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Abstract 
 
Using artificial intelligence and machine learning, the data relating to a study by  the Berlin 
University 2009 about the main dimensions that describe the luxury brand personality are 
compared and commented upon. 
The results described in detail highlight the transformation of the luxury concept, aligned with 
the literature and sector reports. 
The research also focuses on the possible use of A.I. tools to a broader, in samples terms, and a 
meaningful description of the phenomena that characterize the new trends in the fashion world 
and more generally the contemporary market. 
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1.  Premise 
 
The analysis aims to compere the data from a 2009 research on luxury brand personality with 
data obtained in 2018 and based on the use of Artificial Intelligence and machine learning. The 
tool utilized is NEXTATLAS supplied under license for the specific search by iCoolhunt Srl. 
 
Why did we use this tool? 
 
Already in 2014 a Boston Consulting Group (BCG) research stated that: “The era of Advocacy.  A 
new context, the one of the global and digital information, in which the importance of the “Word 
of Mouth” is increasing in both its physical and digital component, social media, with a strong 
influence on 44% “core” luxury consumers. About 2/3 of the consumers are “active advocates”, 
that is, they usually recommend their favorite brands, especially for the quality found in products 
and the style. Word of mouth is traditionally established in China and emerging markets, but also 
in Italy.” 
 
 
The data for 2018 confirm the constant and growing presence of luxury consumers in the social 
world. BCG and Altagamma write: “ Social media and influencers are taking power. For the first 
time, social media is the primary source of information and the channel of primary importance 
used by consumers of the luxury, followed by magazines and brand website. Five platforms 
(Facebook, Instagram, WeChat, Weibo and QQ) are dominating the social media world, but 
Facebook is loosing momentum on Instagram in the western world and QQ is losing momentum 
towards WeChat and Weibo in China.” Data and analysis highlits as today, the consumption of 
luxury has a fundamental channel for the search for information and the purchase of many 
products: the social media world. 
 
The use of NEXTATLAS acquires a fundamental value for its intrinsic ability to analyze the most 
innovative trends through data coming from the social media world. The analysis engine is based 
on: 
 

● 3 Billion Data Points/Month 
● 25M Posts Analysed/Day 
● 300K Highly-Influential 
● Creative Insiders as Sources 
● 20K Tracked Tags 
● 100K Locations 
● 400 Curated Trends 

 
Nextatlas is a unique end-to-end data platform that leverage proprietary algorithms and artificial 
intelligence methodologies to detect emerging new trends that are statistically able to become 
mainstream. 
 
The reference model from which the five dimensions that characterize the personality of luxury 
brands were taken is part of a research published in the Journal of Fashion and Marketing - 
volume 1, 2010 - Issue 3 The Personality of Luxury Fashion Brands - Klaus Heine. The research is 
qualitative and the sample contains 31 participants including 14 women and 17 men, manly 
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entrepreneurs, managers, experts from different sectors and heirs. The age distribution is 
balanced between 20 and 70 years. The geographical area is Germany. 
The methodology involves the combination, in the search area of Nextatlas, of the word LUXURY 
to the five dimensions that emerged during the research by K. Heine (2009). 
 
Or: 
MODERNITY 
ECCENTRICITY 
OPULENCE 
ELITISM 
STRENGT 
 
After this purely quantitative part, the data are compared with the main analyzes and reports that 
characterize the luxury sector, to support or refute the data that emerged. 
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2.  Theoretical references on the dimensions and the 
personality of luxury brands. 

 
Luxury brands are present as images in the minds of consumers, which in turn are associated with 
concepts such as: high price, quality, aesthetics, rarity and specialty. 
Just as Hermés differs from Chanel, it is essential that every luxury brand is distinguished from 
other similar brands. This is achieved mainly through symbolic features, which are covered by the 
identity component of a purely emotional brand. 
This component largely corresponds to the personality of the brand incorporated in the 
management process, it allows a business reality to develop value as its target audience through 
immaterial concepts strongly linked to the brand itself. 
According to Aeker (1997), the brand’s personality refers to “all the human characteristics 
associated with a brand”. 
This affirmation brings us into the territory of personal identity which derives from an image of 
oneself (what a person might think about herself) and a social image (what others might think of a 
person). 
Aeker developed his theoretical framework by consolidating the personality dimensions of brand 
through the use of a measurement scale, which draws on researching the personality traits of the 
Big Five. More than 600 people interviewed in the USA evaluated a set of mass-market brands on 
more than one hundred personality traits. Aeker has consolidates these traits through factorial 
analysis in five distinct dimension including: sincerity, enthusiasm, competence, refinement and 
robustness. Obviously the criticisms and revisions are not slow to arrive as for example that one 
moved by Austin in 2003, on the weakness of the structure not suitable to be applied in general 
for all categories of products. The five dimensions, according to his criticism, may not be very 
descriptive for other cultures or specific categories. Therefore, in recent years other studies have 
been followed, which have usually replicated the Aeker procedure to develop specific concepts 
for other particular cultures and product categories. 
The scale of Aeker has received further criticism because it is based on a free definition of 
personality (Azoulay & Kapferer, 2003) and to include features as “Upper class” that confuse the 
personality of the brand with the profiles of the target (Geuens, 2009). 
 

 
Aaker (1997) Brand personality model 
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In 2009, Geuens proposed a new model based on five factors and twelve elements of the brand’s 
personality. Designed to include only personality elements, compared to Aeker, it showed 
greater affinity with the “Big Five” model. Today, its model appears to be the most transversal, 
with a good theoretical solidity and a widespread field of use. 
 

	
Geuens (2009) Brand personality model 

 
The models described are the reference point from which the research of Klaus Heine in 2009 
developed. The five dimensions that characterize, according to the researcher, the world of 
luxury brands. 
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3.  Data analysis 
 

MODERNITY: this dimension describes the temporal perspective of a brand, that 
can be in the past or in the present or in the future. The traditional side is also associated with 
words: (in descending order according to their number of mentions) conservative, antiquated, in 
contrast and natural; the modern on the other hand is linked to words: trendy, young, youthful, 
urban and progressive. 
 
For this dimension the keywords are: TRENDY, YOUNG, YOUTHFUL, URBAN AND 
PROGRESSIVE. 
 
In the new search the words LUXURY AND MODERNITY have been combined. In the image 
below you can see the results of the analysis in macro terms (figure 1) and in more specific terms 
in the second image (figure 2). 

 
 

 
Figure 1 

 
 

 
Figure 2 
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It is highlighted as an element of novelty, the theme of craftsmanship (Crafted and 
Craftsmanship) combined with luxury and modernity. 
The concept of craftsmanship is in line, for example, with the research “True Luxury Global 
Consumer Insight (2014)” by the Boston Consulting Group, where the synthesis spoke of the 
recovery of intrinsic values: quality, exclusivity, craftsmanship, timeless classicism. With a 
preponderant weight (about 70%) compared to external aspects (brand recognition and aesthetic 
component, sensuality and coolness). A feature that is consolidated with the growth of the age of 
the consumer and that is now also proper to emerging countries. More than anything else, it is 
the quality of the product and the exclusivity that makes the difference, all over the world. The 
pure visibility of the brand, as well as the aesthetics of the products design are expected to fall 
between the motivations of purchase, while remaining today a concrete driver for consumers. 
The word Cruise is conditioned by the presentation in fashion world of the collections called in 
this period “Cruise”. 
 

ECCENTRICITY:  this dimension describes the level of discrepancy with respect 
to social norms and expectations, for example in terms of loyalty to the law. The interviewees 
describe the conventional pole with the words boring, sincere, insignificant, conservative, petty 
and honest, but with eccentricities are the provocative, strange, funny, exotic, funky, naked, 
acute, crazy, doubtful, vulgar, exaggerated, and audacious. 
For this dimension the keywords are: provocative, freaky, funny, exotic, funny, naked, shrill, crazy, 
dubious, vulgar, overstated and bold. 
The words LUXURY AND ECCENTRICITY were combined in the search. The matching did not 
produce relevant data (figure 3). 
 

 
Figure 3 

Main key words emerging: 
Cruise 

Crafted  

Palais 

Craftsmanship  
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Main key words emerging: 
Site  

Exotic  

Vintage 

Etsy 

Lifestyle  

Strange 
 

Eccentricity turns out to no longer have a strong link with the concept of luxury. The potential of 
the analysis tool allowed to explore quickly and easily the possible synonyms of: eccentricity. 
The correlation highlighted the term UNUSUAL as possible new dimension. with a three time 
greater relevance (159/52) to the MODERNITY concept analyzed previously (figure 4). 
 

 
Figure 4 

 

 
Figure 5 
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Key words: site, exotic and lifestyle highlight the tendency of the luxury/unusual correlation to be 
the dimensions of: service and experience. The concept is strengthened by the set of related 
tags where we find words like: interiors, houses, hotels, furniture, rooms, design, travel, 
architecture and destinations. Words that recall UNUSUAL luxury services and experiences such 
as: architecture and design services, travel services, financial services, real estate and others. 
In the report Altagamma 2017 Worldwide Luxury Market Monitor, we highlight how travel 
experiences and F & B experiences represent a growing trend in the luxury market. 
Luxury Daily in Set of Luxury 2018 instead writes “[…] the service and operators of the travels 
market are enjoying the change of consumers towards the world of experience.” Moreover socio-
demografic and economic changes reshape a distribution of wealth, increasingly in favor of the 
more affluent sections. With a related market development. 
Experience contains the concept of time. As Luxury Daily recalls: time is a strategic value for 
luxury costumers. An experience must therefore be reasoned and developed making it the 
“fastest” possible, because every minute or second saved is a much appreciated plus. But at the 
same time the search for authenticity and immersion into reality brings with a dilated temporal 
dimension. The value of efficiency and detailed planning remains a luxury concept, with a focus 
on optimizing and attention to detail. The other transversal element that completes the luxury 
experience is the management luxury services through a personal interlocutor, professionally 
able to put the customer in the first place in all interactions. 
 
Etsy (also combined with vintage) is the other interesting discovery of this correlation. But what 
does it mean or better what is Etsy? We found out directly from the words of its CEO Josh 
Silverman: “If you're going to one place over and over again every day to buy all of the 
commodities of life, when you want something special, you want the antidote to that. You want 
something that feels different. And Etsy is all about special."  
So a website (e-commerce) where a pool of 1.9 million sellers produce about 50 million items 
made by hand, most of them made to order. The price segment is not exactly what we expect 
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from the luxury world, but the idea of something unique and handmade is very close to the 
search for a UNUSUAL product to the new concept of modern luxury. 
 
 
 

OPULENCE: this dimension describes the level of evidence of the symbols of 
wealth. These symbols cover a wide range of associations including ostentatious logos and 
precious materials such as gold and diamonds. The associations with the discrete pole includes 
words like frugal, sober, suspicious, discreet, purist, unknown, connoisseur and minimalist. On the 
contrary, the opulent pole was linked to the flashy words, pretentious, ostentatious, logo 
oriented, kitsch, gilded and famous.  
For this dimension the keywords are: conspicuous, pretentious, ostentatious, logo oriented, 
kitschy, golden and famous. 
 
The words LUXURY AND OPULENCE were combined in the search. In the image below you can 
see the results of the analysis in macro terms (figure 6) and in more specific terms in the second 
image (figure 7). 
 

 
Figure 6 

 

 
Figure 7 
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The opulence rediscover a positive value: Glamour, Elegance and Royal certainly re-evaluate the 
perception of the concept of opulence that in 2009 research showed a predominantly negative 
value represented by words such as: showy, pretentious, ostentatious, logo oriented and kitsch. 
Regal (or Royal) Opulence in the world of fashion, for example, is a fundamental theme that 
refuse to go out of fashion, almost an ongoing one. It draws its influence from a wide range of 
cultures, styles and eras the span various historical periods. 
The shapes, colors and symbols resume the medieval cathedral, the classical works of art from 
the fifteenth century, the ornamental dramatization resulting from the baroque and rococo 
period, the clothes belonging to the Elizabethan era, the stocks, the decorative frescoes and 
inevitable gold. All elements that reflect the splendor and power of the monarchy. 
Steff Yotka on Vogue.com in January 2017 after the parisian couture shows writes in his headline 
“Reagan-Era Opulence is Back on the Couture Runways” and in his articles: “Not all the houses 
have been touched with the haute drama of the decade - both Dior and Valentino opted for 
serene mysticism instead of obvious opulence - but the general message in Paris seemed to be, if 
you have it, flair it.”  
 
In the same year (2017) also the Milan fashion shows have told, through the creativity of the 
various stylists, an approach that makes opulence an always valid and contemporary mood of 
inspiration. On all we find two brands that have made the excess and the Opulence their 
indistinguishable driving style. René Caovilla, a brand that does not apologize for its inclination to 
excess. In the presentation of its products, in the showroom, you find yourself in an environment 
completely decorated with crystals and velvet that cover a Cinderella carriage. For the CEO 
Edoardo Caovilla, the product strategy is very clear: “I think the best way to show opulence is to 
mix materials”. In this specialized brand of luxury women’s shoes, in fact there is no lack of 
extravagant combinations such as the inevitable Swarovski crystals; all this, however, harmonized 
and aligned with the brand’s personality and culture that is inspired by the Venetian style. 
 
The other brand that on the basis of maximalism and OPULENCE has always developed 
contemporary collections at the same time with a strong reference to the mediterranean tradition 
(Sicily) is Dolce and Gabbana. Animal prints, lace, a floral touch, plastic appliqué, logos, letters, 
buttons and brooch are just some of the elements that have characterized the collection outfits. 
An opulence that brings with it a very contemporary luxury dimension with a strong intermittent 
POP contamination. 
 
 

Main key words emerging: 
Glamour  

Hotels 

Elegance  

Palace 

Royal  
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The Dolce & Gabbana Fall/Winter 2017 ready-to-wear show in Milan (photo: Gio Staiano - NOWFASHION) 

 
If in the world of luxury fashion the opulence theme continues to have an important following, in 
other sectors such as experience and travel, it is somehow changing “orientation”. On a 
GlobalData article (“Tapping into the luxury Travel Market”) we find: 
“While luxury travel was once associated with first-class transport, five-star accommodations and 
Michelin-starred restaurants, luxury tourism is gradually changing, with travelers moving from 
opulence to exclusive experiences. The consumer changing perceptions and new priorities are 
redefining the concept of luxury in travel; to better appreciate  different cultures and experiences 
is a priority on goods ownership […] 
 
 

El itarism: this dimension describes the status level and exclusivity that comes 
displayed by the brand. The postmodern and democratic perspective is limited to the extent that 
luxury is by definition exclusive. However, the democratic pole is described by words as natural 
warm, casual, authentic and friendly and the elitist pole is associated with clean, artificial, 
detached, aristocratic, weasel, arrogant and offensive words. For this dimension the keyword are: 
neat, artificial, aloof, aristocratic, donnish, arrogant and offish. 
In the search the words LUXURY AND ELITE have been combined. The image below shows the 
results of the analysis in macro terms (figure 8) and in more specific terms in the second image 
(figure 9). 
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Main key words emerging: 
Luxury travel  
Elite traveler  

Traveler  

Rich  
 

 
Figure 8 

 
Figure 9 

 

 
As for the concept of UNUSUAL, the relationship between LUXURY and ELITE bring us back to 
the world of experience and travel; consolidating the concept that the new luxury is strongly 
driven by real experience and not by having products, much less brands. Companies that deal 
with good, have a big challenge that is played in the buying experience. 
A search by InMoment, a leader in customer experience (CX) intelligence, on a sample of over 
30,000 US and Canadian consumers, demonstrate how essential the one-to-one relationship 
between the consumers and the sales staff is. Luxury requires a continuous care  of the 
relationship, where people are at the centre of everything and where emotional relational 
intelligence and professionalism act as a container for relationship of trust that is durable over 
time. Building an elitist, immersive and personalized shopping experience moves luxury 
consumers from the convenience of buying on the internet, devoid of experience and mainly 
related to the product. Because going to a store means living an experience anyway. Always 
InMoments reports: “Most consumers say that they buy in the store for a sense of immediate 
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gratification and the ability to confirm the quality, while the majority of consumers say they buy 
on line for convenience”. 
The expectation of a luxury costumer are positioned at very high levels, so the emotions and 
feelings experienced build important neurophysiological structures that can determine a greater 
probability that the client wants to come back and repeat the shopping experience. 
 

Strength:  this dimension describes the level of hardness and masculinity that is 
displayed from a brand. The “soft” pole is also associated with the words playful, feminine, 
kitsch, gay, youthful and decorated and the opposite pole i characterized by sport, masculine, 
dynamic, successful, strong and cheeky. 
For this dimension the keyword are: sporting, masculine, dynamic, successful, strong and rakish. 
 
The words LUXURY AND STRENGTH were combined in the search. In the image below you can 
see the results of the analysis in macro terms (figure 10) and in more specific terms in the second 
image (figure 11). 
 
 

 
Figure 10 

 

 
Figure 11 
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Main key words emerging: 
Lifestyle  

Comfort 

Women  

Train  

Fitness  

Suit 
 

 

 
Strength as a dimension linked to luxury keeps alive ties with sport and dynamism in relation to 
2009 data. But as important news, it loses its purely masculine value, highlighting the key word 
Women. 
Several studies in the psychology have highlighted how today the set of characteristic psycho-
behavioral traits of each gender is less distinct than in the past, but not null. Furthermore, the 
distinction of the characteristic elements is less stable. In fact, many traits historically recognized 
as a gender prerogative are now found to be present in the opposite gender. Moreover, the 
same tests show that the female gender has increased the score related to their masculinity. The 
psychological approach highlights how the subjective dimension of the human psyche represents 
an important point of contact with the change in gender perception that characterizes the 
contemporary era. Society, culture and biology are fundamental starting points, but if we want to 
understand the profound meaning of this change we must go into the inner world and the new 
expressive capacity of the human being. 
The world of luxury fashion, as a product of culture, of society but also and above all of the 
unconscious and conscious perceptions of the designer, symbolizes the fast and continuous 
change in culture. The collections stop, metaphorically crystallize, this liquidity describing in a 
contemporary way the identity that in every form wants to be expressed and told. This progress 
intensification, in the last decade, is revealed by the ever-increasing number of collections that 
are offered during the year by the various fashion houses, always looking for novelties and new 
incentives for their demanding customers and sponsors. 
Clothing, experiences and any form of luxury or non-luxury service or product, with their innate 
possibility of combining multiple symbolic and aesthetic elements, inevitably describe our 
identities. 
 
Fashion, as an expression of this contemporary culture, through its innumerable variations, 
interprets and highlights the forecast and concerns of society. The force (STRENGTH) that can 
express an outfit with its shapes and colors plays a role (society/culture) that proves to be 
intrinsically contradictory and ambiguous, in relation to the body (biology) and to the personality 
(psychology) of the wearer. The representation of our body is a concern that has always 
characterized the human being as described by Flugel (1996) in his famous text The Psychology 
of Clothers: “The decoration, however, obtained both with the wearing something that with the 
changing one’s body (with tattoos, mutilations, paintings, etc.) is always a manifestation of a 
sense of inferiority, of inadequacy, of a castration complex. It is basically always a lack of 
acceptance, more or less deep, of one’s body as it is.” 
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4.  Conclusions 
	
The analysis of the LUXURY concept through the use of NEXTATLAS, algorithm of analysis of 
emerging trends, highlights a new scenario that is confirmed in the specialized literature and in 
the reports of the most authoritative global research companies in the sector (Altagamma 
Foundation and The Boston Consulting Group). The new concept of LUXURY has as its main 
factor the digital world that represents the central scenario on which all the analysis is developed 
and from which the data come. But at the same time it represents the breaking element that 
generated this new dimension of LUXURY. The infinite repeatability of digital experience has 
changed the paradigm itself. What was once a luxury, now finds a dimension that is more 
affordable for everyone. The definition of luxury as something rare, unique  and available only for 
an elite, with digital usability and the thrust of new emerging economies is in crisis. This 
introduces the appearance of a new luxury that first of all provides a concept of high non-
replicability, and takes possession of  its historical exclusivity. For example the concept of 
craftsmanship (Crafted and Craftsmanship) emerged in the analysis of the first dimension 
(LUXURY AND MODERNITY). Or the concept of service and experience (site, exotic and lifestyle) 
in relation to the correlation between LUXURY AND UNUSUAL. The LUXURY significant loses the 
direct link with a simple price tag or with the logo in plain sight to find the dimensions that sink 
into the essence written in its DNA: rarity, uniqueness, high quality and above all authenticity. An 
adventure in nature, a trip to distant and uncontaminated places, the purchase of a work of art at 
an auction house, represent experiences that cannot be replicated on a screen and require the 
availability of economic resources and time. 
 
Japan, where we find a percentage of consumers immune to the old concept of luxury, equal to 
22% of the total internal luxury market (Report Altagamma), represents today an important case 
history to describe the new guidelines to approach the new LUXURY. For example, for top 
fashion brands, competing in this market means offering something unique and innovative: 
focusing on collaborations with cutting-edge designers, offering exclusive collections for the 
Japanese market and selling in-store products with an appealing design, creating a significant 
experience. 
In all this we can not neglect the ethical imperative to ensure that experiences and products are 
the result of a process that does not question the life and dignity of the people that work for 
their realization. At the same time it is expected that the process itself that generates the 
product or service has not had a too negative effect on the environment. 
This new definition of luxury does not therefore reside in a specific place or in a price tag or on a 
label with the logo, but rather in the process of creation and the storytelling around the brand. 
 
Today this group of customers certainly represent a small niche market, but the process started 
does not have the possibility of regressing. We hypothesize a scenario that will bring a deep and 
inevitable future change. 
 
In short, the research describes the new luxury through 5 dimensions revisited: 
MODERN CRAFTSMANSHIP. to guarantee quality products that last over time. 
UNUSUAL EXPERIENCES: living an unconventional but profoundly real experience. 
ELITE EXPERIENCES: live a rare experience, unique and available only for a few and above all not 
replicable in digital form. 
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ROYAL OPULENCE: the concept of opulence persists with a positive relevance inspired by the 
symbolism of the monarchical pomp. 
STRENGTH BUT GENDERLESS. the concept of strength maintains a solid link with luxury but 
loses its gender connotation. 
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