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DOCTORAL DISSERTATION ABOUT LUXURY. WHY?



WHAT IS LUXURY FOR FINNISH PEOPLE? 
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AIM
W

hat constitutes luxury and how
 it is determ

ined by consum
ers?
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DOCTORAL DISSERTATION

-
C

onsum
er perspective, interpretations. 

-
T

heoretical prem
ises: consum

er behaviour &
 brand m

anagem
ent.

>
 Since m

eanings are subject- and context-specific, and constructed in the m
inds of consum

ers through 
interpretation and social interactions, sym

bolic interactionism
 w

as found to be the m
ost suitable research 

approach for this study. 
>

 T
he unit of analysis in sym

bolic interactionism
 is the individual, and m

ore specifically the individual’s 
m

eanings, perceptions, and interpretations (T
hom

pson et al. 2013). 

T
hree articles >

 three qualitative em
pirical data sets
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O
bject

Individual
Social

context

Experience 
of luxury

Functional

Sym
bolic

Experiential
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THREE ARTICLES, THREE DATA SETS
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D
ata collection

-
convenience sam

pling: people w
ith specialised know

ledge of an area. T
he inform

ants w
ere blog w

riters, 
fashion-savvy people.

-
Young adults betw

een the ages of 18 to 30. 
-

Photo ethnographical m
ethods to elicit the narratives (13 counterfeit stories, 7 luxury stories)

D
ata analysis

-
content analysis: patterns of speaking about luxury and counterfeit goods and m

eanings that lie behind 
them

. WHAT FASCINATES IN FAKE LUXURY GOODS?
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PICTURES AS ELICITATION CUES
“(…

) photo-ethnographical m
ethods w

ere used as an elicitation technique to 
generate stories. W

hen interpreting visible m
aterial, inform

ants are believed to 
reflect their ow

n social realities, w
hich are shaped by social context, cultural 

conventions and group norm
s (Schw

artz, 1989). T
he inform

ants interpreted the 
photographs and w

rote a story by draw
ing from

 and reflecting their cultural 
possessions. By this w

ay the m
ultiple realities that are constructed by individuals are 

revealed. T
he epistem

ological ground ascribes to the interpretive research according 
to w

hich the know
ledge is gained through understanding the subjective m

eanings 
and contextual realities, w

hich are shaped by peoples’ interaction w
ith the w

orld. 
     T

he pictures w
ere used as an elicitation cues, since by using visual m

aterial it is 
possible to bring out and convey the hidden thoughts and feelings of consum

ers 
(Z

altm
an, 1997). (…

)”

(Turunen &
 Laaksonen 2011)
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NARRATIVES AS A DATA COLLECTION METHOD
“(…

) W
hen the subject of research is delicate, it is easier for individuals to produce 

a story about a third-person rather than to speak directly of them
selves, as third- 

person narratives m
ake it possible to hide behind the story. In addition, the stories 

w
ere not considered to be direct reflections of objective truth and reality but 

m
erely as cultural stories (K

oskinen et al., 2005).”

“(…
) Stories cannot arise in a vacuum

, and it can be believed that the w
riter 

narrates and interprets the photographs by associating them
 w

ith his/her ow
n life 

and experiences (Bauer and Jovchelovitch, 2000, p. 68).”
(Turunen &

 Laaksonen 2011)
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WHAT FASCINATES IN FAKE LUXURY GOODS?
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IT IS NOT ALL BLACK AND WHITE
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EMPIRICAL DATA COLLECTION
-

12 personal interview
s w

ith 
consum

ers of luxury (fashion) goods 
-

found by m
eans of “snow

ball” sam
pling

-
w

om
en, age 23-39 years

-
elicitation m

ethod: free sorting task
 

w
ith brand cards (14), representing both 

traditional, designer-led as w
ell as brands 

w
ith “taste of luxury”.

-
laddering technique

 (G
utm

an 1982; 
R

eynolds &
 G

utm
an 1988) w

as adopted to 
uncover w

hat kinds of m
eanings and 

consequences consum
ers attach to 

differentiating characteristics.
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INTERVIEW GUIDE
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CATEGORISING FASHION BRANDS 
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CONTENT ANALYSIS
“(…

) T
he interview

 data w
as analyzed by m

eans of qualitative content analysis (Belk 
et al. 2013).  T

he first step w
as to uncover the categorizations applied in each 

interview
 w

hen com
bining and assigning luxury fashion brands into groups. T

he 
criteria for m

aking the categorizations w
ere coded. D

escriptive labels helped w
ith 

the organization of the inform
ation contained in each interview

.  A
t this point, the 

analysis w
as inductive and the interpretations and perceptions w

ere considered to 
reflect the em

ic accounts of the data. (See Spiggle 1994.) Follow
ing the coding stage, 

the differentiating and connecting criteria behind the categorizations w
ere com

bined 
into larger characteristics, w

hich w
ere interpreted on the basis of the theoretical 

discussion and in relation to the existing research on luxury brands. T
hese 

elaborations represent the etic m
eanings – the abstraction of categories. (T

hom
pson 

and H
aytko 1997: 20.) Finally, the elaborated characteristics w

ere re-exam
ined in the 

light of the interview
s in order to pinpoint the interpretations through w

hich 
inform

ants m
ake sense of the characteristics they associate w

ith luxury brands.”
(Turunen 2015)
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DIFFERENT WAYS TO MAKE SENSE OF 
LUXURY FASHION BRANDS 
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PERCEIVED LEVEL OF LUXURY
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EMPIRICAL DATA COLLECTION & ANALYSIS

-
In-depth interview

s w
ith 10 Finnish w

om
en w

ho have bought /possess secondhand (and new
) 

luxury goods 

-
Purposeful sam

pling: blog w
riters, 25-40 years old, different dem

ographic backgrounds w
ith 

diverse econom
ic resources, but all of them

 w
ere interested in fashion apparel and 

accessories. 
-

N
etnography

: online discussions concerning luxury good that are bought as second-hand
-

T
hem

atic content analysis 
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MEANINGS OF SECOND-HAND LUXURY
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NETNOGRAPHY

-
netnography =

 ethnography in online context.
-

to m
ake sure the saturated them

es have covered =
 triangulation of research data

-
can be participatory or just observing (research ethics!)  
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MEANINGS OF SECOND-HAND LUXURY
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GREAT. THREE ARTICLES, THREE DATA SETS, THREE 
DIFFERENT TOPICS IN THE FIELD OF LUXURY.  

WHAT NEXT?



HOW TO PUT EVERYTHING TOGETHER, 
CREATE A DOCTORAL DISSERTATION?

-
W

hat connects the articles?
-

I w
ent back to all findings of the articles and searched for connecting and differentiating dim

ensions or 
factors.

-
W

hat can I say about luxury based on these three articles? H
ow

 can I take the findings into m
ore 

abstract level?
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The interactive elem
ents through w

hich consum
ers interpret the luxuriousness of a brand.  

DOCTORAL DISSERTATION: FINDINGS
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DOCTORAL DISSERTATION: FINDINGS

The experience of luxury as a reflection of the interpretations of the interactive elem
ents. 
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WHAT DO YOU THINK, WHAT ARE THE WEAKEST POINTS? 
WHAT WOULD YOU CRITICISE OR DO DIFFERENTLY?



WHAT WOULD I DO DIFFERENTLY NOW?

-
C

hoose only one of the topics, not three of them
. 

-
I had qualitative dissertation - all possibilities to go in-depth, but w

ith too broad &
 diverse 

topics, I had challenges to dive deep.

-
Plan w

ell first, the process is easier. Be system
atic then you don’t have to do things m

any tim
es.

-
C

ollaborate! You w
ill learn through collaborations.
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RECOMMENDATIONS
-

First and forem
ost, choose topic you are truly 

fascinated about.  T
hen it is not “w

ork “, but authentic 
curiosity  +

 you w
ill never stop believing on it w

hen 
things are at dead-end.

-
Be eager to learn &

 fail. D
octoral thesis is a journey; 

the w
ritten thesis prepares you to researcher career - 

it is not the final goal, but the learning-journey to 
becom

e academ
ic.

-
Be strategic w

ith publication processes

-
A

uthentic curiosity and em
pathy is m

ost im
portant 

characteristic w
hen conducting qualitative interview

s.
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Thank you.
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