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Abstract: 

The study focuses on brand prominence in non-luxury fashion brands. Non-luxury 

fashion brands were defined as mid-level fashion brands and high street brands on the 

mass market. Brand prominence was defined by how easily a brand is recognizable 

based on the visible markings on products. Existent research on brand prominence 

has solely focused on the luxury market and classified consumers’ preferred degree of 

brand prominence on products based on status, income level, need for uniqueness and 

self-monitoring. However, the research on brand prominence has not taken qualitative 

approaches and studied self-identity from a self-concept perspective within non-

luxury fashion.  

The aim of this study was to create a theoretical framework that showed how 

consumers’ self-identity influence on consumers’ preferences in terms of the degree of 

brand prominence. The sub-aim was to examine in which situations consumers prefer 

a low or high degree of brand prominence. In the theoretical framework, brand 

prominence variation was combined with the self-concept, the situational self and the 

motivational drivers: self-consistency, social consistency, self-esteem, social approval, 

distinctiveness, efficacy and situational congruence. The study also extended research 

on brand prominence by measuring the degree of brand prominence based on brand 

visibility, brand frequency and brand distribution. 

The study took a qualitative approach. Four male and four female informants between 

24 – 32 years old in the capital area of Helsinki participated in the study. Several data 

collection techniques were used to reach the research aim, including an interview 

guide, pictorial stimuli and photographic documentation. 
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The results of the study showed that consumers were more likely to choose a high 

degree of brand prominence, if the brand was congruent with ideal self or ideal social 

self. As examples, consumers are more willing to wear visible brands that 

communicate sustainability or sportiness, if they find these characteristics important. 

However, consumers that were high self-monitors would be more likely to avoid higher 

degrees of brand prominence to better control how others perceive them. Sport 

activities were seen as the situation where consumers were most likely to wear a high 

degree of brand prominence.  

Keywords: Self-identity, Self-concept, Brand prominence, Situational self, 

Consumer behaviour, Fashion Marketing 
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Datum:  
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Avhandlingens rubrik:  

Hur självidentiteten hos konsumenten inverkar på den prefererade graden av 
varumärkesprominens 

Sammandrag: 

Studien fokuserar på varumärkesprominens bland icke-lyxvarumärken inom mode. 

Med icke-lyxvarumärken avses varumärken som är positionerade under 

lyxvarumärken som mellannivå (eng. mid-level brand) och varumärken som är lägre 

positionerade på massmarknaden (eng. high street brand). Varumärkesprominens 

bygger på skillnader i hur synligt ett varumärke är och definieras som hur enkelt det 

är att identifiera ett varumärke utifrån synliga markeringar på produkter.  Tidigare 

studier har enbart fokuserat på lyxvarumärken och klassificerat konsumenternas 

preferenser gällande graden av varumärkensprominens utifrån deras inkomstgräns, 

statusbehov, unikhetsbehov och självövervakningsbehov. Men man har inte tidigare 

forskat inom området med hjälp av kvalitativa metoder eller forskat inom det största 

marknadssegmentet inom mode som är produkter på massmarknaden.  

Studiens syfte var att skapa en teoretisk referensram som visar hur konsumenters 

självidentitet påverkar deras preferens gällande graden av varumärkesprominens. Ett 

annat delsyfte var att undersöka i vilka situationer konsumenter föredrar en låg grad 

och hög grad varumärkesprominens. Den teoretiska referensramen kombinerade 

varumärkesprominens med självkonceptet, situationsspecifika självbild och deras 

motiv såsom självkonsistens, självkänsla, social konsistens, socialt erkännande, unik, 

effektivitet och situationsbunden kongruens. Studien utvidgade även studier på 

varumärkensprominens genom att mäta graden av varumärkesprominens baserat på 

varumärkessynlighet, varumärkesfrekvens och varumärkesdistribution. 

 

För studien användes en kvalitativ metod. Fyra kvinnliga och fyra manliga 

informanter deltog i studien. Informanterna var mellan 24 - 32 år och bosatta i 
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huvudstadsregionen i Finland. Flera datainsamlingsmetoder användes under studien 

såsom intervjuguide, bilder för att illustrera graden av varumärkesprominens och 

fotografisk dokumentation.  

 

Resultaten i studien påvisar att konsumenter är mer villiga att använda produkter med 

hög nivå av varumärkesprominens, ifall varumärket reflekterar deras ideal självbild 

eller ideal social självbild. Till exempel är konsumenter mer villiga att bära synliga 

varumärken som kommunicerar hållbarhet eller sportighet, ifall de anser dessa 

egenskaper är viktiga. Dock, visar studien att konsumenter som har ett starkt behov 

av att kontrollera sin självpresentation mer sannolikt undviker att använda högre 

grader av varumärkesprominens för att få bättre kontroll över hur de betraktas av 

andra.  Ytterligare påvisas att konsumenter är mer villiga att använda produkter med 

hög varumärkesprominens vid utövning av sport. 

Nyckelord:  

Självidentitet, självkoncept, varumärkesprominens, situationsspecifik jag, 

konsumentbeteende, marknadsföring av mode 
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1 INTRODUCTION 

In today’s oversaturated market of fashion, many fashion brands struggle to find ways to 

differentiate themselves from other brands and make their products recognizable. Brand 

logos and brand names are used to enhance that. According to Brand Finance’s list of 

most valuable brands in the fashion industry, many non-luxury brands top the list. Nike 

was ranked as the most valuable brand with a brand value worth of $32,4 billion in 2019 

followed by Zara, Adidas and H&M (Brand Finance, 2019). Nike and Adidas are known 

to often use the brand logos and brand name in their product design, while Zara and 

H&M are more discreet with using visible branding. 

Brand prominence is based on the differences in conspicuousness on products. The 

term’s definition is “the extent to which a product has visible markings that help ensure 

observers recognize the brand” (Han et al., 2010). Brand prominence can differ 

depending on its visibility, frequency, and distribution (Meyer and Manika, 2018). Brand 

prominence can be broadly divided as either visually loud or discreet (Han et al., 2010). 

Some products can be discreet in terms of design and are only recognizable for those who 

know the brand (Han et al., 2010).  

Huge logos and prominent branding on fashion products have been viewed as naff and 

tacky partly because of the counterfeit market on luxury brand products (Cook, 2017). 

However, the attitude seems to have changed as the logomania trend has been booming 

on the runway and in the streets (Cook, 2017). When the fashion brand Vetements 

introduced a bright yellow t-shirt with a red DHL-logo, it became the 2016 must-have t-

shirt despite a price of £185 (Cochrane, 2016). The success of the DHL t-shirt made an 

impact on the fashion industry. Now most luxury brands have their own version of the 

logo t-shirt. High street brands have also caught on to this trend as well. As an example, 

Levi’s sold over 3 million logo t-shirts in the first 6 months of 2017 (Cook, 2017).  

From a marketing perspective, these products are beneficial for fashion brands because 

they increase the visibility of the brand with little effort. Understanding why some 

consumers like to conspicuously display the brands they like and why others prefer more 

subtle branding is valuable for fashion brand manufacturers and marketers. According 

to Tommy Hilfiger (as quoted in Cook, 2017), consumers have always been using logos 

and graphics to make a statement about their choices and express their individuality. 

Especially consumers, who identify themselves with youth culture, have often been using 

logos and graphics (Cook, 2017).  
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Research has for a long time recognized that consumers’ self-identity is important in 

their consumer behaviour (Levy, 1959; Sirgy, 1982). The self-identity is interchangeable 

with the self-concept, which has often been referred to when explaining consumers’ 

purchase decisions and brand choices (Sirgy, 1982). Recent studies suggest that the self-

concept may significantly affect how consumers perceive brands (Aguirre-Rodriguez et 

al., 2012; Hosany and Martin, 2012). Moreover, there are studies suggesting that the self-

concept may influence brand loyalty (Sirgy et al., 2008), brand love and emotional brand 

attachment of consumers (Gonzalez-Jimenez, 2017). Since the self-concept can influence 

these brand-related issues, it may also influence consumers’ preferred degree of brand 

prominence.  

Studies explaining brand choice and self-identity have often referred to the self-

congruity theory (Klink and Athaide, 2012; Casidy et al., 2015). The self-congruity theory 

proposes that consumers favour “brands that best reflect their ideal or actual self” (Klink 

and Athaide, 2012; as cited in Casidy et al., 2015, p. 407). However, sometimes product 

choices are based on the situational context. Depending on the situational setting, the 

individual will present a different self – a situational self “to create particular 

impressions” and evoke positive responses from their peers (Schenk and Holman, 1980, 

p. 611). This leads to the research problem of the study.  

1.1 Research problem 

While reviewing the brand prominence literature, it becomes obvious that research has, 

so far, focused on luxury brands (Han et al., 2010; Cheah et al. 2015; Janssen et al., 2017; 

Kauppinen-Räisänen et al., 2018), leaving other types of brands uncovered, including 

non-luxury brands. There is extensive research on the self-congruity theory but there has 

been a strong focus on luxury brands (Sirgy et al., 2008; Casidy et al., 2015; O’Cass and 

Frost, 2001).  

Luxury brands are more often associated as signifiers for wealth and status of the 

consumer, but they are often a mere rarity among most consumer’s fashion purchases. 

Non-luxury brands, on the other hand, may not signal one’s social position as obviously 

as luxury brands. Could it be that non-luxury brands are used to signal other aspects of 

oneself than the ones associated in luxury brands? And are findings about the luxury 

brands also applicable to non-luxury brands? Because the non-luxury brands make such 

a large market segment in fashion, it is motivated to explore the preferred degree of 
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brand prominence on non-luxury fashion brands. Moreover, visual branding can vary 

much on products between the different fashion brand levels.  

The preferred degree of brand prominence was discussed in the initial framework by Han 

et al (2010) but brand prominence and consumers were narrowly defined in the 

framework. The degree of brand prominence has only been divided into two dimensions: 

loud and quiet brands (Han et al., 2010; Kauppinen-Räisänen et al., 2018; Janssen et al., 

2017). Nevertheless, the degree or variation in brand prominence has a wider spectrum 

that needs to be addressed. For instance, the size of brand logos can vary a lot and so can 

the placement of them. Manika and Meyer (2018) address this by stating that the degree 

of brand prominence can differ between products and the degree of brand prominence 

worn by the users. My research will address this issue by also studying brand prominence 

variation in terms of brand visibility, brand frequency and brand distribution rather than 

the preferences between quiet and loud brands. 

Luxury consumers were defined based on consumer’s status need and income level (Han 

et al., 2010). The narrow segmentation of consumers is problematic, because it excludes 

other factors that can influence consumers’ brand prominence preference, such as the 

consumer’s self-identity. Existent studies on brand prominence have also suggested that 

consumers’ self-identity (Janssen et al., 2017), vanity (Cheah et al., 2015), their need for 

uniqueness (Kauppinen-Räisänen et al., 2018) and social influence (Cheah et al., 2015) 

may affect the degree of brand prominence on luxury products consumers prefer. Still 

these factors may be different in a non-luxury context.  

Because brand prominence is still a new field of research, there are only a few studies 

that have addressed how the self-identity might influence the preferred degree of brand 

prominence (Janssen et al., 2017; Kauppinen-Räisänen et al. 2018; Siahtiri and Lee, 

2019;). Identity was acknowledged in Kauppinen-Räisänen et al.’s (2018) study as social 

identity but limited to studying consumers’ self-monitoring and uniqueness needs. 

Another study (Janssen et al., 2017) discussed self-identity but divided it into either 

extravagant or moderate self-identity without explaining why. Siahtiri and Lee (2019) 

studied how prominent brands are selected by materialists in emerging markets and 

used self-expansion theory to explain behaviour related to status and self-esteem. 

However, neither of them has discussed self-identity as a multi-dimensional construct of 

several selves (Sirgy, 1982) or included the self-congruity theory in their studies. 

Studying brand prominence from a self-concept perspective would further explain the 

motivations behind the preferred degree of brand prominence on fashion products.  
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Furthermore, existent research has been analysing consumers’ preferences on loud 

versus quiet brands in social situations (Janssen et al., 2017; Kauppinen-Räisänen et al., 

2018), but they have not specifically described which social situations. Neither have these 

studies answered how the individual’s situational self may affect their preferred degree 

of brand prominence. It would be important to understand brand prominence in a 

broader term than just social situations in order to know the contexts where consumers 

are more willing to use fashion products with high brand visibility.  

1.2 Aim and research questions 

The aim of the study is to create a theoretical framework and examine how consumer’s 

self-identity and motivational drivers influence their preferred degree of brand 

prominence, high to low, on non-luxury fashion products. Another aim is to examine in 

what kind of situational context consumers are more prone to choose fashion products 

with a high or low degree of brand prominence.  

 

Thus, I intend to answer these research questions:   

1. How does the self-identity of a consumer influence the preferred degree of 

brand prominence on non-luxury fashion products?  

2. In which situational contexts do consumers prefer non-luxury fashion 

products with a high or low degree of brand prominence?  

By investigating these questions, I hope to understand how consumers’ self-identities 

influence their fashion consumption in terms of brand prominence. These insights can 

provide valuable information for fashion marketers and fashion manufacturers in their 

design process.  

 

1.3 Delimitations 

Firstly, brand prominence can be studied from a company perspective. In this case the 

focus is on consumers’ preferences in a fashion industry context. Therefore, this research 

employs a consumer-centric perspective. The focus of the study is delimited to brand 

prominence and self-identity in fashion products in the high street market and mid-level 

brands. The study will not focus on haute couture, designer ready-to-wear or luxury 

consumption, although the brand prominence framework has primarily concerned 

luxury brands.  
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Secondly, fashion products can have a very broad meaning. In this study, the focal point 

is on fashion products e.g. sweaters, trousers, outerwear and shoes. Also, accessories 

such as hats and handbags are included. Basic commodity products such as underwear 

and socks (Doeringer and Crean, 2006) will be mentioned if they have some significance 

in the study. However, they are not the central focus as they are often hidden under other 

fashion items.  

Thirdly, the self-concept and self-identity definition may vary in different fields of 

research. Self-identity in this study is discussed from a consumption perspective and how 

it affects consumer behaviour. 

Fourthly, the study’s aim is not to study conspicuous consumption or status consumption 

but rather studying brand prominence from a self-identity perspective. Conspicuous 

consumption and status consumption are strongly linked with the brand prominence 

framework. Therefore, these concepts will be explained as they indirectly may affect how 

consumers view the degree of visual and non-visual brands. Conspicuous consumption 

refers to how socially and publicly displayed consumption of products are linked to 

express the identity and wealth of the owner (Veblen, 1899). With status consumption, 

consumers aim to enhance their social position by buying conspicuous or highly 

noticeable products that communicate or have symbolic status (Eastman et al., 1999).  

1.4 The outline of the thesis 

The study will be divided into five different chapters.  

 

Chapter 1 started with an introduction of the research topic, an explanation of the 

problem area and the aim of the research.  

 

Chapter 2 will be a literature review of relevant theoretical frameworks, such as the 

fashion industry pyramid, the symbolic meanings in consumption, fashion and brands; 

status and conspicuous consumption; brand prominence; self-identity and the self-

concept theory; and the self-congruity theory.  

 

Chapter 3 is dedicated to the method. The research approach and chosen research 

method as well as research design will be explained. The sampling procedure, data 

collection and a brief analysis of the data will also be described. The study took a 

qualitative approach and used several data collection techniques to reach the research 
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aim. The data collection methods included an interview guide, pictorial stimuli and 

photographic documentation. The interview guide was used to ensure that all the 

important questions were covered. The pictorial stimuli questions and photographic 

documentation of the informant’s fashion products helped collecting the informants’ 

preferences in terms of brand visibility, brand frequency and brand distribution of brand 

markings on products. In the end of the chapter, the research criteria and 

trustworthiness will be discussed.  

Chapter 4 will present the key findings and an analysis of these findings. The informant’s 

fashion orientations in the sample will be discussed, however, the findings from these 

questions were only used as a criteria in the sampling strategy and are not linked to the 

theoretical framework.  

  

Chapter 5 will conclude the study in a reflective discussion of the findings, the limitations 

of the research and future research opportunities. 

 

1.5 Key definitions 

Actual self – How a person sees herself or himself (Sirgy, 1982). 

Brand distribution - where the conspicuous brand is placed on the consumer’s body 

and on the products (Meyer and Manika, 2017). 

Brand frequency - the amount of visible brand elements a consumer is wearing (Meyer 

and Manika, 2017). 

Brand prominence – “the extent to which a product has visible markings that help 

ensure observers recognize the brand” (Han et al., 2010, p.15). 

Brand visibility – is an evaluation based on the extent others can recognize a brand. 

It can be based on how conspicuous the brand is, the size of the brand logo or visual 

indicators of the brand, and the clarity of the logo or visual brand indicators. (Meyer and 

Manika, 2017). 

Conspicuous brand – Also called loud brand and high prominence brand (Han et al., 

2010). A conspicuous brand has high visual prominence and use ’loud’ brand signals 

achieved through using large, vibrant logos or strong brand aesthetics (Eckhardt et al., 

2015). 
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Ideal self –An image a person would to have (Johar and Sirgy, 1991). 

Ideal social self – An imagined image a person would like others to have of herself or 

himself (Johar and Sirgy, 1991). 

Inconspicuous brand– Also referred to as quiet brand or low prominence brand (Han 

et al., 2010). Inconspicuous brands are subtle and have low visual prominence and are 

often ’refined’ in their design and aesthetics (Han et al., 2010; Eckhardt et al., 2015).  

High street – Also called mass-market, is used to described clothes that can be bought 

by the public in ordinary stores in ordinary cities and towns, rather than clothes that are 

custom-made by fashion designers (Cambridge, 2017).  

Luxury brands – are often described as brands that produce high quality products at 

a premium price range. They offer authentic value, either functional or emotional, to 

consumers. They also have a prestige image built on their craftmanship. (Ko et al., 2019) 

Mid-level brands – are the brands between luxury and high street brands. They have 

a more accessible price tag and are targeted at the fashion consumer segment who would 

like to wear designer or luxury brands, but find them too expensive (Ling et al., 1998).  

Non-luxury brand – In this study, non-luxury brands refer to fashion brands that are 

not luxury brands such as mid-level brands and high street brands. 

Self-concept – The objective thoughts and feelings an individual has about himself or 

herself (Sirgy, 1982).  

Self-congruity – The self-congruity theory or self-image brand congruence, was 

initially defined as whether a consumer can identify himself or herself with the typical 

brand-user image (Sirgy, 1982). The definition has later been extended and defined as 

how congruent the consumer’s self is with the different images associated with a brand 

(Sirgy et al., 2008). 

Self-identity - An identity is defined as a self-image a person tries to present to others 

(Markus and Wurf, 1987). 

Social self – The image a person conveys to others (Sirgy, 1982) and believes that others 

have about her or him (Johar and Sirgy, 1991). 
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Situational congruity – Depending on the situational setting, an individual will 

present a different self “to create particular impressions and to obtain positive reactions” 

(Schenk and Holman, 1980, p. 611). The situational congruity occurs when a product or 

brand choice is congruent with the situational self (Schenk and Holman, 1980). 

Situational self – “the meaning of self that the individual wishes others to have of 

him/herself” in a specific situation (Schenk and Holman, 1980, p.611). It is a result of the 

situation’s characteristics, the individual’s self-images and how the individual perceive 

others (Sirgy, 1982; Schenk and Holman, 1980). 

The degree of brand prominence – the level of conspicuousness in brand 

prominence can vary based on brand visibility, brand frequency and brand distribution 

(Meyer and Manika, 2017). A product can have a high or low degree of brand 

prominence. 
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2 BRAND PROMINENCE AND SELF-IDENTITY IN 
CONSUMPTION 

In the first section 2.1., I will discuss the fashion industry pyramid and fashion consumer 

segmentation. The fashion industry pyramid will explain the hierarchies of fashion 

brands and specify my definition of non-luxury brands. The fashion consumer 

segmentation will be applied to better understand different types of fashion consumers. 

Section 2.2. will discuss the symbolic meanings in consumption, fashion and brands. 

These concepts are important to discuss because research on fashion consumption, self-

identity and brands rely heavily on the assumptions that brands and fashion are 

consumed for their symbolic meanings for the consumer’s identity creation (Belk, 1988; 

Kaiser et al., 1991; McNeill, 2018).  

After that the notion of status and conspicuous consumption in brand prominence will 

be discussed in section 2.3. Status and conspicuous consumption are mentioned because 

the brand prominence framework is based on luxury brands, and it assumed that luxury 

brands are bought for conspicuous display and status. 

The existent brand prominence literature is reviewed in section 2.4. Self-identity will be 

discussed from a consumption perspective in section 2.5. That section will explain the 

self-concept, social identity theory, the situational self and the motivational drivers of 

the self-concept. Then the self-congruity theory will be explained in section 2.6. Lastly, 

section 2.7. will summarize the literature review and presentation of the theoretical 

framework.  

2.1 The fashion industry pyramid and fashion consumer segmentation 

There is a wide range of different types of brands in the fashion industry. Therefore, the 

fashion industry pyramid has been developed to better understand the different markets. 

The fashion industry can be divided into five different market levels according to the 

trickle-down theory (Sorger and Udale, 2006; as cited in Lin et al., 2013). 

On the top level of the pyramid are haute couture and designer ready-to-wear (See 

Figure 2). Haute couture brands create unique and sophisticated apparel for a very niche 

target market, where the consumers have “high income and social visibility” (Mazza and  

Alvarez, 2000, p. 568). While, designer ready-to-wear or prêt-à-porter brands produce 

clothing for a larger target market (Mazza and Alvarez, 2000). Luxury brands’ target 
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market is below haute couture and designer ready-to-wear. There is no straightforward 

definition of a luxury brand, however there are some elements that are suggested to 

describe a luxury brand (Ko et al., 2019). Luxury brands often produce products of high 

quality and have a premium price range. They offer functional or emotional value and 

have an image of prestige built on their craftmanship. (Ko et al., 2019) 

On the lower level of the hierarchy, there are mid-level brands and high street fashion 

retailer brands, which are aimed at the mass market and sell apparel products at a lower 

price tag. Mid-level brands or bridge line brands are targeted at fashion consumers who 

would like to wear designer or luxury brands, but find them too expensive (Ling et al., 

1998). Mid-level brands have a more accessible price point and are the bridge between 

luxury and high street/mass market brands. The terms bridge line brands (Ling et al., 

1998) and diffusion brands (Moore et al., 2000) have also been used for mid-level 

brands. High street retailer brands are the largest manufacturers selling fashion 

products (Lin et al., 2013). High street is used to described clothes that can be purchased 

by the public in ordinary stores in ordinary cities and towns, rather than clothes that are 

custom-made by fashion designers (Cambridge, 2017).  Many of them have outsourced 

their product design to third parties and often imitate designs from the top designer 

brands (Lin et al., 2013). 

 

Figure 1 Fashion industry pyramid 

Compiled by Sorger and Udale (2006), as cited in Lin et al. (2013). 
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The term high street brand is used for more affordable fashion, which most consumers 

know by the term fast fashion. High street brands that are available internationally are 

for example Zara, H&M and New Yorker. Mid-level brands have a higher price range 

than high street brands, example of these are Michael Kors, Boomerang and Samsøe & 

Samsøe. However, the differences between high street and mid-level brands are 

somewhat vague. Moreover, the lines between mid-level, luxury and designer brands are 

becoming even more blurred as designer and luxury brands often offer bridge lines (i.e. 

mid-level brands) in wholesale and retail at a lower price point to supply to a larger 

number of consumers (Ling et al., 1998). In this study, I will use the term non-luxury 

brands for defining high street and mid-level brands. 

2.1.1 Fashion orientation & segmentation 

The consumers’ fashion orientation is important to highlight when discussing brand 

preference and brand prominence, as knowledge about different fashion brands and 

fashion interest can influence consumers’ brand preferences. Fashion orientation is 

understood as the consumer’s engagement in fashion consumption. To understand 

different types of fashion consumers, Gutman and Mills (1982) suggested a segmentation 

of fashion consumers in seven segments based on fashion orientation factors such as 

their fashion leadership, fashion interest, social importance in fashion choices and anti-

fashion attitude (Gutman and Mills, 1982, p. 73). Fashion leadership is crucial for new 

fashion concepts and styles to succeed. Fashion leaders are the first ones to know about 

fashion trends and legitimize them by buying the apparel products shortly after they have 

been introduced (Goldsmith et al., 1993; Tigert et al., 1980).  

These seven segments can be divided into three main groups:  

o active fashion consumers (“leaders, followers and independents”) 

o consumers with neutral fashion attitudes (neutrals) and, 

o consumers who actively avoid fashion consumption (uninvolved, negatives and 

rejecters) (Gutman and Mills, 1982; as cited in McNeill, 2018, p. 86).  

Leaders, followers and independents are high-involvement fashion consumers (Gutman 

and Mills, 1982). The leaders find fashion very important. They also score high as fashion 

leaders and are highly interested in the “current fashion trends” (Gutman and Mills, 

1982, p. 75) and seem to be strongly involved with mainstream fashion. Followers have 

similar characteristics as the leaders but have a lower fashion leadership. The 
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independents are also very conscious of what they are wearing but differ from leaders 

and followers in the sense that they have strong anti-fashion attitudes. This means that 

they seek to deviate themselves from mainstream fashion and do not like to be advised 

by what designers and other fashion experts try to dictate as being fashionable or not 

(Gutman and Mills, 1982).  

Neutrals have a neutral opinion on fashion consumption in general, they do not have 

anything against fashion (anti-fashion attitude) but neither do they perceive fashion as 

something particularly important (Gutman and Mills, 1982).  

According to Gutman and Mills (1982), uninvolved fashion consumers are like neutrals 

but find fashion even less important and have an even lower interest in fashion and 

fashion leadership. Their anti-fashion attitudes are low. Negatives are not interested in 

fashion and have no aspirations for fashion leadership. However, they still find being 

properly dressed important, but do not follow current fashion trends because they do not 

like their tastes to be dictated by fashion experts. Rejectors are not concerned with what 

they are wearing and do not regard fashion as important. (Gutman and Mills, 1982)  

The consumers’ fashion orientation could thus explain their attitudes towards fashion 

brands and how they use brands for self-identity related motives. Siahtiri and Lee (2019) 

suggested that fashion and quality conscious consumers can better facilitate and select 

brands that signal success. With fashion consciousness comes knowledge about the 

fashion brands and their symbolic meanings. The symbolism in consumption will be 

discussed in the next subchapter. 

2.2 Symbolism in consumption, fashion and brands 

To understand how the self-identity of consumers affect their purchase decisions and 

brand choices, one needs to understand the symbolic meanings that derive from 

products. Consumer behaviour has been argued to significantly be affected by the 

symbolic meanings of products in the market (Levy, 1959). Dittmar (1992) suggests that 

products and brands must be shared socially many times between consumers to be able 

to function as communication symbols. This means that symbolic meanings for products 

and brands are created several times and can change. Therefore, as McCracken and Roth 

(1989) argue a symbol must be mutually shared by both the observer, who interprets, 

and the user, who creates the meaning.  
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Possessions are important components for consumers to “learn, define and remind” the 

sense of themselves (Belk, 1988, p. 160). Belk (1988) suggests that the type of products 

consumers purchase is connected to their self-image and are used to communicate with 

others. Consumers often desire or reject certain products based on their symbolic 

characteristics, not only their functional, and choose to invest in items associated with 

positive or negative values (Banister and Hogg, 2004; Sirgy et al., 1997). However, these 

values attached to a product are not always clear and not always controlled by 

manufacturers or marketers (Ligas and Cotte, 1999; Holt, 2002). Products can be 

symbols for many different things. For example, they can be symbols for uniqueness, 

individuality, association with a particular group, and social identity, which can be 

associated with self-esteem (Banister and Hogg, 2004; Hoyer and MacInnis, 1997)., 

Fashion products, especially, are used to signal something about the user and will be 

further discussed in the next section. 

2.2.1 The extended self in fashion  

Objects in our possessions can either literally extend the self or act as a self-definition 

symbol for the consumer (Belk, 1988). Extension of the self in its literal meaning can e.g. 

be the usage of a tool that would allow human-beings to do things they are not otherwise 

capable of (Belk, 1988). Possessions as a symbolic extension of the self can e.g. be when 

a uniform or trophy allows an individual to convince themselves of being a different 

person than they would be without it (Belk, 1988). As an illustration, wearing a suit could 

make an individual feel more properly dressed and professional than they otherwise 

might feel. In that sense, fashion and clothing can be perceived as an instrument for the 

extended self. It is not only the physical functions that the individual strives for but what 

kind of feelings the products awaken (McNeill, 2018; Grubb and Grathwohl, 1967). 

Fashion is considered the ideal product for expressing one’s psychical and psychological 

self (Evans, 1989). Clothing is used for self-presentation, which the individual can use to 

“create, maintain or modify their image” to fit into social norms (McNeill, 2018, p. 82). 

It is also used for self-definition (McNeill, 2018; Peluchette et al., 2006). Clothing choices 

can transform and change an individual’s appearance, which can affect how others see 

the person (Solomon and Schopler, 1982). This can motivate the individual to construct 

a certain image with the help of clothing to receive positive reactions (Peluchette et al., 

2006). Thus, deciding one’s outfit can be linked to public self-consciousness and self-

monitoring.  
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Consumers use clothing to distinguish who they are and are not (Kaiser et al., 1991; 

Freitas et al., 1997). Clothing is e.g. used by many women to support the lifestyle image 

that they believe reflect the social class and groups they belong to and their self-worth 

(McNeill, 2018; Rafferty, 2011). This means that the consumption of fashion products is 

affected by their own taste and what they consider socially acceptable (McNeill, 2018; 

Roux and Korchia, 2006). Thus, fashion has a dual purpose in the self-identity of a 

consumer, as it can be used to express individuality and at the same time be used to signal 

conformity to a group (McNeill, 2018; Miles et al., 1998).  

Brands can also be used in the similar manner as possessions and fashion are used for 

self-identity and self-presentation. The next subsection will discuss the symbolic 

meanings derived from brands. 

2.2.2 Symbolic meaning in brands  

As earlier mentioned, consumers choose to buy certain brands because of the symbolic, 

functional and experiential advantages attached to them (Keller, 2003). The symbolic 

meanings derived from brands are important because they depict which brands are more 

favoured than others. The symbolic meanings derived from a brand are often constructed 

from the type of consumer who buys the brand, i.e. user brand-imagery (Muniz and 

O’Guinn, 2001). For example, consumers might be eager to wear apparel products with 

large logos from sports brands such as Adidas or Nike for their associations with being 

athletic. However, consumers might not be as eager in wearing large logos from fast 

fashion brands, e.g. a sweater with a large H&M logo, as they may be associated with 

poor quality.  

Brands can also have self-like characteristics linked with the brand, i.e. brand personality 

(Aaker, 1997; Banahene, 2017; Kim, 2015). Brand personality helps consumers to 

identify their own self and their engagement to a brand (Aaker, 1997; Belk, 1988). In 

connection to brand prominence, brand personality can be integrated in different ways. 

Brands can be used to highlight a consumer’s taste and draw attention with visible 

symbols (Nguyen et al., 2017). Brands can also be used as symbols or signals associated 

with a certain group, which the individual would like to engage with or use to 

communicate their social identities (Nguyen et al. 2017). 

Brands can create value for the consumer in different ways, such as giving the individual 

positive feelings, supporting self-expression and making others recognize the individual 

(Langer, 1997). Value-expressive brands are positioned to be exclusive and communicate 
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prestige, status and the user’s social position (O’Cass and Frost, 2001; Zinkhan and 

Prenshaw, 1994). It is suggested that higher-priced brands are not only bought because 

of their quality, but also because they signal something about the consumer’s self-image 

and social positions (Bao and Mandrik, 2004).  

Brands can be used to communicate meanings on three different levels: a general level 

based on culture, a group-specific level based on social value similarities, and an 

individual level based on a person’s self-concept (O’Cass and Frost, 2002). According to 

Ross (1971), brands need to have certain symbolic characteristics and be conspicuously 

consumed to express meaning. However, an individual’s self-concept can affect why 

particular brands are considered status symbols (Onkvisit and Shaw, 1987) and why 

brands are used to communicate self-image to one’s social surroundings (Sirgy, 1982; 

Belk, 1989). This statement is supported by later research suggesting that consumers are 

not likely to perceive brands as having status, or being appropriate for conspicuous 

consumption, if they do not consider the brand’s symbolic meaning as important, or find 

that a brand is in line with their own self-image (O’Cass and Frost, 2002).  

The symbolic advantages, prestige and trendiness attached to a brand are especially 

relevant for products that are socially displayed and considered “badge” products 

(Solomon, 2012; as cited in Cheah et al., 2015), such as fashion brand products.  

These symbolic advantages of a brand can in e.g. fashion products (Niinimäki, 2010) 

satisfy consumers’ desire to be socially approved and boost their “outer-directed self-

esteem” (Keller, 1993; as cited in Cheah et al., 2015, p. 404). In the context of brand 

prominence, this would mean that wearing a certain brand with high or low visibility 

markings can be a signifier for individuality or membership of a group. For instance, in 

some career fields there are strict dress codes, e.g. finance and law, that professionals 

need to follow. By wearing the work attire from a certain brand, they can benefit from 

fitting in with their work colleagues but also be perceived as professionals by others who 

interact with them.  

The symbolic meanings in brands are especially present in status consumption, which 

will be discuss in the next subchapter along with the notion of conspicuous consumption. 

2.3 Status and conspicuous consumption 

When discussing brand prominence, status and conspicuous consumption always comes 

up. This is because the brand prominence framework was first applied to luxury 
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consumption and built on the need for status (Han et al., 2010; Kauppinen-Räisänen et 

al, 2018). Acquisition of goods has been a strong measurement for social success and 

status (O’Cass and Frost, 2001; Langer, 1997). The desire for status concerns not only 

wealthy people (O’Cass and Frost, 2002). Research has shown that visible status symbols 

are meaningful for both the rich and the poor (Bansanko, 1995). Furthermore, O’Cass 

and McEwen (2004) propose that every class level consumes products to satisfy their 

need for social achievement. However, every different level of social class has different 

status symbols (O’Cass and Frost, 2002).  

With status consumption, consumers aim to enhance their social position by buying 

highly noticeable products that communicate or have symbolic status for themselves and 

others (Eastman et al., 1999). Consumers who are driven by status may buy products for 

reasons that usually involve public displaying of the products (Eastman and Eastman, 

2011). The distinction between status consumption and conspicuous consumption is that 

the status-driven consumer strives to benefit from the prestige associated with status-

expressive products and brands, meanwhile the conspicuous consumer purchases to 

flaunt his or her prosperity and to acquire a higher social status (O’Cass and Frost, 2002; 

Veblen, 1918). This means that status consumption derives partly from conspicuous 

consumption (O’Cass and Frost, 2002; Veblen, 1934). Conspicuous consumption refers 

to how socially and publicly displayed consumption of products are linked to express the 

identity and wealth of the owner (Veblen, 1899).  

Conspicuous consumption is generally referred to as consumption of luxury goods, such 

as jewellery and cars, sold in the upscale market and for specific consumer segments, e.g. 

high-income consumers (Schiffman and Kanuk, 2004; as referred in Souiden et al., 

2011). Conspicuous consumption has also been reported to be a cue in signalling self-

identity (Phau and Lo, 2004). Research on conspicuous consumption suggests that 

consumers who are seeking social status are more prone to buy status symbols and 

branded items (Souiden et al., 2011; Eastman et al., 1999). Furthermore, studies have 

suggested that prestige fashion brands can improve the consumer’s self-confidence and 

impress others (Casidy et al., 2015). Research has also found that conspicuous 

consumption desires can be linked with individuals who use fashion products to 

establish personal status (O’Cass, 2004).  

Nevertheless, recent research in luxury consumption has acknowledged that 

conspicuous consumption does not always need to be publicly displayed (Eckhardt et al., 

2015). In the past, consumers liked to signal their status to society and their social 
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groups. However, it is suggested that when an individual’s superior social standing is 

assumed, it is not necessary to signal status (Daloz, 2013). Especially in markets, where 

prominent luxury brands have become mainstream and is seen as the norm rather than 

a rarity, inconspicuous consumption has become more common (Eckhardt et al., 2015). 

The interest for inconspicuous brands may be explained by an individual’s personal traits 

(Kauppinen-Räisänen et al., 2018). For example, consumers with a strong uniqueness 

desire are suggested to highlight individuality of the self through seeking differentiating 

brands (Snyder, 1992). Brands that are rare and exclusive are often objects for fulfilling 

uniqueness needs (Tian et al., 2001). Brown et al. (2013) suggest that ambiguous brands 

with imprecise identities can have increased longevity of consumer appeal, over brands 

with clear meanings. Inconspicuous or quiet brands are easier for consumers to attach 

their own meanings to, because it is not clear what these brands signal (Brown et al., 

2013). This could explain why some consumers prefer quiet brands or products with a 

low degree of brand prominence.  

2.4 Brand prominence 

Brand prominence is defined as how the degree of the visible markings can help in 

identifying the brand on a product (Han et al., 2010). When the term was introduced, 

the brand prominence construct only approached the conspicuousness of a brand as 

either loud or quiet (Han et al., 2010; Meyer and Manika, 2017).  

A high degree of brand prominence involves strong visual prominence, which can be 

described with attributes such as “conspicuous, opulent, pretentious, gaudy and logo-

oriented” (Heine, 2009; as cited in Kauppinen-Räisänen et al., 2018, p. 73). Meanwhile, 

products with a low brand prominence are described as “modest, unobtrusive, discreet, 

purist and minimalistic” (Heine, 2009; as cited in Kauppinen-Räisänen et al., 2018, p. 

73). Low prominence products are subtler in their design and aesthetic (Han et al. 2010; 

Eckhardt et al., 2015). 

Brands can be identified based on visual elements displaying the brand name or logo 

(Butcher et al., 2016). Visual elements such as designs, symbols, slogans or other 

distinctive brand indicators can also be used to differentiate brands (Butcher et al., 

2016). However, the brand name and brand image are suggested to be the most 

important characteristics that affect product choices, because consumers often make 

judgements about a product’s quality and value based on the brand name (Park et al., 

2007; Lim and O’Cass, 2001). Moreover, high prominence products are suggested to 
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have stronger effects on cognitive responses, because products with loud brands capture 

more attention, provide more information and increase the brands’ chances to be seen 

and remembered (van Reijmersdal et al., 2012; Han et al., 2010).  Also, a product with a 

recognizable brand can communicate more about the user than a product with a less 

recognizable brand (Han et al., 2010).  

The different combinations of visual elements for branding can display different degrees 

of brand prominence, which will be explored in the next section. 

2.4.1 Variations in the degree of brand prominence 

Meyer and Manika (2017) argued that the degree of brand prominence on products can 

vary. Therefore, the authors studied the variations in the degree of brand prominence 

and how they differ between different consumers and products. They found three main 

categories in which the degree of brand prominence can differ: brand visibility, brand 

frequency and brand distribution (Meyer and Manika, 2017). These will be discussed in 

the next subsections. 

2.4.1.1 Brand visibility 

Brand visibility is either present or absent (Meyer and Manika, 2017). Brand visibility 

is evaluated based on the extent others can recognize a brand. It can be based on how 

conspicuous the brand is, the size of the brand logo or visual indicators of the brand, and 

the clarity of the logo or visual brand indicators (Meyer and Manika, 2017). 

Conspicuousness in brand visibility means whether one can determine if a visible brand 

is “present or absent” (Meyer and Manika, 2017, p. 351). When there is no visible brand 

i.e. absent, there are no logos or brand indicators. The brand can then only be 

distinguished by those who know. When a visible brand is present, there are visible logos 

and brand indicators on the product, however the size may vary.  

The size of the brand refers to the visual brand indicators’ size dimension in terms of 

height, weight and width (Meyer and Manika, 2017). In Figure 2, there are two sweaters 

from Nike. The left one has a small grey Nike and swoosh logo. The right one has a larger 
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white Nike and swoosh logo, which is more likely to be spotted than the left one because 

of the size. However, brand conspicuousness is present in both examples. 

 
Figure 2 Brand visibility – degree of conspicuousness, size and clarity 

Photos from Nike (2018a, 2018b). 

Clarity in brand visibility is a subjective evaluation, whether the brand can be clearly 

distinguished by the viewer or if it is hidden (Meyer and Manika, 2017). The example in 

Figure 3, the two pictures below with the military green hooded sweatshirt and bronze 

metallic Nike Air logo is not as clear as the white logo sweater in Figure 2.  

 

 

 

 

 

 

 

 

Figure 3 Brand visibility – clarity 

Photos from Nike (2018c). 
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Apart from the conspicuousness, size and clarity of the brand logo, brand visibility could 

also be impacted by brand frequency and brand distribution as elaborated in the next 

section. 

2.4.1.2 Brand frequency  

Brand frequency refers to the amount of visible brand elements a consumer is wearing 

(Meyer and Manika, 2017). It can be further counted as the number of brand elements 

on a person and on each item (Meyer and Manika, 2017). An individual can e.g. wear 

several conspicuous brands at once. Also, an item can have several conspicuous brand 

elements.  

 

Figure 4 High brand frequency 

Photo from Nike (2018d). 

The sweater in Figure 4 has a Nike swoosh logo pattern containing several brand 

elements and therefore has a high brand frequency.  

2.4.1.3 Brand distribution 

Brand distribution relates to where the conspicuous brand is placed on the consumer’s 

body and on the products (Meyer and Manika, 2017). Brand prominence can vary 

depending on where the prominent brand or visual element is placed and the angle the 

viewer sees the product. The angle and placement of the visual elements can make it 

easier for some to recognize the brand, while making it difficult for others. (See Figure 

5). 
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Figure 5 Brand distribution 

Photos from Nike (2018e). 

The Nike logo on the training tights is difficult to distinguish because of its placement in 

Figure 5. Meanwhile in Figure 4, the sweater also has high brand visibility because of 

where the logos are placed and its high degree of brand distribution. 

By measuring consumers’ preferences in terms of variations in the degree of brand 

prominence, it might be easier to pinpoint what consumers mean by preferring a low or 

high degree of brand prominence. The next subsection will discuss existent findings 

about the preferred degree of brand prominence. 

2.4.2 The preferred degree of brand prominence 

Since brands are often associated with different values and meanings, brand prominence 

is used as a communicative or signalling tool (Butcher et al., 2016). In fact, Evangelidis 

and Levav (2013) stated that consumers prefer products with superior and prominent 

attributes. This could be explained by an earlier study suggesting that non-logo products 

are less suitable to be used as social tools for expression and presentation of consumers’ 

self-identity (Wilcox, Kim and Sen, 2009). The study by Wilcox et al. (2009, p. 250) 

discussed brand prominence as “brand conspicuousness” in their study on counterfeits 

of luxury brands. Their study showed that genuine luxury products can be used as a social 

identity cue based on their degree of brand conspicuousness (Wilcox et al., 2009). They 
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also suggested that consumers with self-presentation attitudes prefer products with 

prominent logos (Wilcox et al., 2009).  

When the brand prominence framework was later introduced, Han et al. (2010) defined 

luxury consumers and their attitudes towards brand prominence based on their income 

level and status needs. The framework is rather narrow, as it does not consider other 

factors affecting the choice between products with a low or high degree of brand 

prominence such as self-identity. The framework will be presented in the next 

subsection. After that other suggesting factors for the preferred degree of brand 

prominence such as identity, social influence and product type will be discussed. 

2.4.2.1 Status and income  

Four different types of brand prominence adopters of luxury brands were recognized by 

Han et al. (2010): Patricians, Parvenus, Poseurs and Proletarians (see Figure 6).  The 

figure below illustrates how these different luxury consumers according to Han et al. 

(2010) use different degrees of brand prominence to signal their wealth and status. 

 

 

 

 

 

 

 

 

 

Figure 6 Brand prominence in luxury consumption based on status and income 

Compiled by Han et al. (2010, p. 17). 

Subtle branding is preferred by “patricians”, who are already a member of the social elite 

and therefore do not need to distinguish themselves from other people (Han et al., 2010). 
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These consumers choose luxury products that only those who know can identify (Han et 

al., 2010). The second group are the “parvenus”, who would like to signal their success 

and differentiate themselves from the mainstream (which in this case means other 

groups than patricians), they may prefer brands that are easy to recognize (Han et al., 

2010). The parvenus wish to be identified with patricians (Han et al., 2010).  

The third group are “poseurs” who try to mimic the “parvenus” and would like to 

associate themselves with parvenus and patricians. Their motivation to consume 

products are for the sake of improving their status (Han et al., 2010). However, they 

might not have the economic means to afford luxury brands and have a higher likelihood 

of purchasing fake brand products, especially if brand status is important to them (Wee, 

Tan and Cheok, 1995). The fourth group are the “proletarians” who simply avoid using 

signalling goods and do not consume only for status (Han et al., 2010). The authors found 

that low brand prominence does not directly mean that one strives for lower social status, 

but rather to have a private status desire (Han et al., 2010).  

2.4.2.2 Identity and social influence  

There are only a few studies done on brand prominence from an identity perspective 

(Kauppinen-Räisänen et al., 2018; Janssen et al., 2017; Siahtiri and Lee, 2019). 

Although, Janssen et al. (2017) studied how self-identity affects the preferred degree of 

brand prominence, the self-identity perspective was narrow and inadequately defined. 

Self-identity was measured as either modest (to average) and extravagant (Janssen et al., 

2017), without any explanation of why the self-identity construct was divided so 

narrowly. The second study that approached identity from a social identity perspective 

was limited to studying how consumers’ need for uniqueness and self-monitoring 

tendencies influence loud and quiet brands (Kauppinen-Räisänen et al., 2018). Siahtiri 

and Lee (2019) conducted a study on how consumers with materialistic tendencies 

choose prominent brands in emerging markets. The self-expansion theory (Aaron et al., 

2005) was used in the study to explain self-oriented drivers such as self-esteem, status 

and sense of achievement, but did not analyse the results more in-depth than suggesting 

that specific brands are used for intrinsic gratification. 

There are findings in Janssen et al. (2017) study that contradict earlier claims about 

consumers who desire to display brands to others (Thwaites and Ferguson, 2012) and 

prefer visible prominent products (Evangelidis and Levav, 2013). Studies also suggest 

that products with non-visible brands are likely to be used to express and communicate 
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self-identity (Wilcox, Kim and Sen, 2009). Janssen et al. (2017) showed that for 

responsible luxury brands, quiet branding would be more favourable and likely to be 

adopted by consumers with a modest self-identity than the extravagant ones. They 

suggested that consumers with modest self-identity do not think loud brands are 

appealing at all. However, consumers with extravagant self-identity do not think loud 

brands would fit their self-identity more than quiet brands (Janssen et al., 2017). Thus, 

consumers with extravagant self-identities find loud and quiet responsible luxury brands 

equally appealing. This implies that fashion brands that promote sustainability would 

benefit from having a lower degree of brand prominence.  

The second study also partly disproved the claim about consumers preferring prominent 

products, because most of their respondents preferred luxury brands that whisper 

(Kauppinen-Räisänen et al., 2018). The study supported Han et al. (2010) suggestion 

that consumers preferring low brand prominence may desire private status (Kauppinen-

Räisänen et al., 2018). Still, Kauppinen-Räisänen et al. (2018) suggested that personality 

traits are considered a driver for consumers to seek prominent brands.  

The findings in Kauppinen-Räisänen et al. (2018) study are similar to previous research 

claiming how possessions and brands are used for self-definition (Aaker, 1997; Belk, 

1988), social approval (Keller, 1998) and controlling the self-presentation (Peluchette et 

al., 2006). These findings could also be applicable for non-luxury fashion products. Their 

study found that consumers with a strong desire for uniqueness express their personal 

style in social situations by using luxury brands (Kauppinen-Räisänen et al. 2018). They 

also suggested that high self-monitors can use luxury brands for both expressing 

themselves and to better fit into the social environment (Kauppinen-Räisänen et al., 

2018). Furthermore, Kauppinen-Räisänen et al. (2018) study suggests that consumers 

use brand logos to boost their self-image and uniqueness. However, their study did not 

explain the self-image in more detail. 

An individual’s desire for social approval is of importance when discussing brand 

prominence and self-identity, as Kauppinen-Räisänen et al. (2018) suggested that luxury 

brands with a high brand prominence may be used to better fit in with other people. An 

earlier study by Cheah et al. (2015) on brand prominence suggests that consumers who 

strive for physical attractiveness and social approval are more willing to buy value-

expressive luxury brands. The authors also suggested that consumers, who are 

influenced by vanity and social influence have a higher likelihood of purchasing high 

brand prominence products (Cheah et al., 2015). Vanity was defined as an individual 
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exaggerated involvement in “physical appearance and personal achievements” 

(Netemeyer et al., 1995; as cited Cheah et al., 2015, p. 404), which can be associated with 

self-identity and self-monitoring.  

In addition, the nationality of the consumer and other social influence factors might 

explain why a higher degree of brand prominence is preferred among some consumers 

and not others. Siahtiri and Lee (2019) suggested that emerging markets, such as Chinese 

consumers, use high brand prominence brands to convey an image of being successful 

and having wealth and status. Previous studies in brand prominence suggest that 

consumers in emerging economies are more prone to consume prominent luxury brands, 

than those in mature economies, who prefer subtle brands (Pino et al., 2019; Berger and 

Ward, 2010; Eckhardt et al., 2013). The change from conspicuous to inconspicuous 

consumption happens in mature economies (Chadhuri and Majumdar, 2006; Truong et 

al., 2008), where high prominence brands have become too available and mainstream. 

For example, when many consumers own easy-recognizable products from the most 

popular luxury brands, it becomes more about fitting in than being unique (Eckhardt et 

al., 2013). Then the market becomes oversaturated. 

Similarly, there is research suggesting that consumers in societies with collectivist 

mentalities use luxury brands to convey their status and delicacy, meanwhile in societies 

with an individualistic view, consumers use their consumption power to portray their 

independency and personal fulfilment (Bian and Forsythe, 2012). This might explain 

why some consumers buy brands for self-differentiation and some for social conformity. 

The culture or the social groups the individual is part of might have an influence on the 

degree of brand prominence he or she prefers (Cheah et al., 2015).  

2.4.2.3 Products 

Another aspect worth noting when discussing the preferred degree of brand prominence 

is what kind of products have been included in the studies. Many studies on brand 

prominence have studied luxury brand products that belong to the accessory category. 

Han et al (2010) included luxury brand handbags. Kauppinen-Räisänen’s study involved 

a hypothetical purchase scenario of luxury brand accessory products (belt, bag, wallet, 

briefcase, gloves and iPad case). Meanwhile, Janssen et al. (2017) studied brand 

prominence on a hypothetical responsible luxury brand that sells leather bags. 

Meyer and Manika’s (2017) study was different from previous studies as they included 

several full outfits in their sample. They found that conspicuous brands were most 
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common on shoes and are the most visible item in terms of brand prominence in an 

individual’s outfit. Shoes are often viewed as necessary in an individual’s outfit and for 

self-presentation. It should also be highlighted, that shoes are often used with multiple 

outfits, which increases their frequency of usage. (Meyer and Manika, 2017) The study 

did not mention what type of shoes were in the sample. Given the fact that the study was 

done in the US and the average informant age was 23.6, the shoe type is likely to be 

sneakers as they often have prominent brand logos. 

Because the self-identity perspective was narrow and inadequately defined in existent 

brand prominence research, the next subchapter will discuss how self-identity has been 

viewed in consumption. 

2.5 Self-identity in consumption  

It is substantial to study fashion consumption from a self-identity perspective because of 

its strong links with identity creation and development. Self-identity in its most general 

form is interchangeable with self-perception. An identity can be defined as the image a 

person presents to others (McNeill, 2018; Markus and Wurf, 1987). To better understand 

how the self-identity is formed, the self-concept must be recognized. The self-concept 

has been used to explain consumers’ product and brand choices (Sirgy, 1982). The self-

concept can influence how consumers interact with brands, advertisements, and sales 

personnel (Onkvisit and Shaw, 1987). 

Self-concepts are formed and used to help consumers in their consumption, which may 

lead to certain behavioural patterns (Dolich, 1969; Onkvisit and Shaw, 1987). When 

consumers make a purchase, they are evaluating whether the purchase matches the 

image of themselves and what kind of reactions other people will have toward the 

purchase once they have bought and used the products (Sirgy et al., 2014). The term self-

concept can be defined as the objective thoughts and feelings an individual has about 

himself or herself (Rosenberg, 1979; referred in Sirgy, 1982). Self-concept is suggested 

to be a cognitive aspect of self, which is learned from the beliefs and attitudes an 

individual has about his or her personal existence (Nguyen et al., 2017). It is considered 

a system structure, because self-concepts are formed from social interactions and 

individual behaviour traits, such as “temperament, personality, values and social roles” 

(Nguyen et al., 2017, p. 22).  
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2.5.1 Social identity  

When discussing the self-concept, it is worth noting the social identity theory because a 

person’s self-concept is partly developed from social groups and the categories the 

person belongs to (Hogg and Reid, 2006). The social identity theory tries to explain 

relationships between human beings, i.e. inter-personal and intergroup dynamics. It 

focuses on individual needs and motivations (Breakwell, 1993). Social identity has been 

defined as the individual knowing his or her association to specific social groups and 

categories and which group memberships have emotional and value importance to the 

person (Tajfel, 1978, p. 63; referred in Breakwell, 1993). The prime focus is on the 

collective self, i.e. how the self is described in terms of a group and in connection with 

other people (Hogg and Reid, 2006).  

A social group is described as a group of people that consumers identify and evaluate 

themselves with and share similarities in their social identification (Stets and Burke, 

2000). In addition, individuals can represent social categories or prototypes, which are 

a set of attributes such as perceptions, attitudes and behaviours that defines a group and 

make the group distinct from other groups (Hogg and Reid, 2006). Social categorization 

allows individuals to categorize and evaluate themselves and others (Hogg and Reid, 

2006). Individuals use these evaluations when matching their behaviour to confirm and 

boost their social identities to the standards within a group (Stets and Burke, 2000). As 

social identity has an important role in consumer’s self-identity construct, the social 

environment consumers are part of could also influence their preferences in terms of 

brand prominence. 

2.5.2 The multi-dimensional self 

Most researchers have agreed on the definition of self-concept proposed by Sirgy (1982) 

(Anand and Kaur, 2018). The self-concept construct is multifaceted and consists of 

several self-images: the actual self, the ideal self, the social self and the ideal social self 

(Sirgy, 1982; Johar and Sirgy, 1991; Sirgy et al., 2000). These self-images can be divided 

into two types: private self and public self (Sirgy et al., 2014; see Figure 7). The actual 

self is described as how a person perceives herself or himself (Sirgy, 1982). The ideal self 

is described as an image a person would like to have (Sirgy, 1982; Johar and Sirgy, 1991). 

The social self refers to the image a person conveys to others (Sirgy, 1982) and believes 

that others hold about her or him (Johar and Sirgy, 1991). Meanwhile the ideal social self 

is the imagined image of how a person would like others to see him or her as (Johar and 

Sirgy, 1991).  
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Figure 7 The multi-dimensional self-concept 

A modified version of the figure compiled by Sirgy et al. (2014) 

Self-concept is crucial in a person’s self-presentation and is constructed by the different 

aspects of oneself an individual wishes to control or represent (Tice et al., 1995; as cited 

in McNeill, 2018). Self-presentation can involve a certain degree of self-regulation to 

create a specific impression (DePaulo, 1992), and to have others associate the individual 

with certain qualities and traits the person wishes to have (Tice et al., 1995). DePaulo 

(1992) suggested that some persons are high self-monitors meaning that they are 

extremely aware of giving the right impressions and control their self-images, whereas 

persons who are low self-monitors usually do not care as much how others perceive 

them. 

2.5.3 The situational self 

Schenk and Holman (1980) argued that another type of self can emerge when including 

symbolic interactionism from sociology in the self-concept framework: the situational 

self. A person develops symbolic interactionism from studying other individuals and 

relating to the social environment (Schenk and Holman, 1980). The situational self is 

created from the individual’s self-images and the perceptions of others in a certain 

situation (Schenk and Holman, 1980; Sirgy, 1982).  Depending on the situational setting, 

the individual will present a different self to receive positive reactions from their peers 

and evoke specific impressions (Schenk and Holman, 1980). The concept has later been 

expanded by other researchers to the malleable self, which indicate that the self is rather 

fluid and changeable (Markus and Kunda, 1986; Aaker, 1999). The individual creates a 

collection of several self-images for different situations (Klipfel et al., 2014).  
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Thus, the situational self is relied on and adjusted to the social situation, meaning that 

brand congruity is achieved in some situations but not others (Klipfel et al., 2014). This 

is because the desired self-images are different depending on the situation (Schenk and 

Holman, 1980). The situational self-image involves “attributes, impressions and 

feelings” that the person wishes other individuals to associate him or her with (Schenk 

and Holman, 1980, p. 610). Schenk and Holman (1980) suggest that when the person 

has decided which image to present in the known social situation the person will seek for 

ways to express that, e.g. by using particular products. Especially products, which are 

conspicuously visible or products with highly differentiated brand images, are likely to 

be used in this manner, which could have an implication on the preferred degree of brand 

prominence (Schenk and Holman, 1980). 

Since products can serve as tools to communicate the situational self-image, the 

individual will choose the product that has a brand image most in line with the desired 

situational image (Schenk and Holman, 1980), i.e. situational congruity (Anand and 

Kaur, 2018; Schenk and Holman, 1980). In terms of brand prominence, this would mean 

that a person would choose brands depending on the situational context. 

2.5.4 Motivational drivers of the self-concept 

Initially, there are two motives self-esteem and self-consistency that influence the self-

concept (Epstein, 1980; referred in Sirgy, 1982). The motivational drivers for the self-

concept was later expanded with social consistency and social approval when the public 

self-images were added (Sirgy et al., 2014). These motivational drivers can affect 

consumers’ consumption behaviour and brand choices (Sirgy, 1982). Thus, these drivers 

could also affect brand prominence. The motivational drivers are illustrated in Figure 8. 

The ideal self is influenced by self-esteem (Sirgy et al., 2014). The self-esteem motive is 

referred to as a person’s tendency to seek and use experiences to boost the self-concept 

(Sirgy, 1982). Meanwhile, the tendency for a person to act persistently with her own 

perception of herself is defined as the self-consistency motive (Sirgy, 1982). 

For example, a self-esteem motive could mean that consumers would buy positively 

perceived products to keep a positive self-image or to become closer to an ideal image 

(Sirgy, 1982). On the contrary, consumers can decide to not buy negatively perceived 

products to avoid humiliation (Sirgy, 1982). Research on self-esteem as a motivational 

driver suggests that self-esteem is formed by the individual assessment made by a person 

on his or her performance and the perceived response from others (Grubb and 
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Grathwohl, 1967; Sirgy, 1982). Consumer choices are often made to boost or protect self-

esteem and recognize their own self value (Grubb and Grathwohl, 1967). In terms of 

brand prominence, this would mean that a consumer would be motivated to purchase 

fashion products with a low or high degree of brand prominence, if the brand would 

enhance their self-image or self-esteem. 

The actual self is influenced by the self-consistency motive (Sirgy et al., 2014). A self-

consistency motive could mean that a consumer purchases a product with an image 

congruent to his or her self-image (Sirgy, 1982). The self-consistency motive can be 

linked to the self-congruity theory, which will be further explained later. A self-

consistency motive in terms of brand prominence could be e.g. that consumers avoid 

certain logos and visual prominent products from a brand because they feel that the 

brand’s meanings do not represent their self-image and who they would like to be 

associated with.  

The social self is influenced by the social self-consistency motive, which means that 

consumers are motivated to maintain a certain image to others (Sirgy et al., 2014). 

Therefore, they will feel uncomfortable if they act differently from what others perceive 

them as (Sirgy and Samli, 1985; as cited in Sirgy et al., 2014). As an illustration, wearing 

something from a fashion brand that the consumer does not want to associate with, can 

make him or her feel uncomfortable.  

The social approval motive affects the ideal social self (Sirgy et al., 2014). This means 

that a consumer would take particular actions to evoke positive reactions and be socially 

approved by others (Sirgy et al., 2014; Sirgy and Samli, 1985). For example, purchasing 

brands that are socially approved by the social group the individual wants to identify 

herself with (Nguyen et al. 2017). This also means behaviour that is not congruent with 

the ideal social self could lead to the opposite - social disapproval (Sirgy et al., 2014).  
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Figure 8 Motivational drivers 

Compiled by Sirgy et al. (2014). 

The motives behind the self has been further developed by Breakwell (1993). The next 

subsection will address these motivational drivers or principles, as Breakwell calls 

them. 

2.5.5 Breakwell’s principles for self-enhancement  

The author suggests that the underlying principles for self-enhancement motivation in 

an identity construct can stem from the desire to maintain a positive self-image (self-

esteem), “self-continuity”, “distinctive” and “efficacy” (Breakwell, 1993; as cited in 

McNeill, 2008, p.85). The self-esteem principle has the same meaning as suggested by 

Sirgy (1982), i.e. a person will strive to achieve and maintain the self-esteem (Breakwell, 

1993). The continuity principle bears resemblance to self-consistency in the way that the 

individual strives to be persistently the same. However, Breakwell (1993) argues that it 

should be not interpreted as self-consistent, because a person who strives for continuity 

can be connected with progress and change that require deviations from the past and 

present perception of the self-image. Furthermore, these changes should be in line with 

the development of the same identity (Breakwell, 1993).  

The distinctiveness principle refers to when a person will seek to optimize distinctiveness 

from others and pinpoint the uniqueness of one’s self-identity (Breakwell, 1993). The 

distinctiveness principle is related to the need for uniqueness, which means the 
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consumer’s need to distinguish themselves from others and to be rare (Snyder and 

Fromkin, 1977). The need for uniqueness-theory acknowledges the extreme spectrum of 

distinctiveness, meanwhile Breakwell’s (1993) distinctiveness principle does not adopt 

total distinctiveness. In terms of brand prominence, consumers can differentiate 

themselves from others by purchasing fashion products from unique brands or that have 

unique visual elements. The distinctiveness principle can be also be linked to self-

consciousness. Self-consciousness can be broken down into two categories: private and 

public self-consciousness (Casidy et al., 2012). Public self-consciousness reflects how the 

individual wants to present themselves and how others perceive them in public, whereas 

private self-consciousness is the opposite (Quoquab et al., 2014).   

The efficacy principle means maintaining an identity structure by competence and 

control (Breakwell, 1993). When efficacy is absent it is often linked with feelings of 

uselessness, alienation and incompetence (Breakwell, 1993). An example of efficacy as a 

self-concept motive in consumption would be that an individual chooses to buy a certain 

brand because he or she believes that the brand product increases their performance. As 

an illustration, consumers may purchase a pair of sneakers from a certain brand because 

they think the sneaker from that brand helps them run faster.  

However, the motivational drivers and self-identity do not explain the connection 

between brands and self-identity. Therefore, the self-congruity theory has been 

developed to explain the connection between them (Sirgy, 1982; Schenk and Holman, 

1980). 

2.6 The self-congruity theory 

Researchers have often tested the impact of self-image on brand choice by measuring 

how congruent the brand image is with consumers’ self-image (Sirgy et al., 2008; Schenk 

and Holman, 1980). The underlying argument for measuring congruency has been that 

a brand can function as a self-expressive tool for the individual (Schenk and Holman, 

1980). 

When the self-congruency theory was introduced, “it was defined as the extent which an 

individual’s self-image is congruent with the typical brand-user image” (Sirgy, 1982; as 

cited in Kim, 2015, p. 348). However, the self-congruity theory has been applied in 

different fields of research and the definition has become broad and ambiguous (Kim, 

2015). Recent research goes beyond the initial definition. Self-congruity is explained as 

how well consumers’ self-image fit with the different images associated with a brand 
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(Sirgy et al., 2008; Kim, 2015). Thus, self-congruity can be considered as the congruence 

between consumers’ self-image and the images of a product, a brand or, a company name 

(Parker, 2009; Sirgy, 1986). 

The self-congruity theory proposes that consumers have a preference for brands that are 

closest to their ideal or actual self (Casidy et al., 2015; Klink and Athaide, 2012; Nguyen 

et al., 2017; Rhee and Johnson, 2012). Grubb and Grathwohl’s (1967) study found that 

brands often come with a character and identity, which reflects consumers’ ideal self-

images. These brands can boost consumers’ self-enhancement by helping them feel they 

have become closer to their ideal self (Grubb and Grathwohl, 1967). Studies on 

consumers’ self-image and brand image have often concluded that the consumers’ 

purchase decisions and choice of brands are strongly impacted by their self-image 

(O’Cass and Frost, 2002), suggesting that the consumers purchase branded items 

congruent with the image of their own selves (Aaker, 1999; Sirgy, 1982). The brand 

choices are often based on their longing to be associated with or be like the typical user 

of the brand (Sirgy, 1982; Escalas and Bettman, 2003). Thus, consumers can avoid 

choosing products that are associated with social groups they do not want to belong to 

(White and Dahl, 2006, 2007).  

2.7 Chapter summary and theoretical framework 

The attempt of this chapter is to discuss brand prominence in terms of the multifaceted 

nature of self-identity in consumer’s behaviour. Based on the literature review, a 

theoretical framework will be suggested.  

2.7.1 Chapter summary 

First, the fashion industry pyramid and fashion orientation-based segmentation were 

discussed. The fashion industry pyramid was discussed to define the scope of non-luxury 

fashion brands: mid-level and high street brands.  

Then the symbolism in possessions, fashion and brands were discussed based on the key 

meanings they have for consumer’s self-identity and self-expression. Fashion products 

and brands are often consumed and used to express the consumer’s self-identity and self-

presentation. Especially, value-expressive brands are used to convey meanings about the 

user’s identity. In that sense, products with high brand prominence are often used for 

conspicuous reasons (Solomon, 2012) and are more effective for self-expression and self-

definition.  
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Further, the difference between status and conspicuous consumption were discussed 

followed with an emerging trend in inconspicuous consumption behaviour. Status 

consumption differs from conspicuous consumption by the fact that a status-driven 

consumer strives to take advantage of the benefits associated with status-expressive 

products and brands (O’Cass and Frost, 2002; Veblen, 1918). Meanwhile, the 

conspicuous consumer buys visible brands to signal their prosperity and to acquire a 

higher social position (O’Cass and Frost, 2002; Veblen, 1918). However, in mature 

markets inconspicuous consumption behaviour has become more common (Eckhardt et 

al., 2015). The reasons for this trend have been explained by the consumers’ uniqueness 

need (Snyder, 1992; Tian et al., 2001) and the ease of attaching own meanings to 

ambiguous and discreet brands, because the brand signals are not clear (Brown et al., 

2013). These theories may explain why some consumers prefer low brand prominence 

products. 

After reviewing the brand prominence literature, one can conclude that research has 

mainly focused on luxury brands in the luxury brand segment, leaving the other types of 

brands uncovered. Therefore, the current brand prominence framework does not 

necessarily apply to non-luxury brands. Brand prominence was defined as the degree of 

visible markings on a product (Han et al., 2010). The degree of brand prominence can 

vary between high and low based on brand visibility, brand frequency and brand 

distribution (Meyer and Manika, 2017).  

So far there are only a few studies that address consumer’s identity impact on brand 

prominence (Janssen et al., 2017; Kauppinen-Räisänen et al., 2018), but these studies 

have not addressed the consumer’s identity as a multi-dimensional aspect of self. Neither 

do they specifically explain how situational and social contexts affect brand prominence. 

Consumers’ brand prominence preferences have been explained by their income level 

and status (Han et al., 2010); need for uniqueness, self-monitoring (Kauppinen-

Räisänen et al., 2018); vanity (Cheah et al., 2015) and other social influence factors 

(Cheah et al., 2015; Pino et al., 2019; Berger and Ward, 2010; Eckhardt et al., 2013). 

Research suggest that consumers use brand logos to feel unique and enhance self-image 

in luxury consumption (Kauppinen-Räisänen et al., 2010).  

The self-concept can be described rather fragmentedly as the definition varies across 

different research fields and studies. The presented theories on self-concept show that 

self-identity is usually discussed as a construct of multiple selves rather than one 

consistent self (Sirgy, 1982). Consumer’s brand choices have often been explained by the 
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self-congruity theory. The self-congruity theory implies that consumers choose products 

that are closest to their own self-image (Sirgy et al, 2008). 

2.7.2 Theoretical framework 

The presented theories in this chapter show complexity in consumers’ decisions, but 

neither of them alone answers how the self-concept and situational self can influence 

consumers’ preferred degree of brand prominence on non-luxury fashion brand 

products. Therefore, I suggest the following theoretical framework (Figure 9) for 

explaining how consumers’ self-identity influence their preferred degree of brand 

prominence on fashion product choices.  

 

Figure 9 Theoretical framework 

As Figure 9 shows, the degree of brand prominence is dependent on which self and 

motivational drivers influence their choice of fashion product. The degree of brand 

prominence can vary between high or low depending on the conspicuousness of the 

brand determined by the product’s brand visibility, brand frequency and brand 

distribution (Meyer and Manika, 2017). The self-concept construct has four different 

self-images: actual self, ideal self, social self and ideal social self (Sirgy et al., 2014; Sirgy, 

1982). They are divided into two types: private self and public self. Each self has a 

different motivational driver. Actual self is driven by the self-consistency motive. Ideal 

self is motivated by protecting and upholding the self-esteem. Social self is motivated by 

social consistency. Ideal social self is motivated by the need for social approval. (Sirgy 

et al., 2014) In addition to these motivational drivers I suggest including Breakwell’s 

(1993) two principles for self-enhancement: distinctiveness and efficacy, which can 

apply to every self of the self-concept. Furthermore, I suggest including the situational 
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self (Schenk and Holman, 1980) in this framework with situational congruence as the 

motivational driver. Next, the method for the study will be presented. 
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3 METHOD 

This chapter will present the research method that has been selected for the study and 

explain the empirical part. The chapter will start with a discussion about the research 

philosophy approach in 3.1., then followed by research method in 3.2. and research 

design 3.3. The sampling method and the defined criteria are described in the subchapter 

3.2. The data collection methods such as interview, pictorial stimuli and photographic 

documentation will be discussed in subchapter 3.3. The collected data will be briefly 

analysed in subchapter 3.5. The chapter will be concluded with an assessment on the 

quality of the method.  

3.1 Philosophy of science 

Since the research questions focus on the consumer’s self-identity, the research approach 

is interpretivist (Saunders and Lewis, 2016). The aim is to understand consumers’ 

perspective on the preferred degree of brand prominence on fashion products. The 

philosophical approach when formulating the research question, collecting, and 

analysing the data can be seen ontologically as subjectivist (Hudson and Ozanne, 1988). 

This means that interpretation is based on the consumer’s own views and values. 

Moreover, the informant is seen as a subjective agent who independently interprets and 

creates meaning on brand prominence, rather than assuming that brand prominence is 

one objective reality (Hudson and Ozanne, 1988; Saunders and Lewis, 2016). The 

subjective approach is suitable for the study because the interpretation and analysis of 

the data is based on the consumer’s own reality.  

3.2 Research method 

The study took a qualitative approach. As earlier mentioned, existent studies on brand 

prominence have mainly taken a quantitative approach using greater numbers of 

randomly selected informants. Quantitative data can reveal evidence for relationships 

that might not otherwise be recognized by the researcher (Eisenhardt, 1989). However, 

qualitative data can be more appropriate for acquiring deeper insights, understanding 

underlying motives and better explaining the theory of relationships found in 

quantitative research (Eisenhardt, 1989). Qualitative data can also be used to suggest a 

theory more directly with quantitative support (Eisenhardt, 1989). Also, a qualitative 

method will allow focusing on a smaller sample to purposefully select information rich 

cases (Patton, 2015).  



 38 

Since the focus is brand prominence from a self-identity perspective, it would be suitable 

to choose a method where the informants can articulate their views in a relaxed and open 

manner. The main method for collecting data in the study will be semi-structured and 

open-ended interviews (Patton, 2015). An interview guide will be used during the 

interviews. In addition, there will be pictorial stimuli questions and photographic 

documentation to help identify and document the variations in the degree of brand 

prominence.  

3.3 Sampling strategy and criteria 

Criterion-based case selection was used to conduct a purposeful sampling, which means 

identifying and selecting information-rich cases (Patton, 2002), that have knowledge or 

experience about a specific topic. Criterion-based case selection is a suitable method 

when informants need to meet some determined criteria prior to the interviews (Patton, 

2015). The predetermined criteria were gender, age, location, nationality and fashion 

orientation.  To get in touch with these informants, I used referrals from my contact 

network. The sampling strategy is presented in Table 1. 

Table 1 Sampling strategy 

Sampling strategy Objective Informant selection 

Criterion sampling Cases that meet the pre-

determined requirements 

and would be suitable for the 

study 

Gender, age-range, fashion 

interest, location, nationality, 

gender 

 

To ensure that both female and male informants were represented I decided to interview 

four female and five male informants. As much of the research in fashion marketing is 

often only focused on women, having both men and women in the sample may suggest a 

more nuanced explanation of how self-identity affects brand prominence. However, the 

aim is not to make a gender comparison, but to gather a broad perspective of how self-

identity can influence the preferred degree of brand prominence.  

Age was used as criteria, as it allows purposefully selecting informants that have 

developed somewhat strong self-identities. During adolescence, usually between 12-18 

years old, individuals are still in a stage of identity and role confusion, while they are 

searching for their sense of self and their own identity (Erikson, 1963; as cited in McLeod, 

2018). Therefore, the study will focus on fashion consumers between 18 – 35 years old. 
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Another reason for studying young adults is that they are brand conscious and have more 

money to spend than other young adults have had before in history (Noble et al., 2009).  

In addition, some fashion interest, or interest in maintaining one’s appearance were also 

used as criteria. According to Noble et al. (2009), some young adults consider themselves 

trendsetters, which stems from their long brand loyalty towards fashion forward-brands 

and have a need to express themselves through their possessions. In addition, 

consumption to express one’s identity through branding and products is typical for the 

young adult (Noble et al., 2009). Thus, it would make sense to interview young adults as 

they are both brand conscious and aware of what their fashion choices communicate 

about them. Nonetheless, the informants were not required to be highly involved in 

fashion but rather have at least a modest fashion interest. 

Location was used as criteria for the ease of interviewing the informants face-to-face. All 

the informants were living in Helsinki area of Finland. The possible influence of the 

determined area of location needs to be acknowledged. The maturity of the market (Pino 

et al., 2019) is suggested to influence the preferred degree of brand prominence. 

Consumers in more mature markets may prefer more discreet brands, while consumers 

in emerging markets may prefer high prominence brands (Pino et al., 2019; Berger and 

Ward, 2010; Eckhardt et al., 2015). Overall, Finnish consumers tend not to be the most 

flamboyant fashion consumers if you compare them to other European countries, as well 

as Helsinki not being a big fashion capital, however, consumers in Helsinki have more 

access to different fashion brands than the rest of the country. 

To assess diverse perspectives, I wanted to address the multicultural dimension and 

importance of representation in metropolitan areas. I did this by also including other 

nationalities than Finnish informants in my sample. The selected informants had 

different occupational and cultural backgrounds. Instead of just focusing on only one 

group e.g. university students, the sample consists of a mix of students and people 

already in the workforce. Another argument for including diversity is that the globalized 

fashion industry has on one hand created an increased variety in the market, but on the 

other hand also created a homogenizing effect, which is represented in the so-called 

“global style” (Kaiser, 1999, p. 110). In other words, it is often the same fashion brands 

and items that are offered globally in different shopping malls and stores in different 

cities. Thus, having multiple nationalities in the sample would address this phenomenon 

and the cultural diversity of the Helsinki area. As the informants are within the same age 
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range despite different backgrounds, they may have a somewhat similar interest and 

values regarding fashion and brands. 

The sampling strategy was used as a guide to find these informants. At the end of the 

data collection, the sample in the study consisted of eight informants between 24 – 32 

years old. All of them were living in the capital area of Finland, consisting of both 

Helsinki and Espoo. An overview and details about the informants are given in Table 2. 

Table 2 Informants overview 

Informant* Gender Nationality Age Occupation Interview 

duration 

(minutes) 

Interview 

date 

Charles Male Chinese 24 Business student 37:00 01.12.2018 

Pjär 

 

Male Finnish 26 Graphic design 

student 

39:21 25.11.2018 

Einar 

 

Male Norwegian 29 Creative 

freelancer and 

model 

49:09 26.11.2018 

Alex Male Estonian 32 Entrepreneur in 

Marketing 

30:20 30.11.2018 

Natasha  Female Russian 24 Entrepreneur in 

Marketing 

55:50 29.11.2018 

Maria Female Finnish 25 Psychologist 48:42 28.11.2018 

Julia Female Swedish 28 Strategist 41:02 09.12.2018 

Lily Female Iranian 26 Artist and art 

curator 

1:06:55 19.12.2018 

* The informants were asked to choose their pseudonyms, or a pseudonym was given to them. 

The informants came from different parts of the world including Finland, China, Russia, 

Estonia, Iran and Sweden. Two of them were still studying, but the rest of them were 
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already in the workforce either as a freelancer, entrepreneur or working at privately held 

companies.  

3.4 Data collection 

As earlier mentioned, data was collected from open-ended interviews including pictorial 

stimuli questions and a short observation using photographic documentation. Eight 

interviews were done face-to-face and took place in the capital area of Finland, Helsinki 

and Espoo. Every informant was interviewed in English. The interviews took place 

between 25.11.2018 – 19.12.2018. The interviews lasted between 30 minutes to 1 hour 10 

minutes. Most of the interviews were done at the informant’s home because it would be 

easier for them to show their fashion products. However, two of the interviews were done 

at the informants’ work office based on their own wishes. These informants were 

therefore told in advance to bring fashion products.  

3.4.1 Interview guide 

An interview guide was formulated prior to the interviews and used as a general guideline 

for the interviews. The interview guide listed the questions and issues that were explored 

during the interviews. The issues that were discussed are based on the pre-determined 

research aim. The interview guide included questions about the informants’ fashion 

interest, the self-identity’s role in how they use fashion brands, their views on high and 

low degree of brand prominence in connection to self-identity, and their demographic 

characteristics (Appendix 1). Some of the questions were inspired from Wilcox et al. 

(2009) value-expressive function and social adjustive scale on luxury brands but adopted 

to a non-luxury brand context (Appendix 2). 

A test interview was conducted 17.11.2018 before the real interviews. The test interview 

was done to test the questions and to ensure that the questions in the interview guide 

helped answering the research aim. In accordance to Patton (2015), the interview topics 

were prepared before the interviews to ensure that each interview will meet the same 

baseline. The interview guide allows the researcher to easily elaborate and move between 

the topics easily by probing, asking questions and exploring the issues further (Patton, 

2015). In addition, the researcher can ensure that the pre-determined topics will be 

covered, while the interview keeps a conversational nature (Patton, 2015). Maintaining 

a conversational nature is crucial, since the informants should be comfortable and able 

to speak freely in the interview situation about fashion consumption and self-identity. 

Because the theoretical framework was very specific and sometimes it can be difficult to 
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talk about one’s self-identity, it was also important that the questions in the interview 

guide could capture that.  

3.4.2 Interview questions 

To better understand the informants’ fashion consumption behaviour, the interview 

started with questions about their fashion interest.  These questions were also used as a 

warm-up to make the informants feel relaxed and talk about fashion in general. As an 

illustration these two questions were asked: “What do you think about fashion in 

general?” and “How interested are you in fashion?” (Appendix 1). The first question was 

asked to find out what the informants associate with fashion and the second question 

inquired about their level of fashion interest. Existent research has noted that there is a 

connection between consumers’ fashion orientation (i.e. level of interest) and their 

fashion consumption (McNeill, 2018; Park and Burns, 2005; Gutman and Mills, 1982). 

Because consumers’ fashion orientation may affect fashion consumption, it may also 

affect how well they discuss different fashion brands and their preferences between low 

and high degree of brand prominence. 

After the informants had openly discussed their thoughts on fashion, they were asked 

how they use fashion brands to express their self-concept. The academic terms for the 

self-concept and situational self as well as motivational drivers were not used during the 

interviews. Instead the questions were formulated so informants could understand and 

easy interpret them. However, it was still challenging for most of them to talk about their 

self-identity and how they are using brands. Some questions were needed to be repeated 

several times for them to understand. Because of the complexity of self-identity related 

questions, I had also prepared many follow-up questions. Question 5.5. is an example of 

an interview question about the informant’s ideal social self and need for social approval: 

 “5.5. Do you remember a situation where you used a particular fashion brand to help you 

fit in?  

o Which fashion brand was it?  

o Was it a visible or discreet brand? 

o Can you remember another situation?  

o How important is that others recognize the fashion brands you are wearing?  

o How important is that the fashion brand you wear is positively perceived by 

others?” (Appendix 1: Q5.5.) 
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The discussion started with asking the informant about the past, whether he or she 

remembered if there has been any occasion that the person would have used a specific 

fashion brand to gain social approval from others. The follow-up questions were used to 

collect more specific information in case the informant left out some details. The two last 

follow-up questions asked the informant about his or her views on brands and social 

approval in the present.  

After discussing self-identity and brand related questions, the subject slowly transitioned 

into brand prominence. As it might be difficult for informants to articulate the degree of 

brand prominence and their own preferences, I decided to use photo-elicitation or 

pictorial stimuli questions and photographic documentation. These methods will be 

discussed in the next two sections.  

3.4.3  Pictorial stimuli 

Two pictorial stimuli questions were included as part of the interview guide (Appendix 

1: Q6.3. and Q6.6.). Photo-elicitation includes usage of visual materials such as photos 

and videos during an interview for the informants to comment on (Bignante, 2010; 

Harper, 2002). Especially, when design is an important part of the evaluation, using only 

verbal description may be inadequate to fully understand the consumers’ reasoning (De 

Bont, 1992; Page and Rosenbaum, 1992; as cited in Losschilder et al., 1995). Also, the 

interpretation of verbal and visual descriptions may differ. Visual descriptions are 

suggested to be more accurate than verbal descriptions, if evaluations are very subjective 

and based on symbolic meanings, aesthetics, personal preferences or sensory 

experiences (Holbrook and More, 1981). Therefore, it would be appropriate to use 

pictorial stimuli in brand prominence research as the study is strongly focused on the 

products’ design and consumers’ subjective judgments.   

The first pictorial stimuli question captured the informants’ preferred degree of brand 

prominence in terms of brand visibility and brand frequency. This was done by showing 

the informants three printed pictures of Nike sweaters and followed with questions about 

which one they would choose, why they picked that sweater and the situation they would 

use it. These sweaters were used as examples in the subchapter 2.4.1. The Nike logos 

were placed in differently on each sweater (Figure 2 and Figure 4).  

In the second pictorial stimuli question, a printed image of a body was displayed to the 

informants, followed with questions about where they would wear visible logos to 

capture the preferred spots for brand distribution.  
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3.4.4 Photographic documentation 

For the same reasons as using pictorial stimuli in market research, photographic 

documentation can give more accurate information about evaluations based on 

aesthetics and subjective judgments. In addition, photography can help in collecting 

naturalistic data and reveal information about how consumers interpret their own 

behaviour (Basil, 2011). Furthermore, photographic documentation gives the researcher 

time and ability to go back and forth between the data (Basil, 2011).  

To better understand the informants’ preferred degree of brand prominence they were 

told to pick out two or three fashion products that they already own and used. The 

fashion products they were requested to show had a high degree of brand prominence. If 

they did not have any visible branded products, they were told to show products with at 

least a low degree of brand prominence. They were asked to explain why they liked the 

product. After each interview, the researcher took photos of these products by using a 

digital camera.  

3.5 Analysis of the data 

The main data source is interview transcripts from the face-to-face interviews. The 

transcribing included details such as the informant’s laughter and pauses. Words 

transcribed consisted of 39 570 words. The interview transcripts allowed me to revisit 

important statements and issues raised by the informants and myself (Spiggle, 1994).  

A preliminary analysis of the data was already done before all interviews were conducted 

and transcribed. My main data manipulation operations were categorization, abstraction 

and comparison. After each interview, cross-case comparisons were recorded by 

detecting and summarizing themes that had been repeatedly discussed during the 

interview (Spiggle, 1994). By systematically comparing the differences and similarities 

between the informants (Spiggle, 1994), I could categorize the data and label them. The 

way the interview guide was structured also allowed easy categorization of the data.  

Because the theoretical framework was developed from existing theory, there were 

already some pre-determined categories such as the different selves, motivational drivers 

and the variations in the degree of brand prominence. After the interviews, it became 

clear that some findings addressed in the literature review were also found in my data 

collection. The categorization helped detecting data that could be interpreted as 

examples for some general phenomenon in the emergent theory (Spiggle, 1994). After 



 45 

the categorization, the data was abstracted by combining and generalizing the categories 

into a smaller number of general ones (Spiggle, 1994). For example, many of the 

informants talked about ethical, ecological and environmental concerns, which were 

abstracted into sustainability concerns.  

The secondary data source was the photos from the photographic documentation. The 

photos were taken with a digital camera after the interviews. In total 121 photos were 

taken. Because some informants had a larger amount of non-luxury fashion products 

with a higher degree of brand prominence, while others only had two products to show I 

will only analyse two products per informant. The decision can be motivated by the fact 

that the purpose of the study was not to go through every item that the informants 

owned, but to give a better understanding of the informants’ preferences in terms of 

brand prominence. The data from the photographic documentation along with the data 

from the interview allowed me to categorize, code the products and go back and forth in 

the data.  

3.6 Quality of research  

This section will assess the current method for data gathering based on the 

trustworthiness assessment criteria presented by Wallendorf and Belk (1989). One big 

challenge in qualitative research is how to present the qualitative data in a systematic 

and transparent way (Wallendorf and Belk, 1989). Therefore, one needs to address the 

quality of the research. Reporting the data gathering procedure and how the conclusions 

are made is also common procedure when assessing trustworthiness (Spiggle, 1994). 

The criteria of trustworthiness constructed by Wallendorf and Belk (1989) aim to 

evaluate how the findings in a study represent reality and if they can be used in other 

contexts. Moreover, the assessment evaluates whether a similar study can be replicated 

and the findings can be repeated, and whether the findings derive from the information 

given by informants and not what the researcher would like them to be (Belk and 

Wallendorf, 1989). There are five criteria for assessing trustworthiness in research: 

credibility, transferability, dependability, confirmability and integrity (Belk and 

Wallendorf, 1989). However, there is no general answer for how these criteria should be 

met, because each study and philosophy of science need its own customized assessment 

(Belk and Wallendorf, 1989). The criteria will be discussed based on what is applicable 

to the current study. 
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Assessment of credibility involves evaluating what was done during the data 

collection, how it was interpreted and how the final interpretation is presented to the 

reader. There are several methods to assess a research’s credibility, such as prolonged 

engagement, persistent observation and triangulation. Because the research is 

interpreted during the entire research process, it is suggested that one uses techniques 

to improve credibility from the beginning of research (Belk and Wallendorf, 1989; Glaser 

and Strauss, 1967).  

For prolonged engagement in a study, sufficient time is required for the researcher to 

gather enough data, understand the subject and then narrow down the study to a specific 

focus (Belk and Wallendorf, 1989). A persistent observation means that the researcher 

has acquired adequate depth of understanding of the subject to be able evaluate the 

quality of the data (Belk and Wallendorf, 1989). In my case, the interviews were long 

enough to collect the data needed for the study. Furthermore, enough time was invested 

in the theoretical understanding of brand prominence and self-identity to be able to 

assess the quality of the data. 

I was using several techniques during the interview: open-ended questions, pictorial 

stimuli and photographic documentation. In addition, data was collected from several 

informants from various backgrounds. Thus, triangulation was established because I 

developed evidence by interpreting the interactions with multiple informants and 

collecting data by using various techniques depending on the study (Belk and 

Wallendorf, 1989). 

Assessment of transferability is referred to as how easily the results of the study can 

be applied to different settings and with other subjects (Belk and Wallendorf, 1989). 

Some researchers propose contrasting and replicating the same study with identical 

procedures in another setting. Triangulation can also be used for transferability, e.g. a 

purposively selected sample and identifying the limitations in the theory that emerges. 

(Belk and Wallendorf, 1989) The study’s small sample and focus on fashion can be an 

obstacle for the transferability of the findings in other settings than fashion. However, 

the study could possibly be transferable in other industries where there is strong lifestyle 

focus or a high degree of brand prominence products such as everyday electronics. For 

example, fashion consumers’ preferred degree of brand prominence in fashion can also 

transfer to their preferences in terms of brand prominence for a laptop or other 

electronic device. 
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Establishing dependability is considered by Belk and Wallendorf (1989) as a 

requirement, which is connected to time and changes in the processes. The assessment 

is based on whether the same findings would be found, if the study was replicated with 

similar conditions at another time with the same or informants with similar 

characteristics (Belk and Wallendorf, 1989). Gioia et al. (2013) proposed that a 

qualitative research should be conducted independently. The study has a strong focus on 

self-identity and fashion consumption, which is very individual. The study could have a 

different result if asking the informants when they were at a different age or if the 

informants had very a different fashion style or lifestyle. However, the emergent patterns 

in the findings could be applicable on consumers in the similar age range. 

Establishing confirmability means that the findings and interpretations are not 

based on the researcher’s own perspective, motivations, interests, or other biases related 

to the researcher. However, the post-positivist view proposes that absolute objectivity is 

impossible (Belk and Wallendorf, 1989). There are three techniques that can be used to 

establish confirmability: triangulation, reflective diaries and audits (Belk and 

Wallendorf, 1989). In my case, the only technique that was applicable is triangulation by 

using different data collection methods, which was mentioned earlier. 

Assessment of integrity refers to assessing the possible conflicts between the 

researcher and the informants. Integrity problems that might arise in these conflicts are 

e.g. when informants behave differently to the research (Belk and Wallendorf, 1989). To 

avoid the possibility of distrust, the researcher can try to keep the informant interested 

and try to create closeness with the informant (Belk and Wallendorf, 1989; Wallendorf, 

1987). In the beginning of each interview, rapport and neutrality were addressed 

(Appendix 1). Neutrality in rapport means that the informant in the interview can tell the 

researcher anything without feeling that the research would judge him or her (Patton, 

2015). I underlined that their names will be kept anonymous and emphasized that the 

informants did not need any special knowledge for the questions. Some informants felt 

that they did not know enough about fashion, therefore by saying that the focus was on 

their views and opinions about the subject they got a bit more relaxed. Also, the 

informants were told that there are no right or wrong answers.  

Prolonged engagement and triangulation can be used to improve the integrity of the 

study. In this case, triangulation was used as earlier mentioned. In addition, the 

interviewing skills of the researcher e.g. probing, reformulating questions and using 

different strategies can minimize collecting misleading data (Belk and Wallendorf, 
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1989). Some of the informants did not completely understand what discreet or visible 

brand meant, therefore I had to reformulate and probe the questions and sometimes 

explain what I meant. Whenever I drew conclusions about a theme that had been 

indirectly discussed during the interview but not yet asked, I repeated what they said so 

that they had the opportunity to discuss and elaborate more. In the end of each interview, 

they also had the opportunity to discuss more freely as I asked them if there was 

something they would like to add. In this case, I did some self-analysis and introspection 

to evaluate the integrity (Belk and Wallendorf, 1989).  

Assessment of usefulness is the final evaluation and is linked back to what Spiggle 

(1994) suggested; that research needs to be useful and innovative. As brand prominence 

and self-identity have not been explored before in the non-luxury fashion brand context, 

the study can be seen useful, as it widens the field of research in brand prominence. 
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4 RESULTS AND ANALYSIS  

This chapter will present and summarise the main findings of the research. The findings 

will be discussed with reference to the literature review. The general aim was to examine 

how the consumers’ self-identities influence their preference for the degree of brand 

prominence on non-luxury fashion products. The second aim was to understand whether 

the consumers’ preference in the degree of brand prominence can fluctuate depending 

on the situational context the consumer faces and to identify what kind of situations. 

As my interview guide was divided into three different themes: fashion orientation, how 

the informant uses fashion brand products to express his or her self-identity and the 

preferred degree of brand prominence, the results answering these questions will be 

separately presented. Fashion orientation will be reported in section 4.1. to give a better 

understanding of the informants’ fashion consumption behaviour and used as a 

criterion. However, the focus was not to study whether the consumer’s fashion 

orientation would influence their choice of high or low degree brand prominence. The 

informants’ usage of fashion brands to express their self will be reported in section 4.2. 

There, I will go more in-depth with results related to the self-concept, the situational self 

and the motivational drivers. Section 4.3. will discuss the informants’ views on the low 

and high degree brand prominence.  

The focus while presenting the findings is strongest similarities and differences across 

the informants. These findings will be linked to the existing literature to keep the 

consumer perspective. It should be mentioned that many of the answers in the interview 

could fit into several categories, but they have been discussed where they would be most 

suitable. Moreover, even though sustainability was not the focus of the interview, the 

theme came up several times as the informants were very conscious and concerned about 

that aspect in fashion.  

4.1 Fashion orientations in the sample  

In the beginning of the study the informants answered general questions about their 

views on fashion and their own style. These answers helped me to better understand the 

informants’ attitudes towards fashion in general and determine the fit of the informants 

to the sampling criteria. It also helped me understand which kind of consumer they were 

according to Gutman and Mills’ (1982) fashion consumer segmentation. The fashion 

orientation and the style of the informants are presented in Table 3. These findings are 

not used to explain the theoretical framework. 
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Table 3 Consumer segmentation 

Informant Fashion consumer  Style 

Charles Leader Constantly changing 

Natasha Leader Classic with a mix of 

inappropriate details 

Maria Follower Ordinary with an edgy mix 

Lily Follower Minimalist 

Julia Follower Business casual with personal 

touch 

Pjär Independent Normal 

Einar Independent Clean and earth tones 

Alex Neutral Casual 

 

Not every informant did see themselves as fashion followers, but they were all interested 

in dressing and having a unique style. Most of them thought they had a very ordinary 

style but with their own personal twist. They were also relatively consistent and sure of 

their own styles. Many of them mentioned mixing ordinary clothes with second hand or 

vintage.  

Charles, Natasha, Maria, Lily and Julia expressed high level of interest in fashion and 

were all active in following fashion trends. The term fashion was interpreted by them as 

style and personalization rather than following the newest fashion and trends. Fashion 

has been defined in the field of semiotics as a language of signs that is constantly 

changing and accumulating (Barthes, 1964). It has also been argued that the secret 

behind fashion is that the taste of fashion is collectively created and can only happen 

where there is freedom to choose (Blumer, 1969; as cited in Gronow, 1993). Thus, fashion 

can be interpreted as the changes in taste and style, as well as having the freedom to wear 

whatever one wants. 

Compared to Maria, Lily and Julia, fashion seemed to have a more active role in 

Natasha’s and Charles’ everyday life. They both spend much of their leisure time finding 
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inspiration, following haute couture and designer brands, strolling around in stores and 

discovering new brands. They could be seen as leaders as they expressed a strong desire 

to be up to date with the latest trends (Gutman and Mills, 1982). Because both Charles 

and Natasha were interested in luxury and high-end fashion designer brands, their 

answers also involved these kinds of brands.  

Charles’ style seemed less consistent than the other informants because he changed his 

way of dressing according to different social situations, which will be further explained 

in section 4.3.5. about the situational self.  Natasha described her way of wearing clothes 

as a funny feeling. She liked wearing basics such as turtlenecks and jeans with some 

accessories like jewellery or a bag that would be funny and a bit inappropriate. For 

example, wearing a straight and sharp coat with a small pink bag with gold handles to 

make the look less sharp.  

Although Maria thought she was following trends, she felt that she was a bit behind and 

more selective about which trend she would wear. Maria could be regarded as a follower 

according to Gutman and Mills (1982) fashion consumer segmentation. She described 

her style as very ordinary with a mix of new and old. She liked using edgy items such as 

chunky boots and leather jackets.  

Julia stated that she enjoyed looking at fashion, but maybe liked the idea of fashion more 

than practicing it. As a strategist, she interacts from time to time with fashion in her 

work. She stated that she is not always very into fashion, for example she does not feel 

like she needs to buy a specific cool brand or dress a certain way to convey being cool or 

buying expensive clothing. She likes to follow trends but does not always buy the latest 

thing, but rather selectively implements some trends into her personal style. She 

mentioned two Danish fashion brands: Stine Goya and Mads Nørgaard as aspirational 

brands she would like to own because of their use of colour and graphic prints. But when 

she thinks about her own wardrobe it is mostly COS and &otherstories. She wanted to be 

at the same time very casual in her style but still have personality and quirks in the way 

she is dressing. Julia could be regarded as a follower with independent tendencies as she 

did not want to wear everything that is depicted from the fashion industry (Gutman and 

Mills, 1982). 

Lily also followed trends and fashion industry updates and like Julia she was more of a 

spectator of fashion than an actual consumer of it. She felt that it demanded too much 

effort to get really into fashion and dress the way she would like to. She felt that she could 
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have more money and time to dress better. She could be regarded as a follower according 

to Gutman and Mills’ (1982) fashion consumer segmentation. She preferred minimalist 

clothing items and sometimes a more androgynous style. She mentioned more 

experimental brands as Givenchy and Alexander McQueen as her favourite brands. But 

for non-luxury brands it would be Zara and Weekday. 

When discussing fashion in general, Pjär, Einar and Alex thought they were not very 

engaged in fashion. Fashion was interpreted by Pjär and Einar as the newest trend or 

style. Pjär would fit in as an independent according to Gutman and Mills (1982) fashion 

consumer segmentation. He stated that he was not very into fashion but found high 

fashion interesting because of his interest in the aesthetic world. This could be explained 

by the fact that he is a graphic design student. He also showed some anti-fashion 

attitudes by stating that he would not like to look too mainstream. Pjär could not think 

of any favourite fashion brands. 

Similar to Pjär, Einar did not think that he was a fashion follower, however he still 

seemed to be aware of what is currently in stores and current trends by talking about the 

70s vibe trend and the circular pace of fashion. The first thing that Einar associated with 

fashion was its negative environmental impact. His way of discussing fashion strongly 

connected with his vegan values. However, he was, compared to Pjär, more actively 

involved in the fashion industry because of his freelance career as an influencer and 

model. In that sense, he was more of a fashion follower than Pjär but still an independent. 

He also had some fashion leadership tendencies, as he liked the idea of others purchasing 

the same fashion products he wears. Einar did not have any favourite fashion brands. 

Alex also had some negative attitudes towards fashion. He thought the money spent on 

the fashion industry could be spent somewhere else. His professional engagement in 

fashion was higher than the rest of the informants, as he had been working in the fashion 

industry as a store manager for many years before becoming an entrepreneur. His 

fashion consumption behaviour was like Lily limited due to time constraints. He said 

that if he had more time, he would maybe be more invested in fashion. He could be 

regarded as a neutral fashion consumer with a bit of a negative attitude (Gutman and 

Mills, 1982).  

4.2 The degree of brand prominence 

At first a general question about the informants’ preferred degree of brand prominence 

was asked, where they could openly discuss their own preferences. Two pictorial stimuli 
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questions were later used to determine the degree of brand prominence in terms of brand 

visibility, brand frequency and brand distribution. At the end of the subchapter different 

usage situations and the informants’ own products will be discussed. 

4.2.1 The preferred degree of brand prominence 

When discussing brand prominence, all informants preferred fashion products with a 

low degree of brand prominence, however the degree of what is a tolerable brand 

prominence varied between them. Alex remembered that visible branding had been 

trendy a few years ago but did not think it was very appealing anymore. Charles, Natasha 

and Julia preferred low brand prominence, as well, but at the same time did not mind 

people wearing the logomania trend with logos and monograms all over. Charles did not 

want to show off what kind of fashion brands he is wearing and would rather wear nice 

fitting clothes of high quality which look expensive. He thought that logos should not be 

shown to others but only to himself. Einar also did not think he needed to show off 

brands. 

Natasha said that the only type of clothes that are showing off logos are her Nike sports 

clothes and she loves Nike. But she would not wear something that would for example 

say Zara, H&M or Monki. She did not want to let other people know that she had been 

buying something from these brands because of her negative attitudes towards these 

fashion brands and their manufacturing methods. Her choices to avoid prominent 

products from these brands could be explained by self-identity motives. Lily would not 

either wear visible non-luxury fashion brands like Natasha suggested, but for sports 

brands she and the other informants thought it was okay because they are heavily based 

on brand visibility. 

Julia on the other hand wanted to have control over what she is wearing and did not feel 

comfortable wearing visible brands, because it would feel like the brand is owning her, 

rather than the other way around. Pjär explicitly expressed that he did not want to be 

regarded as a walking advertisement. He was more interested in distinctive design and 

unique patterns than having brand names, which might be explained by his occupational 

background as a graphic design student.  

These findings suggest that fashion products with a lower degree of brand prominence 

are more likely to be favoured by these informants. The findings support the notion of 

consumers being more interested in inconspicuous consumption. It has been noted in 

contemporary consumer behaviour that consumers do not need to signal their status 
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through fashion brands socially as much as before. It is suggested that when an 

individual’s social standing is assumed, it is not necessary to signal status (Daloz, 2013). 

But it could also be motivated by the fact that some consumers just dislike logos (Klein, 

1999; as referred in Berger and Ward, 2010). Furthermore, fashion products at the lower 

end of the fashion industry pyramid such as non-luxury brands do not usually show any 

brand names or logos (Berger and Ward, 2010), which might also explain why the 

informants did not like prominent branding. 

There was however one scenario when the informants would be interested in wearing 

fashion products with a high degree of brand prominence. Pjär, Einar and Maria would 

be interested if the brand represented something that they wanted to support. As an 

example, they referred to wearing sustainable fashion brands. Meaning that they wanted 

to represent an ideal self of being a sustainability conscious consumer, which will be 

analysed in relation to self-identity in the subchapter 4.3. The next subsection will 

discuss the variations in the degree of brand prominence.  

4.2.2 Brand visibility and brand frequency 

The informants were shown three different Nike sweaters (Figure 10) to collect data on 

their preferences in brand visibility and brand frequency. Brand visibility means how 

easily one can see the brand, which is based on how conspicuous the brand is, the size 

and the clarity of the logo or visual brand indicators (Meyer and Manika, 2017). Brand 

frequency refers to the amount of brand indicators (Meyer and Manika, 2017). The 

informants were asked to choose one sweatshirt from Nike and explain why they choose 

it and in which situations would they would use the sweater. 

 

Figure 10 Pictorial stimuli 1: Nike sweaters 

From left: Picture 1 (Nike, 2018a), Picture 2 (Nike, 2018b) and Picture 3 (Nike, 2018d). 
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Most of the informants would choose the first sweater with a subtle logo, confirming their 

earlier statements concerning low brand prominence preference. One remark that 

should be considered when presenting these findings is that two of the informants did 

not in general like the Nike brand: Alex and Pjär. The result is shown in the following 

table: 

Table 4 Results - The informants’ choices in Pictorial stimuli 1  

Informant Picture 1 Picture 2 Picture 3 

Charles X (home, school)   

Pjär X (sports)   

Einar  X (everyday, 

workout) 

 

Alex  X (home, work)   

Maria X (everyday)   

Natasha  X (everyday)  

Julia X (everyday)   

Lily X (everyday)   

 

All informants expressed dislike for the third sweater with the Nike swoosh logo pattern. 

Charles expressed for example that he did not like the sweater because the large amount 

Nike logos gave him a bit of a headache and bad feeling. Lily would not just wear it. 

Natasha thought the sweater was too branded, while Julia and Einar described the 

sweater as ugly. The first thing that Einar said about the sweater was: “Oh my god” 

indicating that he was reacting strongly towards the sweater. He also thought the sweater 

looked like a counterfeit Nike sweater and was surprised when I told him that the sweater 

was sold on their website. Pjär thought it was horrible. The findings and their dislike for 

the sweater indicate that the informants preferred low brand frequency in the design. 

Charles would choose the first Nike sweater because he thought that the design was 

“more clean and more sharp” compared to the other ones. During his interview he 

expressed a desire to look sharp and wear clothes of high quality. He would wear this 

sweater at home or to school. He thought sweater number two had too big of a logo and 
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looked cliché, like many other Nike sweaters, meaning that the sweater would not be 

seen as very unique. 

Natasha on the other hand would not choose the first sweater because she thought it was 

“a bit boring”, but it would depend on what other clothes she was wearing. She would 

wear the second sweater with the big logo with black jeans to get a touch of light. She 

thought that wearing all black is boring but could still consider the first sweater. 

There were three informants that could imagine wearing both the first sweater with 

discreet logo on the arm and the second one. Maria would probably choose the first 

sweater because the brand is small and subtle but still elegant. She stated that she would 

prefer a sweater with a small brand logo over a regular single colour sweater, because the 

Nike logo adds a sense of sportiness and modernism. The second one she could also be 

wearing at the gym or while jogging, but the first one she would feel more versatile 

wearing every day.  

Like Maria, Julia would wear the first sweater to work and with friends, and the second 

sweater to sports facilities. Julia felt that it was more acceptable to wear visible logos 

because of the sports brands’ history of using logos. Lily said that the first sweater would 

work with basically any occasion because of its’ single colour and simplicity in terms of 

design. However, she would, unlike Julia, also wear the second sweater to shop for 

groceries or go to work.   

Einar thought the first sweater’s logo was too small and that the logo was placed at a 

weird location. He thought that maybe the designers wanted to hide the logo but still 

include it, which somehow made it look even weirder. He also, like Julia, mentioned that 

because it is a sport brand, he did not mind the big logo and would choose the second 

sweater to wear with jeans or for exercise purposes. However, he thought that the sweater 

needed to be very comfortable to justify buying Nike, when he could buy a similar sweater 

for half of the price at H&M. 

Pjär and Alex both expressed dislike for the Nike brand. Pjär would choose the first 

sweater because he did not want to look like a walking advertisement banner like in the 

second sweater. He would wear the sweater when doing sports, to keep him warm during 

the pauses. Even though Alex owns sneakers from Nike, he expressed his dislike with the 

brand by stating that he thought it was too expensive and nothing special. Therefore, he 
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would choose the first sweater to wear at home or maybe at work, when he is working in 

his office.  

Overall the sweater with the lowest degree of brand prominence was most likely to be 

used by the informants. This indicates that the informants prefer low brand visibility in 

terms of brand prominence.  

4.2.3 Brand distribution 

Brand distribution refers to where the visible branding, e.g. brand name and logo, is 

placed on the consumer’s body and on the products (Meyer and Manika, 2017). The 

picture of the body that was used to collect this data helped the informants in accurately 

answering where they think would be suitable places to wear visible logos. The results 

are shown in Figure 11. The larger the circle is the more informants could imagine 

wearing a visible logo or brand name at that place on the body. 

A common spot where almost all the informants (except Pjär and Einar) could imagine 

wearing a visible logo is on the chest, close to the shoulder area and on the right upper 

body (See Figure 11). Pjär and Alex were the ones that would most likely avoid visible 

branding. Pjär had earlier expressed not wanting to be a walking billboard. He would be 

fine with visibly branded underwear, such as socks and boxers.  Meaning that he would 

be the only one being aware of what brands he was wearing. A cap would also be okay 

and if he would be wearing a t-shirt as an undergarment he would also be fine with 

branding. He would also avoid visibly branded shoes. Alex thought bags are okay and 

could only imagine himself wearing visible branding on the chest area and on his shoes. 

These two informants were also the ones that expressed some anti-fashion attitudes. 

Another spot where the informants were fine with having visible logos were on shoes, on 

the side of the foot (Figure 12). Most of them could imagine wearing that except for Pjär 

and Einar who would rather buy shoes without visible branding. 
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Figure 11 Pictorial stimuli 2: Brand distribution 

Illustration of body originally from Wikipedia (2018). 

The informants also highlighted the difference between fashion products. They were 

more likely to be fine with logos on accessories that they could take off, such as beanies, 

caps and bags. Maria could imagine wearing a visible logo on her right thigh, left hand 

wrist and the back of her neck. Julia mentioned a small label on the back pocket of her 

jeans would be okay. Lily made an exception for sports brands and would be fine with 

wearing fashion products with visible branding from them. Charles could imagine 

wearing visibly branded items if it was of a particular design associated with the brand, 

e.g. the Adidas stripes. 

4.2.4 Usage situations 

As most of the informants preferred fashion products with a lower degree of brand 

prominence for everyday usage, the situations where they would use fashion products 

with a higher degree of brand prominence were fewer. Charles could imagine wearing 

visible brands, if he would get paid for promoting a brand, but otherwise he would avoid 

these kinds of fashion products. Alex would use visible brands in situations he would feel 

the need to show the brands. However, he could not give any examples as he did not often 

have that need. 
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Julia thought she would never use a fashion product with high brand prominence in a 

work meeting, as the brand would speak more about herself as a person than who she is 

at work. As earlier studies suggest brands can signal something about an individual’s 

self-image and make other people recognize the person (Bao and Mandrik, 2004; 

Nguyen et al., 2017), which can be perceived both negatively and positively. Moreover, 

Kauppinen-Räisänen et al. (2017) suggested that consumers use brand logos to boost 

their self-image and signal their uniqueness, but in this case by avoiding visible logos 

Julia can better monitor her self-image and what she is signalling to others. Her kind of 

reasoning supports the notion of ambiguous brands. With a low degree of brand 

prominence, it is easier for consumers to attach their own meanings, as these kinds of 

brands do not have any clear message of what they are signalling (Brown et al., 2013). 

Natasha thought she did not have any special occasions for wearing visible brands. She 

would rather use a specific product based on her own needs, e.g. when running she would 

be wearing her sports bra with a visible Nike logo. A common theme that was found in 

each interview was the fact that the informants were more forgiving with visible logos in 

fashion products from sports brands. They argued that it was more acceptable because it 

is so common for sports brands to have prominent branding be a part of their design. It 

has been noted that consumers choose brands that are socially acceptable (Nguyen et al., 

2017) and that brand choices are often based on their longing to be associated with or be 

like the typical user of the brand (Sirgy, 1982; Escalas and Bettman, 2003). This could 

explain why the informants did not avoid sports brands with a higher degree of brand 

prominence in the same way as other non-luxury brands, as they are more socially 

accepted and some of the informants wanted to be associated with the brand user-

imagery of some of these brands. Therefore, it is suggested that fashion products with a 

high degree of brand prominence are more likely to be used in sports situations. Using 

brands for social approval will be discussed more in-depth in relation to findings about 

the informants’ self-identity. 

4.2.5 Products 

To get a better understanding of the informants’ preferred degree of brand prominence, 

photographic documentations were conducted. The data was collected by having the 

informants show fashion products with brand prominence that they own and use. After 

each interview, the researcher took photos of each product. The number of products was 

reduced to two, because some informants did not own more than two visibly branded 

fashion products. Based on the data collected, I can draw the conclusion that the male 
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informants owned fewer fashion products with a high degree of brand prominence 

compared to the female informants. Even the products the male informants showed with 

visible branding only had a few small labels or logos. Most of the products were used 

every day, two of the items were only used for sports. 

The results will be presented in tables stating the product category the fashion product 

belongs to, the product itself, the variations in the degree of brand prominence based on 

Meyer and Manika’s (2017) definition on brand visibility, brand frequency and brand 

distribution. Brand visibility was labelled as low, medium and high. High indicates that 

one can recognize the brand very easily based on the conspicuousness of the size, the 

clarity of brand logo or other visual indicators. Medium indicates that one can recognize 

the brand but not in the same degree as high brand visibility. Low indicates that one had 

to look for the brand logo or brand name to be able to tell what brand it is. Brand 

frequency was calculated according to the amount of brand names and logos that could 

be seen when the item is worn. For shoes, the amount of logos included both left and 

right foot. The shoe tongue is the strip of fabric behind the shoe laces. 

Like Meyer and Manika’s (2017) study, shoes were among the products with the highest 

degree of brand prominence, compared to other products the informants owned. Shoes 

are often worn multiple times with different outfits and can reflect something about the 

user (Meyer and Manika, 2017).  

The results of the shoes that were observed can be found in the following table: 

Table 5 Results - Photographic documentation: Shoes 

Product 

category 

Product Brand 

visibility 

Brand 

frequency 

Brand 

distribution 

Informant 

Shoes Nike Flex TR 7 

sneakers 

(Pink/Grey) 

High   8 On the sides, 

the shoe 

tongues, back 

and heels 

Natasha 

Shoes Puma Suede X 

Sophia Webster 

sneakers 

(Navy/Pink/Green) 

High  8 On the shoe 

tongues, on 

the sides, on 

the back 

Julia 
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Shoes Nike Air Max 97 

sneakers 

(Grey/Silver) 

Medium  8 On the shoe 

tongue, the 

sides and 

back, back of 

the heels 

Lily 

Shoes Vans Authentic Pro 

sneakers (Black) 

Medium  4 Near the shoe 

laces on the 

sides and 

back of the 

heel 

Einar 

Shoes Ugg Classic Short 

boots (Dark grey) 

Medium 2 Back of the 

heel 

Charles 

Shoes Nokian Kontio 

Classic boots 

(Black) 

Medium 2 On the sides Pjär 

Shoes Li-Ning sneakers 

(White) 

Low  4 Near the shoe 

laces on the 

sides and 

heels 

Charles 

 

The shoes that had a high or medium brand visibility had several brand logos or brand 

names on them. Many of the logos were placed on the sides of the shoes or near the 

shoelaces. The Ugg boots did not have many brand labels on them but could be seen as 

having a higher degree of brand prominence as the brand could be recognized based on 

the Ugg boots distinguished design. The Nokian rubber boots that Pjär owned were old 

and most of the logos had faded away, however, one could distinguish the brand from 

the inside fabric with the Nokian brand pattern. The faded logos made it difficult to 

distinguish the brand because the brand could be still be very recognizable because of its 

design in Finland, hence, medium brand visibility. The Li-Ning sneakers had several 

logos, but they were all white as the rest of the sneaker, which made the brand visibility 

low.  

Apart from shoes, bags were also products that the informants owned, which had visible 

branding. The following bags were found in the study: 
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Table 6 Results - Photographic documentation: Bags 

 

As data from the earlier parts of the study showed, the informants were fine with a high 

degree of brand prominence on bags. Kånken’s distinguish design together with the big 

Fjällräven logo makes it easy to recognize Julia’s backpack. For Pjär, his backpack is 

dominated by a floral pattern, which makes the brand label not as prominent. Pjär was 

one of the informants who avoided high degrees of brand prominence. He liked the 

backpack mostly because of its floral design and its colours. He also thought it was a good 

shape for his needs, not too complicated and without too many pockets. One thing that 

Pjär noticed with Vans’ products is the usage of logos on details like zippers and their 

signature black and white checkerboard pattern, which he liked. Maria’s tote bag from 

the Finnish brand Makia was something she used to communicate that she was 

supporting local brands, although she does not usually buy Finnish brands.  The rest of 

the products that were shown were mostly for the upper body, but also a pair of jeans 

(Table 7). 

 

 

 

 

 

Product 

category 

Product Brand 

visibility 

Brand 

frequency 

Brand 

distribution 

Informant 

Bag Fjällräven 

Kånken 

backpack 

(Yellow) 

High  4 On the front, 

button and 

zippers 

Julia 

Bag Vans Floral 

backpack 

(Multicoloured) 

Medium 4 On the front, 

on one handle 

and zippers 

Pjär 

Bag Makia Tote bag 

(Black/white) 

Medium 1 On the front Maria 
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Table 7 Results - Photographic documentation: Clothing 

Product 

category 

Product Brand 

visibility 

Brand 

frequency 

Brand 

distribution 

Informant 

Top Adidas 

training top 

High 1 Front, center Maria 

Sweater Puma mesh 

crop top 

High  11 Front, back 

and waist 

band 

Lily 

Jacket Hollister 

outdoor 

jacket 

Medium 2 Front chest, 

back right 

shoulder 

Alex 

Sweater Nike training 

sweater 

Low 1 Front Einar 

Trouser Monki Jeans Low 1 Back near 

waist 

Natasha 

Top True You 

tunic 

Low 0 - Alex 

 

Maria’s Adidas training top and Lily’s Puma crop top were among the most prominent 

products. Maria’s training top had a visible Adidas logo and different capital cities were 

mentioned with a text “Train the world”. She thought it was a motivational statement 

and described how she used the garment in this manner: "So if I’m at the gym and I see 

myself in the mirror and I like ‘Yes, train the world’ and… I like the cut. And yeah, I feel 

good when I work out in this. I think I look good and I give the look of taking my training 

seriously.” The top was being used for efficacy purposes, which will be further discussed 

in the next subchapter. The Puma crop top had a very high brand visibility, with both 

logos on the chest, the back and on the waist band repeatedly. She liked the garment 

because it could be both worn as sportswear and for night clubbing. She thought it was 

very trendy when she bought it. 
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The other articles of clothing had low brand visibility, only had small visible logos or were 

in colours that made them less recognizable. The True You tunic that Alex owned did not 

have any logo at all.  

4.2.6 Summary 

In general, most informants preferred a low degree of brand prominence. They avoided 

certain brands to not communicate negative signals. Moreover, many preferred low 

brand visibility and low brand frequency on fashion products as they are easier to style, 

because the brand is not very visible. Nonetheless, there were a few that would prefer 

higher brand visibility as they found very low brand visibility, where one could not 

distinguish the brand, boring. 

Regarding brand distribution, the informants preferred wearing small logos on the chest, 

on shoes and on accessories. They were more open to wearing visibly branded clothes 

during sports, but it also depended on the size of the visible logo or brand name, as well 

as the style of the product. The open attitude towards branded clothes from sports brands 

could be explained due to the prominence of highly visible branding within sportswear. 

Like Meyer and Manika (2017), shoes were among the most common products that had 

a higher degree of brand prominence compared to other articles of clothing in a person’s 

wardrobe. They were among the products that had the highest brand frequency. It was 

also more common that bags, sweaters and tops had a higher degree of brand 

prominence than trousers. The next subchapter will discuss how the informants used 

fashion brands to express their self-identities. 

4.3 Self-identity and fashion brands  

When the informants were asked how they were using fashion brands to express 

themselves, some of them thought that their self-expression was not tied to the brand 

itself. However, as the interview questions got more specific about the self-concept, 

situational self and motivational drivers (Appendix 1: Q5.1-5.9), the informants could 

better articulate how they use fashion brands to express themselves, even though they 

initially did not think they did.  

For example, Einar and Pjär immediately answered that they were not interested in 

fashion brands per se. Instead they were focusing more on style and the physical 

attributes of fashion products. The reason behind why consumers would focus on the 

physical and aesthetic factors could be explained by the fact that fashion is a rather 
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special case of consumer goods. Especially, clothing is seen as a high involvement 

product because it needs to be seen, touched and tried on (Workman, 2010; as cited in 

McCormick et al., 2014). The piece of clothing needs to meet the consumers’ expectations 

in terms of fit, quality, price and style (Workman, 2010) at the shopping occasion. Thus, 

the brand itself cannot convince a consumer to purchase the product. Existent research 

also suggested that young adults between 20-30 years may have already passed the phase 

of experimenting with identity and are more motivated by practical factors related to a 

fashion product (van der Laan and Velthuis, 2006). 

The next subsections will go through the findings on how the informants related brands 

to their self-concept and motivational drivers. 

4.3.1 Actual self and ideal self  

The actual self refers to how a person sees herself or himself (Sirgy, 1982). It is driven by 

the self-consistency motive (Epstein, 1980; referred in Sirgy, 1982). The ideal self is an 

image a person would like to have (Johar and Sirgy, 1991) and motivated by maintaining 

the self-esteem (Epstein, 1980; referred in Sirgy, 1982). When discussing whether the 

informants were using fashion brands to reflect their actual self or ideal self, Pjär thought 

he was indifferent to fashion brands. For example, Pjär explained his relationship to 

fashion brands as a cue to express himself like this: 

”I don't usually care about brands at all as I said. Unless, perhaps if it has something to 
do with ethical or ecological way in which case it might affect negatively.” 

It was especially important for him that he did not want to communicate the wrong 

signals. He said that he used to buy clothing from H&M because they are accessible and 

cheap. He made a statement that he nowadays actively avoids H&M by saying the 

following: 

“I try to avoid them because wearing a lot of H&M might say something about you too. 
That you don't care so much about human rights issues or ecological issues.” 

Thus, he thought that wearing clothes that one can easily recognize as being from H&M 

could signal something about the person wearing them. For example, that the person 

does not care about sustainability concerns. In this case, by avoiding brands that have 

negative symbolic meanings Pjär communicated who he is (Kaiser et al., 1991; Freitas et 

al., 1997). At the same time, he thought he did not put any emphasis on showing the 

actual self or ideal self through fashion brands. However, the fact that Pjär avoided 
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particular fashion brands because of their negative meanings, could reflect what he 

stands for and help him reach his ideal self, while maintaining his social self.  

Lily tackled the negative meanings of fashion brands in a different way. She thought that 

her options to be a sustainable and ethical consumer were limited pricewise. Even though 

she liked COS, she tried to avoid materials made of animal origin like leather and wool. 

By avoiding these materials, she thought she was doing one less problematic thing. 

Another aspect that differed between her reasoning about unethical brands compared to 

Pjär’s, was that she thought that it was still important for unethical brands to be 

perceived as cool brands. However, these brands did not need to reflect her actual self or 

have brand images that she could relate to. At the same time, she thought it was more 

important that the brands reflected her ideal self but did not feel ready to try everything 

out and experiment. Thus, for Lily there was an attitude-behaviour gap (Wiederhold and 

Martinez, 2018; Carrington et al., 2010) between advocating for sustainable fashion 

brands and using them to express her ideal self. 

Einar on the other hand strongly reflected on the usage of fashion products to represent 

the actual self. He thought fashion products are used as tools to show the actual self, but 

it was not tied to the fashion brand.  

”If someone else was inside your body you know. Someone with a totally different 
personality, you could look totally different you could have short hair, you could have 
like totally different style. Same with me and you know like. Of course, the way you look 
and everything it’s who you are. I think it’s about showing yourself.”  

 
At the same time, Einar thought a person who used fashion brands to become closer to 

the ideal self is a bit shallow. He expressed it like this: 

“I think the person you want to be that sounds a bit shallow. […] I think you are who you 
are no matter the clothes, but of course again it’s like how you express yourself you know. 
You are who you are but you wanna show others who you are. […]”  

From his statement, he argued that one can use fashion brands and fashion products to 

express one’s self-identity, but the actual self is still there underneath all the layers. 

Meanwhile, Maria stated that she used fashion brands to express herself. She mentioned 

the Danish fashion brand Samsøe & Samsøe as a brand that has a style she would like to 

be associated with. For Maria, it was important that she could associate herself with the 

fashion brand she is wearing and that it reflected her actual self. As an example, she 

mentioned a coat from a brand that she associated with a posh style that she did not 

identify herself with, which she got remined of every time she wore the coat. In that 

sense, the typical brand-user image of the fashion brand was not congruent with her own 
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self-concept (Sirgy, 1982). She also thought she used fashion brands to define herself as 

a consumer as well as to become closer to her ideal self. It was especially important that 

the fashion brands reflected her own values. In this case, it could be interpreted that 

fashion brands need to be congruent with her ideal self or actual self as existent literature 

suggests about the self-congruity theory (Casidy et al., 2015; Klink and Athaide, 2012; 

Nguyen et al., 2017; Rhee and Johnson, 2012). 

Julia felt sure of herself and her self-identity. She stated that she did not need any brands 

to show her actual self. She argued that her actual self is displayed by interaction and 

fashion is just an add-on. She thought that fashion is also about play, meaning that 

fashion does not need to be real and reflect herself. Although, Julia did not feel the need 

to use fashion brand to show her actual self, she agreed that she could use fashion brands 

“to come off as a strong-minded person” and enhance the way others see her. By using 

brands that would enhance the image of her having certain qualities aligned to her own 

aspirational, ideal social self she could improve her first impression. She also thought 

that it was important that fashion brands have some sustainability thinking and trust in 

the longevity of clothing. She had for example bought a sweater from Monki because it 

was made of organic cotton.  

Alex stated that he did not use brands to reflect his actual self or his ideal self. Neither 

did he think it was important to wear fashion brands that represented his own values. 

However, he would be proud to wear sustainable brands and would likely recommend 

them to others. Thus, he favoured brands that reflected his ideal self. 

Natasha would not say that she is looking for a specific brand to reflect her actual self, 

but rather specific items that would reflect her. Some brands have more items that can 

reflect her actual self. She mentioned Ganni, a Danish fashion brand that reflects the 

kind of girl and chic style she would like to identify with. She also liked Vagabond shoes 

as they reflected the pace of the city and are easy to wear and match. She found it 

relatively important that fashion brands have similar values to her and did especially like 

brands that are moving towards fake fur. Sometimes she would feel that a brand image 

can reflect her ideal self and she could feel some advantages from wearing a brand, but 

not every time. She believed feeling better about oneself by using a specific brand is 

rooted in personal problems. In addition, she thought that if one could get the same 

feeling with non-luxury brands, these feelings are “more pure and good” because she 

would not have spent so much money to feel good.  
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Charles would more likely use fashion brands to convey his situational self and not his 

actual self, which will be further explained later. However, he still wanted fashion brands 

to reflect himself. Normally, he used fashion brands to give himself more confidence and 

thus convey his ideal self. He wears fashion brands that strengthen and enhance his self-

identity. He thought that the different brand images from fashion brands could make 

him a certain way. That wearing a certain brand could make him become a different 

person than he is and that takes to the brand persona subconsciously. That feeling was 

the main reason why he purchased certain brands, because they can make him feel better 

about himself. 

The feeling that Julia, Natasha and Charles describe about wearing brands that give them 

confidence has been recognized in previous studies. For example, consumers can benefit 

from the positive feelings evoked from using a brand, enhance their self-expression and 

make others recognize them (Langer, 1997) and signal something about their social 

positions (Bao and Mandrik, 2004), which leads to the notion of social self and ideal 

social self that will be discussed in the next subsection. 

4.3.2 Social self and ideal social self  

The social self is the image a person conveys to others and believes that others have about 

her or him (Sirgy, 1982; Johar and Sirgy, 1991). The ideal social self refers to the 

imagined image a person would like others to have of himself or herself (Johar and Sirgy, 

1991). Most informants found it important that the fashion brands they are wearing 

reflect how they would like to be perceived by others. The only exceptions were Pjär and 

Einar, who did not think it was important at all. However, as earlier discussed, Pjär’s 

avoidance of brands that are not congruent with his own values suggests that he desires 

social consistency in the way he would like others to perceive him and his actions. Pjär 

did not remember using any fashion brands as an adult for social approval but he 

remembered during his teens that brands were more important. Einar thought that it did 

not matter what fashion brands he was using, neither had he been using a particular 

fashion brand to fit in. He argued that his friends should know him, and he did not care 

what strangers think about him. He was more focused on the style of clothing than the 

brand.  

Compared to Pjär and Einar, Maria was more conscious about maintaining her social 

self. She had avoided certain fashion brands that did not represent the way she wanted 

to present herself as socially. She had sometimes used fashion brands for social approval. 
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She had e.g. been buying Dr Martens to be associated with a certain style and a particular 

group of people. Similarly, she had been buying new training shoes for her dancing class 

as everybody else in her dance group wore a certain type of sneakers.  

“[…] I bought some Nike Huaraches last year and for when I used to dance street dance 
[…] All you need a pair of good shoes, doesn’t need to be a pair of hundred euro Nikes 
but I really wanted to sort of express my style with them. And you know I wanted to look 
good while dancing so and I know that all the other people in the group were all wearing 
some kind of very street smart or street like modern sneakers so I didn’t wanna just take 
anything that I had from the closet, I wanted new shoes that I felt comfortable in.” 

In this case, the motivational drivers for purchasing Dr Martens and Nike Huaraches 

were both social approval but also self-esteem. The shoes were bought to be socially 

approved by others (Sirgy et al., 2014; Sirgy and Samli, 1985) and used as experiences to 

boost the self-concept (Sirgy, 1982). Wearing similar shoes as a particular group of 

people could increase the feeling of belonging and make it easier to connect to other 

people.  

Natasha would like to present herself as trustworthy and having qualities that she would 

need for her job as an entrepreneur, however, she did not feel the need to wear any 

particular brands to be socially approved. It could be fashion products from mass market 

brands, but they should not look cheap. She would combine it in a way that makes her 

outfit look expensive. When Natasha was out with her friends, she tried to wear brands 

that would express that she is a creative person. She thought that brands that are very 

minimalistic, like Filippa K does not reflect creativity at all.  

Sometimes when she was attending social and PR events, e.g. opening parties, she felt 

like she needed certain kinds of fashion products that showed that she belongs to the 

group of people who attend these events. As an example, she mentioned that people 

recognized her for her designer bag and allowed her to step into the circle. Existent 

research has suggested that consumers are more likely to engage with brands that 

increase their ability to connect to others (Escalas and Bettman, 2003). Hence, wearing 

a brand that is liked by others can sometimes increase an individual’s ability to connect 

to others. 

Julia’s picture of her ideal self and ideal social self were both the same. She had an 

aspirational self and used fashion brands to enhance the impression of being a 

competent professional but also an opinionated person with a sense of humour. Like 

Natasha, Julia also thought she was using fashion to create the impression that she cares 

about culture and art, that she is a cultural individual. She found it kind of important 
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that fashion brands reflected what she wanted others to perceive her as. Like Pjär, she 

did not want to be regarded as a supporter of unethical brands. She told me that she 

would not buy American Apparel as the brand is very misogynist and sexist, and she tried 

to avoid brands that have been involved in similar scandals. As earlier stated, consumers 

often choose brands based on the association to the typical user of the brand (Sirgy, 1982; 

Escalas and Bettman, 2003). Consumers are also more likely to avoid products that are 

associated with social groups they do not want to be associated with (White and Dahl, 

2006, 2007). Further, as brand personality may help consumers identify their self and 

engagement with the self-like characteristics (Aaker, 1997; Belk, 1988), an unfit brand 

personality or brand personality with negative attributes combined with bad a reputation 

from scandals can motivate consumers to avoid the brand. 

Continuing with Lily, who also thought that it was important that fashion brands were 

associated with attributes she would like to be associated with. In addition, she found it 

essential that others perceive the brands she is wearing positively, therefore marketing 

is important for her. However, she thought that most consumers contribute to unethical 

practices in one way or another. Alex, on the other hand, said that if he wanted to convey 

a specific image, such as being different or professional, he would use brands according 

to that. In that case he would use a brand like Hugo Boss to convey professionality, 

however he did not do that very often anymore as he did not have as much time and 

interest to maintain his way of dressing as before. Meanwhile, Charles would change 

different styles to fit into different social situations.  Charles described his style as 

constantly changing, which he described in this way:  

“If I go to study with a group of art student I dress like hippie. If I have some business 
course I dress more formal, and if I go to some cocktail party I dress like you know suit 
and a blazer. Yes, I go to Ääniwalli this nightclub I dress as crappy as I can.”  

Charles matches the definition of a style surfer (Polhemus, 1996; as referred in van der 

Laan and Vethuis (2016), a person who floats between different styles, by mixing and 

matching his own reality. Thus, his identity is indefinitely adaptable for every situation. 

By experimenting with different clothing codes Charles resists being assigned a single 

ascription for his identity (van der Laan and Velthuis, 2016). The floating between 

different roles and styles can also be interpreted as Charles representing different 

situation selves at various occasions, which leads to the next subsection.  
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4.3.3 Situational self 

The situations where the informants related to their situational selves were often in social 

situations where there was some dress code. It was not the brands specifically that made 

them feel like they had to show off a different self. Thus, the informants present a 

different self to receive positive reactions from others (Schenk and Holman, 1980) and 

evoke the impression that they would fit in the situational context. The informants’ 

answers about the situational self differed from the ideal social self in the way that the 

informants expressed limitations and expectations due to social situations more 

negatively. 

It was more about wearing a different kind of style than they would have preferred, than 

wearing specific brands. One of the feelings that were mentioned was the feeling of 

wearing cheaper clothes than others on important or more dressed up occasions e.g. 

fancy dinners or annual balls. This feeling was mentioned by Pjär, Einar, Charles and 

Natasha. They felt like they should be wearing a different brand of clothing, something 

more high-end and of better quality, however most of them did not dress differently.  

Natasha addressed the same issue in the opera and ballet context in Russia. She felt that 

she could just not wear a cheap skirt from brands like Zara or H&M. Similar to Natasha, 

Charles had been invited to an Embassy dinner and did not have his own suit at that 

time, so he borrowed his friend’s suit from Zara. He felt that that kind of suit was cheap 

and not suitable for the situation.  

Natasha’s and Charles’ examples confirm previous suggestions that products with highly 

differentiated brand images and prominent branding are likely to be used in situations 

where individuals need to present a different self (Schenk and Holman, 1980). However, 

the findings in my study also suggested the opposite, where the individual would avoid 

wearing certain brands or types of products to fit into the situational context. As an 

example, Julia said that she would probably just go to work without a bra, wearing an 

undershirt and leggings made of wool, if there were no social norms for what she needs 

to wear at work. She also felt that there are limitations to what brands and styles she can 

wear at family gatherings and when seeing friends.  She would not wear something very 

low-cut with a huge Playboy logo at her family’s Christmas dinner. Neither would she 

wear luxury brands that signal privilege among her friends, some of which are radically 

leftist in their political beliefs. For example, Louis Vuitton and Gucci would be a total no-

no. She also felt that there is a pressure to invest in sustainable and meaningful brands.  
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Like in Julia’s examples, Pjär suggested that wearing something that is clearly signalling 

fast fashion would be inappropriate in events focusing on sustainability. Lily mentioned 

an example of her buying a dress which she did not feel comfortable with for a social 

occasion, in this case she had been wearing a brand that did not represent her. She 

thought brands in a situational context is a race and class question. Her reasoning may 

be explained by that a brand can signal different meanings depending who is wearing it.   

She asked questions like “Who are allowed to wear what at what occasions?” and “Are 

people of colour allowed to wear sports brands at job interviews?”. She herself would 

only wear brands that she is comfortable with and would probably not apply for work at 

a place where she would not be allowed to wear sports brands.  

As Schenk and Holman (1980) suggest, the situational self is a social role performance, 

and these performances are learned behaviours determined by culture. Hence, 

situational congruity is also affected by consumers’ motivations to maintain high self-

esteem and be socially approved. Therefore, which brands are more likely to be used in 

different situational contexts and to express the situational self depends on the cultural 

and social context.  

4.3.4 Efficacy 

The informants were asked if they have used a certain fashion brand because they 

thought the brand would increase their ability to do something better, i.e. the efficacy 

principle (Breakwell, 1993). Pjär, Einar and Natasha did not use fashion brands to 

increase their performance, however Einar mentioned that he could understand why 

people would do that. Natasha did not think that certain fashion brands would make her 

feel more competent, but rather wearing a new expensive and unique item could affect 

her mood and emotions by making her feel better about herself. Alex did not feel that 

brands would increase his ability to perform better, however, while working with a 

fashion brand, he felt that by wearing the brand he was promoting, he could evoke certain 

impressions. 

Lily thought that the combination of brand image, fashion product and its visual identity 

could make her feel good and confident. She felt that is okay and that it is still her, even 

though it is the brand communicating the representation of herself. By choosing brands 

that make her feel confident, she felt that she could let go and focus on other things than 

her own appearance. Similar to Lily, Julia mentioned the same about wearing brands 

that made her feel self-secure and comfortable. She used these brands to not have to 
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worry about whether other people perceive her as a competent professional or not, 

instead she is able to focus on other important things like the tasks that she has been 

given. Charles also talked about absorbing brand qualities into himself and gave as an 

example when he needs to do a business pitch presentation he would not have the 

courage to do it if he would be dressed normally. Instead he would dress more 

professionally. In a suit he suddenly has the courage to do the pitch. For this he thought 

luxury brands were the best suited.  

Maria used visibly branded sportswear in the similar manner as motivation for her sports 

activities. She described her relationship to her Nike training leggings like this: 

“Yeah, I think you know when I bought like a pair of new Nike trainer tights it felt like I 
associated with the Swoosh sign and now I’m fast I’m looking good and I look like 
someone who is taking training seriously because I have this new clothes. […] When I do 
sports, I don’t mind if the brand is visible because for example if I have a top that says 
Nike […] I can sort of motivate myself I’m wearing the same thing like this athlete is 
wearing.”  

At the time same as efficacy was a motivational driver for her to wear Nike training 

leggings, it was also an ideal self that she wanted to represent through her training 

clothing choices.  

These anecdotes support previous studies’ findings that consumers are eager to engage 

with brands that they think can increase their autonomy, competence and ability to 

connect to others (Mohan et al., 2017; Escalas and Bettman, 2003). Autonomy means a 

person’s need to feel that their choices are based on their free will. Competence was 

defined as an individual’s need for achievement and effectiveness (Mohan et al., 2017), 

which is very similar to Breakwell’s principle on efficacy. Past research has noted that 

“consumers can ‘absorb’ brand qualities” (Mohan et al., 2017, p. 479). For example, Park 

and John (2010) reported that consumers felt better looking and feminine after using a 

Victoria Secret’s shopping bag. Thus, the findings in my study support the notion that 

both prominent and inconspicuous non-luxury brands can enhance consumers’ feelings 

of performing better. This means that efficacy can be a motivational driver for both the 

ideal self and ideal social self. 

4.3.5 Distinctiveness 

While fashion can be a tool for self-expression, it can also be a tool to distinguish oneself 

from others (McNeill, 2018; Miles et al., 1998). Most of the informants were more 

interested in the uniqueness of the product, rather than the uniqueness of a brand. There 

were some instances where the uniqueness of a product was especially important. Pjär 
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for example did not care so much about the uniqueness of the fashion brand, however, 

he had avoided some brands because he thought that their products were too 

mainstream, even though he liked the look of them. As an example, he mentioned the 

Kånken backpack: 

”It’s actually a backpack that I like the look of but just because a couple of years ago it 
exploded in popularity. I just didn't want it because I don't want to be too mainstream. I 
think it kind of shows that not being that independent thinker or something.” 

Alex, as well, emphasized the brand uniqueness and avoided fast fashion because of that. 

Maria had some similar reasoning about the uniqueness of a product. She would avoid 

wearing the same H&M sweater as everyone else if she could find something better from 

another brand. She had also been avoiding particular brands, such as Fila and Supreme 

because they have become very popular and she did not want to feel that she was a slave 

to the trend. An earlier study on brand prominence in luxury brands have suggested that 

consumers use brand logos to boost their self-image and uniqueness (Kauppinen-

Räisänen et al., 2018). However, the expression of uniqueness in my study was more 

about avoiding logos associated with mainstream and trends, than using logos to 

enhance the consumers’ uniqueness. The findings about distinctiveness can be linked to 

rare and exclusive brands often being objects for fulfilling uniqueness needs (Tian et al., 

2001). By avoiding visible signifiers of the mainstream, the informants would avoid 

being labelled as slave to the trend or not being an independent thinker.  

This kind of reasoning was also found during my interview with Natasha, who thought 

that the uniqueness of a brand and the product’s uniqueness could make the brand more 

desirable. She thought that because Finland has a rather limited fashion offering most 

people wear similar things. She avoided clothing from Zara because she knows that a lot 

of people will buy the same item, so she thought the option to be unique was to spend 

money on more expensive brands. Natasha’s example suggests that luxury brands or 

brands from the top of the fashion pyramid are easier to express uniqueness with than 

non-luxury brands. A previous study suggested that luxury brands are used to signal 

personal style in social situations by consumers with a high need for uniqueness and that 

brand logos can boost “their uniqueness and self-image” (Kauppinen-Räisänen et al., 

2018; p. 79). Einar and Julia suggested a more nuanced option of being unique is to buy 

second hand. In that case the uniqueness of the brand would not be very important. 

Charles tackled uniqueness in a different way and suggested making personal 

adjustments and different styling on something very ordinary to make a product look 
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more unique. The need for distinctiveness can be linked to the ideal self or the ideal social 

self. 

Lily did not think the uniqueness of the brand was important but emphasized the 

importance of what consumer segments are wearing the brand. Especially the 

demographics played an important role as she did not want to wear similar clothing as a 

middle-aged office worker woman. She would rather wear brands that are targeted 

towards consumers with similar lifestyles, interests or jobs and of a similar age group as 

herself. The way Lily described which fashion brands she would wear, indicates that she 

would be likely to use clothing in the same manner as existent research suggests about 

women using clothing to support lifestyle images that reflect the social groups they 

believe they belong to (McNeill, 2018; Rafferty, 2011). 

4.3.6 Summary 

Even though most informants did not find it important that the brands reflected 

themselves, it was still important that the brand user-imagery and associations were 

congruent with their self-concept. The informants’ eagerness to discuss sustainability in 

the fashion industry suggests that the relation between sustainability, self-identity and 

brand prominence should be more discussed. Their aspirations of being more 

sustainable and enhancing the ideal self through wearing sustainable brands did not 

always translate into action, however they could see themselves wearing a higher degree 

of brand prominence if the brand reflected something that they would like to represent. 

As earlier discussed, the informants avoided certain brands to communicate who they 

are. Informants that were high self-monitors avoided brands with a high degree of brand 

prominence to have better control over how others perceive them. Fashion brands were 

used by some informants to evoke positive feelings, enhance their self-esteem and gain 

recognition from others. The social self and ideal social self were for many important to 

maintain, and therefore some of them used fashion brands for social approval and to 

connect with others.  The informants that scored higher in terms of fashion orientation 

would more likely use fashion brands in this manner. Continuing with the situational 

self, the suitable brands and the degree of brand prominence depended on the cultural 

and social norms in the situational contexts. Thus, a higher degree of brand prominence 

might not be suitable for professional contexts. However, it was perceived as more 

acceptable in sports. 
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Some of the informants used both prominent and discreet fashion brands to show 

competence and believed that they would perform better by using a certain brand. They 

all looked for uniqueness in fashion products, but it was more about the style than the 

brand itself. Still, the popularity of fashion brands was something that influenced their 

purchase decisions. Some of the informants did not want to follow what the masses buy 

or did not just want to signal being a slave to the trends. 
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5 CONCLUSIONS 

This study examined the influence of self-identity and its motivational drivers on 

consumers’ preferences in the degree of brand prominence among non-luxury fashion 

products. It also explored brand prominence variations and in which situations 

consumers are more likely to wear fashion products with a high degree of brand 

prominence. Previous studies have focused on high-end luxury products and classified 

consumers’ preferences as being of high or low brand prominence based on their status 

(Han et al., 2010), uniqueness and self-monitoring needs (Kauppinen-Räisänen et al., 

2018). However, they have not analysed how consumers’ self-identity and the 

motivational drivers: self-consistency, self-esteem, social approval, social consistency 

and efficacy, affect their choices in the degree of brand prominence. 

This study contributes to brand prominence research by finding that consumers’ actual 

self may not influence their preferred degree of brand prominence on non-luxury fashion 

products. As most informants suggested that brands do not need to reflect their actual 

self. However, it is suggested that consumers’ ideal self, social self, ideal social self and 

situational self may affect their preferences in the degree of brand prominence. In the 

non-luxury fashion brand context, this indicates that social factors may have a higher 

impact on their use of non-luxury brands as extensions of their self-identities. This 

means that consumers are more likely to wear non-luxury fashion brands with a high 

degree of brand prominence, if the brand matches their ideal self or ideal social self. They 

may avoid fashion brands that are not socially consistent with the image they want to 

present to others. In line with past research, the findings validated that consumers favour 

the brands that are closest to their ideal self (Grubb and Grathwohl, 1967).  

Further, consumers with a higher fashion orientation were more likely to use a high 

degree of brand prominence for social approval and recognition from others. Meanwhile, 

consumers that were high self-monitors would avoid higher degrees of brand 

prominence to better control how others perceive them. The findings also show that 

young adults with a high fashion interest are especially conscious and informed about 

the different fashion brands they use. They may use non-luxury brands for self-

presentation and to fit into different social situations. At the same time, these consumers 

expressed a desire to be socially approved. They were also conflicted by their desires to 

be unique. Meaning that consumers seek to find unique products and fashion brands. 
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This study also contributes by analysing the situational self and brand prominence, 

finding that in situations where consumers have to look competent and professional, 

such as workplaces, consumers are more likely to use a lower degree of brand 

prominence. Meanwhile, in social situations, such as socializing with friends and doing 

sports in their leisure time, consumers are more open to wearing products with a higher 

degree of brand prominence.  

Further, this study also contributes by finding that shoes, accessories and clothing for 

the upper body were more likely to have prominent branding compared to other fashion 

products in an individual’s wardrobe. 

In this study, the majority of the informants appeared to prefer a low degree of brand 

prominence, which may have been affected by geographical and cultural factors. This 

meant that they preferred inconspicuous products with no visible markings. However, in 

case the products had visible markings they should be small and few, but still visible, 

which could have managerial implications. 

5.1 The new theoretical framework 

To summarize the findings, the theoretical framework was restructured in Figure 12. 

 

Figure 12 Theoretical framework based on the results 
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The figure 12 shows that the consumer’s self-concept and motivational drivers may 

influence the preferred degree of brand prominence.  

The self-concept is divided into the private self and the social self. There are in total five 

self-images in this model consisting of actual self, ideal self, social self, ideal social self 

and the situational self. Each self has a different motivational driver, which is shown next 

to the self-images. However, based on the findings in the study, the actual self may not 

have as much of an influence as the other self-images. This indicates that other 

motivational drivers may have a greater influence on the preferred degree of brand 

prominence than self-consistency.   

The situational self and situational congruence were added to the public self because of 

the social situations that were brought up in the study. The situations are shown below: 

dress up events, workplace and leisure activities. Dress up events means events where 

there is a direct or indirect dress-code. Leisure activities includes both dressing up for 

sports activities and socializing during one’s leisure time. In addition, Breakwell’s (1993) 

two principles for self-enhancement: distinctiveness and efficacy were added as 

motivational drivers. The findings suggested that distinctiveness and efficacy can be 

motivational drivers for the ideal self and ideal social self. 

The degree of brand prominence can vary based on the product’s brand visibility, brand 

frequency and brand distribution. 

5.2 Theoretical implications 

Because this is the first study that has focused on the self-concept and its motivational 

drivers within brand prominence and non-luxury fashion consumption, there are 

implications to the theory. The findings of the study suggested that the ideal self and 

public self-images: social self, ideal social self and situational self may influence the 

preferred degree of brand prominence, which adds a new dimension to fashion 

consumption. In addition, the study confirms the existing theory on self-congruity and 

that brands are used to signal consumers’ self-identity and social identity.  

Further, the study also approached brand prominence variation instead of studying only 

high and low brand prominence. Brand prominence variation was discussed in terms of 

brand visibility, brand frequency and brand distribution according to Meyer and 

Manika’s (2017) framework. The study also provides further evidence that the framework 

can be used to measure brand variation and gain valuable insights about consumers’ 
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preferences in the degree of brand prominence. As the usage of brand visibility, brand 

frequency and brand distribution are more descriptive than the umbrella term brand 

prominence, it is suggested that the framework should be used in measuring brand 

prominence variation in future research.  

5.3 Managerial implications 

The findings that the informants in the study favoured discreet branding over high brand 

visibility has managerial implications. It is also possible that the fact that most non-

luxury fashion brands are discreet could have influenced the consumers’ preferences in 

terms of brand prominence. Because the study revealed differences in attitudes toward 

high brand visibility in different product categories. Brand owners and retailers should 

focus on a high degree of brand prominence on accessories, shoes and sports clothes as 

they are more likely to be successful in the market compared to other product categories. 

Moreover, the findings about preferred places of brand distribution (chest, forehead and 

side of the shoes) could have implications for the design of fashion products.  

The study also revealed that consumers may avoid high visibility from brands that do not 

reflect their own values or how they want to present themselves to others. This may have 

managerial implications for fashion brand owners in terms of sales and success with 

products that have high brand visibility. This also suggests that products with low brand 

visibility may be more successful in the Finnish market. However, the efforts of 

marketing and upholding a positive brand image and brand associations can lead to 

consumers finding fashion products with high brand visibility more desirable. Especially 

seeding products with high brand visibility in influencer marketing can provide 

opportunities in increasing brand awareness.  

5.4 Limitations 

The study had several limitations. Firstly, the small sample size of eight informants 

between 24 – 32 years old do not represent all non-luxury fashion consumers. This 

means that the findings might have different outcomes with informants of different 

demographics. 

Secondly, this study only focused on young adults in Helsinki and included only six 

different nationalities. Thus, making conclusions about the differences between the 

nationalities regarding brand prominence, on such a small sample, difficult. 
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Thirdly, the usage of Nike sweaters as an example might have affected the informants’ 

answers as they may already have some negative or positive attitudes about the brand 

prior to the study, which takes us to my suggestions for future research.  

5.5 Future research 

Continuing what I mentioned about negative or positive attitudes about a brand, future 

research could use a more neutral brand to investigate the preferences in the degree of 

brand prominence. Because this study only focused on brand prominence and non-

luxury brands (high street and mid-level brands) in the fashion industry, there are also 

future research opportunities within higher levels of fashion, such as haute couture and 

designer ready-to-wear. Moreover, this study had a strong focus on brand logos and 

brand name meaning that patterns with a high degree of brand prominence could be 

further examined.  

Similarly, as the study was limited to young adults in Helsinki, the study could also be 

conducted elsewhere, with a wider focus group and a larger number of informants. 

Future research could also more thoroughly consider factors such as fashion orientation, 

brand consciousness and sustainability in relation to self-identity.  

Another interesting area of research could be sports brands and self-identity, as they, 

according to my findings, were better positioned than other non-luxury fashion brands 

when it comes to high degrees of brand prominence. This could be researched from a 

brand personality perspective, whether the consumer’s preferences in terms of attributes 

and associations related to a brand influence on the preferred degree of brand visibility.  
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APPENDIX 1 INTERVIEW GUIDE 

I am currently conducting a study about fashion consumption and brands. The 
focus is on non-luxury brands. Your name will be kept anonymous. No special 
knowledge is needed and there is no right or wrong answer. I simply want to study 
your views and opinions on this subject. 

General questions 

1. What do you think about fashion in general? 

2. How interested are you in fashion?  

o Do you care about what you wear?  

o Do you follow fashion trends? 

3. How would you describe your style? 

4. Which are your favourite fashion brands? 

 

Self-identity related questions 

5.  Tell about how you use fashion brands to express yourself  

5.1. Reflect how you use fashion brands to reflect the real 

you? 

o How important is it that fashion brand you are 

wearing represent you? Or match your own values?  

o Do you have any examples?  

o Do you use fashion brands to help you define 

yourself? 

Actual self 

 

 

(Self- 

consistency) 

5.2.  How about using fashion brands to become closer to the 

person you would like to be?  

o Any examples? 

o How important is that a fashion brand is associated 

with attributes that you would like to be associated 

with? 

5.3. How about using fashion brands because they make you 

feel better about yourself?  

o Can you give an example when you felt good 

wearing a fashion brand?  

o Was it a visible or discreet brand? 

Ideal self 

 

 

 

 

 

(Self-esteem) 
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5.4. Reflect how you use fashion brands to present your self-

identity to others?  

o Any examples? 

o How important is that the fashion brand you are 

wearing reflect how you would like to be 

perceived by others? 

o Have you ever felt uncomfortable wearing a 

particular fashion brand?  

o Because the brand represents something 

that you would not like to be associated 

with 

Social self 

 

 (Social 

consistency) 

5.5. Do you remember a situation where you used a 

particular fashion brand to help you fit in?  

o Which fashion brand was it?  

o Was it a visible or discreet brand? 

o Can you remember another situation?  

o How important is that others recognize the fashion 

brands you are wearing?  

o How important is that the fashion brand you wear is 

positively perceived by others? 

Ideal social self 

(Social approval) 

5.6. Do you use fashion brand products to distinguish 

yourself from others?  

o Which brands? Visible or discreet? 

o How important is that the fashion brand product 

you are wearing is unique? 

o Have you ever avoided a particular fashion brand 

because everyone else is wearing it? 

Distinctiveness 

5.7. Do you wear certain fashion brands because you think 

they would increase your ability to do something better?  

➔ Increase your performance in different daily tasks 

➔ Example, wearing a pair of sports sneakers from a 

certain brand would increase your ability to better 

run 

o What kinds of products? 

Efficacy 
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o Are these fashion brands visible or discreet? 

5.8. Are there any situations you feel pressure to wear 

different branded clothes than what you preferred 

yourself? 

o Can you give any examples? 

Situational self 

5.9. Can you think of any situations where wearing a 

particular fashion brand is not suitable? 

o  Tell me more 

Situational self 

 

Degree of brand prominence questions 

6. What do you think about visible brands on fashion products? 

o Like wearing large logos and brand names? 

High degree of 

brand 

prominence 

6.2. What kind of visible branded fashion products do you have? 

Can you describe them? 

 

6.3. Pictorial stimuli 1: Here I have an example of three different 

Nike sweaters.  

o If you would have to choose one of these sweaters, which 

would you choose?  

o Can you explain why?  

o In which case, would you use it? 

 

#1                                                             #2 

 

Brand 

visibility and 

brand 

frequency 
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#3 

6.3. Do you prefer smaller logos?  

6.4. In which situations, do you wear visible brands? And not 

wear? Examples? 

Situational self 

6.5. Are there any particular fashion products that you would 

not like to have visible brands?  

 

 

6.6. Pictorial stimuli 2:  

o Where on the body would you most likely wear a visible 

logo?  

o Explain why 

 

 

 

 

 

 

 

 

 

 

 

 

Picture: Wikipedia 2018 

Brand 

distribution 
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6.7. Related to what we discussed about self-identity, how do 

you choose visible fashion brands? 

o How important (depending on previous answers) 

o reflect the real you? 

o have attributes that you would like to be 

associated with? Or make you feel better about 

yourself? 

o how you would like to be perceived by others? 

o help you to fit in, or is positively perceived? 

o How about uniqueness? 

o Or to help you do something better? 

 

 

 

Actual self 

 

Ideal self 

 

Social self 

Ideal social 

self  

Distinctiveness 

Efficacy 

7. What do you think about discreet brands on fashion products? 

o Can you explain why? 

Low degree of 

brand 

prominence 

7.1. What kind of discreet branded fashion products do you 

own?  

 

7.2. In which situations, do you wear discreet fashion brands? 

Examples? 

Situational self 

7.3. If we go back to what we discussed about self-identity, how 

do you choose discreet fashion brands to express yourself? 

o How important (depending on previous answers) 

o reflect the real you? 

o have attributes that you would like to be 

associated with? Or make you feel better about 

yourself? 

o how you would like to be perceived by others? 

o help you to fit in, or is positively perceived? 

o How about uniqueness? 

o Or to help you do something better? 

 

 

 

Actual self 

Ideal self 

 

 

Social self 

Ideal social 

self 

Distinctiveness 

Efficacy 
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8. Would you say you prefer visible or discreet fashion branded 

products? Explain why. 

Preferred 

degree of 

brand 

prominence 

9. Is there anything you would like to add?  

10. Can you show me the products with visible fashion brands you have and use? And 

the ones with discreet branding? (Observation)  

 

Demographic questions 

11. Where are you from?  

12. How old are you? 

13. What is your gender? 

14. What is your current occupation? 
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APPENDIX 2 VALUE-EXPRESSIVE AND SOCIAL-ADJUSTIVE SCALE 

 

These value-expressive and social-adjustive statements were tested on seven-point 

likert-scales in a quantitative study by Wilcox et al. (2009).  

 

 

 

 

 


