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ABSTRACT

Luxury management can be considered the management of paradoxes between intangibility and function-
ality, rationality and emotion, modern technology with traditional craftsmanship, showing that luxury 
comes from creation, timelessness, emotion, excellence, heritage, and authenticity. This chapter results 
from two methods, a qualitative analysis, which presents an analysis grid with the most varied charac-
teristics; these are divided into six groups: identification, content, product page, utility, entertainment 
and complementary relationship, speed and other presences visible on three websites of luxury furniture 
brands. The other method is the quantitative one, which was a questionnaire with the understanding the 
perceived quality of the website using the WebQual scale, as well as understanding the purchase inten-
tion and the importance of the internet in the purchase decision process.
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INTRODUCTION

The luxury market needs specific behaviors such as marketing strategies in order for these brands to 
differentiate themselves from mass consumer brands, and it is important to know which means have 
the most impact on all luxury values and which the positioning is not lost. “Luxury” is intrinsically 
inserted in society, and is usually defined as rarity and exclusivity, which is sought when a status or 
social position is desired. However, the term “luxury” in a systematized and integrated way is directly 
linked to exclusivity, desire, dream and exuberance, particularities that can become overly derogatory 
and ostentatious. Throughout the history of humanity, and based on the historical framework of luxury, 
its importance and its impact on society is understood from the earliest times to today’s society, which 
is positioned in the social differentiation that it produces, such as the appearance of a quality of life, the 
beauty and the pleasure of the products by consumers. Thus, the symbolic grandeur and social dimension 
of the concept of luxury, as well as its value, is not easy to define because it is treated and represented by 
subjective meaning, and because over time it has also undergone several changes in its characteristics. 
Lipovetsky’s Ephemeral Empire shows that the notion of luxury has changed, and nowadays this term 
has assumed a “more intimate than emotional character” (Lipovetsky, 2009) presenting itself to society 
as a way to satiate themselves, and not as an element of social differentiation, as was observed in past 
times. Thus, luxury is lived more emotionally than the essence of the product by consumers, where it 
is seen by the author of a “behavioral act that is based on the maxim of why I want and not why I can”. 
A brand, can have much more value than their products, because its positioning in the market allows its 
target audience to create perceptions and identify with the brand identity and image, so that it can cre-
ate its preferences, where “building a luxury brand is inseparable from the symbolic management of its 
roots, the work of building a myth” (Lipovetsky and Roux, 2005). The brand is a guarantee of luxury, 
that is, the consumer when looking for a certain brand, this unconsciously associates with luxury, add-
ing an identity to the product. On the other hand, consumers can also associate luxury with a particular 
brand simply by the positioning it occupies in their mind, however, the greater the perceived value of 
a brand, linked to exclusivity, the greater the preference for that same brand. But at the same time, the 
luxury consumer, being aware of the high value that the brand can adopt, will also perceive a devaluation 
of its prestige, where the desire may diminish. The fact that the world owns and confronts consumers 
daily with new brands in the market shows that competition will have to increase their ability to have 
a good management of their attributes, as their main objective to differentiate themselves from others 
and achieve their desired success.

Brands are increasingly consumed according to what they represent, whether in lifestyles, a concept, 
or even emotions and not so much product related. For the postmodern brand enriches the shopping ex-
perience by offering a fantasy or aspiration that gives specific meaning to any consumed product, brand 
and service. Today, the vast majority of consumers learn to manage and make life decisions based on 
information taken from the Internet. Proving that the internet is increasingly the beginning for buying 
products and services, where the advantages are significant, such as convenience, diversity of supply 
and saving time and money. The Internet has the ability to transform the way consumers relate to brands 
where, this transformation is affecting the marketing economy while making many of the traditional 
features and strategies outdated. In this sense, brands are increasingly looking for marketing solutions 
that use the internet as the main tool for publicizing goods and services. This is because the internet 
is used by the general public to gather information, surpassing the users of radio, television and oth-
ers. Internet usage has been increasing over the years, as has its benefit. The communication of luxury 



 

 

18 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/consumer-brand-relationship-and-use-of-the-

website-in-virtual-communication-in-the-luxury-furniture-industry/265881

Related Content

Reshaping Business Organizations Through Gamification
Sukhvinder Singhand Vandana Gupta (2020). Handbook of Research on Innovations in Technology and

Marketing for the Connected Consumer (pp. 18-38).

www.irma-international.org/chapter/reshaping-business-organizations-through-gamification/239495

Deep Learning and Machine Learning Techniques for Analyzing Travelers' Online Reviews: A

Review
Elliot Mbungeand Benhildah Muchemwa (2022). Optimizing Digital Solutions for Hyper-Personalization in

Tourism and Hospitality (pp. 20-39).

www.irma-international.org/chapter/deep-learning-and-machine-learning-techniques-for-analyzing-travelers-online-

reviews/296184

A Service-Oriented Approach towards Real Time Financial News Analysis
Calum S. Robertson, Fethi A. Rabhiand Maurice Peat (2013). Consumer Information Systems and

Relationship Management: Design, Implementation, and Use  (pp. 32-49).

www.irma-international.org/chapter/service-oriented-approach-towards-real/77462

Role of Time in Development of Trust within Hi-Tech SME Business Relationships
Khurram Sharifand Salaheldin Ismail Salaheldin (2012). Successful Customer Relationship Management

Programs and Technologies: Issues and Trends  (pp. 101-114).

www.irma-international.org/chapter/role-time-development-trust-within/63701

Ethically Questionable Behavior and Consumerism in Uganda: A Survey of University Students
Isaac Wasswa Katono (2016). Handbook of Research on Consumerism and Buying Behavior in Developing

Nations (pp. 334-360).

www.irma-international.org/chapter/ethically-questionable-behavior-and-consumerism-in-uganda/154461

http://www.igi-global.com/chapter/consumer-brand-relationship-and-use-of-the-website-in-virtual-communication-in-the-luxury-furniture-industry/265881
http://www.igi-global.com/chapter/consumer-brand-relationship-and-use-of-the-website-in-virtual-communication-in-the-luxury-furniture-industry/265881
http://www.irma-international.org/chapter/reshaping-business-organizations-through-gamification/239495
http://www.irma-international.org/chapter/deep-learning-and-machine-learning-techniques-for-analyzing-travelers-online-reviews/296184
http://www.irma-international.org/chapter/deep-learning-and-machine-learning-techniques-for-analyzing-travelers-online-reviews/296184
http://www.irma-international.org/chapter/service-oriented-approach-towards-real/77462
http://www.irma-international.org/chapter/role-time-development-trust-within/63701
http://www.irma-international.org/chapter/ethically-questionable-behavior-and-consumerism-in-uganda/154461

