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THE CONCEPT OF MARKETING 
In terms of marketing and communication, largely due to modern 

society and the evolution of social media, much of the 

communication strategies are focused on social networks (Raposo, 

2016). However, it is important to note that the massification and 

global reach go against the exclusivity characteristic of luxury 

fashion products. By allowing luxury fashion offerings to easily 

appear beyond the exclusive and selected store borders, 

abandoning the ritual of in-person purchase, luxury fashion brands 

run the risk of being seen by consumers as more commonplace. As 

highly specialized goods, luxury fashion requires a great capacity 

to support its positioning. This involves combining emotional 

appeal with product excellence, limited distribution, premium 

prices, and a highly prestigious atmosphere (Martins et al., 2016). 

According to Martins et al. (2016), the internet presents 

contradictions to the basic principles of luxury: the lack of human 

and personal relationships (an important sales tool), exclusion of  

 

 

 

 

 

smell, taste, and touch, which causes much of the shopping 

experience to be lost, among other factors. However, there is a 

growth in the use and access to the internet, as well as an increase 

in virtual purchases in the luxury market. In this sense, Kim and 

Ko (2012) claim that luxury fashion brands' communication on 

social networks increases brand exposure, promoting a closer 

relationship with consumers and creating empathy with young 

users. They also argue that it is an opportunity to reduce prejudices 

and create platforms for sharing ideas and information. On the 

other hand, Gabriel (2010) asserts that there is no way to avoid a 

presence on social networks, since luxury fashion brand consumers 

would talk about them anyway. Thus, the best way to protect the 

brand is to be present on social media and have the ability to 

measure what happens, in order to decide how and when to act. 

This creates the dilemma of maintaining the personalized 
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experiences demanded by the luxury concept within the democratic 

environment provided by social networks. 

TRADITIONAL MARKETING 
Traditional marketing makes use of classic communication 

channels to promote a message and advertise a product or service. 

Examples of this are ads on radio, TV, and print media. 

Therefore, its approach is quite direct, interrupting the customer 

with messages about a solution while they watch TV, listen to the 

radio, or read some printed material. Since it involves producing 

advertising materials and costs for displaying them on 

communication media, investments for promotion through 

traditional marketing have always been high. 

Additionally, it is worth remembering that measuring the results of 

a traditional marketing campaign is difficult to perform, as it 

requires asking the customer if the purchase was motivated by an 

ad at the time of purchase to ensure its efficiency. 

Among the traditional marketing actions, we can still highlight 

outdoor ads, actions with flyers, merchandising in physical stores, 

and telemarketing, which still receive significant investments these 

days (Sabbag, 2014). 

THE SENSES IN ASSOCIATION WITH 

MARKETING 

TASTE AND SMELL 
In sensory marketing, there is still much to explore, and its value is 

still being discovered. Specifically, when it comes to the sense of 

smell, as it is associated with memories, there are studies that focus 

on the effective implementation of this strategy by companies to 

attract customers. 

There are quantitative case studies that show that the average 

length of time that customers spend inside a store is positively 

correlated with the introduction of an aroma in that environment, 

as reported in the work of Gomes (2011), "Sensory Marketing: The 

effects of aroma in the point of sale." 

According to Lindstrom (2005), there is a misconception in the 

advertising industry that some senses are more important than 

others, namely sight. By disregarding the potential of other senses, 

they overlook the almost instinctive appeal that senses possess, and 

are therefore missing out on opportunities. 

The study by Gomes (2011) also shows that introducing an aroma 

in a store improves the customer's perception of the brand image, 

accompanied by increase in other indicators, such as "perceived 

environmental quality of the store," "overall evaluation of 

products," and "satisfaction with purchases made." This data 

provides theoretical proof for what many have already proposed in 

practice. 

The sense of smell is closely related to taste. Due to the 

interconnection between our respiratory and digestive system, 

these two are almost inseparable and share experiences between 

them. An example of this is when we smell the aroma of tasty 

food, our digestive system instantly begins to produce saliva in 

preparation for receiving the food. According to Schmitt (2002), 

the sense of smell is the most intense of all the senses, as smell 

memories are one of the strongest we possess as humans. Since 

taste and smell are interconnected, it is practically impossible for 

an individual to experience something without using both senses. 

Applying this to marketing concepts and how this sense alters 

consumers' perception, we see case studies that work with taste to 

provoke sensations and emotions through memory, such as 

restaurants that use this strategy to add value to their brand in front 

of customers. 

One study shows the strategy used by a new restaurant that served 

traditional regional food. Upon entering the restaurant, customers 

would smell the aroma and then taste the food, taking them back to 

pleasant memories of their childhood and past. Customers' own 

reports testify to this strategy, as one customer said, "...I don't think 

I ever thought about it, but what I understand is that in some way, 

you associate a sensation, a memory, a taste, or even a 

circumstance with something that can be measured, something that 

can be sold, or something for which you can be charged in some 

way" (Pinto et al., 2017). 

HEARING 
The absence of sound leads humans, especially in Western 

societies, to a feeling of anxiety, so the presence of sound has a 

humanizing effect. Although we may not always be aware of it, 

driving a car or having appliances that are silent does not create a 

sense of normality (Ribeiro, 2011). 

If we consider the most admired example of our hearing - music - 

and take into account the immediate effect that sound has in 

causing emotions and evoking memories, we quickly realize that 

sad music leads to a certain melancholy, while more upbeat music 

awakens happy emotions (Ribeiro, 2011). Given this, the 

sensations produced by music can play an important role in a 

brand's image, informing the customer about its supposed qualities. 

This link was confirmed by a study that showed that music was the 

only distinguishing factor in the advertising of a particular beer 

brand, as consumers' perception of the beer was modified based on 

the types of music they listened to. 

It was also proven that music enables positive brand associations, 

as well as the origin of an experience that can lead customers to 

seek out the brand again (Ribeiro, 2011). 

The association of sound with a brand has the same importance as 

its visual presentation, because when constantly stimulated, 

sensitivity to sound becomes naturally memorizable, making 

hearing the second most valued sense in terms of branding in most 

cases (Ramos e Braga, 2011). 

Taking all this into account, one can argue that the great variety in 

music and the possibility of its adaptation makes sound a low-cost, 

yet effective marketing tool (Ribeiro, 2011). 

TOUCH 
The skin is the largest organ in the human body and plays a crucial 

role in customers' perception of and behavior towards products 

during the purchase process. Touch is a sense that can even make a 

customer willing to pay more for a certain product, as it can 

increase trust in the product evaluation, and enhance purchasing 

experience (Soares, 2013). 

Klatzky (1992) and Lederman (1993) state that objects are 

different from the properties of materials, and touch allows us to 

perceive differences, such as weight and texture. Retailers should 

allow customers to touch their products so that they can perceive 

the properties of the materials and judge whether they are pleasant 

or unpleasant (Soares, 2013). Therefore, "touch is not only an 

important source of information for consumers but also a 

determinant factor in product judgments and decision-making" 

(Peck & Childers, 2003). 
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Touch is one of the senses that has been widely used to evaluate 

various aspects of the product, such as packaging or texture. 

Therefore, touch influences consumers' affective and behavioral 

responses and is a key indicator of product quality (Sarquis, 

Glavam, Casagrande, Morais, Kich, 2015). 

Touch also inhibits the sense of ownership and can be used as an 

advantage by various retailers through the immediate satisfaction 

of the desire to touch the products. By doing this, customers can 

obtain information that would not be provided by another sense, 

such as vision, and potentially increase their desire to purchase the 

product (Pinto & Stassun, 2016). 

SIGHT 
Of all the senses, sight is the one that attracts us most to aesthetic 

products, simply because we see before we hear, smell, touch or 

taste. According to Geoff Crook, President of the Sensory Design 

Research Laboratory in London, 83% of the information we retain 

is gathered through sight. Sight is thus evaluated as the most 

seductive sense, because it overrides most of the other senses and 

has the power to persuade us emotionally, against logic. Brands are 

becoming increasingly aware of the importance of visual impact: 

an attractive image easily captures people's attention, not to 

mention that it undoubtedly strengthens the brand itself (Ribeiro, 

2011). 

According to Hultén (2009), sight is the most relevant of all human 

senses, since more than two-thirds of our body's sensory cells are 

located in the eyes. 

The function of the visual system is to modify light patterns into 

useful information in order to pass perfect images to the brain. The 

transformation of an image into a perception begins in the retina, 

but it is only in the brain that it reaches its magnitude. Thus, as 

soon as the stimulus is captured by the retinal cells, the message is 

sent to other cells, and, when the same message reaches the brain, 

it is properly analyzed and interpreted (Ribeiro, 2011). 

Sight is thus the predominant and strongest sense used in 

marketing. Jayakirishnan (2013) demonstrated that more than 

80% of communications are done by the use of the sense of sight. 

Logos, colors, packaging and design products are some types of 

visual stimuli that can be part of any brand's strategy. These stimuli 

can also give rise to an emotional response and draw attention 

(Hultén, 2013). 

THE LUXURY FASHION 
Defining the concept of fashion is a delicate task, mainly due to its 

unpredictable and ephemeral nature. The definition of fashion has 

undergone several changes since the beginning of the century. 

According to Neves and Branco (2000), Barreiro (1998) and 

Kawamura (2005), fashion can be seen as a system that embodies a 

group of people and organizations in a continuous process of 

creating symbolic meanings and transferring them into cultural 

goods. Therefore, fashion clothing becomes a symbolic production. 

Postdoctoral Report 18 Saviola and Testa (2007) state that fashion 

incorporates a vast array of products such as clothing, footwear, 

handbags, jewelry and all inherent accessories. According to the 

Aurélio Dictionary (1989), the definition of fashion is a passing 

use, habit, or style that regulates the way of dressing, shoes, hair, 

and others, resulting from a particular taste, idea, whim, and the 

influence of the environment. Many highlight that fashion is much 

more than just a way of dressing. Palomino (2002) states that it is a 

system that integrates the simple use of everyday clothes into a 

much larger political, social and sociological context. Therefore, 

we must understand that fashion is not something frivolous and 

unimportant. Even though fashion presents a system, with its 

incessant metamorphoses, sudden movements, and extravagances 

(Lipovetsky, 1997), it has an important role in the economy and 

influences many consumers. 

Luxury fashion has always been expressed by strict rules, in which 

social ideals of attitude and conduct are implicit. Consumer 

fashion, on the other hand, is quite different, as it replaces luxury 

fashion. Consumer fashion is identified by stylistic diversity and 

the lack of consensus about what is "in fashion" at a given time 

(Cunha, 2014). The reality is that, over time, haute couture has 

evolved and has been divided into three major and important 

segments: luxury fashion, ready- to-wear or prêt-à-porter, and fast 

fashion. For those who do not work in the fashion industry or have 

much contact with the subject, these may be quite strange terms. 

However, after a brief explanation, the concepts become clear and 

easily distinguishable (Burns e Bryan, 2000; Reinach, 2005). 

LUXURY FASHION BRANDS 
Luxury fashion brands have long been studied by academics. There 

are studies on luxury fashion brands in Marketing, 

Communication, History, and even Sociology. The reality is that 

there is a growing representation of luxury fashion brands in the 

economic sector, but also an intrinsic relationship between the 

concept of luxury and the sustenance of success for these brands 

(Maia e Costa, 2015). Since the year 2000, the luxury market has 

grown exponentially, and its expansion has been very visible due 

to the notoriety that these brands have gained (Maia e Costa, 

2015). Luxury fashion is the characteristic segmentation of a 

society in which the distinction between classes is evidenced by the 

opulence of luxury objects (Burns e Bryan, 2000; Reinach, 2005) 

and where the talent of the designer is valued as if they were an 

artist (Cunha, 2014). Luxury fashion, therefore, presents high-

quality fashion and clothing products suitable for a niche market 

with the ability to support its high prices, enjoying a capacity for 

innovation and design at the highest level. Prêt-à- porter emerged 

after the II world war, more precisely in 1949, by the hands of 

French fashion designer J.C. Weill. It reflects a new society where 

the fashion system has undergone structural changes (Sommier 

2000; Khan, 2000). 

Translated to “pronto-a-vestir” in the Portuguese language, Prêt-à-

porter derives from the American formula of ready to wear. It is 

characterized by the industrial manufacturing of fashion products 

that offers pieces created by designers with added value for fashion 

and aesthetics, but at an affordable price and relatively good 

quality (Cunha, 2014). On the other hand, Postdoctoral Report 20 

illustrates that the 1940s, in the USA were marked by a growing 

interest in sportswear with practical cut, in the informal yet elegant 

style, instigated by the American fashion designer, Claire 

McCardell. The designer used knitted fabrics through the simple, 

functional and elegant design, which inspired the sportswear logo 

(on e raddoc , 2002). The sportswear segment has recently begun 

to present more than the idea of doing sports. Today it is seen as a 

new way of dressing. That is, wearing sportswear in an 

increasingly sophisticated and elegant way. In the 1990s, a new 

paradigm emerged in the fashion product system with the 

appearance of a third typology that received different designations: 

Quick fashion (Guercini, 2001); MacFashion (Lee et al. 2003; 

Priest 2005); Fast fashion (Guercini 2001; Reinach 2005; Hines 
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2007). As previously mentioned, fast-fashion, or rapid fashion, is 

the term used for the fast and continuous production of novelties in 

the fashion world with the aim of generating an increase in revenue 

(Erner, 2005). For instance, the Inditex group owned company, 

Zara was one of the first retail chains to introduce fast fashion as a 

sales strategy (Delgado, 2008). 

LOUIS VUITTON 
Louis Vuitton (LV) is one of the most legendary brands in the 

world, and is synonymous with luxury, wealth, and fashion. The 

company is known for handbags, leather goods, shoes, watches, 

jewelry, accessories, and sunglasses that have become fashion 

icons and ranks top in the world (Kasztalska, 2018). 

In marketing actions, the company uses couture celebrities, 

billboards, print ads and its own international regatta - the Louis 

Vuitton Cup. 

In addition, the brand focuses a lot on the customer and that is why 

they have a physical personalized service for each customer, hence 

the focus on sensory marketing of the brand (Kasztalska, 2018). 

Louis Vuitton's heritage as a trunk maker predates even the 

foundation of the company. It was in 1837 that the young Louis 

Vuitton, at the age of 16, arrived in Paris on foot and began his 

apprenticeship with Monsieur Maréchal. At that time, horse-drawn 

carriages, boats, and trains were the main means of transportation, 

and luggage was handled more roughly. Travelers asked artisans 

for ways to store and protect their personal belongings. 

Louis Vuitton quickly became a valued artisan in Monsieur 

Maréchal's Parisian workshop. These were the roots of his highly 

specialized business. The beginning of his career in the craft 

industry required skills to design custom boxes and later trunks 

according to customers' needs. Louis Vuitton remained there for 17 

years before opening his own workshop on 4 Rue Neuve-des-

Capucines, near Place Vendome. 

ASNIÈRES: A LEGENDARY WORKSHOP 
Both a family residence and a cradle of the company, Asnières has 

been the symbol of the Vuitton family's personal and commercial 

success since 1859. Louis Vuitton's early success was an indicator 

of the need to expand his business, which culminated in the 

opening of the Asnières workshop in 1859. Northeast of the center 

of Paris, the workshop began with 20 employees. In 1900, there 

were approximately 100 people, and by around 1914, there were 

already 225 (Kasztalska, 2018). 
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