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Abstract 

This study, with regard to new ways of marketing in today’s digital world, has tried to analyze and evaluate the impact 
of marketing through social network sites as the most effective electronic word-of-mouth marketing strategy on 
tendency toward luxury brand or in other words, on purchase intent trigger toward this type of brand. It also outlines 
that “communication” policy plays a significant role on establishment of strong relationship with customers among 
luxury marketing mix strategies. The research has been done among users of social network sites that live in the north 
of Tehran (district nos. 1, 2 and 3). They are considered as social classes A and B, and there is high demand of purchas-
ing luxury brands among them. The impact of structural factors of these sites, as well as demographic factors, with 
regard to the dimensions that reinforce the concept of “luxury” was studied on the tendency of people toward luxury 
brands. This study is considered as applied research, and the data collection method is survey-descriptive. The validity 
of the questionnaire was investigated by exploratory factor analysis through performing principal component analy-
sis. Then the data analysis was conducted by structural equations modeling technique and also Spearman correlation 
test. At last, most of the hypotheses were confirmed and the results showed a significant impact of social network 
sites marketing on tendency to luxury brand. The research offers implications for developing effective marketing strat-
egy through social network sites and helps luxury brand managers to build strong customer–brand relationship.
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Introduction
As social network sites have become powerful tools in 
shaping the technological aspect of today’s business 
world, they reinforce the electronic word-of-mouth mar-
keting and quickly affect the purchasing attitude of their 
customers, potential customers who exchange informa-
tion over the Internet a portion of their daytime. Social 
network sites by their systematic structure have pro-
vided people with a new way of communicating and 
sharing contents. Moreover, with regard to the growing 

importance of high demand for luxury brands in the 
world and rapid change in the luxury marketing strate-
gies, this research will propose a guidance to enhance 
luxury brands’ marketing performance on social network 
sites and forecast the tendency toward luxury brands 
whether in shape of making eWOM marketing or in way 
of, purchase intention.

In fact, nowadays people spend the biggest portion of 
their income on goods that satisfy more than their nec-
essary or basic human needs [19]. On the other hand, 
according to Hennig-Thurau et al. [21], electronic word-
of-mouth marketing is any positive or negative statement 
made by actual, potential or former customers about 
a product or company, to many people and companies 
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through the Internet. The growing marketing through 
social network sites has an increasing influence on peo-
ple’s purchase intention [23].

While in traditional marketing, companies have been 
trying to establish and communicate with customers 
through marketing activities such as advertising pro-
moting, direct marketing and sales persons, in recent 
decades, the managers of luxury brands companies, 
considering emphasize on the characteristics of luxury 
brands, have focused on “communication” policy as well 
as other luxury marketing mix strategies (product, price, 
distribution) [19].

By expanding the area of social network sites, market-
ing communications using social network sites are ana-
lyzed as business takeoff tools for luxury fashion brands 
[32]. Now, people can have access to all their required 
information about brands, especially luxury brands, and 
flaunt their experiences to others at any time on a social 
network site. Therefore, considering the power of elec-
tronic word-of-mouth interactions, studying the analysis 
of mentioned impact on tendency toward luxury brand 
is a must for every communication-based luxury brand 
company, in order to achieve and also sustain competi-
tive advantage. It is not only a very efficient tool, but also 
a low risk one due to its low cost.

Today, almost all major social network sites offer luxury 
brands specialized Web pages for their communication. 
The implementation of marketing “communications” 
mix on Internet-based relationship sites is considered 
in two ways: the interaction with the brand or company 
and interaction between the users or followers of that 
page who might be the customers of that luxury brand. 
Brand pages generally have a huge number of fans, even 
more than the brand real customers [24]. The interaction 
between them is called eWOM marketing on a social net-
work site.

According to Klein, Falk, Esch and Gloukhovtsev [33], 
the creation of positive word of mouth is vital task for 
luxury brand managers. Social media are ideal tools for 
eWOM, because customers generate and spread brand-
related information to their friends, peers and other 
acquaintances without constraints [18].

Also, famous followers or celebrities’ credibility is a 
very strong key to increasing purchase intentions of sus-
tainable luxury goods [7]. In present study, impact of 
number of “famous followers” on brand pages is a part of 
research and has been analyzed, as well.

Since the fundamental question of this research is 
evaluating the tendency of people toward luxury brands 
on social network sites, the researchers have identified 
six effective dimensions that reinforce the concept of 
“luxury” as the basis of analyzing the structural factors of 
social network sites: (1) rarity, (2) quality, (3) aesthetics, 

(4) symbolic meaning, (5) high level of price and (6) 
extraordinariness [19].

Here are summarized explanations for mentioned fea-
tures that any luxury brand has.

1.	 Rarity In contrast to mass market brand, small pro-
duction volumes and low sales number disclosure

2.	 Quality The superior everlasting top-of-the-line 
products

3.	 Aesthetics A world of beauty and elegance that com-
plies with the taste of the upper class.

4.	 Symbolic meaning Refers to a large extent to human 
values and lifestyles.

5.	 Price The brand offers products which belong to the 
most expensive products of their category.

6.	 Extraordinariness It is often much more than neces-
sary and even ordinary [19].

So, the objectives of this research are as follows:

•	 analysis of the impact of number of “likes” and 
“shares” of a luxury brand marketing post on a SNS 
considering feature of “rarity” of a luxury brand, on 
tendency toward that luxury brand

•	 analysis of the impact of number of “famous follow-
ers” of a luxury brand on relevant brand page at a 
SNS, on tendency toward that luxury brand

•	 analysis of the impact of “positive comments” under 
a luxury brand marketing post on a SNS, consider-
ing feature of “quality” of a luxury brand, on tendency 
toward that luxury brand

•	 analysis of the impact of “form” of a luxury brand 
marketing post on a SNS considering feature of “aes-
thetics” of a luxury brand, on tendency toward that 
luxury brand

•	 analysis of the impact of “content” of a luxury brand 
marketing post on a SNS considering feature of 
“symbolic meaning” of a luxury brand, on tendency 
toward that luxury brand

Due to the adaptability of demographic factors such as 
income level, age and marital status with two features of 
“price” and “extraordinariness” of a luxury brand, the fol-
lowing objectives were studied as well:

•	 analysis of the impact of the “income level” of a 
luxury brand potential customer on their tendency 
toward luxury brand, considering feature of “price” of 
a luxury brand

•	 analysis of the impact of the “age” and “marital sta-
tus” of a luxury brand potential customer on their 
tendency toward luxury brand, considering feature of 
“extraordinariness” of a luxury brand
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It is worth mentioning that the dependent variable 
“tendency toward luxury brand” or purchase intent trig-
ger is the moment at which the potential customer starts 
thinking about a purchase that could be triggered by an 
event, a change in circumstances, a pay rise, a need or 
even an advertising message [17].

It is a stage following the “awareness” stage in the cus-
tomer’s purchase decision stages. Purchase intent trigger 
will result in purchase intention, after passing “liking,” 
“preference” and “conviction”; or just, at the same stage 
an eWOM marketing will be done [23].

The methodology used in present research is survey-
descriptive, with the aim of applying in the field of mar-
keting. The study is considered as applied research, in 
terms of purpose. The type of questionnaire is closed 
ended or regular and was designed according to 5-point 
Likert scale. It was prepared following studying relevant 
marketing references and consulting with marketing pro-
fessors (see Appendix).

The statistical community was the inhabitants of north 
areas of Tehran (district nos. 1, 2 and 3). They were cus-
tomers of luxury brands in the mentioned districts and 
also active users of social network sites. They were con-
sidered as wealthy individuals that would like to convey 
a sense of social status/prestige, opulence, exclusivity, 
indulgence and snobbery.

The sample size according to the Cochran formula was 
384; after extracting the results of 218 questionnaires 
on a defined spatial and temporal domain and following 
acceptable assessment of the reliability of the question-
naire by Cronbach’s alpha coefficient, the confirmatory 
factor analysis technique was used to verify the valid-
ity of the structure scale. The data were analyzed in two 
descriptive and inferential sections, using SPSS 22 and 
LISREL 9.1. The frequency, percent frequency, averages 
and standard deviations of main variables were calcu-
lated. The research variables had a normal (or near-nor-
mal) distribution following skewness and kurtosis tests. 
In order to describe the validity of questionnaire, princi-
pal component analysis was done.

Following testing research objectives by structural 
equation modeling technique and obtaining standardized 
coefficients, in order to find the relationship of demo-
graphic factors with dependent variable, spearman cor-
relation test was used.

Theoretical background and literature review
Luxury brand
Luxury is a complex and multifaceted term that varies 
from traditional definitions which refer to “its connec-
tion with pleasure and satisfaction of individual feelings 
through objects or experiences that are more snobbery 
than ordinary” to new definitions that refer to “its relation 

to society and the level of culture and the civilization of 
those people” and is being discussed [41]. The growth 
of luxury relates to the societal trend that the “rich get 
richer, and the poor get poorer” [50]. Since the 1980s, the 
luxury market has grown at about ten percent per year, a 
much higher rate than the world economy [19]. Accord-
ing to Kapferer and Bastien [29], luxury brands are often 
influenced by the four following factors: (1) democracy, 
(2) increased purchasing power, (3) globalization and (4) 
communications.

Among several confusing definitions of the concept of 
“luxury,” the most well-known description was defined 
by Dubois et  al. [11], and still, the debates on it con-
tinue. They characterized luxury by excellent quality, 
very high price, scarcity and uniqueness, aesthetics and 
polysensuality, ancestral heritage and personal history, 
and superfluousness. Other definitions are in ambiguity. 
For example, Jung Choo et al. [26] quoted that the term 
is often used to indicate products, services or brands of 
high price, excellent quality, aesthetic beauty, pleasure or 
exclusivity or rarity. However, the definitions of Dubois 
and others were investigated by various researchers from 
different points of view; as per Kapferer and Bastien 
[28], most researchers are all agreed that phenomenon 
of luxury could be analyzed in two respects: social and 
personal.

Dubois et al. [11] performed a comprehensive study on 
the perception of consumers on luxury consumption in 
twenty countries and found out six features of luxury, but 
it was found a little bit misleading; so, Heine and Phan 
[20] explained that luxury brands are regarded as images 
in the minds of customers that comprise associations 
about six major product-related characteristics (dimen-
sions): rarity, excellent quality, aesthetics, symbolic 
meaning, high level of price, extraordinariness and overly 
necessary that can be considered as dimensions ranging 
from a minimum level that is also necessary for non-lux-
ury brands to a maximum level that corresponds to the 
highest form of luxury [19].

Although some believe that luxury is to a great extent 
a highly subjective phenomenon [50], for identifying the 
frontier of luxury, Sudarsan [47] differentiates the brands 
according to Kotler’s marketing management in five lev-
els along with an example: basic: Kia, utility: Dodge, qual-
ity: Infinity, premium: Mercedes and luxury: Rolls-Royce. 
Then, the degree of luxuriousness is determined by fol-
lowing separation and a representative brand: entry-level 
luxury brands: Hugo Boss, medium-level luxury brands: 
D&G, top-level luxury brands: Louis Vuitton and elite-
level luxury brands: Puiforcat [19]. The last level pro-
vides distinctive social prestige to their customers [4].

Among controversial features, regarding the dimen-
sion (characteristic) of “aesthetics,” Dubois and others 
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emphasize the polysensuality of luxury products as they 
“not only look beautiful but also are (and should be) 
pleasant to hear, smell, taste or touch” and therefore 
offer a “source of sensual pleasure” [19]. While Kapferer 
[27] mentioned that luxury products are held as artistic 
objects. Art is the aesthetic and social guarantor of lux-
ury: truly a marriage of culture and luxury [25].

Where the distinction between luxury and non-luxury 
sometimes is blurred, a result of the temptation of luxury 
brands, the experiential dimension becomes an essen-
tial means of identifying true luxury. In this experience, 
the pleasure provided comes from the stimulation of the 
senses (smell, taste, sound, visual and touch) [3].

Regarding feature of “symbolic meaning,” as per Kap-
ferer and Bastien [28], the DNA of a luxury product is 
the symbolic desire to belong to a superior class. Luxury 
brands must represent an emotional meaning for cus-
tomers when purchasing them, in a way that they think 
they are buying a personal story from the past [4]. So, the 
dimension of a symbolic meaning with heritage and his-
tory makes the brand stand for “the best from the best 
for the best”; its charisma fills the room, and regardless 
of whether it is of a conspicuous or understated nature, 
deep inside, it is swollen with pride [19]; the high level of 
prestige and social status apart from any functional utility 
[24].

The last feature, “extraordinariness,” is the main fac-
tor differentiating the luxury from the needs. The luxury 
products do not aim to provide any rational and func-
tional benefit by fulfilling a function; they rather help 
people realize their dreams by providing emotional and 
hedonic benefits [4].

All in all, luxury products that are more than neces-
sary and ordinary obviously need to be scarce and cannot 
be owned by everyone, which is not possible as they are 
too expensive anyway [51]. Luxury is typically associated 
with rarity and needs high prices to be credible in terms 
of higher quality [30].

Marketing mix strategies to enter luxury markets
Historically, a luxury brand offered a unique store-level 
experience, and from a customer’s perspective, it often 
involved dressing up and going into a high-end boutique 
to consult with a salesperson about what to buy. In today’s 
marketplace, however, many luxury firms are attempting 
to engage luxury customer through the Internet [45]. The 
marketing of the luxury brands has to give a priority to 
their long-term strategy and their reputation; they should 
strictly follow their brand identity that makes them dif-
ferent from each other and from non-luxury brands [29]. 
In fact, rarity is the key to luxury growth [27].

Luxury marketing mix strategies that partly contra-
dict with the common rules of non-luxury marketing, in 

order to enter the luxury market and to build a success-
ful luxury brand and to make it remain as a luxury brand, 
one has to forget the traditional marketing rules. As Bast-
ien and Kapferer [2], anti-laws of luxury brand marketing 
require an in depth treatment.

Generally, it could be explored through four rules or 
paradoxes: First the product that emphasizes on quality, 
packaging, innovation and creativity; second the price 
that refers to high superlative pricing policy to attract 
snob customers; third, the distribution policy where the 
balance between the increasing sales volumes and selec-
tive distribution should be maintained. As Fionda and 
Moore [15], the luxury-specific distribution includes the 
flagship store; at last, fourth: the communication policy 
that means controlling the frequency of the emergence of 
a luxury brand in order to make specific customers aware 
and prevent raising the public demands [19, 48].

One type of marketing communication mix is the use 
of celebrities or famous individuals and their endorse-
ment in the promotion activities of public relation seg-
ment, of course with caution in the luxury strategy to 
build distinction, style and sustained appeal [2, 19]. In 
today’s technological world, it is essential to specialize in 
implementation of new marketing techniques for manag-
ing luxury brands.

With the exponential growth of social network sites 
and various social media, however, luxury brands face 
challenges in how to maintain brand integrity while har-
nessing the power of social network sites [1]. The ten-
dency of a customer to stay in a relationship with a brand, 
beyond cause and effect, usually leads to individual’s 
loyalty to that company and brand, of course under the 
firm’s control which may enhance relationship equity that 
can be improved through a variety of social tools and to 
build the images that make customers identify that spe-
cialty from among others [32].

The intention to research online and purchase off-line 
(ROPO) is particularly relevant to luxury brands’ prod-
ucts given the high costs of purchasing and the high risks 
of counterfeit luxury brands online. ROPO in luxury 
brand consumption can be operationally defined as con-
sumers’ behavioral intentions to visit a luxury brand’s 
online channels before making an off-line purchase. 
Social media can facilitate evaluation through user-gen-
erated contents and thus reduce uncertainty and improve 
efficiency of luxury consumers’ online searches [1].

Some previous researches on luxury brands
Luxury brands have received considerable research 
interest in marketing literature over the last two dec-
ades [44]. Following fast-growing attempts to explain 
various aspects of luxury brand marketing, Kapferer [27] 
attracted everyone’s attention to the growth of Asian 
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luxury markets and defined virtual rarity tactics and also 
a luxury business model.

Among different studies, an article which conducted 
by Jung Choo et  al. [26], proposed a framework  which 
revealed that the related customer’s values of high sym-
bolic, economic and functional of a luxury fashion brand 
are important for developing a positive relationship with 
the brand.

Bastien and Kapferer [2] focused on clarifying the lux-
ury product marketing strategies, describing the current 
situation of the luxury market and the threats and risks of 
luxury brand marketing.

Wiedmann and Hennigs [50] summarized the luxury 
marketing management in a handbook, focusing on dif-
ferent approaches to propose a comprehensive frame-
work and then classifying several directions in luxury 
marketing research.

Freire [16] highlighted the importance of communi-
cation of luxury parent Houses on consumers through 
reinforcing their brand image and attracting more loyal 
consumers by specific advertisements. The artistic adver-
tisements add the value to the luxury product and the 
luxury house.

Then, Kapferer and Laurent [30] tried to answer the 
question where each consumer perceives luxury begins, 
with consideration that the level varies across consumers 
and countries. They suggested the researches on luxury 
should be based on the consumer’s own personal defini-
tion of the price.

Another research, which has been done by Parguel 
et al. [42] on price dimension of luxury brand, explored 
the effect of price display in the premium luxury segment 
that has a positive influence on luxury perception and 
then reinforces the brand’s perceived quality, uniqueness 
or conspicuousness.

Koronaki et al. [34] suggested that in order to enhance 
and maintain the strong relationship with luxury brand 
customers in today’s shifting environment, arts-based 
initiatives can be designed and implemented as a rela-
tionship-strengthening tool for customers.

Electronic word‑of‑mouth marketing
Marketing consists of actions taken to build and maintain 
desirable exchange relationships with target audiences 
involving a product, service, idea or other object [35].

As markets change, marketing theories must also 
change to accommodate them. Word-of-mouth market-
ing is part of a complex cultural process that nonetheless 
follows an ascertainable pattern; a networked coproduc-
tion of marketing messages and meanings; and specially, 
through newer forums of online community, such as 
social networking sites [36].

Word-of-mouth marketing is defined as the act of 
exchanging marketing information among consumers 
and plays an essential role in changing consumer atti-
tudes and behavior toward products and services. The 
emergence of Internet-based media has facilitated the 
development of WOM online, that is, electronic word of 
mouth.

eWOM in social network sites occurs when consum-
ers provide or search for informal product-related advice 
through the unique applications of these sites [6].

The perception of brands is influenced through value-
enhancing potential of social media campaigns. This new 
communication channel favors relationship and com-
munity building, and it promotes active engagements of 
consumers. The direct involvement social media enables 
in respect to the creation of brand value gives consumers 
ever more power to influence brands [23].

Consumers are likely to seek out other’s opinion before 
making their own purchase decisions. So, online word of 
mouth has a significant influence on purchase behavior 
[5].

The above trends have severely diminished the useful-
ness and practicality of the traditional communications 
paradigm as a framework for developing integrated mar-
keting communications (IMC) strategies. Social media is 
a hybrid element of the promotion mix because it com-
bines characteristics of traditional IMC tools (compa-
nies talking to customers) with a highly magnified form 
of word of mouth (customers talking to one another) 
whereby marketing managers cannot control the content 
and frequency of such information [38].

In social network sites, opinion seekers may regard rec-
ommendations by friends or classmates as credible and 
reliable, and thus may rely on SNSs as a place to obtain 
information for their purchases. On the other hand, a 
socially extensive environment provides opinion lead-
ers with greater opportunities to share product-related 
thoughts and opinions with other consumers [6].

And also, spreading positive word of mouth is to gain 
social approval or self-approval by demonstrating their 
superb purchase decisions. Word-of-mouth communica-
tion is an important facilitator of learning and can have a 
large impact on consumer decisions. Electronic commu-
nication, via online consumer review sites, has enabled 
an immediate information flow to a much wider audience 
as a single message can affect all site visitors [5].

So, electronic word-of-mouth marketing has a signifi-
cant impact on all stages of the purchasing behavior of 
a customer, from pre-awareness to repurchase intent and 
demonstration of loyalty. eWOM behavior within social 
network sites may be initiated because of the users’ desire 
to establish and maintain social relationships within 
their personal networks. By sharing useful product 
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information and experience, social network site users 
can help their social connections (e.g., friends) with pur-
chase-related decisions [6]. On the whole, social media 
associate eWOM with online consumer-to-consumer 
interactions about brands [18].

New model for customer path to purchase
According to Kotler and Armstrong [35], the buyer deci-
sion-making process consists of five stages: need recog-
nition, information search, evaluation of alternatives, 
purchase decision and post-purchase behavior that cus-
tomer typically passes through them before he purchases. 
The most well-known and widely applied hierarchy of 
effects model is AIDA (Attention, Interest, Desire and 
Action), which consists of the purchase decision or atti-
tude building phases, and another model introduced in 
the late nineteenth century includes seven phases [23]. 
Over time, the detail-based look at customer behavior 
in specialized Internet marketing world showed that the 
customer path to purchase has been changed a bit. For 
instance, the modern purchase funnel of Gibson [17], 
taking into account the emergence of Internet, describes 
the theoretical decision-making path  from the moment 
of first contact with the brand to the ultimate goal of a 
purchase and includes post-purchase behavior,  as well. 
The funnel explains what types of content are relevant for 
the potential customer at each phase [49].

Tendency toward a brand or purchase intent trigger is 
the moment at which the customer starts thinking about 
a purchase that could be triggered by an event, a change 
in circumstances, a pay rise, a need or even an advertis-
ing message (see Fig. 1). It will lead to purchase intention, 
or an eWOM marketing will be made by customer [23].

Some previous researches on electronic word‑of‑mouth 
marketing
De Bruyn and Lilien [9] developed a model to study the 
influence of unsolicited, electronic referrals within a 
multistage decision-making framework. They hypoth-
esized and found supporting evidence that tie strength 
only facilitated awareness, perceptual affinity triggered 
recipients’ interest, and demographically dissimilar ties 
were more influential than demographically similar ones 
across different stages of the decision-making process. 
The study motivated by the challenges facing viral mar-
keting tried to help disentangle the influence of WOM 
and the antecedents of such influence, at different stages 
of the decision-making process.

A highly cited article by Kozinets et al. [36] identified 
four distinct strategic patterns that communicators use 
and explained that word-of-mouth marketing operates 
through a complex process that transforms commercial 
information into cultural stories relevant to the members 

of particular communities. The theory draws manage-
rial attention to the importance of working with a deep 
knowledge and awareness of the network coproduction 
of marketing messages and meanings through consumer-
generated narratives.

In a study by Chu and Kim [6], a conceptual frame-
work that identified social relationship factors and their 
relations with eWOM in SNSs was tested. The results 
confirmed that tie strength, trust, normative and infor-
mational influence are positively associated with users’ 
overall eWOM behavior on their favorite site. The arti-
cle highlighted a notable difference between eWOM 
via social media and other online platforms such as 
product reviews and emails. The study suggested that 
product-focused eWOM in SNSs has important social 
implications for policy makers of social media regulation 
to focus on consumers who are more likely to trust their 
social contacts and thus engage in eWOM in SNSs.

In 2014, Moran and Muzellec [39] attempted to clar-
ify the factors  that affect  the eWOM credibility. In this 
regard, they proposed a new framework consists of four 
components: community, competence, content and con-
sensus. Thereby, they leveraged peer-to-peer users’ com-
munications in their interpersonal networks for the 
spreading of eWOM content. EWOM engagement on 
SNS was analyzed through the eWOM source and the 

Fig. 1  Modern purchase funnel
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eWOM message which impact the credibility of eWOM, 
according to their study.

Erkan and Evans [12] developed a conceptual model 
and highlighted the characteristics of eWOM informa-
tion, such as quality and credibility of information. They 
predicted that the consumers who adopt eWOM infor-
mation in social media are more likely to have purchase 
intentions and claimed that the influence of eWOM 
information on social media depends on the consumers’ 
behavior toward eWOM information, as well.

In another article, they proposed the question: Is 
eWOM between people who knows each other on social 
media or eWOM between anonymous people on other 
online platforms more influential on consumers’ online 
purchase intentions? They answered that anonymous 
reviews are more influential than friends’ recommenda-
tions due to information quantity, information readiness, 
detailed information and dedicated information of shop-
ping Web sites in terms of the impact of eWOM [13].

Social network sites
As defined by Kaplan and Haenlein [31], social media are 
“a group of internet-based applications that build on the 
ideological and technological foundations of Web 2.0, 
and that allow the creation and exchange of user gener-
ated content” [6].

Social media is the next generation of business engage-
ment and plays a significant role in marketing. Acting 
in the consideration phase, social media is facilitator 
or disruptor of a potential purchase. Engagement, in a 
social business sense, means the customers are willing to 
take their time and energy to participate in a conversa-
tion process in the context of the social Web. The social 
applications connect consumers and employees with the 
business as a whole and facilitate the process of customer 
engagement [14].

Brands strive for consumer engagement on SNS in the 
hope of leveraging the friend connections of their follow-
ers [39]. Engagement as a business activity is conversion 
of the energy of customer or stakeholder passion into 
energy that produces a business benefit. This conversion 
of passion into a business benefit might occur between 
customers—for example, when a customer who becomes 
an evangelist emerges as a true advocate for your brand, 
product or service [14].

In the traditional communications paradigm, the ele-
ments of the promotional mix are coordinated to develop 
an IMC strategy, and the content, frequency, timing and 
medium of communications are dictated by the organiza-
tion in collaboration with its paid agents [38]. The char-
acteristics of the Internet and e-retail are: a global reach; 
a pull marketing approach where customers are drawn to 
information and purchases, rather than a push medium 

where customers are driven by advertising; a lack of 
physical contact with the goods and human contact with 
the sellers; a low switching cost as it takes only one click 
to switch between Web sites; fast and convenient; more 
product variety and access to viewing them; availability 
and accessibility irrespective of time and location; less 
powerful sales as it is easy to say no to a computer; and 
a universal appeal and uniform information [40]. If the 
pull marketing strategy is effective, consumers will then 
demand the brand from retailers [35]; so, it often cre-
ates loyal customers or followers. Social networking sites 
(SNSs) offer brands the ability to spread positive elec-
tronic word of mouth (eWOM) for the purposes of build-
ing awareness and acquiring new customers [39].

According to Kotler’s marketing management princi-
ples, to build an effective communication, formulating 
each marketing message requires solving four problems: 
what to say (message content), how to say it logically 
(massage structure), how to say it imaginatively (mes-
sage format) and who should say it (message source). The 
message content should get attention in three types of 
appeals: rational, emotional and moral. The massage for-
mat should be eye-catching, distinctive style in size, color 
and shape and movement, and body language, facial 
expressions, gestures, dress, posture and hairstyles of the 
presenter. For example, color alone can enhance message 
recognition for a brand [35]. As a marketing tool, color 
attracts consumers and can shape their perceptions. 
Through color, a brand can establish an effective visual 
identity, form strong relationships with a target market 
and position itself among competitors in the marketplace 
[37].

With regard to many-to-many communication on 
social media platforms that is characterized with expo-
nential growth of the WOM volume, engagement level 
will be measured by: indicating interest in an existing 
post by pressing the “like” button or sharing the post 
on their profile wall or commenting on the existing post 
shared by the moderator or even, generating/posting 
content on the wall. These actions represent a form of 
WOM communication [8].

Some previous researches on marketing through social 
network sites
Mangold and Faulds [38] illustrated the impact of the 
interactions among consumers in the social media space 
on the development and execution of IMC strategies and 
emphasized to include social media in the promotion 
mix.

Hennig-Thurau et al. [22] tried to answer this question 
“why are consumers attracted to the new media and how 
do they influence consumers’ affect and behavior?”. They 
described characteristics of new media and discussed 
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how they affect consumer behavior, the successful man-
agement of customer interactions and measuring cus-
tomers’ activities and relationship outcomes.

De Vries et al. [10] indicated that the brand post pop-
ularity drivers have strong relationship with the deter-
minants used in advertising of a brand fan page. Hutter 
et al. [23] analyzed the influence of brands’ social media 
activities and participants’ social media involvement on 
the purchase decision-making process of consumers. 
Their findings demonstrated that engagement with a 
social network site fan page has positive effects on con-
sumers’ brand awareness, eWOM activities and purchase 
intention.

Soares and Pinho [46] analyzed perceived enjoyment as 
a predicting variable of social influence and advertising 
variables. The perceived enjoyment is associated with the 
use of online social networks that the users as members 
of large communities adopt group norms and develop 
common intentions toward advertising.

Cvijikj and Michahelles [8] measured the engagement 
level through number of likes over the content created 
by the company, number of comments and shares and 
also interaction duration. Their results indicated that dif-
ferent brand communities might have different interests 
and motivations for participation, resulting in different 
responses to characteristics of the content created by the 
company on brand pages, in their case, on Facebook.

At the end of literature review, it is worth mention-
ing the researches were done in line with issue of “social 
network sites marketing on luxury brands”: Annie Jin 
[1] examined the role of consumers’ hedonic motiva-
tions behind a choice behavior and their perceptions of 
value-expressive and social-adjustive functions of luxury 
brands. Their study tested the marketing potential of 
social media for luxury brand management. The results 
indicated that consumers’ satisfaction with a luxury 
brand’s social media interface is a positive predictor of 
favorable attitude toward the luxury brand.

Following the former researches of Kim and Ko about 
the impacts of social media marketing of luxury fashion 
brand on customer relationship and purchase intention, 
Kim and Ko [32] found that social media marketing activ-
ities of luxury brands comprise five constructs: entertain-
ment, interaction, trendiness, customization and word of 
mouth; as value equity and brand equity affect purchase 
intention and social media marketing activities influence 
these factors, taking social media marketing into account 
can be a possible solution to develop relationship equity 
and then customer equity.

Using description of social media marketing efforts 
of luxury brands from five perspectives by Kim and Ko 
[32], Godey et  al. [18] contributed that the investments 
in brand equity (brand awareness and brand image) 

whether online or off-line would strengthen social media 
marketing efforts on customer responses and finally con-
vince him to pay a premium price.

The last relevant article belongs to Pentina, Guilloux 
and Micu [43] that analyzed social media engagement 
behavior of luxury consumers in 11 discrete behaviors to 
help luxury social media managers in monitoring social 
media for optimal social media marketing strategies.

Conceptual Framework
The main purpose of this study is to develop the fol-
lowing conceptual model theoretically and then use the 
examined results for identifying the impacting factors on 
tendency toward luxury brand with marketing approach 
through social network sites (see Fig. 2).

Variables of the research
As the six effective dimensions that reinforce the concept 
of “luxury” (1. rarity, 2. quality, 3. aesthetics, 4. symbolic 
meaning, 5. high level of price and 6. extraordinariness 
[19]) have been identified as the basis for analyzing the 
structural factors of social network sites such as number 
of likes and shares, famous followers, positive comments, 
form and content of marketing post, they are considered 
as independent variables. The demographic factors such 
as income level, age and marital status of potential cus-
tomer are also independent variables that with regard to 
the mentioned features of the luxury concept could have 
positive or negative impact on dependent variable of 
“tendency toward that luxury brand.”

Methods
The research method of this study is survey-descriptive 
in terms of data collection and is considered as applied 
research, in terms of purpose. The type of questionnaire 
is closed ended or regular and was designed according 
to 5-point Likert scale. The sample size was calculated 
as per formula: n =

Z2
∝
×PQ

e2
 , and since the accurate num-

ber of individuals for investigation was not available, the 
error rate estimation is 0.05. Although the calculated 
sample size according to the Cochran formula was 384, 
finally 218 valid questionnaires were obtained due to 
the research constraints, along with the response rate of 
56.77% which could be considered as acceptable in the 
social sciences surveys (RR = responses received/total 
sample) × 100.

The investigated people were the inhabitants of north 
areas of Tehran (district nos. 1, 2 and 3) as the statistical 
community. They were customers of luxury brands in the 
mentioned districts; in order to do sampling, they were 
investigated in the time domain (4  months). As men-
tioned people were considered as social classes of A and 
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B, they pursue leisure activities like social networks sites 
surfing and luxury fashion brands purchasing.

In order to assess the reliability of the questionnaire, 
Cronbach’s alpha coefficient was used that the results for 
the values are shown in Table 1. With regard to that the 
number of questions for each variable affects the measur-
ing of Cronbach’s alpha, the reliability of all variables can 
be considered acceptable as it is more than 70%.

Confirmatory factor analysis technique was used to 
evaluate the construct validity of the questionnaire scale. 
Applying LISREL 9.1 software, the validity of each ques-
tion was tested using factor load and being significant 
in factor loadings. After evaluation, if the factor loads 
of each question were greater than 0.40 and statistically 
significant, the question remained in the model. Fig-
ure 3 shows the factor analysis model for verifying social 

Fig. 2  Conceptual model
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network variables in the state of factor load (standardized 
coefficients). Considering the amounts of factor loadings 
obtained for the scale of social network sites questions 
that were greater than 0.4 and at a significance level of 
less than 0.01 (P < 0.01), we concluded that the validity of 
social network sites structure scale is verified. The range 
of factor loads obtained was from minimum 0.57 to max-
imum 0.95 (Table 2).

In order to prepare data for analysis and then test the 
hypotheses, the incomplete and outlier data were inves-
tigated by expectation maximization and Mahalanobis 
with relevant Chi-square, respectively.

Results
In this study, the extracted data were analyzed by SPSS 
22 and LISREL 9.1. The results are presented in both 
descriptive findings and inferential findings. In the 
descriptive section, the demographic and main variables 
of research were described using frequency, percent 
frequency, average and standard deviations. Following 
skewness and kurtosis tests for the evaluation of normal 
distribution, for the reduction of variables to a smaller set 
of basic variables, the method of exploratory factor anal-
ysis through principal component analysis (PCA) was 
employed.

In the inferential findings and for testing research 
objectives, structural equation modeling technique and 
spearman correlation test were used. In order to examine 
the hypotheses, the maximum alpha error was consid-
ered 0.05 (P ≤ 0.05).

Descriptive findings shows that the percent frequency 
of sex of the interviewed people is 72% female and 28% 
male; the percent frequency of their marital status is 51% 
single and 49% married.

The age of studied individuals was divided into five cat-
egories: under 20 years old, 21-30, 31-40, 41-50 and more 
than 50 years old. The minimum percent frequency is 4% 
related to under the age of 20, and the maximum is 47% 
which were 31-40 years old that means nearly half of the 
respondents (47%) were between 31 and 40 years old.

The percent frequency of education of the statistical 
population shows that most of them, which is 51% of 
total, had Bachelor degree among four categories. And 
the distribution of the percent frequency of the income of 
four categories indicates that the percentages are so close 
to each other around 23%.

In order to describe the main variables statistically, 
the averages and standard deviations obtained are given 
in Table 3. The average calculation indicates that all are 
greater than 3 (mean value).

For checking whether the data distribution was normal 
or not, the skewness and kurtosis tests were performed. 
According to Table 4, the research variables had a normal 
(or near-normal) distribution because the skewness and 
kurtosis values of all variables were obtained at the ± 1 
range. The values indicated that the variables did not 
have a significant deviation from normal distribution.

The validity of the questionnaire was investigated by 
exploratory factor analysis. This method by reducing a 
large set of variables to a smaller set of basic variables 
called factors clarifies whether a few general factors can 
be identified on the basis of people’s responses to the 
questions. Principal component analysis (PCA) was per-
formed on 15 items of questionnaires. The orthogonal 
rotation was performed by varimax method.

In this study, the value of KMO measure of sampling 
adequacy was 0.752 (greater than 0.50), which indicated 
that about 75% of the variance of 15 items of the ques-
tionnaire was influenced by underlying factors and the 
factor analysis could be proceeded. As given in Table 5, 
the results of KMO and Bartlett’s test of sphericity with 
significance level lower than 0.001 show that factor anal-
ysis could be considered as an appropriate technique for 
further data analysis.

Calculation of eigenvalues and relevant percentage of 
extracted variances is shown in Table 6. It confirms that 
those components with eigenvalue ≥ 1 were selected. 
In the present research, six factors explained 75.7% of 
variance.

The first factor accounts for the most variance 29.9% 
with the highest eigenvalue. Figure 4 illustrates the num-
ber of principal components that retain in the analysis. 
Here, there are six factors that have eigenvalue greater 
than 1. After factor 1, there is a sharp change in the cur-
vature of scree plot, and after factor 6, the total variance 
accounts for smaller and smaller amounts.

The table  7 summarizes the final extracted factors 
along with relevant questions, factor loadings and the 
amounts of explained variance. Since the explained vari-
ance of each question was greater than 0.50, all questions 
remained in the factor analysis. Also, as the factor load-
ings of all questions were greater than 0.30, they were not 
removed from the questionnaire and each question was 

Table 1  Reliability by  internal consistency (Cronbach’s 
alpha)

Variables Cronbach’s 
alpha value

Number of likes 0.73

Number of shares 0.81

Number of famous followers 0.75

Positive comments 0.69

Form of a marketing post 0.66

Content of a marketing post 0.72
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assigned to the factor that had the highest factor loadings 
with that factor (Table 7).

In the inferential statistics section, using the structural 
equation modeling technique, the research hypotheses 
were tested. In T test issue, if T value is greater than 1.96, 
it means that the relationship is significant at the level 
of less than 0.05 (P < 0.05). If it is greater than 2.58, it 
means that the relationship is significant at the level less 
than 0.01 (P < 0.01). The research model presented in the 

standardized coefficient mode shows that the hypotheses 
are confirmed at confidence level of 99% (Fig. 5).

Comparison of standardized coefficients shows that 
the strongest relationship belongs to impact of the “posi-
tive comments” under a marketing post on social net-
work sites which affects people tendency toward luxury 
brands, so much (Table 8).

For model fit analysis, the determined indices: Chi-
square, GFI, RMSEA and CFI, NFI, IFI as well as AGFI, 

Fig. 3  Confirmatory factor analysis (CFA)
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PGFI and /df Chi-square have been examined (Table 9). 
The only different result is seen in Chi-square value, as 
its sensitivity to sample size. It means the Chi-square sta-
tistic nearly always rejects the model when large samples 
are used; in sum, it could be concluded that the model 
has got a good fit.

The Spearman correlation test was done to examine the 
relationship between three demographic factors: income 
level, age and marital status and tendency toward luxury 
brand (Table  10). The result indicate that there is a sig-
nificant relationship between the demographic factor 
“income level,” considering feature of “price” of a luxury 
brand and the tendency toward luxury brand; there are 
no significant relationships between “age” and “marital 
status” of luxury brand potential customers and their 
tendency toward luxury brand.

Discussion
The existing luxury brand marketing literature shows that 
the analysis on the impact of SNS and relevant derived 
eWOM marketing on tendency to luxury brand, has 
received little benefit of theoretical investigation. The 
present research through collecting 218 valid question-
naires, using confirmatory factor analysis and perform-
ing PCA and structural equation modeling technique by 
LISREL 9.1, tested the research questions. The proposed 
model with appropriate fit resulted in confirmation of 
seven hypotheses out of nine and indicated the signifi-
cant impact of social network sites with consideration 
the  reinforcing dimensions of the concept of luxury, on 
tendency toward luxury brand.

With regard to the need to have a unique luxury prod-
uct by a potential customer, although he/she knows well 
that the number of “likes” and “shares” is not as much as 
purchasing that product, we see a negative relationship 
between the number of “likes” and “shares” and tendency 
toward that luxury brand.

Through this study, it was found that there is a posi-
tive and significant relationship between the number 

Table 2  Factor loadings and T values

Variables Question 
numbers

Standardized 
coefficients

T values

Number of likes 1 0.72 11.52

2 0.85 15.20

3 0.64 8.92

Number of shares 4 0.69 10.11

5 0.95 19.26

6 0.78 13.50

Number of famous followers/
fans

7 0.84 15.15

8 0.78 13.68

Positive comments 9 0.57 7.55

10 0.80 13.98

11 0.81 14.13

Form of a marketing post 12 0.77 13.06

13 0.63 8.51

Content of a marketing post 14 0.70 10.80

15 0.65 8.92

Table 3  Average and  standard deviation of  the  main 
variables of research

Variables Average Standard 
deviation

Number of likes 3.43 0.42

Number of shares 3.37 0.42

Number of famous followers/fans 4.06 0.62

Positive comments 3.25 0.37

Form of a marketing post 3.31 0.38

Content of a marketing post 3.51 0.53

Table 4  Skewness and  kurtosis values for  the  evaluation 
of normal distribution

Variables Skewness Kurtosis

Number of likes − 0.543 − 0.584

Number of shares − 0.674 − 0.231

Number of famous followers/fans − 0.474 − 0.414

Positive comments − 0.110 − 0.515

Form of a marketing post 0.370 − 0.624

Content of a marketing post − 0.042 − 0.066

Table 5  KMO and Bartlett tests

Kaiser–Meyer–Olkin 
measure

Bartlett’s test

Approx. Chi-square Significance level

0.752 1368.83 P < 0.001

Table 6  Explanation of  selected factors 
along with relevant variances

Component Eigenvalues Percentage 
of extracted 
variance

Cumulative 
percentage 
of extracted variance

1 4.48 29.90 29.90

2 2.03 13.55 43.45

3 1.53 10.22 53.67

4 1.19 7.95 61.62

5 1.10 7.30 68.92

6 1.01 6.74 75.66
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of famous followers or fans of a luxury brand on social 
network sites and the customer’s tendency toward that 
luxury brand. The role of celebrities and prominent indi-
viduals in new marketing strategies has been proved, 
whether through social network sites activities or their 
endorsement as advertising campaign for a brand.

Although there is not a tangible experience of the qual-
ity of a luxury product on social network sites, the cus-
tomer of such brands relies on positive comments about 

that luxury brand which perceived by others on SNSs to 
get some information about the “excellent quality.” So, 
electronic word-of-mouth marketing is spontaneously 
conducted through social network sites to inform people 
about the quality of a luxury product.

Then, there is a positive and significant relationship 
between the form of a luxury brand marketing post on 
a social network site, considering the dimension of “aes-
thetics” of a luxury brand and tendency toward that 
brand, as well as the significant effect of the content of 
a marketing post, regarding “symbolic meaning” feature, 
on the tendency of individuals to that luxury brand, due 
to importance of reminding the ancestral history and cul-
tural heritage for the customer.

Among the demographic factors, the income level of 
a luxury brand potential customer showed a significant 
relationship with tendency toward that brand, consider-
ing feature of “high price” of a luxury brand. In spite of 
economic problems in countries like Iran, luxury brands 
have high demand among about 10% of population of 
Tehran that are considered as social classes A and B.

Finally, it was thought that the new target of luxury 
brand market has been changed from older customers 
to younger ones and many of luxury products have been 
designed for younger customers. We came to this con-
clusion that having lower age does not affect tendency 
toward luxury brands, and old persons have a strong 
tendency toward luxury brands without consideration 
of purchasing necessary and useful products. Also, there 
is not a significant relationship between “marital status” 
and tendency toward luxury brand. It was thought that 

Fig. 4  Scree plot

Table 7  Extracted factors, factor loadings and  explained 
variances

Factors Question 
item

Factor 
loading

Explained 
variance

Factor 1 (number of likes) Q1 0.72 0.78

Q2 0.84 0.75

Q3 0.76 0.81

Factor 2 (number of shares) Q4 0.76 0.78

Q5 0.81 0.81

Q6 0.70 0.73

Factor 3 (number of famous fol-
lowers)

Q7 0.72 0.68

Q8 0.76 0.63

Factor 4 (positive comments) Q9 0.64 0.56

Q10 0.79 0.79

Q11 0.82 0.74

Factor 5 (form of a marketing post) Q12 0.69 0.61

Q13 0.63 0.69

Factor 6 (content of a marketing 
post)

Q14 0.72 0.68

Q15 0.66 0.59
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Fig. 5  Testing the conceptual model in the state of standardized estimates
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being unmarried makes the potential luxury brand cus-
tomer to have more tendency toward luxury brands and 
getting married makes couples not to purchase unneces-
sary products. Unexpectedly, both studied groups con-
firmed their tendency toward luxury brand.

Conclusion
Regarding the importance of this study, it could be use-
ful for both researchers and luxury brand managers. 
From future researches perspective, the findings of this 
research could be developed in point of view of luxury 
customer behavior in social network sites or in analysis 
on each dimension of  the luxury concept to purchase 
intention of a luxury brand. The results of this research 

could be used to examine the impact of social media 
marketing to luxury items in specific segment of this 
industry such as hotels and restaurants. By implementing 
the findings of this study, luxury brand managers through 
emphasizing on marketing “communication” mix, spe-
cially through social network sites, could achieve com-
petitive advantage and maintain their strong relationship 
with their customers. They could rely on these results 
when seeking to address existing and new target groups.

Although there were some theoretical and practical 
limitations during performing this research, one of them 
that is worth mentioning, was the lack of cooperation in 
filling out the questionnaires by luxury brand customers 
in statistical population, correctly. So, in order to raise 
the validity of the questionnaire, the researchers could 
only design the questions in a way that the answers could 
be compared.
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Table 8  Results of testing the model, standardized coefficients

The highest coefficient has been highlighted in italic which shows the strongest impact

Hypothesis Standardized 
coefficient

Significance level Result of test

Negative impact of number of likes on tendency toward luxury brand − 0.40 P < 0.01 Confirmed

Negative impact of number of shares on tendency toward luxury brand − 0.32 P < 0.01 Confirmed

Positive impact of number of famous followers/fans on tendency toward luxury brand 0.22 P < 0.01 Confirmed

Positive impact of “positive comments” on tendency toward luxury brand 0.46 P < 0.01 Confirmed

Positive impact of “form of a marketing post” on tendency toward luxury brand 0.19 P < 0.01 Confirmed

Positive impact of “content of a marketing post” on tendency toward luxury brand 0.23 P < 0.01 Confirmed

Table 9  Fit indices of model

Index Desired value Obtained value Description

Chi-square P > 0.05 P < 0.05 No fit

GFI > 0.90 0.93 Good fit

RMSEA < 0.08 0.68 Good fit

CFI > 0.90 0.92 Good fit

NFI > 0.90 0.89 Medium fit

IFI > 0.90 0.91 Good fit

AGFI > 0.50 0.69 Good fit

PGFI > 0.50 0.66 Good fit

/df Chi-square 2 ≤ Index ≤ 3 2.59 Good fit

Table 10  Spearman correlation test on  relationship 
between  demographic factors and  tendency to  luxury 
brand

Relationship Spearman 
coefficient

Significance 
level

Result of test

Income level and tendency 
toward luxury brand

0.413 < 0.001 Confirmed

Age and tendency toward 
luxury brand

− 0.010 0.889 Not confirmed

Marital status and tendency 
toward luxury brand

− 0.105 0.118 Not confirmed
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