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I. Introduction 
 

One of the markets with the quickest growth is the luxury goods sector, which 

constantly introduces new luxury goods. Luxury enterprises face all the hazards of the "fast 

fashion phenomenon," which is speeding up the pace of fashion and product cycles 

worldwide, as a new challenge because they operate in a recently stable industrial sector 

where organizations and projects are large enough to handle global brands. Larger 

organizations equipped to handle operations on a worldwide and extensive scale have been 

created as a result of the expansion of global brands. (Mamat Mohd Noor et al., 2016). 

Products from luxury and pricey brands frequently cater to affluent consumers, and 

they have a high level of consumer involvement in the information collecting and decision-

making processes (Hollensen, 2011). People purchase and wear luxury products for a 

variety of reasons, such as how cultural values affect the quality of the product. The 

business also examines how consumer wealth affects their decision to purchase high-end 

brands of items. Because luxury items are uncommon, of high quality, and exclusive 

nature, the goal is to determine how much influence functional, experiential, symbolic, 

social, and characteristic characteristics have on word-of-mouth. (Bain and Company, 

2012).  

A well-made, unique, and distinctive product is what is referred to be a luxury brand. 

(Hung et al., 2011). Key characteristics of luxury goods contribute to their increased appeal 

for reasons other than their functioning. The factors include prestige, exclusivity, and 

premium pricing. Exclusiveness or scarcity is a luxury product's competitive advantage. 

(Tynan et al., 2010). revealed five essential luxury dimensions, including conspicuousness, 

uniqueness, extended self, hedonism, and quality, that must be built or maintained in order 

to build a long-lasting luxury brand. (Vigneron dan Johnson, 2004). Most luxury fashion 

firms give these five values, which help to create the overall brand image. Therefore, the 

definition of luxury goods in the literature is that they are items that, regardless of their 

functioning, raise the self-esteem of their owners. (Vigneron dan Johnson, 2004).  
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Customers might satisfy their psychological and practical requirements by 

purchasing luxury goods. This benefit separates luxury products from non-luxury or fake 

goods. (Vigneron dan Johnson, 2004). According to this study, luxury brands are 

uncommon goods with higher prices and distinctive identities (exclusivity or rarity) that 

appeal to specific market segments due to their importance for the economy and the social 

lives of consumers. (Kapferer dan Bastien, 2009).  

Marketing for non-luxury brands doesn't function the same as marketing for luxury 

brands. (Kapferer dan Bastien, 2009). It's crucial to comprehend how customers of luxury 

brands communicate with their businesses; the deeper the bonds that bind them, the higher 

the levels of brand engagement. (Park et al., 2010). Organization must have a goal to be 

achieved by the organizational members (Niati et al., 2021). The success of leadership is 

partly determined by the ability of leaders to develop their organizational culture. (Arif, 

2019). 

In the luxury fashion consumer industry, the role of brand engagement in self-

concept (BESC) includes employing brands to create and convey BESC and brand self-

connection (BSC) (Elliott, 2004). WOM is frequently disseminated to foster favorable 

attitudes. Positive information about one's own consumption experiences is more likely to 

be shared than negative information about other people's consumption experiences. (De 

Angelis et al., 2012). 

 

II. Review of Literature 
 

2.1 Brand Engagement In Self-Concept (BESC) 

Regarding what constitutes brand engagement, various brands have varied 

definitions. According to Hollebeek et al. (2014), brand engagement is the engagement 

with positive valence consumer brands through cognitive, emotional, and behavioral 

actions. Customer views and feelings regarding the brand are what fuel brand involvement 

(Yang et al. 2016). The interactional behavior of customers with products and as a 

manifestation of customer behavior of a brand that goes beyond transactional is what 

drives brand engagement.  

Additionally, earlier studies have discovered that the psychological states that 

characterize brand engagement serve as the connecting element amongst all hypotheses. 

(Gambetti et al., 2012). Individual interactions with particular objects lead to brand 

involvement, which results in motivation, engagement, participation, creation, sharing of 

brand-related information, and the conviction that consumers have a propensity to include 

brands in brand engagement in self-concept of luxury brand. (van Doorn et al., 2010).  

BESC also aids in overcoming the drawbacks of previous branding by offering a 

more comprehensive perspective of the interaction between customers and companies in 

daily life (Liu et al., 2018). BESC differs conceptually from other comparable ideas like 

customer involvement and satisfaction (Brodie et al., 2011). BESC is especially helpful in 

understanding how consumers respond to a more diverse brand category, such as a brand 

luxury bag that encompasses a lot of distinct companies in several market segments (Liu et 

al., 2018).  

 

2.2 Social Media Marketing (SMM) Activities   
Social media are online tools and platforms that promote communication, teamwork, 

and content creation (Richter dan Koch, 2007). Social media gives businesses the chance 

to connect with customers in their social networks and develop more intimate relationships 

http://www.bircu-journal.com/index.php/birci
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with them. (Kelly et al.,2010). By influencing the brand image from marketers to 

consumers online, social media is transforming how brand material is developed, 

delivered, and consumed. (Tsai dan Pria, 2013). To allow all Louis Vuitton (LV) fans to 

see the show, the brand broadcast a video of its catwalk presentation on its Facebook page 

(Kapferer, 2012). As a result, premium brands participate in current trends and attract more 

consumer attention (Kim dan Ko, 2010).  

In order to better engage with their target audience, luxury fashion firms use social 

media platforms to solicit input and draw in new customers. For instance, the majority of 

high-end manufacturers such as Gucci, Dolce and Gabbana, Chanel, Louis Vuitton, Yves 

Saint Laurent, Hermes, Bottega Veneta, Fendi, Alexander Mcqueen, Burberry, Christian 

Dior, Bulgari, Tomford, Coomi, Givenchy, Mouawad, Lana Marks, Prada, Chloé, 

Mulberry, Oscar de la Renta, Darby Scott, Goyard, Proenza Schouler, Balmain, Stella 

McCartney, Thom Browne, Celine, Balenciaga, and Valentino (Kompas.com) leverages 

social media platforms to solicit direct comments from its clients. According to Millen and 

Patterson (2002), social media's impact on engagement captures how users interact with 

one another and through conversations on online social networks. 

 

2.3 Brand Self-Connection (BSC)   
BSC is a type of brand association that's employed to help people develop their 

identities or to convey a close connection between a brand and their sense of self. (Escalas, 

2004). The BSC measures how strongly the customer associates that personality with his or 

her self-concept by measuring the link between the consumer's self-concept and the 

perceived brand. (Moore dan Homer, 2008).  

The actual self and the ideal self are two different ways that self-concept can exist. 

The ideal self is the aspiration or imagination of the aspirations and goals associated to 

oneself, whereas the actual self-concept is viewed as the actuality of oneself (Moore dan 

Homer, 2008). Customers of luxury fashion labels are led to believe that using luxury 

goods will make them feel more desirable, prestigious, and powerful, bringing them closer 

to their ideal self-realization (Workman dan Lee, 2011). High-status brand names are one 

way that luxury brand companies distinguish their brand identities. However, this tactic has 

a disadvantage because it places more emphasis on emotional value. (Choo et al.,2012). As 

a result, connecting emotionally with buyers is crucial for success in the luxury fashion 

sector(Kapferer dan Bastien, 2009).  

Luxury brand purchases are made by customers to categorize or distinguish 

themselves from competitors, but they also become part of their own brand (Vigneron dan 

Johnson, 2004). Higher emotional attachment levels likely to increase brand dependency in 

the consumer. Because attachment provides feelings of comfort, contentment, and security, 

customers who are more connected to a brand tend to maintain an intimate relationship 

with it (Thomson et al.,2005). This study suggests, based on the literature, that brand self-

connection to premium fashion brands enhances brand engagement with customers. 

 

2.4 Brand Image   
Brand image refers to how a brand is perceived by consumers, how it is positioned in 

the market, and the various impressions that people develop of it. These impressions come 

together to create the brand personality (Nandan, 2005). An individual's overall assessment 

of a brand is another crucial factor in evaluating a brand. Consumers can build a brand 

image based on associations and attitudes towards a brand (Mitchell and Olson, 2013). 

Brand image is based on how consumers perceive a product, and as a result, it can be a
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good indicator of how people will behave when they encounter that product. Brand image 

is the status and reputation that consumers bring to luxury fashion brands. Benefits from 

luxury brands include social prestige, identity affirmation, and a sense of community. 

Because they created a brand strategy that is pertinent, distinct, and clear, Gucci Group, 

Prada, and Richemont Group have all spent millions of dollars to develop their brand 

image (Chevalier dan Mazzalovo, 2008). Therefore, it is thought that establishing a 

positive brand image of luxury fashion labels will not only make the product more 

attractive but also promote consumer involvement with the business. 

 

2.5 Positive Word-Of-Mouth   

Positive word-of-mouth is a method of unofficially exchanging opinions about 

products and services. It also refers to unofficially exchanging opinions about companies, 

brands, products, organizations, or services between individuals (Harrison-Walker, 2001). 

Due to WOM's shown power to persuade people to purchase items and services, this 

communication benefits both consumers and marketers. Positive word-of-mouth is a tacit 

method of sharing opinions about products and services that is used when people are 

discussing brands, products, services, or organizations with one another (Bristor, 1990). 

WOM is disseminated by customers who endorse particular brands or items as being more 

reliable. Because they are driven to show concern for others in order to support brand high-

end bag, customers participate in WOM as an unwittingly effective method of promotion. 

Previous studies concur that the main result of engaged behavior is positive WOM (Pansari 

dan Kumar, 2017) 

 

2.6 Thinking Framework 
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2.7 Research Hypothesis 

Based on the framework that has been put forward Previously, the hypothesis that 

will be tested in this study is formulated as follows: 

H1: Social media marketing activities positively affect BESC (Brand engagement in self-

concept) 

H2: Brand self-connection positively affects BESC (Brand engagement in self-concept) 

H3: Brand Image positively affect BESC (Brand engagement in self-concept) 

H4: BESC (Brand engagement in self-concept) positively affect Positive WOM 

 

III. Research Method 

 
3.1 Data collection   

Primary data collection was carried out using a non-probability sampling method. 

Data were collected through questionnaires which were distributed to 120 consumers who 

had been involved with luxury bag brands. Respondents will be invited via the link 

provided to fill out an online questionnaire with a seven-point Likert Scale used for all 

constructs where 1 = strongly disagree and 5 = strongly agree, and the questionnaire data 

will be automatically saved after the respondent submits an answer. 

 

3.2 Population and Sample 
Population, according to Sugiyono (2018), is a generalization region made up of 

things or subjects that have particular traits and features decided by researchers to be 

examined and then inferred. The population in this study are people who use luxury bag 

brands.  

Sugiyono (2018) claims that the sample reflects the size and features of the 

population. A non-probability sampling method with a purposive sampling type is used in 

this investigation. Non-probability sampling is a strategy that does not provide every 

component or person in the population the chance to be chosen as a sample (Sugiyono 

2018).  The structured questionnaire was designed to test the conceptual model. Data were 

collected from a sample of consumers who own luxury bags. Practical sample of 120 

people who own Gucci, Dolce and Gabbana, Chanel, Louis Vuitton, Yves Saint Laurent, 

Hermes, Bottega Veneta, Fendi, Alexander Mcqueen, Burberry, Christian Dior, Bulgari, 

Tomford, Coomi, Givenchy, Mouawad, Lana Marks, Prada, Chloé, Mulberry, Oscar de la 

Renta, Darby Scott, Goyard, Proenza Schouler, Balmain, Stella McCartney, Thom 

Browne, Celine, Balenciaga, and Valentino. 

 

IV. Result and Discussion 

 
4.1 Characteristics of Respondents 

 

Table 1. Characteristics of Respondents 

Characteristics Criteria Total Percentage 

Gender Male 32 26.7% 

Female 88 73.3% 

Total 120 100% 

 

 

Age 

<30 years old 32 26.7% 

30-39,9 years old 27 22.5% 

40-49,9 years old 37 30.8% 
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50-59,9 years old 18 15% 

>60 years old 6 5% 

Total 120 100% 

 

 

Last Education 

SMA/SMK/Equal 23 19.2% 

Diploma Degree  11 9.2% 

Bachelor Degree (S1) 47 39.2% 

Magister Degree (S2) 39 32.5% 

Doctor (S3) 0 0% 

Total 120 100% 

 

 

 

 

 

 

Profession 

 

Student-College Student 22 18.3% 

Private Sector Employee 23 19.2% 

Civil Sector Employee 0 0% 

Entrepreneur 41 34.2% 

Have no job 1 0.8% 

Lawyer 13 10.8% 

IVF Doctor Specialist 9 7.5% 

Dentist 3 2.5% 

Celeb on Instagram 3 2.5% 

Embriologist 2 1.7% 

Public Figure 1 0.8% 

Influencer 1 0.8% 

Artist 1 0.8% 

Total 120 100% 

 

 

 

 

Monthly Income 

< Rp. 10.000.000 12 10% 

Rp. 10.000.000 - Rp. 

19.999.999 

20 16.7% 

Rp. 20.000.000 - Rp. 

29.999.999 

15 12.5% 

Rp. 30.000.000 - Rp. 

39.999.999 

35 29.2% 

> Rp 40.000.000 36 30% 

No Income 2 1.7% 

Total 120 100% 

      Source: Data Processed using Googleform by Author (2022) 

 

4.2 Validity Test 

A measuring instrument's suitability to measure a variable is established through the 

validity test. If the statements contained in a questionnaire can be used to determine what 

the questionnaire will measure, it is deemed valid. Validity is also used to gauge 

respondents' attitudes. If the statements in a questionnaire are suitable for measuring the 

variables being measured, the questionnaire is considered to be valid. By examining the 

value factor loading, confirmatory factor analysis is the analytical technique utilized to 

evaluate the validity of this study. The sample size for this study was 120 respondents. As 

a result, the value factor loading was 0,50 when considering the number of samples (Hair 

et al, 2010). The basis for making decisions on validity testing is as follows: 
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Table 2 

Factor Loading Sample Size 

0,30 350 

0,35 250 

0,40 200 

0,45 150 

0,50 120 

0,55 100 

0,60 85 

0,65 70 

0,70 60 

0,75 50 

      Source: Data Processed using SPSS Version 26 by Author (2022) 

 

 

 
Variabel 

 

KMO and 

Bartlett’s 

Test 
 

 

Anti Image 

Matrices 

 

Factor 

Loading 

 

Validity 

>0.5 >0,5 >0,5 

SMM1  

 

.678 

.635a .853 Valid 

SMM2 .775a .630 Valid 

SMM3 .693a .605 Valid 

SMM4 .680a .793 Valid 

BSC1 .595 .567a .838 Valid 

BSC2 .577a .805 Valid 

BSC3 .727a .626 Valid 

BI1 .603 .521a .604 Valid 

BI2 .548a .715 Valid 

BI3 .613a .720 Valid 

BI4 .613a .724 Valid 

BI5 .762a .716 Valid 

PWOM1 .584 .553a .909 Valid 

PWOM2 .583a .824 Valid 

PWOM3 .659a .719 Valid 

BESC1  

 

 

.913 

.934a .736 Valid 

BESC2 .888a .753 Valid 

BESC3 .915a .765 Valid 

BESC4 .883a .702 Valid 

BESC5 .914a .807 Valid 

BESC6 .920a .719 Valid 

BESC7 .927a .748 Valid 

BESC8 .920a .787 Valid 

Table 3 
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Table 3 shows that all variable outcomes have AVE values >0.5, indicating 

convergent validity. 

 

4.3 Reliability Test 

Internal consistency is a type of reliability test that is used in this study to determine 

how homogenous the statement items are in their capacity to explain the same variables. 

Sekaran and Bougie (2016) state that the following is the rationale for undergoing 

reliability testing: 

a.      If Cronbach's alpha >0.6, then the statement is feasible to use (reliable). 

b.     If Cronbach's alpha <0.6, then the statement is not feasible (unreliable). 

 

Table 4. 

Variabel N of items Cronbach’s 

Alpha 

Reliability 

>0.6 

SMM 4 .693 Reliabel 

BSC 3 .636 Reliabel 

BI 5 .730 Reliabel 

PWOM 3 .756 Reliabel 

BESC 8 .890 Reliabel 

             Source: Data Processed using SPSS Version 26 by Author (2022) 

 

Cronbach's alpha > 0.6, which may be used as a measure of the variables in this 

study, the reliability test findings in this study were reliable, as shown in the table 4.3 

above. 

 

4.4 Hipotesis Test 

 

Table 5 

Hipotesis Estimate P Value Conclusion 

H1. Social media 

marketing 

activities 

positively affect 

BESC (Brand 

engagement in 

self-concept) 

0,631 0,000 H1 Supported 

H2. Brand self-

connection 

positively affect 

BESC (Brand 

engagement in 

self-concept) 

0,075 0,244 H2 Not Supported 

H3. Brand Image 

positively affect 

BESC (Brand 

engagement in 

0,036 0,350 H3 Not Supported 
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self-concept) 

H4. BESC (Brand 

engagement in 

self-concept) 

positively affect 

Positive WOM 

0,023 0,399 H4 Not Supported 

     Source: Data Processed using SEM AMOS Version 23 by Author (2022) 

 

Table 5 there is 1 significant hypothesis with P-value statistical variable SMM on 

BESC, the result is 0.000 < 0.005 and hypotheses 1, 2, 3, and 4 are not significant because 

they are above 0.005 

 

4.5 Descriptive Analysis 

 

Table 6 

 SMM1 SMM2 SMM3 SMM4 

Mean 4.24 3.85 4.04 3.90 

Std. Deviation .935 1.010 .947 1.032 

 

Table 6 displays data for 4 indicators using SPSS version 25 of the Social Media 

Marketing variable with the largest average for the SMM1 indicator with a value of 4.24 

and a standard deviation of 0.935. This means that most respondents agree that following 

the brand luxury bag social media account. While the indicator that gets the smallest score 

is SMM2 with a value of 3.85 and a standard deviation of 1.010. This means that most 

respondents express doubts if they like to talk about luxury bag brands by posting content 

on social media. Thus, most of the respondents' indicators give positive statements about 

Social Media Marketing. 

 

Table 7. 

 BSC 1 BSC 2 BSC 3 

Mean 4.69 4.59 4.72 

Std. Deviation .607 .682 .520 

 

The Brand self-connection variable is shown in Table 7 with data for 3 indicators 

using SPSS version 25. The BSC 3 indication has the highest average, with a value of 4.72 

and a standard deviation of 0.520. This indicates that the majority of respondents concur 

that they have a connection to the luxury bag brand they are using. A BSC2 indicator with 

a value of 4.59 and a standard deviation of 0.682 received the lowest score. This indicates 

that the majority of responders are still in agreement if they can name the traits of the 

luxury bag brand being used as being original/authentic. As a result, the majority of the 

respondents' indicators support favorable claims about Brand self-connection. 

 

Table 8 

 BI 1 BI 2 BI 3 BI 4 BI 5 

Mean 4.13 4.21 3.83 3.13 3.42 

Std. 

Deviation 

.815 .755 1.040 1.119 1.104 
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Table 8 displays data for 5 indicators using SPSS version 25 of the Brand Image 

variable with the largest average for the BI2 indicator with a value of 4.21 and a standard 

deviation of 0.755. This means that most respondents agree that the quality of the luxury 

bag brand can be trusted. Meanwhile, the indicator that received the smallest score was BI 

4 with a value of 3.13 and a standard deviation of 1.119. This means that most of the 

respondents expressed doubts if the luxury bag brand is a unique item. Thus, most of the 

respondents' indicators gave positive statements regarding Brand Image. 

 

Table 9. 

 PWOM1 PWOM 2 PWOM 3 

Mean 3.20 3.64 3.58 

Std. Deviation 1.082 .951 1.001 

 

The Positive word of mouth variable is shown in Table 9 with data for three 

indicators using SPSS version 25. The PWOM3 indicator has the highest average, with a 

value of 3.58 and a standard deviation of 1.001. This indicates that the majority of 

respondents are reluctant to advise their friends and family to try the high-end bag brand. 

PWOM1 received the lowest score of all the indicators, with a value of 3.20 and a standard 

deviation of 1.082. This indicates that the majority of respondents said they were still 

cautious to recommend the luxury bag brand to others. As a result, the majority of 

respondents' indicators provided affirmative responses about positive word of mouth. 

 

Table 10 

 BESC 

1 

BESC 

2 

BESC 

3 

BESC 

4 

BESC 

5 

BESC 

6 

BESC7 BESC8 

Mean 4.11 4.09 3.97 4.01 4.08 4.18 4.16 4.24 

Std. 

Deviation 

.933 .979 .943 1.088 .972 .914 .944 .979 

 

The Brand engagement in self-concept variable is shown in Table 4.5.5 with data for 

8 indicators using SPSS version 25. The BESC 8 indicator has the highest average, with a 

value of 4.24 and a standard deviation of 0.979. According to the majority of responders, 

my luxury bag brand is a significant indicator of who I am. BESC 3 had the lowest score 

of all the indicators, with a value of 3.97 and a standard deviation of 0.943. This indicates 

that the majority of respondents questioned whether I frequently felt a personal connection 

to luxury bag brands. As a result, the majority of the respondents' signs support favorable 

claims about Brand Engagement in self-concept. 

 

V. Conclusion 
 

The effect drivers and outcomes of brand engagement in self-concept on luxury bag 

brand may be summarized as follows based on an analysis of study and discussion is 

People who own luxury bag brands earn more than Rp 40,000,000 and are between the 

ages of 40 and 40.9 and work as entrepreneurs. Only one relevant hypothesis emerged 

from hypothetical data processing utilizing SEM AMOS version 23, namely that social 

media marketing activities have a beneficial impact on BESC (Brand engagement in self-

concept). 

In this research, brand self-connection not positively affect BESC (Brand 

engagement in self-concept), Brand Image not positively affect BESC (Brand engagement 
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in self-concept), and BESC (Brand engagement in self-concept) not positively affect 

Positive WOM. In general, respondents answer that on average agree and hesitate, such as 

agree that following the brand luxury bag social media account, doubts if they like to talk 

about luxury bag brands by posting content on social media, have a connection to the 

luxury bag brand they are using, agree if they can name the traits of the luxury bag brand 

being used as being original/authentic, agree that the quality of the luxury bag brand can be 

trusted, doubts if the luxury bag brand is a unique item, reluctant to advise their friends and 

family to try the high-end bag brand, cautious to recommend the luxury bag brand to 

others, my luxury bag brand is a significant indicator of who I am, and frequently felt a 

personal connection to luxury bag brands. As a result, the majority of the respondents' 

signs support favorable claims about Brand Engagement in self-concept. 
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