at the moment. 

8. How do you communicate “the unisex and forward thinking 
“message to your customers” in practice? We always use both men and 
women to present the collection in our look books. In all campaign images 
and so on we also use both men and women. We believe that this is what 
makes it a true unisex brand. 

9. Referring to the magazines you advertise in, you mentioned ‘nice 
offer’, does that refer to a good price and therefore you advertise in 
them? To place an ad, we always first make sure that it is a good magazine 
- that is the priority. Then we have to make sure that our budget can cover 
the cost of the ads. At the moment, we are not working with a huge ad 
budget, which makes us accept generous and appealing ad offers. 



 

87 

10.  Based on which criteria did you choose the stores in which you sell 
your brand? It is really mostly about context. What city is it? How many 
stores can bring out our brand in the way we would want to in that certain 
city? Will they be able to present different parts of the collection as t-shirts, 
pants, blazers and jackets, as it is important for us that the customer gets 
the idea of the Odeur silhouette? Are they reliable payers? Can they help 
promote Odeur in the city/country? And so on... 

 

9.11 Appendix/ Transcripts Questionnaire results 

Design 1:  

Question1:  Name 5 Swedish brands that you would perceive as extremely 

expensive.  

Respondent “X”: Lars Wallin, Pär Engsheden, Martin Bergström, Lovisa Burfitt, 

Fifth Avenue Shoe Repair 

Respondent “Y”: Pär Engsheden (couture), Lars Wallin (couture), J Dauphin, 

Acne, Dagmar  

 

Question 2: If you had to buy one of the brands you would buy it because…? 

Respondent “X”: no answer 

Respondent “Y”: you want to distinguish yourself from a non-wealthy group 

 

Question 3: Which of these 5 brands do you think is worn most in Sweden? 

(start with the highest frequency) 

Respondent “X”: Fifth Avenue Shoe Repair, Lovisa Burfitt, Lars Wallin, Pär 

Engsheden, Martin Bergström  

Respondent “Y”: Acne, Dagmar, JDauphin, Lars Wallin, Pär Engsheden 

 

Question 4: If you would reward yourself by purchasing a Swedish fashion 

brand, which brand would you buy and why?   

Respondent “X”: I would not buy something just because of a brand, I would buy 

it if I liked it.  

Respondent “Y”: Acne, because I like their clothes the most. 

 

Question 5: Which of the 5 brands you named does offer excellent service? 

Respondent “X”: Probably all of them. 

Respondent “Y”: Probably Lars Wallin and Pär Engsheden because they work 

with couture and the dresses are custom-made.  

 

Question 6: Please state what defines excellent service according to your 

perception? 

Respondent “X”: Nice people in the store, who helps you. But do not sell so hard, 

that you feel bad if you do not buy something. 

Respondent “Y”: That you tell the truth, don’t tell someone they look great in 

something when they don’t. Listen to the customer. 
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Question 7: Which Swedish brand would you consider as luxurious as Prada or 

Chanel? 

Respondent “X”: It’s hard. 

Respondent “Y”: I don’t think any brand is near as luxurious as Prada or Chanel 

but maybe Lars Wallin and Pär Engsheden when it comes to couture and 

JDauphin for accessories.  

 

Question 8: Which Swedish brand would you consider as luxurious as Ralph 

Lauren or Calvin Klein?  

Respondent “X”: GANT 

Respondent “Y”: Acne, Hope 

 

Question 9: Which Swedish brand would you consider as luxurious as Zara or 

Mango?  

Respondent “X”: H&M 

Respondent “Y”: H&M, COS (if that is considered Swedish)  

 

Question 10: How did you hear about these 5 brands? Chose for each brand the 

options; word-of-mouth, TV&Radio, Newspapers&Magazines, Internet, Outdoor 

ads, Events, etc. 

Respondent “X”: Lars Wallin: Newspapers & Magazines, Pär Engsheden: 

Newspapers& Magazines, Martin Berström: Newspapers& Magazines, Lovis 

Burfitt: Newspapers& Magazines, Fifth Avenue Shoe repair: Newspapers& 

Magazines 

Respondent “Y”: PÃr Engsheden: Newspaper & magazines, Lars Wallin, J 

Dauphin, Acne, And Dagmar 

 

Design 2:  

Question 1: What defines the strategy of this brand?  

A) Market context 

B) Competition 

C) The target group 

D) other 

Brand 1: the market context, the target group 

Brand 2: other 

Brand 3: the market context 

 

Question 2: Why was this specific brand name chosen?  

Brand 1: It suited our approach to denim, and was a bit different from others. 

Brand 2: a story behind the name ***** 

Brand 3: This is a brand without a traditional word-based logotype, but with a 

non-visual logotype in the scent that is washed into the garments. That is why it 

is named **** 
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Question3: Who is your target group?  

A) Extremely wealthy 

B) Wealthy 

C) Middle- class 

D) Lower class 

E) Other  

Brand 1: Middle class 

Brand 2: Wealthy 

Brand 3: Middle class  

 

Question 4: How would you describe your core brand in three words? 

Brand 1: Knowledge, Quality, and Love (for the product) 

Brand 2: love, courage and integrity 

Brand 3: Contrast, Scent, Silhouette  

 

Question 5: What message do you want to send to your clients with your brand? 

Brand 1: That we are highly knowledgeable about our product and treat denim 

as the ultimate science 

Brand 2: You´re perfect because you´re not 

Brand 3: It is more about sending a feeling, a state of mind 

 

Question 6: How important is creativity for your design/ for your brand?  

A) Essential 

B) Very important  

C) Important 

D) Less Important 

E) Other 

Brand 1: Important 

Brand 2: Essential 

Brand 3: Essential  

 

Question 7: How important is unique and distinctive design for your brand? 

A) Essential 

B) Very important  

C) Important 

D) Less Important 

E) Other 

Brand 1: Important 

Brand 2: Essential 

Brand 3: Essential  

 

Question 8: Do you employ one designer or a design team? 

Brand 1: Design team 

Brand 2: 1 Designer 

Brand 3: Design Team  
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Question 9: How much control does your designer/design team have over brand 

related issues? 

A) Full control 

B) Limited control 

C) No Control 

D) Other  

Brand 1: Limited control 

Brand 2: Full control 

Brand 3: Full control 

 

Question 10: How much is the brand manager/CEO involved in the creative part 

of the brand? 

A) Highly involved 

B) Partially involved 

C) Not involved 

D) Other 

     Brand 1: Highly involved  

     Brand 2: Highly involved 

     Brand 3: Highly involved 

 

Question 11: How would you describe the pricing strategy of your brand? 

Brand 1: Low-price premium 

Brand 2: within reach 

Brand 3: High middle-range 

 

Question12: How many brands are included in your brand portfolio? 

Brand 1: 1 

Brand 2: 4 

Brand 3: 1 

 

Question 13: How many items per collection do you offer?  

Brand 1: 400 

Brand 2: 150 

Brand 3: 50-60  

 

Question 14: Do you legally protect your brand?  

Brand 1: yes 

Brand 2: yes 

Brand 3: yes 

 

Question 15: How important is service around your brand? 

A) Essential 

B) Very important  

C) Important 

D) Less Important 
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E) Other 

Brand 1: Very important  

Brand 2: Very important  

Brand 3: Essential 

 

Question 16: What does your service offer include? 

Brand 1: Competitive stock-service for repeat-orders. Smooth customer service 

Brand 2: N/A  

Brand 3: Distribution to our stores. Reclamation handling etc. 

 

Question 17: If you are involved in the creation of brand equity, how would you 

describe your strategy?  

Brand 1: Evolutionary 

Brand 2: No 

Brand 3: It is about creating something unique. We are working on a long-term 

with the brand. Endurance and unisex fashion forward thinking. 

 

Question 18: Is it important to present your brand logo on every brand item and 

why? 

Brand 1: yes, because it is important to remind people of what they have 

purchased. However, that does not mean that the logo must be visible outwards. 

We often use very discrete labeling. 

Brand 2: No 

Brand 3: yes, because of recognition 

 

Question19: How could consumers distinguish your brand from competitors if 

the logo was not present on the products?  

Brand 1: Some would recognize the product. Others wouldn’t be able to spot the 

differences and know that they are ours. 

Brand 2: unique design 

Brand 3: The scent that is washed into the garments is the most important. Then 

of course the cutting and the details of the garments. 

 

Question 20: Does your brand follow the classic life cycle phases; birth-growth-

maturity-decline-re-launch? 

Brand 1: Yes 

Brand 2: Yes 

Brand 3: No 

 

Question 21: Which of these phases is most important and why?  

Brand 1: Growth. I should add that we don't actually know the answer to 

question 21 with any certainty. We're currently growing but have no idea of 

what the future holds. We do, however, believe that growth is the most 

important stage because it tends to be connected with creativity, ambition and a 

positive and dynamic outlook. 
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Brand 2: Maturity, how to move on. 

Brand 3: As the brand is about five years old, it is hard to say. Of course, growth 

is extremely important, but I think that all these stages are important when you 

are in it. 

 

Question 22: Is competition an influential factor for your brand strategy?  

Brand 1: Yes, because this industry is highly competitive with no long-term 

commitments by any parties in any situation 

Brand 2: Yes 

Brand 3: Yes, because this means you need to define your brand both for 

yourself and for your clients. 

 

Question 23: How do you create brand awareness?  

Brand 1: By developing brand-material for our website, stores and press. By 

using PR-agents who push the brand in the media. By selling through recognized 

higher-end stores. 

Brand 2: Through different activities such as Internet, advertising, PR 

Brand 3: By the distribution mostly. Visibility in nice stores spreads the word 

about the brand. If a brand can show endurance for awhile with this strategy, you 

have a great ground to build on. It is important to keep the brand interesting and 

not "storytell" too much. But it is a balance. 

 

Question 24: What advertising media do you use? 

A) Word of mouth 

B) Magazines/Newspapers 

C) TV/Radio 

D) Outdoor Ads 

E) Internet 

F) Other  

Brand 1: Magazines/Newspapers 

Brand 2: Magazines/Newspapers 

Brand 3: Word of mouth 

 

Question 25: Name three magazines in which you advertise and why? 

Brand 1: Café, Elle, Sportswear International. The first two because they reach a 

wide audience while being higher-end. It's a good way to get our graphic profile 

out to consumers. The latter because it's the most significant international casual 

fashion trade magazine - so it's good in terms of reaching buyers and industry 

decision-makers in general. 

Brand 2: Elle, Damernas värld 

Brand 3: Rodeo-nice offer. Stockholm SS/AW - friend is making the magazine 

and nice offer. Harold - "underground" magazine - right target audience and 

spread. Nice offer. 

 

Question 26: Do you use celebrities in your advertising campaigns? 
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Brand 1: No 

Brand 2: Yes 

Brand 3: No  

 

Question 27: Fashion journalists/ editors are…..? 

Brand 1: Important for the brand, because PR is the best form of marketing with 

a high level of credibility 

Brand 2: Important for the brand 

Brand 3: Important for the brand, because they can reach out to the buyers. 

 

Question 28: In what type of stores is your brand available?  

A) Free-standing stores 

B) Flagship stores 

C) Shop in Shop 

D) Corner in department stores 

E) Department store counter 

F) Sale in multibrand individual store  

G) Other  

Brand 1: Free standing stores, Corner in department store 

Brand 2: Free standing stores, Flag ship stores, Corner in department store, sale 

in multibrand individual store   

Brand 3: Free standing stores, sale in multibrand individual store   

 

Question 29: Name five criteria that play an important role when choosing a 

store location.  

Brand1: Brand-mix, Location, Distance to other retailers carrying the brand, 

Appearance of store, financial situation of store 

Brand 2: N/A 

Brand 3: We do not have any own store yet 

 

Question 30: Do you offer an additional possibility to purchase your product 

(e.g. online, exclusive private held events)?  

Brand 1: NO 

Brand 2: Yes 

Brand 3: No  

 

Question 31: How important is the design/atmosphere at your stores?  

A) Essential 

B) Very important  

C) Important 

D) Less Important 

E) Other 

Brand 1: Important 

Brand 2: Very important 

Brand 3: No Store yet  
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Question 32: How do you create customer loyalty?  

Brand 1: By making a product with which consumers are satisfied, so that they 

hopefully continue buying the brand. No other loyalty programs. 

Brand 2: personal relations 

Brand 3: Nice service, being available to answer e-mail etc. Greatest product 

quality. Innovative but consequent design. 

 

9.12 Appendix/ Focus-group notes  

Focus-group 1 notes: 24th May, 2011, Växjö, 15-16 o’clock 

Participant facts:  8 boys, 1 girl, btw. 20-30 years, LNU students 

                                     2 Dutch, 1 Chinese, 1 American, 1 Turkish, 4 Swedish 

 

Q: What is the most expensive brand you ever bought and why did you buy it? 
 Replay  

Q: And why did you buy it?  
 Because it that time I had a sh** load of money 
 I bought a costume from Fillipa K.  

Q: And why did you buy it? What was the difference to other brands? 
 I liked it. I bought it, because it fit like I wanted it to. I put it on, I liked it, I bought 

it. It was the feeling, just the feeling. 
Q: I am sure everyone else also bought some expensive brand? It could be H&M or 

whatever.  
 Once I bought a suit from a Turkish brand. I liked it, I liked the design. The brand is 

famous in Turkey, very popular. It’s from Ramsey.  
 And I bought Calvin Klein. In China students perceive Calvin Klein as a luxurious 

stuff. When we were young it was not, but everyone changed their mind. When 
we grew up, Louis Vuitton and Gucci, these two brands were most popular in 
China.  

Q: Was it just because of the overall opinion that you thought it was luxurious? 
 Yeah the overall opinion. And most rich people like to buy Prada, LV, Gucci or 

Versace.  
 I bought a jacket and a pair of shoes from Tiger of Sweden. Because I liked the 

design and I had money.  
 I bought a jeans jacket from a Swedish brand called Koppertrans. I think it’s 

Swedish. At that time everybody had a jeans jacket and nobody had that 
particular model.  

 I like snowboarding, that’s why I buy expensive stuff. More expensive kind of 
brands. I go for the quality and the attitude.  

 I bought Zara. I liked the design 
 An Italian brand – bought a west- because the quality was good and  provided the 

right attitude  

 Tiger of Sweden-bought a jacket and a pair of shoes, because of spare money – 

liked the design  

Q: And why did you buy it? Why this brand and not any other brand?  
 Girls buy lots of shoes. I understand if they can’t remember what expensive brand 
they bought. I only buy 5 T-shirts a year.  

Q: But you still have a reason why you buy a certain brand. There is always a 
reason why you go for the cheaper ones or …there is always a reason behind it. I 
think if you have more money you go for different brands.  
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 Yes. ( overall agreement in the group) You have the opinion that the more     
expensive the better quality. Not always, but for some brands you usually think of 
…. You pay for the reputation, the brand  
 Like Replay jeans … 

Q: Does everyone agree?  
 It depends on how old you are also. (overall agreement in the group)  Let me for 

example put that people in our age buy things that they think will hold and you 
like.  You feel comfortable, while if you take for example kids, 13- 15 years old, 
they only buy so they look cool and what most of their friends have. Same goes 
for people in high school, they would buy, whatever the group is wearing or is 
supposed to have 

 When I was younger I definitely would have bought second hand clothes in the 
Netherlands. But when I was 18- 17 would never do it. It is not good for you 
reputation at school.  

 I still care.  
 It is exactly the age ( agreement of the group) 
 The older you get the more you don’t give a sh*** ( agreement in the group) 

Q: Do you think that the older people get the more they spate themselves from 
their peer group? I still have the opinion that certain social groups still buy the 
same brands, because they want to show a belonging to the group? 

 Yeah. Yes of course. 
 Look at the snowboarders. 

Q: Yes, exactly, so it is against your theory that it has something to do with age. 
 No, but it’s part of the age what you perceive but it is also part of the belonging.  I 

mean in high school you belong to some group. So it’s the same, like, if you look at 
working groups, if you look at bank man, they look usually one way. Its always part 
of the belonging. You identify yourself with the clothing. Even if you are a musician, 
you wear clothes so you look like a musician.  

 I buy clothes so I do not look like some people. 
 Yeah, Lacoste for example. In the Netherlands shitty people are wearing it. You 

don’t want to be related to them.  
 Or Adidas, certain brands of Adidas are worn by lower social classes 
 Yeah it depends on the difference. Like Burberry, in England it’s a brand for 

hooligans and in the Netherlands its luxury. Don’t by a jacket with fur, because a 
certain foreigner group is wearing it. The street people.  

 I think its also related, that you don’t want to be associated with somebody. 
That’s why you don’t buy it. 

 Even if you like it, still you not gonna buy it.  
 And that’s the same for your age. You think you cannot have it because you are 

too old or too young (agreement in the group) 
Q: How would you in general define, what is luxury in your opinion? 

 For yourself, if you can’t really afford it.  
 Yeah you have to prepare and save money. 
 Yeah exactly, if you go to the shop and buy a t-shirt for ten Euros or 90 Euros. 
 And you should use it for special occasion.  
 Tailor-made/ Custom-made  
 Internationally renowned 
 Service is important 

Q: So you say custom-made is luxury? 
 Overall agreement  

Q: Even if it is not expensive?  
 Yeah, if you can find that 

Q: And if it was available to everyone for 10 Euros? 
 Group: No, then its not  

Q: So it must be unique? 
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 You have to have a price where you, save for two month for or so before buying  
Q: So you say luxury is always connected to price? 

 Yeah expensive usually. (overall agreement) 
 But it also has to do with self-image that you want to project to others. Stuff like 
that influences what you buy.  For example I want to look like a successful business 
man.  Then I will only buy things that I see successful business man buy. Even if I am 
not.  
 The bigger brands are aware of that. The more people wear them the less 
luxurious they are.  
 It also depends on what you have. For example big brands like Gucci or whatever. 
There are some Guccis that are made for all- Not so expensive. Then you have some 
Gucci purses that cost like 25-35.000 Euros.  A piece. I know that all these brands, 
Chanel, Hugo Boss they have cheaper stuff for general persons and then they still have 
this really exclusive ones. And that makes the difference.  

Q: How important is it for you to have a logo, like a visual sign on your clothes? 
 I hate it.  
 Group agrees on no logos  

Q: How would you say, that if you want to show a belonging to a group through a 
brand, without the logo. How do you think they recognize without the logo?  

 Because they will know. They will look at the shirt and see I bought it from that 
brand because they recognize it.  

Q: Do you think people are educated about certain brands? 
 Yeah. (Group agreement) 
 A small logo I think people go for. Sometimes I go for it.  
 It is also the details that make up what kind of brand it is 
 But it depends also on what it is. On some T-shirts you would like to have 

something on it, cuz it gives the t-shirt something. But for example a shirt you 
would prefer not to have anything maybe, you want it plain. It depends on what 
clothing you buy.  

Q: If you had plenty of money what kind of brands would you go for and why?  
 Adidas. No serious. Because the rest is ugly sh**t.  
 I would probably buy everything. I don’t mean all of it. It doesn’t really matter 

which brand it is, as long as it looks good and fits.  
 I should for sure not go for Chanel or Gucci, because I don’t like the people 
 I would not go to H&M 
 I would go for Adidas Original. They also have jackets that cost like 800 Euros.  
 I would go for Nike, cuz they have all kind of clothing. Shirts, suits etc.  

Q: But I think you can already afford it now. 
 It depends. A Nike suit still costs 500 Euros at least. To begin with.  

Q: You already answered that you would not buy a brand because you don’t like 
the people. So why would you not buy a brand like Roberto Cavalli?  

 I don’t associate with those people. 
 No. Roberto Cavalli is for Pimps, in my opinion. Yeah it’s for Pimps and hookers. No, 

that is for me the reputation the brand.  
  I would look for exclusive brands if I had all the money in the world.  So what 

maybe not everybody uses.  
 And unique  
 If you can buy whatever you want you want to have something unique 
 Cuz all the rich people will go for Chanel but not many rich people will go for the 

exclusive Adidas.  
 And the brand has to fit your personality 
 You don’t look at the brand itself but at what do you like 
 I like the brand , I like the look, I am gonna buy it 
 And service, comes to play when you have lots of money 
 The value, the price and custom-made 
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 You have your own tailor 
 If you have the money you don’t want to do the shopping by yourself  
 You get someone to tell you what looks good on you 

Q: What Swedish brands did you know before you have seen the slide show? 
 Tiger of Sweden, Björn Borg  
 Fillipa K 
 Ginatricot 
 Lindex 
 Nudie Jeans  
 H&M. The first one you think of spontaneously  
 I did not think about it because too big and international 

Q: Does the country of origin have an effect when you buy clothes? 
 Yeah. I think so (group agreement) 
 A little 
 In the Netherlands Scandinavian brands are perceived higher than for example 

Italian fashion. Because is not our style, it is more the Scandinavian or our own 
style 

 Italian fashion perceived as good  
 Yeah I think so. For example here in Sweden, the reason why Swedish brands are 

so strong is that Swedish people like to contribute to Swedish culture, so they 
keep it Swedish. They are prepared to pay more  for something that is Swedish 
even if it is not better 

Q: What do the international people think? When you buy clothes in your country? 
 I don’t care about the origin.  
 If it comes from Scandinavia, I don’t buy it. I don’t know why, but I don’t buy 
them. Because it s a bit negative. 
 Its like I said. Its part of the belonging the social perception. If you know its 
Scandinavian. The southern European countries, they think that Swedish are all long 
and blond and that these clothes are made for that.  While you see that the Italian 
clothes is more made for darker people with dark hair.  
 The people have also different styles 
 If clothes look good they look good. It doesn’t matter 
 I mainly buy Swedish brands. I like the clothes and they have a good price.  

Q: Do you think certain countries have a higher quality? 
 Yes. 
 I think some it’s about tradition of making clothes designing clothes.  

Q: If something is produced in Italy would it have a different effect on you than 
China? 

 Take for example a suit. You see a suit tailored in London,  then you perceive it as a 
higher quality the lets say in Shanghai  

 Where clothes are being tailored also has changed. They used to be tailored in 
the home country of the brand now most products come from somewhere in 
Asia.  

Q: Not for luxury brands. Luxury brands usually stand for in-house made clothes. 
 No. What they do is, they ship them to China and let them manufacture there. 

Q: For mass brands I would agree but for luxury brands, they take their value out 
of hand-made products or partially hand-made.  

 But I would say that for example if you look at Gucci, Chanel or whatever, most 
what people can buy are mass produced for everyone and I would say that 
products are produced in Asia while they still have these unique one bag or suit, 
maybe that one is handmade. But it also costs 2000 Euros. In my opinion I 
believe that most clothes that are made today are produced in Asia.  

 If you take a suit from Chanel and it would say made in China or made in Italy. 
Then you would choose the one made in Italy. At least I would do that 
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 I would prefer Italy; I prefer the country with the higher paid labor, cuz I feel 
more comfortable with it. It depends on how much they pay for the labor it 
influence my perception of quality 

 If you would ask a Latino person, if they perceive what has the higher quality. 
Something produced in Europe or in Latin America; they will all say Latin America. 
Because they are more proud.  

Q: How would you describe the Swedish fashion style?  
 I would say that the Swedish fashion is very modern very ahead of fashion  
 But not colorful. Its black, red, white and grey. More black and more grey.  
 Yeah its more plain  
 It’s not so bright 
 And white Allstar shoes 

Q: Why do people look a lot alike? Like wearing all the white Allstar shoes? 
 Here in Sweden you are not supposed to look different. (Group agrees) Part of the 

whole social community in Sweden, you are not supposed to be different in any 
kind; you are not supposed to be different in your opinion. That’s the Swedish 
thoughts.  

 You recognize people by their clothes. Like Scandinavian, Dutch, German or 
Italian. 

 Everyone wants to look unique but in the end they look the same.  
Q: Lets talk more about the Swedish style. What more did you see. Because we 
realized that there are no real luxury- brands compared to Prada or Chanel.  

 No  
Q: But why would you say is it like that? We heard from Swedish fashion students 
that Sweden does not have that rich traditional fashion culture like in France or 
Italy. 

 They were really poor. 40 years ago, they didn’t have anything 
 Yeah it has to do with that also. One thing is that it has to do with, that in Sweden 

are not so many rich people outstanding in the same matter as in other 
countries. Up to recently you were not supposed to show that you had money, 
now, for the last ten years maybe, that people that have money started to show 
off. If you target the whole population you will also sell more then you only 
target a small group of rich people. 

 I think it also has to do with the history. French, aristocrats, rich countries before. 
So they have a different history.  

Q: So what do you think about the USA which is a rather young country but still 
they have luxury brands?  

 But they are all partly from Europe 
 They became American but they all came from Europe  

Q: Yeah, but Sweden is also a European country 
 The history is still the same  
 It depends what you mean. If you look at celebrities. Most of their fashion designers 

are Swedish, the ones that dress them. Here in Sweden you have of the most 
recognized fashion weeks in Stockholm.  

 I think it has to do with the power of a country in the world. If I look at it. 
America has now new brands, but now China is getting more powerful. I think in 
the future if a brand is coming from China. People will want to look like from 
China. So before France and Italy. They were really powerful. People wanted to 
look French. But the power is shifting. In Eastern Europe, they for example want 
to have all the stuff from America. Because they were powerful and they thought 
they were rich. So they wanted to be like America. For example China now, 
wants to be like Europe, to outstand in the crowd I think. They want to be 
European brands, American brands not Japanese. Maybe later on we will want to 
have brands from China, because they will be the most powerful. 

 I also believe that the Swedish brands, they are well established in the US among 
higher social classes. Like Fillipa K. or Tiger of Sweden.  
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 They are different in the marketing approach. Gucci they go with big marketing 
campaigns for all the people but Fillipa K. for example is the same price or a little 
bit lower but they target smaller groups, more exclusive. Chanel and Gucci create 
a culture in the world. , that they are good and other brands maybe not. 
JLindeberg, I have never seen a commercial in the Netherlands.  

  I believe that the Swedish brands are fairly strong, because the celebrities in the 
US have Swedish dressers. So they know the Swedish fashion.  And the Swedish 
fashion is quit clean.  You look simple but still elegant. People see this people want 
to look like different celebrities, from Sports, movie stars etc. That’s true. 

Q: Did you consider buying brands because of celebrities?  
 Yes sure, when I was younger of course.  
 It has always been like that. It’s a know theory that people perceive someone… that 
you want to look like someone that in your opinion looks cool or socially accepted. 
That’s how every brand sells. That is also why some years ago a lot of brands had David 
Beckham  as an endorser  

Q: What kind of brands? 
 Well you had Calvin Klein, showing the underwear.  

Q: Were it like the really expensive brands? 
 They were more expensive than they are today.  
 All people. Everybody wanted to look like David Beckham.  
 I think young professional men wanted to like that.  
 But sometimes if you buy these expensive endorsers like David Beckham, 

everybody knows that if you want to have him, you have to pay him a lot.  
Sometimes it doesn’t have to do with the brand at all.  It’s just the sign of quality, 
we have money, and our product is established around the world. Like Gilette, 
“we can afford David Beckham in our commercial”.  

Q: The theory says that real luxury brands do not advertise with celebrities. In 
luxury brand commercial you do not see celebrities. Only use celebrities for 
cosmetics. 

 I think you are right. You never see Chanel advertise with celebrities. 
Q: It is because they do not want to identify themselves through celebrities but 
through their own quality brand.  

 Yes, because another celebrity would not buy it.  Because then they are the same 
as the other celebrity. I think they advertise it in a hidden way. 
 On fashion shows, on the red carpets 
 Yeah, but not on TV 
 They have to market it in a ways so it is not obvious marketing 
 They give clothes away for free to advertise them indirectly on the red carpet  

Q: Usually it is connected to exclusive events. You would not say in front of a 
regular shop I am wearing Vera Wang.  

 Some products sell a self-image 
 I think even today rich people buy clothes to show a social status 
 We are not rich but we still pay 80 € for a jeans that normally costs 10 €.  
 For normal people like us  I would say the main reason to buy brands is social 

acceptance , being part of a group  
 Identity, image  
 All brands also play with the insecurity of people. If you are an insecure person, a 

brand can make that person look secure. You dress that person in an expensive 
suit and people will think this person is secure. He’s successful, he’s rich, and so 
he’s probably secure.  

 Some companies do not want certain people to wear their clothes, in order to keep 
a certain image or exclusivity. 

 Yeah, an example is Ralph Lauren; they approached Kanye West not to wear 
their clothes in public, so this group of people would not be associated with the 
brand.  
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 You cannot sell to everybody because they luxuriousness of your clothes will go 
down 

 Chanel sells an image, otherwise no normal thinking person would pay a lot of 
money for the products 

Q: So even if a brand would be unique and have a high quality, but it would be 
cheap and therefore everyone could afford it, would you still buy it? 

 No (group agreement) 
 As I said it’s the uniqueness and the price 
 It’s like a Ferrari, if they would lower the price to the production costs nobody 

would care about it 
 You have the high price to eliminate the wrong clients 

Q: How luxurious would you say are Swedish brands compared to Prada or 
Chanel?  

 Not so luxurious 
 For me it is, I think for you it is common 
 As I said before it is about not showing off too much. Some clothes are abit more 
expensive but not too expensive 
 You know for yourself that you paid a lot  but you don’t stand out  too much 
 Maybe its not less luxurious in quality  but its lets luxurious in perception compared 
to others  
 Yes because otherwise they would not be successful for example in Sweden  

Q: Why do you think it is perceived as less luxurious?  
 Because the price is lower, and because most people can buy it 

 If you want it and you save for it and you make the choice to buy it, you can. Its 

different with other brands, for example a Gucci bag, even if I save I could not 

afford it in the upcoming year 

 I am sure there are groups in Stockholm, in the fine areas  that they know each 

other, they live in their circle and they have their expensive brands, but these are not 

Swedish, they are imported  

 Some Swedish brands are for me luxurious because they are sold in an upscale 

department store in the Netherlands, where they sell a lot of high end brands. So 

for me then it is luxurious 

 For this is just expensive and I do not know why, because I cannot see the 

luxuriousness in  Fillipa K 

 For me also the location where it’s sold play a role 

 Swedish fashion looks casual  

 Fillipa K, here in Sweden, there are casual, everybody can wear them. They are 

slightly above average , they also target rich people by producing limited edition 

stuff , like twenty unique jeans  with a number  

 The location is also important, do they sell things in the whole country or do you 

have only two places where you can buy it. If it is only two places, then it is more 

unique. Which shopping is which part of the city? That is all related to it. Because if I 

see an unknown brand in for example  in Paris  

 Location is part of marketing 

 I would say that the Swedish brands are not so luxurious because the Swedish 

mentality reflects in the company, which is that everybody should be able to have it. 

The social model.  

 It’s common knowledge where certain shops, brands are located 

 They know we are not gonna buy if it is too expensive  

 People in Sweden have never been rich , not so many 
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 It’s like Ikea, the richest company in Sweden, where the owner cannot buy a 

Porsche, because he would show off too much  

 

Focus group 2 notes: 29th May, 2011, Växjö, 17-18 o’clock  

Participant facts: 4 boys, 4 girls, btw. 20-30 years, LNU students   

                                    3 Iranians, 1 Iraq, 2 Thai, 2 Germans 

Q: What is the most expensive brand you ever bought and why did you buy it? 
 

 Burberry bag: It was so expensive. 1500 $. Because I like Burberry and I love to 

buy brands and also it was on sale. 

 D&G: I bought it because it was on sale. I wanted to have a brand.  

 Benetton: It was winter, I felt cold and because the quality was high. One 

pullover.  

 I bought some boos from Bianca: It was a good brand made in Italy , it is 

fashionable and nice 

 Hugo Boss: I bought a pair of shoes, just because it is a good brand. 

 Sisili in Iran:  jeans, because of high quality and affordable. It’s an Italian brand 

 Levis: Special memories when I was a teenager, and I also bought shoes because 

of the quality and durability of the materials. 

 Northface: It’s famous in northern countries. It’s very expensive. It’s a better 

quality. They sell it also on snowy countries like Canada and the north of Sweden. I 

bought a jacket because of the quality and durability. We can use it a lot. Timeless 

design  

 Ralph Lauren: Quality, you can wash and wear it many times and it doesn’t get 

damaged. The t-shirts are easily to recognize because of the logo.  

 Lacoste: Good quality, same as Ralph Lauren 

 Hugo Boss: Because of the label and they say it is a good brand. The Ralph 

Lauren shirts are famous. Because I trust the brand and the country of origin.  

Q: How would you in general define, what is luxury in your opinion? 

 Something I don’t need, expensive. I might buy it so I will be different from the 

others. Something I don’t need, while it’s beautiful. 

 Better material. It is not mass production. Unique design. You are the only one 

wearing this. It is not like H&M which everyone can wear. H&M is a daily life 

brand and is not good quality. You can maybe wear it 10 times, luxury products 

on the other hand you can wear several years and nothing happens because of 

the quality. 

 For luxury, you spend more for the image not quality to differentiate yourself from 

others. 

 Something that makes me different. 

 Luxury brands spend lots of money on events, like the fashion week in New York, in 

order to differentiate them from  other brands  

 Spends more money on Media, so more people recognize them as luxurious 

 It also depends on the occasion, whether you need work clothes or party outfits. 

When I go to an interview I don’t wear daily clothes, I wear branded clothes.  

  That you belong to a special group.  

 It gives you self-confidence if you wear it. The money that you pay gives you a good 

feeling. 
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 Ex: Gap is not a luxury brand in China, because half of the year it’s on sale. 

 Something I buy when I have money 

 No sales offers from luxury brands  

 More durability 

 Luxury brands spend more money on events and image  

 Luxury is something for special occasions  

Q: What do you look for when you buy clothes?  

 Quality, Price, color fitting.  

 Show difference  

 Brand/logo should be visible 

 Timeless & in fashion. I don’t buy it when it’s out of fashion. 

 Affordable price 

 Middle range brands 

  I should trust the brand 

  It should be on sale 

 The brand should have a sense, a fashion history  

 Support eco-friendly fashion, fair trade  

 I look for clothes that match with other things I have, shoes, bags  

Q: And why do you go for particular brands? What makes them better than 

others? 

 Good experience with the brand 

  Membership cards - I am thinking that they care about me 

 Offer discounts  

 Design, color 

 Price is not important for me 

 Attractive, when the brand has a meaning (quality) 

  Luxury brands produce limited collections, compare to mass market brands  

 

Q: What brands would you buy when you had a lot of money? 

 CK, it looks clean and you can have it for years, I would go for smaller brands  

 Most expensive brands, ones you normally could not afford, show that you are 

rich  

 Buy special customized clothes 

 Something that famous people wear, there is an Iranian designer in the US who 

designs clothes for royals and the president 

  I just buy beautiful things, do not care about brands  

 I would never spend money on expensive brands, It’s a kind of trick to charge 

you double. I’d rather spend my money on travelling instead of clothes.  

 

Q: Which Swedish brands did you know before seeing the slide show? 

 Björn Borg, H&M, Lindex, Brothers, Sisters, Svea  

 

Q: Does the country of origin play a role for you when buying clothes? 

 Like Italy-their design  

 No. Can come from anywhere 
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 Depends on the company and where it is produced  

 Italy produces quality design  

 Tommy Hilfiger: price is high also quality 

 Some brands are pointing original design, something from Italy, I buy it.  

 Some brand just wants to earn money for them and they don’t care. 

 I would choose Italian, French fashion. All the products now produced in China 

are imitated. 

 Child labor damages the brands image  

 The image of country is important. If I want to buy jeans, go to American brands, 

or shoes from Italy  

 Country of origin is also effects the decision 

 The globalization of brands makes it more difficult to identify the country of 

origin  

 The image of a country effects the buying decision 

 The original brand, I love D&G  

 For cars, I would go for German cars  

 Perfume is French.  

 I would not support companies that say; I f you buy this you will support …” its 

only an excuse  

Q: How would you describe the Swedish fashion style? 

 When I came to Sweden it was different from Germany, boys in Sweden are all 

well dressed and colorful  

 Everyone wears the same in Sweden 

 I spend less money on clothes then my Swedish friends  

 Swedes do not have a special fashion style, they are not as fashionable as Italian 

people  

 I have never seen Swedish wear Gucci or other luxury brands. In my country 

people care about fashion and spend money on it 

 In Sweden it is a social law not to be special that is why no one goes for Gucci. On 

the one hand they try to look good and well, on the other hand they cannot look 

outstanding. People in Sweden show their difference by having Tattoos. They want 

to be special, but the society does not allow it  

 Middle aged people do not care about fashion at all. Some go shopping in dirty 

working clothes  

 Swedish do not show off.  

 They just try to look well and good.  

 Swedish are not allowed to be different 

 Youth in Sweden are not very fashionable and not stylish 

 Swedish fashion behind the US, Italy, France 

 Swedish people are fashion concerned 

 Swedish people do not wear obviously visible brands on their clothes  

 Men pay more for clothes then girls  

 Swedish fashion is clear, fresh, not too stylish 

 Here is a lot of fashion for pregnant women, even in Paris I did not see 

something like that  
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Focus group 3 notes: 9th June, 2011, Växjö, 15-16 o’clock  

Participant facts: 3 boys, 2 girls, btw. 20-30 years, LNU students   

                                    4 Iranians, 1 French 

Q: What was the most expensive brand you ever bought and why? 

 Prada: because I was working there and I bought a bag, and they gave us 

discounts. And I love the shoes. 

 Jeans from Lee, I love it, wonderful. I don’t pay attention to the price, the style, the 

color. First of all because of the image 

  Bags from Burberry. I love the design of Burberry. Jeans from Lee because the 

brand is original and its very famous in Iran. 

 I bought Gucci. I don’t like it. It was a gift for someone.   

 Jacket from Zara (because I love the design)  

 Diesel: is cheaper than Tommy Hilfiger. I bought trouser, because they suit me.  

Reasonable money. I can buy Diesel 

 Armand Basi: I bought it as a gift. 

Q: How would you define luxury in your opinion? 

 Uniqueness 

 Price 

 Different types of luxury within the luxury  brands  

 Beautiful  

 Wear it in all occasions 

 Less frequency= more luxurious  

 Most popular, depends on how you see it. The opinion of society leads you to one 

brand and how they present it in the world. 

 Beside uniqueness, beautiful. It is possible to wear it everywhere.  

 Quality.  

 Wealthy people can just buy the luxury brands. 

  Services of the luxury shops are not comparable to normal shops. Better service 

 

Q: Who are the customers of luxury brands?  

 Celebrity and famous people   

 It depends on which kind of celebrity wears it. 

 Q: What do you look for when you buy clothes?  

 Price is important; usually I decided how much money I should spend when I go 

shopping. But when I go to the shop, I spend more.  

 The style of clothes is very important 

 Depends on where I should go. For sport I go for quality. For party, the image is 

important.  

 Sometimes the logo on clothes is important to show. 

 I worked in Prada  as a personal shopper, every little detail was important, you 

always had to look clean and smile all the time, be extremely friendly. The clients 

are awful 

 Competition in the luxury sector is crazy  

 Go for brands  



 

105 

Q: If you had a lot of money which brands would you buy and why?  

 I don’t spend that much money to buy clothes. I am stupid to buy an expensive 

brand.  

 I ‘d by a particular brand, because my mom had it before and I love her clothes, I 

want to have the same 

 I’d just look for most expensive 

 I’d customize for myself. Because I want to be unique.  

 Some stores give the clothes for free too very rich people 

 Valentino 

 Dior  

 Look for most beautiful  

 Women rather shop for brands then man  

 Haute couture: just for fun, to show that I can afford it  

Q: Which Swedish brands did you know before seeing this slide show? 

 J Lindeberg:  I like it and was satisfied with that 

 Odd molly 

 H&M 

 Tiger of Sweden  

 Lindex 

Q: Does the country of origin play a role for you when choosing a brand? 

 French, Italian are parents of luxury 

 Mavi is a Turkish brand, and I think about country of origin 

 US better then Turkish 

 Tommy Hilfiger is good one 

 Country of origin is important for luxury products 

Q: How would you describe the Swedish fashion style? 

 It’s not fashionable, it’s awful. They don’t look at the beauty. 

 It is not sexy at all 

 The Swedish cannot buy expensive brand 

 They look the same 

 No color  

 Too large  

 Swedish cannot be different and unique because of culture and society 

9.13 Empirical data 
Table 1: Control prices 

Brand Item Approximate price (SEK) 

Calvin Klein Jeans  1.000,- SEK 

Ralph Lauren  Jeans  6.300,- SEK  
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Table 2: Prices of Swedish brands 

Brand Item Approximate price (SEK) 

Sandra Backlund Dress 14.740,- SEK 

Nudie Jeans Jeans 3.700,- SEK 

Nakkna Jeans 2.250,- SEK 

House of Dagmar Jeans 1.925,- SEK 

Ulrika Sandström Dress 1.899,- SEK 

Rodebjer Trousers 1.829,- SEK 

Tiger of Sweden  Jeans 1.820,- SEK 

The Local Firm Jeans  1.695,- SEK 

Nygards Anna Jeans 1.658,- SEK 

Dem Collective Jeans 1.650,- SEK 

Fifth Avenue Shoe 

Repair 

Jeans  1.595,- SEK 

Hope Jeans 1.550,- SEK 

Odeur Jeans 1.520,- SEK 

J.Lindeberg Jeans 1.500,- SEK 

Acne Jeans  1.495,- SEK 

WESC Jeans 1.360,- SEK 

Denim Demon Jeans 1.300,- SEK 

Fillipa K Jeans  1.288,- SEK 

Whyred Jeans 1.200,- SEK 

Camilla Norrback  Trousers 1.200,- SEK 

Velour Jeans 1.195,- SEK 

Dr. Denim Jeans 1.172,- SEK 

Minimarket Trousers 1.085,- SEK 

Carin Wester Jeans     960,- SEK 

Diana Orving Trousers     895,- SEK 

Julian Red Jeans     640,- SEK 

Cheap Monday Jeans     614,- SEK 

Björn Borg  Jeans      449,- SEK 

H&M  Jeans     400,- SEK 

Lindex Jeans     400,- SEK 
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Odd Molly  -                N/A 

Ewa I Walla -                N/A 

Burfitt -                N/A 

Helena Quist  -                N/A 

*Sorted from most expensive to least expensive  

 

Table 3: Store location/ Amount of stores  

Brand Amount of stores  Exclusivity of store 
location 

Odd Molly 1 Store in Stockholm Close to exclusive area 
Fifth Avenue Shoe 
Repair 

2 Stores in Stockholm Store 1: not close to 
exclusive area 
Store 2: closer to 
exclusive area 

Cheap Monday 1 Store in Copenhagen Good area but not 
exclusive  

Rodebjer 1 Store in Stockholm Good area but not 
exclusive 

Camilla Norrback 1 concept store in 
Stockholm and 
independent retailer 

Not exclusive area 

Julian Red 1 Store in Stockholm Not exclusive area 
Ewa I Walla 2 Stores in Stockholm Good areas but not 

exclusive 
Diana Orving Available in 1 store in 

Stockholm 
Good area but not 
exclusive 

Whyred 4 Stores in Sweden Lower exclusivity 
Hope 4 Stores in Sweden Lower exclusivity 
Dem Collective  1 Store in Gothenburg 

and available in 6 
stores in Sweden  

Lower exclusivity 

Velour 1 Store in Gothenburg Area not exclusive 
Ulrika Sandström 1 concept store and 

studio in Stockholm 
and is available in 5 
other stores in 
Stockholm 

No exclusive store 
locations 

The Local Firm 1 Store, available at 24 
retailers 

Low Exclusivity 

Nygards Anna 3 Stores in Sweden Store location in 
Stockholm good, but 
nor exclusive 

Tiger of Sweden 6 Stores in Sweden Lower exclusivity 
Björn Borg 11 Stores in Sweden  Low exclusivity  
Acne  12 Stores in Sweden Low exclusivity 
Odeur Available at 14 retailers Low exclusivity 
Minimarket 21 Stores in Sweden Low Exclusivity 
WESC 3 stores and available Low Exclusivity 
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in 72 independent 
stores around Sweden 

Fillipa K 110 Stores in Sweden Low Exclusivity 
H&M 168 Stores in Sweden Low Exclusivity 
Lindex Many stores in Sweden Low Exclusivity 
J.Lindeberg Available in many 

stores in Sweden  
Low Exclusivity 

Nudie Jeans Available in many 
stores in Sweden 

Low Exclusivity 

Carin Wester Several stores in 
Sweden 

Low Exclusivity 

Nakkna Available in several 
stores in Sweden 

Low Exclusivity 

Dr. Denim Available in several 
stores in Sweden 

Low Exclusivity 

Denim Demon Available in several 
stores in Sweden 

Low Exclusivity 

House of Dagmar Available in several 
stores in Sweden 

Low Exclusivity 

Burfitt N/A N/A 
Sandra Backlund N/A N/A 
 

9.14 Overview of store types  

Overview of stores and their functions :( Chevalier & Mazzalovo, 2008)  

 Free standing stores; having direct access to a street or a shopping 

center. 

 Flagship stores; the biggest and most impressive stores, located mainly in 

the brand’s home city (e.g. Paris, Milan) or in other major fashion cities 

such as New York or Hong Kong.   

 Shops-in-Shops; fully individualized stores within a department store. 

 Corners; in department stores, where branded products are sold from 

several counters in a space that is more or less open, but where the brand 

still gets some particular identification.   

 Department store counters; there is no longer a clear identification of 

the brand, the sales staff is employed by the department store, which is 

usually not the case for shops-in shops or corners.  

 Sale in multi-brand individual stores or store chains.  

 


