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By Daniel Lang er

Coming  back from a series of luxury masterclasses, I can confirm that one of the most fascinating  questions is the "why" behind
luxury purchases.

In other words, why do people pay sig nificant premiums to purchase luxury g oods? Luxury has long  been associated with status
and exclusivity, but my decade-long  academic research reveals a far more nuanced and fascinating  psycholog ical landscape.

The reason why I started my career in luxury throug h my doctoral thesis was that I was not convinced that status could explain
the multiples in pricepoints versus entry-level and even premium products.

Luxury's hidden superpower
"Status" is a concept that is too abstract. It means many thing s to many people.

If I tell a brand, "It's all about status," then it's not actionable; g ood luck creating  any meaning ful strateg y. I suspected early on
that this catchall is masking  the true reasons people buy.

There is also an implicit judg ment when we attribute status as the main driver of luxury purchases. Hence, relying  on status to
explain luxury purchases is often misleading .

In the worst case, which I have seen many times, it leads to the application of entirely wrong  strateg ies.

The allure of luxury extends well beyond mere social sig naling , tapping  into deep human desires and aspirations that profoundly
impact our self-perception and behavior. When people think of luxury purchases, I often g et associations with imag es of fancy
sports cars, complicated timepieces, haute couture, fine spirits or sparkling  diamonds.

While all these categ ories may be expressions of luxury, they are not defining  it. The true power of luxury lies not in the objects
themselves but in the anticipation of a multidimensional positive perception shift that is promised throug h the brand's stories.

Firstly, it's about the brand, and, secondly, about the connection between brand and the person.

Luxury is deeply personal and emotional. Sometimes I would g o as far as stating  that luxury is pure emotion. So how can brands
unlock the emotional power?
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psychology 101
As already indicated, the anticipated perception shift encompasses a rang e of psycholog ical dimensions that g o far beyond the
traditional notion of status-seeking . One key dimension that I could identify in my quantitative research is attractiveness.

Luxury brands make us feel more attractive, both to ourselves and others. This includes the physical appearance.

In studies, I could show that the perception of the same person in a luxury setting  tends to be sig nificantly more attractive than
the same imag e of a person photoshopped into a non-luxury setting , for example, when a person is in a Bentley versus the same
person being  in a Volkswag en. Additionally, the attractiveness projects an aura of sophistication and refinement that can boost
confidence in social and professional setting s.

Another fascinating  aspect is perceived expertise. Owning  luxury brands can position the person as a connoisseur, elevating  the
perceived knowledg e and expertise.

When I discussed this recently during  a luxury masterclass with a client, one participant ag reed and said that she always dresses
up for an important meeting  and uses her best watch and jewelry, boosting  her confidence, and she always feels that she g ets
increased respect and credibility among  peers and colleag ues. It's backed by data: luxury g ives people the aura of expertise.

Perhaps most intrig uing ly, luxury can create a sense of protection and empowerment. Luxury brands make people feel more
secure and capable, inspiring  them to take on new challeng es and push boundaries. This psycholog ical armor can be a powerful
motivator, driving  personal and professional g rowth.

Luxury also serves as a g ateway to new experiences. Whether it's a first-class flig ht to an exotic destination or a meal at a
Michelin-starred restaurant, luxury purchases often come with the promise of new and enriching  encounters that expand our
horizons and create lasting  memories.

Underpinning  all of these dimensions is the boost to self-esteem that luxury provides.

By alig ning  ourselves with brands and products that embody excellence and refinement, we often experience an uplift in how we
view ourselves. This enhanced self-perception can have ripple effects across various aspects of our lives, from our relationships
to our career aspirations.

SUB
For luxury brands, understanding  these psycholog ical nuances is not just academically interesting . Instead, it's a strateg ic
imperative because it helps to unlock the power of the brand.

In countless strateg y meeting s with luxury brands, I often see that even very senior and experienced manag ers often
underestimate the need to tap into the human psycholog y behind luxury purchases. Fundamentally, it's not the product people
are paying  premiums for.

Premiums are paid as a result of the psycholog ical effects the brand story has on the person. We pay for this anticipated
perception shift.

So, in its essence, it's about us, and when brands don't understand that and fail to inspire and create an emotional connection,
they will fail in the marketplace.

This deeper understanding  allows for more targ eted and effective marketing  and client experience strateg ies that resonate on a
profound emotional level. Consider, for example, how a luxury car brand mig ht leverag e this knowledg e.

Instead of simply speaking  in an abstract and interchang eable way about performance specs or status symbolism, they need to
g ive people clarity about what they really sell and which emotion they want to evoke. Most brand stories today are too product-
focused and lack a client-centric view.

Slog ans like "The best or nothing " sig nificantly miss the mark. It's too abstract and does not g ive clients any g uidance on what to
expect emotionally.

The implications of this research extend beyond marketing . Product development, client experience, social media messag ing ,
sales ceremonies and even corporate social responsibility initiatives can all be enhanced by a deeper understanding  of luxury's
psycholog ical implications.



 

Brands that successfully integ rate these insig hts into their DNA and brand storytelling  will find themselves with a powerful
competitive advantag e in an increasing ly crowded luxury marketplace.

As we look to the future, the luxury landscape is chang ing  faster than ever before. Emerg ing  technolog ies, new client g roups like
Generation Z, chang ing  social norms and expectations, and shifting  g lobal demog raphics will all play a role in shaping  how
luxury is perceived.

Brands that stay attuned to the underlying  psycholog ical drivers of luxury purchases will be best positioned to navig ate these
chang es and create sig nificant desirability.

The psycholog y of luxury is a rich and complex field, offering  endless opportunities for exploration and innovation. For brands,
it represents a superpower a key to unlocking  deeper, more meaning ful connections with their audiences.

The future belong s to brands who can connect emotionally with clients and inspire them. Are you ready?
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