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INTRODUCTION

This research aims to explore the factors that are part of the decision process for pur-
chasing luxury fashion products in the city of Bogota (Colombia). The variables of in-
fluence that arise from the previous literature (product display, technological accessi-
bility, representation of status, brand perception, lifestyle, association with well-being 
and wealth, association with delight, motivation of the consumer, authenticity of the 
product, and cost-benefit ratio) were explored as part of 10 in-depth interviews with 
people between ages of 25 and 45 who live in strata 5 and 6 in Bogota, Colombia. The 
validity of the interviews is observed in the verification of concepts with previous re-
search, the quality of the data collected, and, therefore, with the condition of the de-
pendence, credibility, and transferability of these data. The main variables that affect 
the decision process for purchasing luxury fashion products are the brand, exclusivity, 
distinction, and their relationship with the positive emotions generated in the con-
sumer. The results of this research suggest how to improve their marketing strategies, 
focusing on what their target public looks for. This research is the first to analyze the 
decision process for purchasing luxury fashion products in the city of Bogota by using 
in-depth interviews. 

Well-being and the access to certain goods have been associated with luxury over 
the years because, since the beginning, these have been associated with the elites (Var-
sha, et al., 2015; Atwal and Williams, 2009); however, this concept has evolved such 
that the demand for this type of product is no longer exclusive to developed coun-
tries, and developing countries currently represent millions of dollars for this industry 
(Truong and McColl, 2011).

As a result, luxury goods are no longer exclusive to the elite. The different brands 
that are representative of those goods have been forced to produce more accessible 
product lines to meet market demand and that are aimed at giving customers with less 
purchasing power access to these brands, thus meeting their psychological needs (Su-
lehri, et al., 2011). These needs are matched to fashion trends, which in turn generate 
social standards that strengthen the increase in the demand for this type of product 
(Levy and Luedicke, 2013; Summer, et al., 2006).

Consequently, this research demonstrates the importance of the purchase deci-
sion process as a fundamental variable for analyzing the development of the market of 
luxury fashion goods (Li, et al., 2012).

Considering that there are several studies on this topic in countries with conditions 
similar to those of Colombia, each country has singularities that correspond to the cul-
tural development and idiosyncrasies of each population. This is therefore expected to 
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serve as a basis for the development of marketing strategies and merchandising direct-
ed to this type of consumer in a growing market such as that of Colombia (Hung, et al., 
2011; Lozano, 2014; Summer, et al., 2006).

Therefore, the goal of this research is to understand the different variables that 
are involved in the decision process for purchasing luxury fashion products in the city 
of Bogota. This understanding is expected to be achieved through the identification of 
the factors that encourage the consumer to buy luxury fashion products, the study of the 
variables involved in the decision process for purchasing luxury fashion goods and their 
influence in the decision process of consumers, the categorization of the factors accord-
ing to their level of relevance, and the establishment of the criteria on which the decision 
process for purchasing luxury fashion products is based.

LITERATURE REVIEW 

The consumer behavior that leads to the purchase of luxury products is perceived dif-
ferently in developed countries compared to developing countries (Leung, et al., 2015).  
Considering that it is a highly competitive market where brands constantly enter, trying 
to position themselves as differentiated luxury products. This generates the question of 
how brands come into play in the positioning process, in a scenario in which consumers 
are driven to demand this type of product (Giovanini, et al., 2015).

Here is where different factors gain importance, such as the display of goods, which 
also has an impact on the intention to purchase them, which makes it possible to analyze 
the consumer behaviors of this type of product (Huddleston, et al., 2015). Other factors 
are the desire for luxury brands, how these are perceived and represent a measure of 
achievement for consumers, and how these psychologically affect consumers, becoming 
synonymous with status and a symbol of achievement (McFerran, et al., 2014).

In addition to these factors, the environment in which the market is presently be-
ing developed should be analyzed. Due to technology and the accessibility of different 
brands and collections, it is necessary to develop a globalized strategy that will make it 
possible to reach different markets and produce the expected impact, especially when 
the goods must be specific and differentiated and have unique features, as is the case 
with luxury goods (Simmers, et al., 2014).

That is precisely why the need arises to analyze more than just the market trends 
and to perform an in-depth analysis of the factors involved in the intention to purchase 
luxury goods, such as lifestyle and how it affects consumer behavior as well as its rela-
tionship with the types of products demanded (Pan, et al., 2014). For example, the case 
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of luxury underwear indicates that lifestyle and personal style influence the intention to 
purchase these goods, in addition to factors such as perception of value, brand concept, 
and self-image of the consumer; in this case, these factors are used as motivators for 
creating market demand for this type of product (Hume and Mills, 2013).

Thus, in addition to brand, country of origin has positioned itself as a factor in the 
purchase decision process to such a degree that there are countries that have already po-
sitioned themselves as manufacturers of luxury goods. Therefore, country of origin has 
become a relevant criterion in the decision process for purchasing luxury goods (Godey, 
et al., 2012). It has been found that, for consumers, the origin of the goods is directly 
associated with the level of quality and that this attribute therefore impacts the willing-
ness to pay, which will vary according to the brand and the consumer’s perception of the 
product (Seidenfuss, et al., 2010).

In fact, the operations managers of different brands, in their search for knowing 
their consumers and their behavior, analyze the response of consumers to their man-
ufacturing practices and production because there is a confirmed interest in knowing 
what type of labor practices are applied in the production of the products consumed (Ai-
ello, et al., 2009). This causes the phenomenon of ethnocentrism because it is clear that 
the relationship of the brand and its origin is also relevant to the consumer; therefore, it 
is a factor within consumer behavior and directly affects the purchase decision process 
(Javalgi, et al., 2005).

Another factor, and perhaps one of the most important, is purchasing power be-
cause it directly influences the purchase decision process. In this process, the intention 
to purchase becomes increasingly sophisticated; not only does the perception of brand 
value have an effect, but other factors are also included, such as exclusivity, design, trend, 
and others that determine the intention to purchase and to pay a higher price for this 
type of product (Li, et al., 2013).

All of these factors lead to exploring how brands have a psychological impact and 
how these are part of the purchase decision process, in addition to how the acquisition 
of this type of product is mainly related to behavioral factors that respond to the search 
for social approval, the constant search for self-image improvement, and the creation 
of a prestigious image that is associated with well-being and wealth (Abdolvand and 
Reihani, 2013).

In turn, these factors are related to a hedonistic concept in which the acquisition 
of luxury goods is associated with delight, the feeling generated from the purchase. The 
constant purchase of these goods leads to another factor, the obsolescence of fashion, be-
cause, based on trends, consumers generate unmet needs that are covered with constant 
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change and innovation (Miller, 2013). This has led to a steady growth in the worldwide 
figures of this market that is primarily based on options for increasing self-esteem, 
which is related to the purchase of goods and what the purchase represents for the 
person and his or her environment (Truong and McColl, 2011).

Furthermore, another factor of influence emerges in which the main motivation 
develops through the encouragement to follow reference groups, based on the case of 
some societies that seek to imitate others. This generates a motivation to demand the 
same class of goods and to develop an appearance that is similar to that of the refer-
ence image (Li and Su, 2007), to the extent that in the constant search for uniqueness, 
a vintage trend, which intends to revive old fashions, has emerged. Even luxury fashion 
houses lean toward seeking models from other decades to meet the demand created by 
this type of product (Cervellon, et al., 2012). 

It should also be noted that another phenomenon that has a direct impact on the 
purchase of luxury goods is the effect of the replicas of this class of products, empha-
sizing that the type of consumer changes because, even if they experience the same 
motivations as the habitual consumer of luxury goods, their socio-economic level is 
different and, therefore, they accept goods of similar appearance but at a lower cost 
(Hanzaee and Jalalian, 2012). For this reason, it is established that there is a direct rela-
tionship between the perception of pleasure through shopping, based on materialism, 
and brand value, in which culture also has an important role in the purchase decision 
process. (Shukla, 2012).

Consequently, the impact of the brand on social networks should also be analyzed 
as part of a globalized culture in which the corresponding measurement needs to be 
applied to the intention to purchase luxury goods. This intention is directly associat-
ed with the index of satisfaction perceived by the consumer who accesses this type of 
goods (Jin, 2012), considering that the index of satisfaction responds not only to the 
brand acquired but also to the consumer’s association with the brand, including its 
production process, raw materials, origin, and other characteristics.

In addition, the luxury items market is linked to other factors such as price compe-
tition, global supply, and the high volatility of demand due to the socio-economic con-
ditions of the consumer. Therefore, in cases of currency crises, this market is directly 
affected because, when luxury is not perceived as a primary need, these items can be 
displaced by the consumption of highly durable goods that are associated with lower 
costs and priority needs (Bruce and Daly, 2011).

It should be noted that, in a socio-economic environment that changes constantly, 
in which each economy at a global level has a different dynamic and therefore consum-
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er behavior is also different, there is also a constant process of adaptation to the chang-
es of each economy. This adaptation affects the purchase decision process, starting with 
the purchase intention, which is determined by the perception of the consumer, and 
depending on whether the consumer considers the purchase essential or not, it may be 
replaced even by replicas that represent a lower cost and generate the same psycholog-
ical sensation (Sulehri, et al., 2011)

Based on this scenario, the impact on brand perception generated by counterfeits 
can also be analyzed; by associating brands and luxury with uniqueness and the owner-
ship of goods that are seemingly identical but far more affordable in price, the concept 
of exclusivity would substantially disappear. With the passage of time, however, it has 
been found that brands still retain their strength and prestige despite the emergence of 
replicas and counterfeits of their goods (Hieke, 2010)

Nonetheless, it is important to increase consumer awareness of the impacts of 
the demand for counterfeits in the market because, even if the brand is unaffected, the 
impact of this phenomenon is transferred to production processes. The reason is that 
poor work conditions are generated for manufacturers, which, in their search to main-
tain the competitiveness of their goods, reduce production costs, starting with human 
capital (Phau, et al., 2009).

In the case of imitations, the useful life of the product is less important in the in-
tention to purchase. The reason is that the preference of the consumer is the product, 
regardless of whether it is a replica, because the interest in the product is its similarity 
with the original item and also the price comparison, in which the cost-benefit relation-
ship is greater for consumers, provided that they acquire what they are looking for at a 
lower cost (Zaichkowsky and Nia, 2000).

As a result, companies have had to focus on the development of the value chain 
and the development of sell strategies for goods to analyze the behavior and attitudes 
of consumers and also the influence of how goods are distributed, with the goods’ ac-
cessibility to the public being essential within the aspects that constitute the purchase 
decision process (Cang, et al., 2009).

METHODOLOGICAL APPROACH 

Given that the interest is in understanding the psychological variables involved in the 
decision to purchase luxury goods, this research takes a qualitative approach. Although 
the behavior of the luxury goods market has been extensively studied, the psychological 
dimension that supports it has been reduced to the feeling of well-being associated with 
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this type of product, and the variables that influence the decision-making process have 
not been examined in-depth (Leung, et al., 2015). 

Qualitative research is designed to understand and analyze phenomena to explore 
them from the perspective of those who participate in such research in a natural envi-
ronment and in relation to the context. Thus, for the information obtained to be valid, 
the population must be understood and the knowledge gained in the responses must 
be transferred, in addition to that which is perceived through other types of language 
(Zhan and He, 2012). The scope of this investigation is limited to the population of the 
city of Bogotá, and the analyzed segment is consumers, both men and women, between 
ages of 25 and 45 from strata 5 and 6, from whom the information corresponding to the 
factors that are involved in the purchase process of luxury fashion goods was obtained. 
Data analysis was performed using the Atlas.ti tool, applying the corresponding coding, 
on which the amount of information needed was based, for its quantification and anal-
ysis in regard to the factors and criteria most noted in the transcripts of the interviews 
conducted (Corbin, et al., 2008).

The objective of this research is to understand the different variables involved 
in the decision process for purchasing luxury fashion goods in the city of Bogota, and 
therefore, this study is exploratory in nature (Creswell, 2013). This research is con-
ducted through the application of in-depth interviews that allow a qualitative analysis 
that demonstrates how and why the purchase decision of this type of product is made 
(Bryman, 2006). From this analysis, the information is collected and coded according 
to dependency, credibility, auditability, and transferability, based on the equivalence of 
the results obtained with those from previous research on the same subject (Zhan and 
He, 2012).

Selection of participants
The sample selected for the study consists of 10 people (men and women) located in 
the city of Bogota, given that this is the basis of the study, from strata 5 and 6, ranging 
from 25 to 45 years of age; considering that these factors have been used in similar 
studies in other countries (Truong and McColl, 2011; Simmers et al., 2014; Wernerfelt 
and Cervellon, 2012). Also the persons were habitual consumers of luxury goods. An 
ethics code was used to establish that the personal data of the participants are confi-
dential and that any other additional information is only used for investigative purpos-
es. To enrich the research, only consumers of this type of product are considered.

Description of the variables
Given the literature reviewed, the variables to examine are determinants of the decision 
and the influence of the environment in the context of the purchase of luxury goods, 
goods, or services.
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CATEGORY INQUIRY THEMES AUTHORS

Context of the product

Product display  (Huddleston, et al., 2015)

Technological accessibility (Simmers, et al., 2014)

Representation of status (McFerran, et al., 2014)

Cultural Characteristics (Shukla, 2012)

Fashion awareness

Exclusivity (Summer, et al., 2006)

Design (Li, et al., 2013)

Trends (Pan, et al., 2014)

Achievement measures Consumption desire (McFerran, et al., 2014)

Conception of the brand Self-image of the Consumer (Hume & Mills, 2013)

Product origin Brand perception (Seidenfuss, et al., 2010)

Consumer behavior

Lifestyle (Pan, et al., 2014)

Association with well-being 
and wealth (Abdolvand & Reihani, 2013)

Association with delight (Miller, 2013)

Consumer motivation (Truong & McColl, 2011)

Product originality Authenticity of the product (Hieke, 2010)

Importance of the product Cost-Benefit ratio (Ian, et al., 2009)

Table 1. Description of the variables (own elaboration)

Instruments
To perform our study, in-depth interviews are conducted because doing so allows a more 
intimate, flexible, and open conversation and exchange of information; the interview is 
semi-structured, based on a guide with specific questions. However, questions that will 
help deepen and obtain more information on the desired topics are included, which is 
crucial importance when explaining the behavior and attitudes of the consumers of lux-
ury goods.   

The interview guide includes demographic questions that allowed to set the tar-
get in terms of age, gender, and social class; filter questions to determine whether the 
persons selected are consumers of these types of goods, goods, or services; structural 
questions that helped detect the degree of knowledge of these types of goods or goods 
(brands); and questions about expressing feelings regarding the decision-making pro-
cess to investigate the variables that influence the decision-making process and also 
about the antecedents (influence) that provide information on the variables that lead 
the consumer to purchase luxury goods.   
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RESULTS

Analysis system for processing information  
To conduct this research, semi-structured interviews that make the collected data com-
parable are applied; for this reason, after obtaining the information from the interviews, 
there is a pre-coding process that makes it possible to analyze the information.  

Therefore, the information analysis process begins with the application of the in-
terviews to gather the information, followed by a process of transcription and organiza-
tion of the information for its subsequent codification, integration, and analysis.  

Semantic network
To demonstrate the existing connection between the main categories evidenced by the 
study, this study designs the semantic network shown below, in which the main vari-
ables involved in the decision process for purchasing luxury fashion goods converge. 

This design is based on the information gathered by the in-depth interviews, in 
which the respondents expressed that the main variable is the brand, and it is support-
ed by endogenous and exogenous variables that lead the decision-making process to 
focus on the brand of the product. Clearly, this is in response to specific conditions of 
the product, for example, that the product is consistent with the trends of the market, 
that it is original and also represents good status in the social environment, and other 
conditions that are part of the purchase process as a differentiated experience. An ex-
ample is the shopping environment, which confirms that the setting is also important 
in the interaction of the brand with the consumer because, through the acquisition of 
this type of product, it generates positive emotions that help improve the self-image of 
the consumer; this indicates that most of the factors involved in the purchase decision 
process are all interrelated. 

It should also be added that in a setting that is increasingly conscious of the envi-
ronmental impact of buying rapid obsolescence goods or those made from fur, variables 
such as corporate social responsibility (CSR) are involved in the process. This is linked 
to the level of income, which is directly associated with the capacity to access this type 
of product. Consequently, if those who have access to this type of product do not require 
them, then the supply is discouraged.
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Figure 1. Semantic network (own elaboration)

Dimensions and codes
Groups corresponding to three macro topics (association, characteristics, and setting) 
were generated through the codification of the information using ATLAS.ti, and based on 
these topics, the following dimensions were generated:  

•	 Self-image: This dimension groups the codes that are related to the emotions 
that arise through accessing luxury goods and contribute to the self-esteem of 
the consumer.

•	 Status: In this dimension are the codes that are related to what the purchase of 
fashion luxury goods represents to the recognition given by the direct customer 
environment.  

•	 Interaction with the consumer: This dimension groups the codes that are related 
to how the companies that offer luxury fashion goods relate to consumers and 
their expectations.

•	 Luxury: This dimension groups the codes that represent the characteristics and 
physical and intangible specifications of the product that are associated with luxury.  

•	 Income level: This dimension groups the codes that are associated with the pur-
chasing power and accessibility to this type of product, in addition to those that 
oppose relating the income level to having access to these goods.
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•	 Originality: This dimension groups the codes that designate exclusivity and 
brand distinction with regard to counterfeiting and other types of goods that 
may distort the value of the product for the consumer.

•	 Trends: This dimension groups the social, consumer, fashion, and market trends 
that relate to the demand for fashion luxury goods.

•	 CSR: This dimension groups the codes related to the awareness of the consumer 
and of the brands regarding the use of fur and the manufacturing conditions of 
the goods.

•	 Shopping environment: This dimension groups the codes that are related to the 
shopping experience and the environment developed by the brands to provide 
their consumers a differentiated service model.

ANALYSIS OF THE RESULTS  

The factors that were observed through the codes show how people associate the luxu-
ry of the product with the brand, as stated by interviewee 1 (C.P.): “I would think more 
towards the brand” (P1:50), as well as the association of the brand with recognition and 
exclusivity, in addition to the conditions of sale and the shopping experience, which are 
directly related to the value that the consumer is willing to pay, as stated by interviewee 
5 (H.C.): “there is a very strong relationship, depending on the design and the brand un-
der consideration” (P6:39). The conditions of sale appeared repeatedly, increasing the 
density of this dimension above the others, showing that the other variables are compo-
nents of the brand, and therefore, the brand stood out as the main impact factor in the 
decision process for purchasing fashion luxury goods in Bogota.

Therefore, in analyzing the interviews, it is found that the decision process for pur-
chasing luxury goods is complex and involves several variables. To conduct this partic-
ular study, the following three types of variable groups were generated in the ATLAS.
ti software: those related to association (variables that generate a connection between 
the purchase of luxury goods and emotions, responses from the environment, and dis-
tinction), those related to the characteristics (variables that represent the tangible and 
intangible components of the product), and those related to the setting of the product 
(variables that represent the characterization of the surroundings and the environment 
in which the product is presented).   

When observing the variables that emerged through the interviewing process, it 
was found that these do not belong only to a particular type but rather that, in some cas-
es, these are related to each other. Consequently, despite the other factors, it is demon-
strated that the brand is what encourages consumers to purchase luxury goods and that 
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it is related to the idiosyncrasy of the population, as stated by interviewee 6 (P.R.): “here 
we are really brand-conscious”(P13:28); and it is supported by variables that constitute 
the development of the brand, such as distinction and exclusivity. According to inter-
viewee 5 (H.C.), “If I see that it is a good brand and I like it and the brand is exclusive and 
recognized, I go for it” (P14:23), which in turn is directly associated with the generation 
of positive emotions in people when they access these goods.  

In addition, a long list of components of the purchase decision process originates 
from these factors. These components materialize through variables such as the setting 
of the brand, the conditions in which the goods are exhibited and offered, and how the 
concept of relational marketing is increasingly used to promote sales. 

Thus, the brand is tied to the needs of its customers, entering into a process of 
closeness that establishes a comparative and competitive differentiation of the brand in 
the mind of the consumer, complemented by a different shopping experience in which 
consumers find a setting that is designed for their convenience. For this reason, one of 
the main associations held by the consumer is between the luxury product concept and 
an environment that is serious, spacious, and organized and that transmits positive sen-
sations that make it possible to focus on the product.   

Consequently, the willingness to pay increases because, by accessing this type of 
product, people buy not only a product but also an entire shopping experience com-
posed of the atmosphere, service, packaging, and the different shopping conditions that 
may make the purchasing process more pleasurable, as stated by interviewee 2 (L.A.): 
“spacious environments and environments meant to really influence people to buy the 
goods” (P10:2). All of these elements are also related to the product perception, which 
involves variables such as the originality of the product, exclusivity, and the status gen-
erated by having access to this type of product.     

Accordingly, it is inferred that the purchase of luxury fashion goods is associated 
with positive emotions such as happiness, satisfaction, and security, among others that 
were emphasized by the interviewees, for example (C.P.), “the consumption of luxury 
goods is associated with positive emotions” (P1:20). For this reason, the decision process 
for purchasing this type of product does not directly depend on the purchasing power of 
the consumer; although this variable has an impact, it is not the most relevant because 
some people access these goods through credit cards or consumer finance goods.

Buying these goods responds more to taste for the product and not to the need to 
have access to them, as stated by interviewee 6 (P.R.): “I think it is more the need than 
the taste, and wanting to achieve status, more than needing the product” (13:12).    
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Everything said up to this point assumes that the variables that correspond to as-
sociation are the most important and most actively involved in the process of purchasing 
luxury goods, followed by the factors that correspond to the characteristics, both intrin-
sic and extrinsic, of the product. These characteristics that correspond to the product 
mainly include the design, the material, and the differentiation of the product in relation 
to counterfeits because the increase in the replicas’ similarity with the original goods 
causes their value to be distorted due to the loss of exclusivity.     

It should be noted that the characteristics that are most involved in the purchase 
decision process are the originality of the product, innovation in materials, design, and 
functionality, provided that these are consistent with the latest trends, without losing 
the distinctive features of the brand.      

In contrast to the above, the variables that comprise the context of the product, 
despite having less relevance in the purchase process, are used as support for some of 
the variables of both association and characterization of the product. This may occur 
because of the atmosphere and presentation of the product; although these variables 
do not directly affect the purchase process, they are involved in the product perception 
as part of a differentiated shopping experience, which can complement the persuasion 
stage that triggers the purchase process of fashion luxury goods.      

Specifically, through the findings from the application of the interviews, it was 
found that the most relevant factor in the purchase process of luxury fashion goods is the 
brand because of all of its physical components and what it psychologically represents in 
terms of consumer access to these goods.     

Therefore, the criteria that support the decision process for purchasing luxury 
fashion goods, are the brand, positive emotions, exclusivity, and the status associated 
with them, as defined by interviewee 6: “Status is the satisfaction from social recogni-
tion” (P13:11). 

Schematic of the purchase decision proces
The schematic of the purchase decision process above shows that by analyzing the 

qualitative data obtained from the interviews and their respective coding, according to 
the degree of data concentration in the different variables, it is possible to categorize the 
factors involved in the decision process for purchasing fashion luxury goods, which is 
based on the lifestyle from which the consumer’s needs or desires are triggered. For this 
reason, the interaction with the customer becomes extremely important in the process 
because it leads to knowledge of fashion and trends, thus generating an increase in cus-
tomers’ motivation level based on the perception of the product.    
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Figure 2. Schematic of the purchase decision process.  
Own elaboration from the hermeneutical analysis of the in-depth interviews. 

In regard to the psychological factors, motivation responds to the emotions and 
feelings that the purchase of fashion luxury goods generates in the consumer; regarding 
the brand, it responds to the image, self-confidence, and satisfaction generated by this 
type of purchase. The other two factors originate from the brand because the use of 
luxury fashion goods from socially recognized brands generates the image perceived by 
the environment and therefore recognition from this environment, which leads to the 
strengthening of consumers’ self-image and, therefore, their self-esteem, through posi-
tive emotions as a response to the factors stated above.     

It should be noted that this is supported by market trends, in which the main crite-
ria of the purchase decision are based on the brand and all of its components, at the level 
of presentation, design, service, and associated cost.     

DISCUSSION

The contribution of this research is the description of the decision process for pur-
chasing fashion luxury goods in the city of Bogota; therefore, it serves as a framework 
for the analysis of this process in other major and intermediate cities nationwide as 
well as their counterparts in other countries. The reason is that the development of 
this analysis incorporates the perspectives of the target consumer, in terms of the 
different factors and attributes of the context, the product, and what the consumer 
expects to obtain or achieve through the purchase, and also because the process of de-
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veloped countries is different from that of developing countries (Bagheri, 2014). Thus, 
this research joins the previous bibliographic production as a source for subsequent 
investigations. 

Indeed, the research findings are consistent with those obtained in studies con-
ducted in other countries (Sulehri, et al., 2011; Bagheri, 2014), demonstrating that 
the shopping environment, the measurements, the differentiated attention, and, in 
general, the different components of the shopping experience function as inducers to 
the purchase of the product and affect the consumer perception of the brand through 
different stimuli, in the same manner in which it has been demonstrated in previous 
research (Simmers, et al., 2014). It is also demonstrated that the characteristics of the 
product that influence the consumer are associated with the recognition that these 
characteristics represent in the direct social environment of the customer as a syn-
onym of status; this factor appears in previous research from countries such as India 
and Pakistan, representing for their consumers the creation of positive emotions, and 
providing psychological benefits when they access luxury fashion goods (McFerran, 
et al., 2014).

It should be noted that at the cultural level, the results differ, even though the eco-
nomic level in the countries where this type of research was conducted is similar; there 
is a large discrepancy at the social and cultural level, and for this reason, the defined 
variables take different values in relation to their environment (Shukla, 2012). Accord-
ingly, it is inferred that the perception of the implicit variables in the purchase decision 
process is different depending on the country and its culture. An example of this dif-
ference is exclusivity, which is assumed as dependent on different factors that mainly 
respond to the setting in which the investigation is performed (Summer, et al., 2006).

Specifically, to address these types of discrepancies between cultures and the de-
velopment of their luxury fashion markets, the brands define different product lines 
that adapt to the specific cultural conditions of the market. In turn, this supports the 
trend marked by certain brands in some markets compared to others in equal econom-
ic and social conditions (Li and Su, 2007), even when these attempt to standardize the 
trends on the basis of a constant interaction with the customer to increase the brand 
attractiveness perceived by the customer (Li, et al., 2013; Kaminakis, et al., 2014).

However, it is found that although the brand is the most influential factor in the 
decision process for purchasing fashion luxury goods, it must be adjusted according to 
the social, cultural, consumer, and market conditions; the reason is that, as in a previ-
ous research, it is found that the consumer is currently far more aware of fashion and 
its components. This results in the exigency level that the customer has in regard to 
offers from the brands available on the market (Pan, et al., 2014).
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Similarly, the product display must be adjusted to the cultural and social conditions 
of the market, as evidenced in the analysis of the information gathered in this research, 
because the market determines how the concept of luxury is perceived and associated 
with the product presentation (Huddleston, et al., 2015).

However, it can be observed that, in fact, the social environment (stratification) has 
a high influence on the purchase decision process. This finding confirms that lifestyle 
is directly related to the type of goods demanded (Pan, et al., 2014), in addition to the 
positive emotions that are reinforced by the purchase of this type of product through the 
perception of the brand and its collective concept (Hume and Mills, 2013).

This finding contradicts the assertion that one of the relevant factors is purchasing 
power due to the impact of the demand created by brands on consumers’ perception, psy-
chologically impacting them through the association between well-being and the brand, 
which is the basis for accessing this type of product through credit lines (Abdolvand and 
Reihani, 2013). For this reason, the consumer accesses the product, even though doing so 
implies costs related to financing, which means that the desire to spend is greater than 
the financial variables involved in the purchase process (McFerran, et al., 2014).

Therefore, as evidenced in the analysis conducted through the codification and 
grouping of codes and their themes, brand perception is one of the strongest incentives 
of the purchase decision process (Seidenfuss, et al., 2010) because this perception di-
rectly triggers the motivation to demand this type of product, in addition to the associa-
tion with the other variables noted above and those shown in the results of the analysis 
of this research (Truong and McColl, 2011).

In addition, it is found that consistent with the studies conducted, the acquisition 
of luxury fashion goods is associated with delight, in which the consumer receives emo-
tional benefits through the purchase of this type of product (Miller, 2013), and that this 
depends on the authenticity of the product, as stated by interviewee 1: “I feel good about 
myself buying the original” (P1:13) (Hieke, 2010).

For this reason, the perception of the cost-benefit ratio of those interviewed pri-
marily responds to what the acquisition of fashion luxury goods represents in the per-
ception of their image in their direct environment (Leung, et al., 2015), as interviewee 1 
stated, “because people feel more content, safer or more satisfied using something from 
a luxury brand than from an ordinary brand” (P1:20).

This suggests that the results are not in accordance with the literature review con-
ducted and that they represent a complement to the existing literature. This outcome 
is obtained from the generation of knowledge through the postulated premises and the 
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answers obtained, whose analysis offers a new perspective on the development of the 
luxury fashion goods market based on the cultural development of a city such as Bogota 
and, similarly, of the perception of its consumers in regard to the process of purchasing 
this type of product. This contribution adds value to the existing theory on how consum-
ers perceive the access to luxury fashion goods and the other variables that are involved 
in the purchase process.   

Finally, this research brings a new perspective to the analysis of the purchase deci-
sion process, demonstrating that, for the consumer, the product is very important and, 
even more, the integrity of the supply of luxury fashion goods, which generates demand. 
Regarding consumer behavior, this research provides a new concept that extends from a 
purchasing model that is related to purchasing capacity to a model that is more focused 
on attraction towards positive emotions, strengthening self-image, and response to de-
sires more than to needs.  

CONCLUSIONS

Based on the results presented in the previous section and in contrast to the analysis 
of the documents consulted, it is demonstrated that even when the decision process for 
purchasing luxury fashion goods is similar in countries with development conditions that 
are equal to those of Colombia, this process has some variations; the most representative 
finding is the importance of the brand, whereas social pressure has less relevance in the 
purchase decision process (Abdolvand and Reihani, 2013). In Bogota, one of the most 
cosmopolitan cities in the country, a consumption trend that is mostly driven by fashion 
trends from world-class brands has been generated. These brands have been entering 
into one of the most desired markets in recent times for this type of product, based on 
the rising figures of the sector (McFerran, et al., 2014). It should be added that based on 
the study conducted, it is observed that the decision process for purchasing luxury fash-
ion goods has a structure that is composed of exogenous and endogenous variables. The 
endogenous variables are described by consumers as the motivation that makes them 
acquire this type of product, in addition to psychological factors that contribute to their 
well-being and self-esteem. Therefore, the endogenous variables are perceived as a com-
ponent of the lifestyle associated with a differentiated shopping experience. Regarding 
the exogenous variables, these are described as social as well as consumption and market 
trends. Additionally, these are determinants in the recognition by the environment and 
therefore in the representation of status; all of this is associated with the brand and the 
value perceived through having access to it.    

Thus, it can also be concluded that the decision process for purchasing luxury 
goods in Bogota can be described as a process that, though still composed of internal 
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and environment variables, is mostly driven by the positive emotions that are produced 
in consumers in regard to having access to fashion goods from renowned brands and by 
the impact that this consumption has on their self-image and on the image of them that 
the environment perceives.

Consequently, it can be concluded that the criteria that lead consumers to the deci-
sion process for purchasing luxury fashion goods are factors that primarily respond to the 
brand, supported by the influence of the environment, emotions, recognition, and self-es-
teem, understanding that even when they relate to purchasing power, this type of demand 
is based more on taste than on the need to access these goods because of the luxury. 

Regarding the limitations of this study, the main limitation is the willingness of the 
people from the defined population to be interviewed due to the time it required. For this 
reason, in future research, condensing the questions, to reduce the time necessary for 
the interview and, therefore, to have greater willingness from the base population of the 
study, is recommended.   
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