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Abstract 

This study explored the impact print, out-of-home (OOH), and digital media 
advertisement had on the purchase intent of Generation Z (Gen Z) and 
Millennials within the European luxury fashion industry. 

Existing literature highlighted the European luxury fashion industry and media 
landscape have undergone significant changes, all of which had the digitalisation 
of society at their core.  This has caused shifts in consumer behaviour, which, 
prior to this study, were not explored in depth.  This study explored a critical gap 
in understanding of how print, OOH, and digital media impact the behaviour of 
Gen Z and Millennials, and the extent to which they influence purchase intent. 

Gen Z and Millennials accounted for the majority of the luxury sector’s growth in 
2022, and this is continuously increasing.  This means brands need to understand 
this younger demographic to remain competitive and profitable.  Due to the 
exclusive nature of luxury fashion, sales cannot always be used as an accurate 
representation of consumers’ brand perception.  Therefore, this study measured 
purchase intent, which is often a prerequisite for sales. 

The Theory of Planned Behaviour coined by  Ajzen (1991) underpinned this 
research.  This theory was intertwined within a mixed methods deductive 
approach which followed the Saunders, Lewis and Thornhill (2023) Research 
Onion model.  The quantitative aspect consisted of a survey which identified 
relationships between variables within the TPB in relation to media.  This was 
followed by the qualitative aspect, in the form of five semi-structured interviews, 
which allowed the exploration of luxury fashion brands’ media strategies. 

Attitude, subjective norms, and perceived behavioural control were all discovered 
to have a statistically significant effect on purchase intent.  Furthermore, it was 
concluded print media had the greatest impact on Gen Z and Millennials’ 
purchase intent in relation to luxury fashion.  Thematic analysis was used to 
understand qualitative data and resulted in three key themes; digitalisation, 
holistic approach, and connection.  Analysis of these examined how European 
luxury fashion brands are responding to changes in the media landscape. 

These findings were triangulated with secondary research which enabled the 
creation of a media strategy.  The final outcome was a recommended percentage 
split of total media used within a campaign.  It was recommended 20% should be 
OOH, 40% digital, and 40% print.  This resulted in an academic and managerial 
contribution; the study addressed a gap in literature, and provided guidance for 
luxury fashion brands’ media departments.   

Key words: European luxury fashion, Media strategy, Consumer behaviour, 
Purchase intent 
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1. Chapter 1 – Introduction  

Consumers’ attitudes towards media advertising are changing due to economic 

instability and the digitalisation of society (Alzubi, 2023a).  Over the past decade, 

media departments have had to adapt their approach as Generation Z (Gen Z) 

and Millennials, with differing desires to previous generations, have become the 

dominant consumer  (Harari, Sela and Bareket-Bojmel, 2023; D'Arpizio et al, 2024).   

As well as this, the 2020 Covid pandemic saw a shift in media consumption 

habits.  Digital media consumption was at its highest, whilst out-of-home media 

(OOH) was unnecessary as people were confined to their homes (Rashi, 2021).  

Today, the relationship between conventional and digital media is dynamic and 

complex (Alzubi, 2023a).   

This study explores Gen Z and Millennials’ current attitudes towards print, OOH, 

and digital media, as well as their impact on purchase intent in relation to the 

European luxury fashion industry. 

1.1. Market Context  

1.1.1. Purchase Intent in the European Luxury Fashion Industry 

Despite the cost-of-living crisis caused by the Covid pandemic, the luxury fashion 

industry remains resilient (D'Arpizio et al, 2024).  According to the 2024 US luxury 

trend report, purchase intent for luxury items grew by 86% between 2021 and 

2024 (YouGov, 2024).   

Purchase intent is the expected or planned future behaviour of consumers, and 

is arguably one of the most important KPIs for luxury brands (Park, Ko and Do, 

2023; Lau et al., 2023).  Like in most industries, intention drives action, meaning 

the success of luxury brands’ business strategies is largely impacted by factors 

which influence consumer purchases (Bian and Forsythe, 2012a).   

It could be argued sales are a better representation of company success.  

However, if everyone could afford ‘luxury’ it would no longer be considered 

‘luxury’.  Owning luxury fashion conveys prestige and wealth, but is not an 

accurate representation of the public’s perception of a particular brand; not 

everyone is in the financial position to purchase luxury fashion (Lau et al., 2023).  

Therefore, in relation to media advertising, purchase intent of consumers is 

important for luxury brands to understand.  It has the potential to measure brand 

attractiveness and success of media strategies, rather than the financial status 

of consumers. 
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The luxury goods industry has expanded globally over the past 30 years but 

remains dominated by European brands (Donze, 2023).  The top three most 

valuable luxury brands in 2024 were LVMH, Hermes and Chanel, which are all 

European brands (Sabanoglu, 2024).  The global luxury market is forecast to 

expand annually by 3.22% between 2024-2028, with luxury fashion accounting 

for the largest segment (Brey, 2024).  The European luxury fashion industry 

amounts to $51bn in 2025 (Statista, 2025).  As a comparator, this is a quarter of 

what the electricity generation industry in Europe is currently worth, which 

highlights the significance of luxury fashion within Europe’s economy (Statista 

Research Department, 2025). 

Figure 1.1: Fashion industry in relative terms, (Brey, 2024; Statista Research Department, 2025) 

Due to rising tourism, the European luxury fashion industry is anticipated to 

experience further growth in 2025 (Balchandani et al., 2024).  This means 

European brands will hold a larger proportion of the global luxury fashion industry.  

Therefore, research into European brands will benefit the whole luxury industry, 

as it will help understand consumption patterns. 

By 2030, it is forecast 80% of global luxury purchases will be made by Gen Z and 

Millennials, which highlights the importance for brands to understand what drives 

their consumption behaviour (Brey, 2024).  These will be the age groups studied 

in this research, as they are most relevant to the future of luxury fashion. 

1.2. Background 

1.2.1. Print, OOH, and Digital Media  

European luxury fashion brands use many media channels.  This study will 

explore the effect of three primary channels, print, OOH and digital, as these are 

often used by luxury brands.  

Social media will be excluded from this study.  There is a plethora of research on 

the impact of social media on purchase intent.  Between 2005 and 2021, there 

Europe’s 
luxury fashion 

industry 
$51bn (2025) 

Europe’s 
electricity industry 

$233bn (2025) 
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were 1,451 results when ‘social media’ was searched in the Scopus database, 

and 12,597 unique abstracts were found when the same term was inputted into 

the Web of Science in 2017 (Ronzhyn, Cardenal and Batlle Rubio, 2023; Kapoor et 

al., 2018).  Additionally, in research referenced in many journals such as the 

Journal of Science and Entrepreneurship and the Journal of Information and 

Management  it is discussed in isolation from other media channels (Raees, Khan 

and Zaheer, 2023; Liao and Huang, 2021).  As well as this, luxury fashion brands 

often have separate departments, and therefore budgets, for ‘global media’ and 

‘social media’. 

Some may assume conventional media, such as print and OOH, will soon 

experience a significant decline in popularity due to the rise of digital media.  $550 

million was spent on digital advertisement in 2022, and is expected to reach $870 

million by 2027 (Statista, 2024).   

Whilst conventional media is struggling amidst the technological revolution, it 

remains a strong force within the advertising industry as it disseminates well-

researched information (Udenze, 2018).  A survey carried out among luxury 

consumers in 2022 found 73% deemed printed fashion-related publications to be 

salient sources of information (Navarro, 2024).  In the UK, OOH adverts reach 

98% of the population at least once a week, while 9 in 10 US adults say they 

notice OOH ads (Statista, 2023).  This suggests conventional media is still 

relevant within society as a source of entertainment and credible information 

(Alzubi, 2023a).   

Existing research does not fully explore consumers’ current attitudes towards 

print, OOH, and digital media used for luxury fashion advertisement.  This 

research gap will be expanded upon in chapter 2, and will be tested within this 

study. 

1.2.2. Theory of Planned Behaviour 

In his theory of Planned Behaviour, Ajzen states three main factors which 

influence intent; “attitudes toward the behaviour, subjective norms, and perceived 

behavioural control” (Ajzen, 1991, p. 4).  Whether these factors are responsible for 

determining intention, when related to purchase intent in the fashion industry, will 

be explored throughout this study.  The second part of Ajzen’s model, which 

highlights a positive correlation between intent and action, will also be explored 

(Ajzen, 1991).   
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1.2.3. Academic Rationale 

Understanding the impact of media strategies on purchase intent of Gen Z and 

Millennials will allow European luxury fashion brands to maximize brand 

awareness and engagement (Ma, Zhao and Mo, 2023).  Investigating how attitudes 

towards media, subjective norms, and perceived behavioural control impact Gen 

Z and Millennials’ opinion of print, OOH, and digital media will determine how 

likely they are to purchase from luxury brands who advertise using this media.   

Research surrounding the impact media channels have on consumer behaviour 

is not extensive, and the consumption of conventional and digital media is 

evolving; requiring further research (Dubois and Blank, 2018).  However, studies 

have investigated whether media channels can provoke psychological 

perceptions which can influence consumer behaviour (Kucinskas, 2024).  Further 

research is needed to understand this evolving landscape and factors affecting it 

(Alzubi, 2023a).   

Existing research also highlights the need for further understanding into how 

different generations consume media, specifically focusing on the preferences of 

younger generations who currently have high purchasing power (Alzubi, 2023a).  

This, combined with changing consumer behaviour, suggests companies may 

need to adapt their media strategies to cater to consumers’ desires and maintain 

profitability (Gholampour, 2017).   

This study will identify a critical gap in understanding of how media channels, 

used by European luxury fashion brands, differ in their impact on consumer 

behaviour, specifically in relation to purchase intent.  Ajzen’s Planned Behaviour 

Theory states there is a significant positive correlation between intention and 

behaviour (Ajzen, 1991).  Therefore, the results of this study will be able to be 

used in future research to test Ajzen’s theory within the luxury fashion industry.   

This would conclude whether purchase intent of luxury fashion influences sales. 

1.3. Research Aim and Objectives 
The aim of this study is to establish how print, OOH, and digital media channels 

impact purchase intent of Gen Z and Millennials in the European luxury fashion 

industry. 

The objectives of this study are as follows: 

1. To critically analyse how print, OOH, and digital media channels may impact 

Gen Z and Millennials’ purchase intent. 
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2. To examine Gen Z and Millennials’ beliefs towards various media channels 

and the effect each one has on their purchase intent. 

3. To explore current media strategies of luxury fashion brands and establish 

how these could impact Gen Z and Millennials’ purchase decisions.  

4. To recommend a media strategy to European luxury fashion brands which 

balances consumer preference and financial efficiency; resulting in potential 

for increased brand awareness and revenue. 
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1.4. Visual Snapshot of Study 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Existing Literature 

Extant literature has considered 
various factors which affect Gen 
Z and Millennials’ attitudes, 
subjective norms, and perceived 
behavioural control of print, OOH, 
and digital media, and how this 
may have the potential to impact 
purchase intent. 

Research Gap 

To understand how print, OOH, 
and digital media channels, 
used by European luxury 
fashion brands, differ in their 
impact on consumer behaviour, 
specifically in relation to 
purchase intent. 

Methodology 

• Positivism 
• Deductive reasoning 
• Mixed methods 
• Sequential explanatory 

Research Question 

How do European luxury fashion 
brands’ media strategies impact 
purchase intent of Gen Z and 
Millennials? 

 

Contributions 

• Explore the under-researched 
area of the impact of media 
strategies on purchase intent 
within the luxury fashion industry. 

• Expand upon existing literature 
about media channels.  

• Recommend a media strategy to 
luxury fashion brands which 
balances consumer preference 
and financial efficiency; resulting 
in potential for increased brand 
awareness and revenue. 

Methods 

Quantitative = online 
survey of Gen Z and 
Millennials 
Qualitative = semi-
structured interviews 
with industry experts 

Figure 1.2 
Figure 1.3 

Figure 1.5 Figure 1.6 
Figure 1.4 

Figure 1.7 

Figure 1.8 
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2. Chapter 2 – Literature Review 

This chapter investigates media strategies and Gen Z and Millennials’ purchase 

intent in relation to the European luxury fashion industry.  An integrative literature 

review was formulated to summarise and contextualise prior research (Saunders, 

Lewis and Thornhill, 2023).  Past publications have been analysed to establish 

value and flaws whilst forming comparisons.  This will assist in forming 

conclusions, establishing areas for further research, and creating hypotheses.  

The critical review includes information from academic journals and books.  The 

second half focuses on The Theory of Planned Behaviour (TPB) which underpins 

the study by providing a framework to assist with the exploration of how European 

luxury fashion brands’ media strategies impact the purchase intent of Gen Z and 

Millennials. 

Figure 2.1: Literature review structure 

2.1. Media strategies 
A media strategy is a plan implemented to achieve a company goal. This goal 

could be a plethora of things, including increased brand awareness, revenue or 

sales (Katz, 2019).  This study will explore how European luxury brands’ media 

strategies can be used to influence purchase intent, focusing on Gen Z and 

Millennials. 

Within this study, luxury is defined as an industry exhibiting the top category of 

prestigious brands, who focus on quality, exclusivity, and are associated with 

wealth and status (Vigneron and Johnson, 2004; Loureiro and Araújo, 2014).  Luxury 

advertising through media provides information, connectivity, and entertainment.  
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Understanding its effectiveness is critical to the success of the brand (Katz, 2019; 

Ma, Zhao and Mo, 2023). 

This study will explore three key media channels used by European luxury 

fashion brands; print, OOH, and digital.  The channels and their relevance to 

today’s society is summarised in Table 2.1. 

Table 2.1: Summary of print, OOH and digital media channels 
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Recently, there has been a conspicuous rise in digital services, causing 

challenges, but also enabling the evolution of business strategies globally, and 

changing the trajectory of traditional media (Ruggieri et al., 2018; Alzubi, 2023a).   

This media digitalisation is transforming the advertising industry, but has caused 

implications for conventional media advertising (Gholampour, 2017).   

The main change caused by digitalisation is a difference in consumers’ media 

consumption patterns.  Society has been affected by the saturation of media 

channels; it has influenced how people seek, subconsciously consume, and 

interact with media (Gholampour, 2017).  Research has concluded, the broader 

the range of available media, the more overwhelmed a consumer becomes 

(Dubois and Blank, 2018).  On average, people are exposed to 5,000 

advertisements each week, but typically remember less than 10% (Katz, 2019).  

This has sparked the need for brands to adopt a multimedia approach to 

advertising (Alzubi, 2023a).  

In his 2023 article, Alzubi argues a hybrid method, combining the positives of 

digital and conventional media, has the potential to be the most successful for 

businesses by maximising cost efficiency and authenticity (Alzubi, 2023a).  

However, further research is needed to explore the effectiveness of a hybrid 

approach to luxury fashion brands’ advertising when measuring purchase intent.  

This could ensure efficient allocation of media resources, and improved 

communication to consumers, which could result in increased brand revenue 

(Jayawardena et al., 2023). 

 

2.2. Gen Z and Millennials’ purchase intent in the European luxury fashion 
industry 
Purchase intent can be described as an enhanced plan, combined with 

motivations, involving the consumers’ behavioural tendencies (Kaushal and 

Kumar, 2016; Ozer, Oyman and Ugurhan, 2018).  

Understanding consumer purchase intent is important for European luxury 

fashion brands as it is often a prerequisite for product sales, and subsequently, 

company revenue (Sharma, Pradhan and Srivastava Ankur, 2021). 

In 2018, Europe was already the largest market for luxury fashion, but since the 

Covid pandemic, it has been reformed and is expected to grow in power (Lau et 

al., 2023).  Luxury fashion in Europe, provides psychological value to consumers 
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and is often an indicator of social identity (Bilal et al., 2023).  Because of this, 

luxury brands focus on heritage, brand meaning, or symbolic features within their 

media advertisements (Zhang, 2019).  Luxury brands have the opportunity to 

differentiate themselves through advertisement by relating their product to a 

specific, desirable lifestyle which appeals to their target consumer  (Jayawardena 

et al., 2022).  If the consumer resonates with these factors, the purchase decision 

process of luxury brands can be improved by advertising strategies (Jayawardena 

et al., 2023).  

Gen Z and Millennials (people born between 1981 and 2012) represent an 

increasing proportion of the global luxury market; they accounted for almost all 

the luxury sector’s growth in 2022 (Akbar and Dellyana, 2023).  

A shift in consumption behaviour of Gen Z and Millennials, caused by the 

pandemic and digitalisation of society, has caused the effectiveness of 

conventional media advertising formats to be questioned (Ozer, Oyman and 

Ugurhan, 2018).  It has been discovered the attention span of Gen Z and 

Millennials is decreasing, meaning conventional advertising may be at risk of 

becoming ineffective at engaging this age group (Nielsen, 2017; Munsch, 2021). 

Therefore, to formulate successful media strategies, it is essential for luxury 

fashion brands to understand the relationship their target consumers have with 

various media channels (Katz, 2019).  If brands use media to influence consumer 

behaviour they will maximise engagement and avoid wasting advertising budgets 

(Jayawardena et al., 2023).   

 

2.3. Ajzen’s Theory of Planned Behaviour  
A multitude of research highlights how a positive attitude towards a specific brand 

or advertisement, can positively influence purchase intent (Phelps and Hoy, 1996; 

Ozer, Oyman and Ugurhan, 2018; Jayawardena et al., 2022). 

Icek Ajzen’s TPB concludes intent can be accurately predicted by exploring 

consumers’ attitudes, subjective norms and perceived control towards a certain 

behaviour; in this case, the purchase of luxury fashion (Ajzen, 1991). 
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Figure 2.2: Theory of Planned Behaviour, (Ajzen, 1991) 

Based on Ajzen’s theory, it can be assumed what influences these factors could 

be responsible for heightened purchase intent.  Cláudio and Vale (2021) used the 

TPB to understand motivational factors influencing Angolan consumers’ 

purchase intent of luxury goods.  The research design was focused around three 

hypotheses; one for each independent variable (attitudes, subjective norms and 

perceived behavioural control).  Using this framework provided theoretical insight 

into the research problem, therefore contributing to literature.  This study will 

utilise the TPB in a similar manor by establishing consumers’ attitudes, subjective 

norms, and perceived control towards print, OOH, and digital media.  Results will 

be analysed to examine their effect on purchase intent, as there is a scarcity of 

research surrounding how various media channels affect consumer perceptions 

of luxury brands (Azemi et al., 2022). 

The message given, as well as the media channel itself, has the ability to 

influence consumers’ attitudes towards brands (Ozer, Oyman and Ugurhan, 2018).  

Section 2.4 to 2.6 will review existing work discussing how each factor of the TPB 

is affected by print, OOH, and digital media channels, and the content within 

these advertisements.  How media content affects purchase intent has not been 

specifically measured in this study, however it has been discussed in chapters 2 

and 5. 

2.4. What affects Gen Z and Millennials’ attitudes towards print, OOH, and digital 
media? 
‘Attitude’ describes ones opinion towards an object, and how positive or negative 

their response to it is (Ozer, Oyman and Ugurhan, 2018).   
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Media advertisements are usually processed by consumers diverting their 

attention to the media immediately after being exposed to it.  Therefore, it is 

important consumers consciously notice advertisements (Ozer, Oyman and 

Ugurhan, 2018).  However, Munsch describes Gen Z and Millennials as distracted 

multitaskers, meaning exposure is not enough to guarantee engagement with 

advertisement, attention is needed (Munsch, 2021).   

Wilson delved deeper into the TPB, and stated Gen Z and Millennials’ attitude 

towards an advertisement likely relies on motivation, opportunity, and ability 

(Wilson, 2023). Motivation is the desire for information or entertainment, 

opportunity is reliant upon location, size or exposure length, and ability is 

determined by knowledge and familiarity (Wilson, 2023).  All three have a positive 

correlation with the likelihood of action, whether that is further exploration, or 

purchase intent (Wilson, 2023).  Therefore, it seems further research testing 

which factors influence consumers’ attitudes, could be necessary to 

understanding Ajzen’s theory on a deeper level. 
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2.4.1. Attitudes towards print, OOH, and digital media channels 

Table 2.2: How media channels affect attitudes 
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2.4.2. How Gen Z and Millennials’ attitudes are effected by the content of 

advertisements 

Research indicates advertisements are likely to be more efficacious in positively 

swaying the attitude of Gen Z and Millennials when they portray relatable content, 

a desired lifestyle, or storytelling (Ma, Zhao and Mo, 2023; Kim, Lloyd and 

Cervellon, 2016).  Engagement levels will be further increased when 

advertisements are repeated in multiple areas.  As the amount of directed 

attention towards an advisement is increased, processing increases, which leads 

to creation of opinion (Maxwell and Lough, 2009; Wilson et al., 2021).  Specifically 

focusing on Gen Z and Millennials, Munsch concluded content such as celebrity 

endorsement, emotion evoking imagery, humour, and authenticity, improved 

attitudes towards the advert in question (Munsch, 2021). 

2.5. How do subjective norms affect Gen Z and Millennials?  
Subjective norms are a perceived pressure to conduct specific behaviour (Ajzen, 

1991).  Research shows the purchasing behaviour of Gen Z and Millennials is 

influenced largely by social pressure, particularly via their peers or celebrities 

(Lau et al., 2023; Ouvrein, Vandebosch and De Backer, 2023).  However, Munsch 

contradicts this.  He states Gen Z and Millennials are aware of the attempt 

advertisements are making to influence their behaviour (Munsch, 2021).  

Therefore, brands are being forced to develop more creative media strategies.  

Consequently, media advertisements need to be authentic and play into social 

pressures which have an influence over Gen Z and Millennials, such as remaining 

relevant in terms of trends, and relating to their peers (Munsch, 2021).  These 

different perspectives highlight the need for further research into which subjective 

norms influence Gen Z and Millennials. 

Whilst Gen Z and Millennials are often grouped together in terms of their general 

outlook, it has been studied their values in relation to consumption differ (Akbar 

and Dellyana, 2023).  Akbar and Dellyana (2023) found despite Gen Z being more 

technologically savvy, they were influenced by others to a greater degree than 

Millennials.  Additionally, whilst both groups are value driven, Gen Z are motivated 

by brand consciousness, diversity, and sustainability more than Millennials, who 

are focused on brand loyalty and experiences (Muralidhar and Raja, 2019).  
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2.5.1. Social norms surrounding print, OOH, and digital media 

Table 2.3: How media channels affect subjective norms 
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2.5.2. How subjective norms created by the content of media affect Gen Z and 

Millennials 

Though not completely essential, celebrity and influencer content within 

advertisements has been shown to positively affect Gen Z and Millennials’ 

reaction to advertisements. Southgate’s study into the generational divide within 

brand promotion concluded 40% of Gen Z and 32% of Millennials reacted more 

positively to an advertisement featuring a celebrity, or online influencer, than one 

which did not (Southgate, 2017).  Similarly, Munsch (2021) concluded 

advertisements delivered with the presence of celebrities or influencers were 

more likely to be perceived positively by Gen Z and Millennials, and hold their 

attention.   

In addition, Munsch (2021) found advertisements were deemed more authentic 

by Gen Z and Millennials when shared by family or friends, or when the advert 

had been spoken about with their peers.  This highlights a key influence over Gen 

Z and Millennials is the opinion of their peers.   

2.6. How does perceived behavioural control affect Gen Z and Millennials?  
Perceived behavioural control (PBC) relates to consumers’ perception of their 

ability to perform a behaviour (Ajzen, 1991).  A behaviour usually occurs if the 

consumer is capable and motivated, however PBC allows the prediction of 

behaviours people intend to perform if they had sufficient resources (Zhou et al., 

2013; Canguende-Valentim and Vale, 2021).   

Olsen states PBC can be influenced by many factors, primarily convenience and 

efficiency (Olsen, 2004).  However, Olsen’s research may be outdated 

considering the changes in consumer behaviour discussed in section 2.1.  More 

recent research highlights because Gen Z and Millennials are so highly 

influenced by their peers, their perception of their own abilities may be clouded.  

Research opposing Olsen’s perspective shows PBC has the ability to be 

influenced by social status and resources available (Canguende-Valentim and 

Vale, 2021; Bezerra, Arruda and Merlo, 2017). 
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2.6.1. How print, OOH, and digital media affects perceived behavioural control 

Table 2.4: How media channels affect PBC 
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2.6.2. How content of advertisements affects perceived behavioural control 

Previous literature highlights the extent to which consumers trust advertisements, 

especially in relation to the content, significantly impacts their PBC as they 

believe their actions will be justified if they trust a brand (Cabyova and Krajcovic, 

2017).  Consumers who believe an advertisement is transparent are more likely 

to make positive associations with said brand and trust it (Boerman, Kruikemeier 

and Borgesius, 2017; Miyazaki, 2008).  However, Montecchi et al., (2024) 

contradicts this by stating consumers easily become overwhelmed if presented 

with lots of information.  Therefore, brands should be selective about what 

information is presented so messages are processed as intended. 

The other key factor relating to how the content of advertisements affects PBC is 

the extent to which consumers can visualise themselves using the product 

advertised (Ma, Zhao and Mo, 2023).  Creating a desired lifestyle provides the 

consumer with PBC as it initiates an idea the product is a stepping stone towards 

fulfilment.  In this sense, purchasing the product would give the consumer power 

to create their desired future (Jayawardena et al., 2022).  

2.7. Chapter Summary 
In this chapter, section 2.1 introduced media strategies in the context of the luxury 

industry. Section 2.2 highlighted the importance of purchase intent within the 

European luxury fashion industry, specifically in relation to Gen Z and Millennials.  

Section 2.3 introduced Ajzen’s TPB which has been used as a foundation for the 

research design of this study.  Finally, sections 2.4-2.6 used the TPB to explore 

the effects of print, OOH, and digital media channels on Gen Z and Millennials.  

Conducting this research highlighted areas of focus within the three factors 

(attitudes, subjective norms and PBC) Ajzen (1991) proved to influence purchase 

intent.  These have been highlighted in figure 2.3 and have been used in chapter 

3 and 4 to assist with the testing of hypotheses.   
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Figure 2.3: Conceptual model highlighting hypotheses, adapted from Ajzen (1991) 

Chapter 2 explored a plethora of research and summarised findings from this to 

define gaps in existing research.  In doing this, objective 1 has been successfully 

addressed.  This has shaped the research methodology for this study which will 

be explained in chapter 3.  Based on the literature review, five hypotheses have 

been formulated, and are presented in table 2.5; these have been tested in 

subsequent chapters.  

Table 2.5: Hypotheses summary 

 

 



21 
 

 

 

 

  

Chapter Three 

Methodology and Research design 
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3. Chapter 3 – Methodology and Research Design 

3.1. Introduction 
This chapter explains the methodology used to explore how European luxury 

fashion brands’ media strategies impact purchase intent of Gen Z and Millennials.  

It has been curated using insights established in chapter 2 and employs the 

Research Onion model by Saunders, Lewis and Thornhill (2023) to provide 

justification for each step. 

Figure 3.1: The Research Onion, adapted from Saunders, Lewis and Thornhill, (2023) 

3.2. Research Design 

3.2.1. Research philosophy 

Research philosophy can be defined as a “system of beliefs and assumptions 

about the development of knowledge” (Saunders, Lewis and Thornhill, 2023, p. 

131).  The ontological outlook presented determines whether research is 

objective or subjective.  Objective ontology assumes reality exists in isolation 

from our perspective, whereas subjective ontology assumes our perceptions form 

reality (O'Gorman and MacIntosh, 2014).  This study adopts an objective ontology. 

Figure 3.2: Mapping the Research Paradigm, (O’Gorman and MacIntosh, 2015) 
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Epistemology defines the approach we take in deciding what constitutes reliable 

knowledge (O'Gorman and MacIntosh, 2014).  The epistemological approach of 

this study is positivism, as it used the existing TPB to develop hypotheses.  Whilst 

positivism has been criticised for being inflexible and overly reliant on 

assumptions, this stance was appropriate; it provided the opportunity for accurate 

and unambiguous data collection (Saunders et al, 2023; O’Gorman and 

Maclntosh, 2014) (see table 3.1). This enabled the curation of media strategy 

recommendations for European luxury fashion brands.  

The main ontological assumption of positivism is the concept of one true reality, 

and in terms of epistemology, positivism involves causal explanation and 

measurable facts (Saunders et al, 2023).  Adopting this approach enabled 

conclusions surrounding the impact of consumers’ purchase intent to be reached, 

based on the measurable data collected.  The causal explanation reached from 

the quantitative analysis was enhanced by qualitative data and secondary 

research, meaning all four objectives were addressed, and recommendations 

were formulated.  Adopting a positivist ontological assumption also allowed the 

opportunity to explore the TPB in relation to luxury fashion media advertisement 

in an investigative and objective way which an interpretivist approach would not 

lend itself to.  Park, Konge and Artino (2019) explain positivism relies upon the 

hypothetico-deductive model of science; building on theory, developing 

hypotheses, identifying variables, and conducting an empirical study.  This study 

followed this model, resulting in a contribution to literature, and industry, by 

curating a recommended media strategy which balances consumer preference 

and financial efficiency; resulting in potential for increased brand awareness and 

revenue.  

Table 3.1: Research philosophy, (Saunders, Lewis and Thornhill, 2023; Creswell and Creswell, 
2023) 
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3.2.2. Methodological process 

This study adopted a deductive approach using five hypotheses, which aim to 

establish the impact of media strategies on Gen Z and Millennials’ purchase 

intent.  A deductive approach was adopted as it created a scientific approach to 

research which facilitated generalisability, quantification and testable hypotheses 

(Saunders et al, 2023) (see table 3.2).  These hypotheses were tested using a 

mixed methods sequential explanatory research design.  A mixed methods 

approach was employed as the majority of research surrounding purchase intent 

consists of purely quantitative research (see table 3.3).  By integrating qualitative 

research, credibility and scope were enhanced, meaning the study is of more 

value to existing literature (Creswell and Creswell, 2023).  This study began with 

mono-method quantitative research (a survey) followed by mono-method 

qualitative research (semi-structured interviews), resulting in a simple sequential 

approach.   

Table 3.2: Research approach, (Saunders, Lewis and Thornhill, 2023; Creswell and Creswell, 2023) 

Table 3.3: Research design summary of existing literature 
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The intent of the sequential explanatory design was for the initial quantitative 

results to be explained further by the qualitative findings (Creswell and Creswell, 

2023).  Conducting quantitative research first allowed relationships between 

variables to be identified (which addressed objective 2) and informed the 

research questions for the qualitative phase of research.  This provided depth to 

the quantitative findings and allowed for the exploration of objective 3.  Combining 

the findings from objective 2 and 3 provided foundations for discussions 

surrounding objective 4.   

Figure 3.3: Mixed Methods Diagram, adapted from Giddings and Barbara, (2009) 

The quantitative aspect of this study focused on establishing Gen Z and 

Millennials’ attitudes towards media.  Statistical methods were used to identify 

relationships between these variables to establish how they influenced purchase 

intent.  Conversely, thematic analysis was used to identify relationships within the 

qualitative research, which focused on the industry experts’ perspectives of 

media strategies.  Triangulation was critical for achieving objective 4.  It 

strengthened reliability and internal validity, whilst mitigating the limitations 

associated with single method research (Merriam, 1997).   

3.2.3. Strategies and Time Horizon 

The strategies within this research design consisted of a survey and semi-

structured interviews.  A survey is typically associated with a deductive research 

approach, and is popular when measuring purchase intent.  It was used in this 

study to provide collection of standardised data and statistically significant 

results, as demonstrated by Saunders et al (2023) (see table 3.4).   

Saunders et al (2023) also established semi-structured interviews provide 

comprehensive narratives. Within this study, this allowed expert opinions to be 

analysed in depth and uncovered detailed insights and context which quantitative 

data was unable to.  The use of consumers for the quantitative aspect and 

industry experts for the qualitative aspect created a balanced perspective.  
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Consumer data provided insights into the practicality of media advertising based 

on consumer behaviour, whilst industry experts offered deep knowledge of media 

planning within luxury fashion.   

Table 3.4:  Research methods, (Creswell and Creswell, 2023; Saunders, Lewis and Thornhill, 2023) 

The time horizon was cross-sectional due to time constraints related to the 

academic nature of this study.  It provided data regarding how media strategies 

impacted Gen Z and Millennials’ purchase intent in the first three months of 2025.  

Using a longitudinal time horizon would have created the risk of not completing 

the study within the assigned time period. 

3.2.4. Quantitative data collection and sampling 

Quantitative data was collected through an online survey, developed on Qualtrics 

(see appendix 7.4.6), with the aim to achieve objective 2.  The platform has a 

simple user interface and robust security, increasing validity of responses and 

reliability of data (Qualtrics, 2024).   

Probability sampling would require time, money, and resources which were not 

available during this study.  Therefore, non-probability convenience sampling was 

used, which enabled relationships between variables to be tested. 
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Convenience sampling was adopted as it enabled recruitment of participants from 

the desired demographic, and was the sampling method used by Boateng and 

Okoe (2015) and Tan and Chia (2007) in their studies measuring the effect of 

advertisement on consumer behaviour.  The reputation of convenience sampling 

creating a homogeneous sample, and therefore not being fully representative of 

the population, was not a limitation, as this study was focused solely on Gen Z 

and Millennials (Baxter, Courage and Caine, 2015).  The survey was distributed via 

social media and which facilitated sharing by participants, creating a snowball 

effect.  All participants were aged 18-44 and consented to participate, which 

contributed to the ethical nature of this study (see section 3.5).  

Figure 3.4: Non-probability sampling, (Qualtrics, N/D)        

Figure 3.5: Non-probability sampling, (Qualtrics, N/D) 

Ordinal data was coded to create ratio level data which was analysed on SPSS. 

Descriptive statistics analysed the distribution of data, and inferential statistics 

were used to analyse relationships between variables.  To reinforce cause-and-

effect logic of quantitative research, independent and dependent variables were 

measured separately as recommended by Creswell and Creswell (2023).  Most 

questions employed a 5-point Likert scale to determine participants’ level of 

agreement with the statements provided, and resulted in ordinal data.  The Likert 

scale was originally developed to scientifically measure attitudes towards specific 

variables, which is why it was employed within this study (Joshi et al., 2015). 

Figure 3.6: Likert scale example, (Bounthavong, 2019) 

Measures for H1 were drawn from studies by Bian and Forsythe (2012b), Boateng 

and Okoe (2015), and Ariffin, Ihsannuddin and Mohsin (2022).  H2, H3, H4 and H5 
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all tested the variables of TPB (attitudes, subjective norms and PBC) in relation 

to the impact media has within European luxury fashion industry (Ajzen, 1991).   

A pilot study was conducted to ensure the phraseology used was understood by 

the target demographic, and the technological elements enabled a smooth user 

experience.  Some amendments were made to the structure and wording to refine 

the survey (see appendix 7.4.6). 

A standard multiple regression was run on the quantitative data to indicate the 

impact of the independent variables on the dependent variable, as well as the 

unique variance of each independent variable.  Within the regression, analysis of 

the beta coefficient was used to compare the contribution of each independent 

variable to the final outcome as demonstrated by Pallant (2010). 
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Table 3.5: Data requirements table 
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3.2.5. Qualitative data collection and sampling 

Following the survey, five interviews were conducted to address objective 3 and 

expand on findings from the quantitative research.  As stated by Saunders et al 

(2023), utilising a semi-structured interview format allowed participants to explain 

reasons for their attitudes, and expand on these when probed.  Whilst non-

probability purposive sampling cannot be assumed to be statistically 

representative of the wider population, it meant the research questions were 

answered by selected industry experts (see table 3.7).   

Participants were selected based on their position in the luxury fashion industry; 

they all work in media marketing and strategy, meaning they have in-depth 

knowledge of the subject and experience of creating media strategies for luxury 

fashion brands.  Anonymity was maintained through the code in table 3.6, which 

ensured participants could speak freely. 

 Table 3.6: Qualitative sample reasoning 

Since this study adopted a deductive approach, research questions were 

developed based on existing literature, the TPB, and quantitative findings (see 

table 3.7).  These provided the foundation for the interviews (see table 3.8). 

Table 3.7: Research questions  
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Table 3.8: Semi-structured interview discussion guide 
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Interviews averaged one hour and were conducted online vis Microsoft Teams, 

which enabled them to be recorded and transcribed.   

Table 3.9: Qualitative research process 

3.2.6. Thematic analysis 

The interview transcripts were systematically coded using thematic analysis to 

categorise the data and reveal sub-codes whilst open-coding (Bryman, Bell and 

Harley, 2022).  Colour coding was used initially to highlight which aspects of each 

interview related to each research question.  First cycle descriptive coding was 

used to assign labels to data in the highlighted sections.  In addition to descriptive 

coding, thematic analysis was used.  This involved units of data being assigned 

an extended phrase which described the data (Miles, Huberman and Saldana, 

2020).  Second cycle concept coding was conducted using the previously 

established descriptive codes and thematic phrases.  This enabled the first cycle 

codes to be condensed into a word or short phrase that symbolically represented 

an implied meaning of multiple codes (Miles et al, 2020).  Two rounds of concept 

coding resulted in an overarching theme which represented the main findings of 

each research question (see figures 4.7-4.9).  

3.3. Reliability and validity 
Reliability is the extent to which a data collection process produces consistent 

findings, and validity explains how accurately the chosen process measures what 

it intends to measure (Saunders et al, 2023).  These are both important to 

address, as they contribute to the quality and credibility of research.  Table 3.10 

highlights existing threats to reliability and validity within this study and the 

subsequent implemented solutions. 
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Table 3.10: Reliability and validity threats and solutions 

3.4. Triangulation 
Triangulation was used to conclude if the secondary research, quantitative 

findings, and qualitative findings mutually corroborate (Saunders et al, 2023)  

(see figure 3.7).  This assisted in mitigating limitations of each method and laid 

foundations for achieving objective 4 (Creswell and Creswell, 2023).  
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3.5. Research Ethics 
Anticipating ethical issues allows researchers to protect participants, maintain 

integrity, and avoid misconduct (Creswell and Creswell, 2023).  This study has 

undertaken measures to ensure ethical practice and complies with the University 

of the Arts London Code of Practice on Research Ethics (Ual, 2024).  Ethical 

approval was granted by an eligible academic supervisor (see appendix 7.1).  

Key points are outlined in table 3.11 (Saunders et al, 2023). 

Quantitative Research Qualitative Research 
Informed consent  - Participants had to 
agree to a short consent form at the 
beginning of the survey (see appendix 
7.2) 

Informed consent – All participants 
were required to read an information 
sheet and sign a consent form before 
the interview was conducted.  
Participants were made aware they 
could withdraw from the study at any 
time (see appendix 7.2)  

Confidentiality – No personal data was 
acquired and Qualtrics provided a 
secure platform for respondents data 

Anonymity – Participants remained 
anonymous to ensure they could 
speak freely.  This was done by 
coding the responses 

Table 3.11: Key ethical considerations 

3.6. Methodology Limitations 
All research designs have limitations which can influence the credibility of the 

findings (Saunders et al, 2023).  The cross-sectional time horizon and sampling 

techniques inhibit generalisability to the entire Gen Z and Millennial population; 

Secondary Research
Critically analysed how 
print, OOH and digital 

media may impact 
purchase intent of Gen Z 

and Millennials.

Qualitative Research
Explored current 

media strategies of 
luxury fashion brands 
and established how 
these could impact 

consumer behaviour.

Quantitative 
Research

Examined Gen Z and 
Millennials' beliefs 
towards print, OOH 

and digital media 
channels, and the 

effect they have on 
purchase intent. 

Figure 3.7: Triangulation 
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attitudes were only measured once at a specific point in time, and the younger 

section of Gen Z, who are under 18, were excluded from the study to meet ethical 

guidelines.  Furthermore, the topic of media strategies is relatively niche, so 

despite a brief description and definitions being provided at the start of the survey, 

participants’ responses may have been skewed by lack of understanding.  

Conversely, participants of the qualitative research were subject experts, 

however it is possible answers could have been influenced by probing or their 

implicit bias.  

3.7. Chapter Summary 
This chapter described the research methodology and design used to measure 

how European luxury fashion brands’ media strategies impact purchase intent of 

Gen Z and Millennials.  Specific steps regarding the execution of the quantitative 

and qualitative research were outlined.  Data collection, sampling, analysis, 

ethics and recognition of limitations were also explained to ensure the credibility 

and validity of the study.  

 

 

 

 

  



36 
 

 

 

 

 

  

Chapter Four 

Findings and Analysis 
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4. Chapter 4 – Findings and Analysis 

4.1. Introduction 
As per the sequential explanatory research design, quantitative data was 

analysed first using SPSS.  Descriptive and inferential analysis was conducted 

to address each hypothesis.  The qualitative data was analysed thematically in 

accordance with the research questions.  Interview transcripts were explored 

using colour coding (see appendix 7.4.1-7.4.5).  

Data triangulation was conducted to create a holistic overview and enhance 

validity (Bhandari, 2022). 

4.2. Quantitative Data Analysis 
With the aim of addressing five hypotheses, the survey assessed Gen Z and 

Millennials’ attitudes, subjective norms, and perceived behavioural control 

towards media advertising within the European luxury fashion industry.  It was 

comprised of 11 Likert scale questions, one rearrangement question, three 

demographic questions, categorial questions, and a dichotomous consent 

question.  If participants did not consent they were sent to the end of the survey 

in accordance with the UAL ethical guidelines (Ual, 2024).  The survey had an 

average completion time of five minutes.  A total of 192 responses were collected, 

however 28 were invalid (see table 4.1).  

Table 4.1: Case Processing Summary 
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143 were Gen Z, whilst 21 were Millennials (see figure 4.1).  There was also a 

large skew in relation to gender; 138 participants identified as female, and 21 as 

male (see figure 4.2).  The vast majority, 94%, stated they reside in the UK (see 

figure 4.3). 

Figure 4.1: Survey participants' age 

Figure 4.2: Survey participants' gender 

Figure 4.3: Survey participants' country of residence 
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The variables have been combined to create a single measure for each variable.  

The mean value implies Gen Z and Millennials responded most positively towards 

digital media, however is it unclear from the descriptive statistics in table 4.2 

whether these values are significant.  Therefore, inferential tests were used to 

assess the significance of the variables.   

Table 4.2: Variables and combined questions 

4.2.1. Reliability testing 

Cronbach’s alpha test was used to assess the internal consistency of the entire 

scale and yielded a coefficient of 0.875 (see table 4.3).  The commonly accepted 

threshold of 0.70 was exceeded, highlighting reliability across all variables (Taber, 

2018).  

Table 4.3: Cronbach Alpha Test 
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4.2.2. Parametric assumptions 

Parametric assumptions are requirements which need to be met for statistical 

tests to be valid and reliable.  These are presented in table 4.4. 

Table 4.4: Parametric assumptions, (Williamson, 2004) 

‘Normal’, when used in statistics, is used to describe a symmetrical, bell-shaped 

curve, with the highest response frequency at the midpoint, and a decline in 

response frequency towards the extremes (Pallant, 2010).  The Shapiro-Wilk test 

is used to establish whether a dataset meets the parametric assumption of 

Normal Distribution (Ghasemi and Zahediasl, 2012).  The hypothesis is: 

Using an α level of 0.05, we reject H0 of normality for the Shapiro-Wilk test as 

p=0.007 (see table 4.5).  The histogram indicates the data has a positive skew, 

but is not normally distributed (see figure 4.4).  However, The Central Limit 

Theorem states a sample size of 30 or above results in a normally distributed 

sample (Dunn and Shultis, 2022).  Therefore, by utilising The Central Limit 

Theorem, we can infer normality from this data as there were 164 valid 

responses.  

Table 4.5: Shapiro-Wilk Test of Normality 

Figure 4.4: Histogram of Normality results 
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4.2.3. Hybrid media strategy analysis 

A Pearson correlation was used to establish if there was a relationship between 

hybrid media strategies and Gen Z and Millennials’ purchase intent.  Table 4.6 

shows a moderate positive correlation between hybrid media strategies and PI 

(0.329)  p = < 0.001 meaning the correlation is statistically significant.  Therefore, 

H1 is supported. 

Table 4.6: Pearsons correlation for hybrid media strategies and PI 

4.2.4. Multiple linear regression analysis 

Multiple linear regressions were run to understand the relationship between the 

dependent variable, and the independent variables.  Three regressions were 

conducted to measure these relationships in relation to print, OOH, and digital 

media and test the following hypotheses:  

The null and alternative hypotheses for the multiple regression analysis are 

stated below. 
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Print: 

The model summary shows 59.4% (adj R² = 0.594) of variation in the dependent 

variable, purchase intent, can be explained by the independent variables, 

attitude, subjective norms, and PBC surrounding print media (see table 4.7). 

Table 4.7: Model Summary print media 

The Anova output demonstrates there is statistical significance in the model; F(3, 

160) = 80.560, p < 0.001 (see table 4.8).  Therefore, the null hypothesis is 

rejected, meaning it can be concluded with 95% confidence there is at least one 

statistically significant independent variable in the regression model. 

Table 4.8: ANOVA print media 

The coefficients table (table 4.9) states when the independent variables are 0, 

the dependent variable, Purchase Intent (PI), is -0.084.  When Attitude increases 

by 1 unit, PI increases by 0.385 (p = < 0.001).  When Subjective Norms increase 

by 1 unit, PI increases by 0.216 (p = < 0.001).  When PBC increases by 1 unit, 

PI increases by 0.416 (p = < 0.001).  All independent variables are statistically 

Table 4.9: Coefficients print media 
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significant as p < 0.005.  Therefore, attitude, subjective norms, and PBC all 

individually account for a significant amount of unique variance in purchase intent 

of print media. 

The independent variables predicted purchase intent to an extent which was 

statistically significant, F(3,160) = 80.560, p < 0.005, adj R2 = 0.594. 

 

OOH: 

The model summary shows 49.5% (adj R² = 0.495) of the variation in the 

dependent variable can be explained by the independent variables surrounding 

OOH media (see table 4.10). 

Table 4.10: Model Summary OOH media 

The Anova output demonstrates there is statistical significance in the model; F(3, 

160) = 54.224, p < 0.001 (see table 4.11).  Therefore, the null hypothesis is 

rejected, meaning it can be concluded with 95% confidence there is at least one 

statistically significant independent variable in the regression model. 

Table 4.11: ANOVA OOH media 



44 
 

The coefficients table (table 4.12) states when the independent variables are 0, 

the dependent variable, Purchase Intent (PI), is 0.219.  When Attitude increases 

by 1 unit, PI increases by 0.246 (p = < 0.001).  When Subjective Norms increase 

by 1 unit, PI increases by 0.226 (p = < 0.001).  When PBC increases by 1 unit, 

PI increases by 0.444 (p = < 0.001).  All independent variables are statistically 

significant as p < 0.005.  Therefore, attitude, subjective norms, and PBC all 

individually account for a significant amount of unique variance in purchase intent 

of OOH media. 

Table 4.12: Coefficients OOH media 

The independent variables predicted purchase intent to an extent which was 

statistically significant, F(3,160) = 54.224, p < 0.005, adj R2 = 0.495.   

 

Digital: 

The model summary shows 45.5% (adj R² = 0.455) of the variation in the 

dependent variable can be explained by the independent variables surrounding 

digital media (see table 4.13). 

Table 4.13: Model Summary digital media 
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The Anova output demonstrates there is statistical significance in the model; F(3, 

160) = 15.953, p < 0.001 (see table 4.14).  Therefore, the null hypothesis is 

rejected, meaning it can be concluded with 95% confidence there is at least one 

statistically significant independent variable in the regression model.  

Table 4.14: ANOVA digital media 

The coefficients table (table 4.15) states when the independent variables are 0, 

the dependent variable, Purchase Intent (PI), is 0.477.  When Attitude increases 

by 1 unit, PI increases by 0.334 (p = < 0.001).  When Subjective norms increase 

by 1 unit, PI increases by 0.208 (p = < 0.001).  When PBC increases by 1 unit, 

PI increases by 0.335 (p = < 0.001).  All independent variables are statistically 

significant as p < 0.005.  Therefore, attitude, subjective norms, and PBC all 

individually account for a significant amount of unique variance in purchase intent 

of digital media. 

Table 4.15: Coefficients digital media 

The independent variables predicted purchase intent to an extent which was 

statistically significant, F(3,160) = 15.953, p < 0.005, adj R2 = 0.455.   

 

Therefore, there is statistical evidence (p = < 0.001) to support H3, H4 and H5. 
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Media Channels: 

The model summary shows 55.1% (adj R² = 0.551) of the variation in the 

dependent variable can be explained by the independent variables, print, OOH, 

and digital media (see table 4.16). 

Table 4.16: Model Summary overall Purchase Intent 

The Anova output demonstrates there is statistical significance in the model; F(3, 

160) = 13.418, p < 0.001 (see table 4.17).  Therefore, the null hypothesis is 

rejected, meaning it can be concluded with 95% confidence there is at least one 

statistically significant independent variable in the regression model. 

Table 4.17: ANOVA overall Purchase intent 

The coefficients table (table 4.18) states when the independent variables are 0, 

the dependent variable, Purchase Intent (PI),  0.294.  When Print increases by 1 

unit, PI increases by 0.451 (p = < 0.001).  When OOH increase by 1 unit, PI 

increases by 0.266 (p = < 0.001).  When Digital increases by 1 unit, PI increases 

by 0.218 (p = < 0.001).   

Table 4.18: Coefficients table for overall Purchase Intent 
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This regression analysis states all independent variables are statistically 

significant as p < 0.001.  Therefore, print, OOH, and digital media all individually 

account for a significant amount of unique variance in purchase intent of 

European luxury fashion.  Print media had the highest Beta coefficient, 0.451, 

meaning it had the largest impact on PI out of the three media channels.  OOH 

had less impact than print but was still significant.  Digital media also had a 

significant impact on PI, but this impact was lower than that of print and OOH 

media. 

Despite the mean values for digital media being the highest (see section 4.2), 

print media had the greatest impact on PI (see table 4.18).  This is because the 

Beta coefficient is standardised, so whilst digital media had a higher mean, it also 

had a larger variation, making the Beta coefficient smaller.  Print media had a 

smaller mean, but also had a low variance, which caused a higher Beta.  This 

meant changes in print media were more consistently associated with the 

dependent variable (PI).  Therefore, H2 was not supported as Gen Z and 

Millennials’ purchase intent for European luxury fashion is highest when print 

media advertisement is used. 

4.2.5. Quantitative analysis conclusions 

Table 4.19 states whether each hypothesis was accepted or rejected. 

Table 4.19: Quantitative findings conclusions 

Figure 4.5 shows how the conceptual model has been updated as a result of the 

quantitative findings. 
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Figure 4.5: Updated conceptual model 

4.3. Qualitative Findings 
The aim of the qualitative research was to understand how European luxury 

fashion brands can align their media strategies to the desires of their consumers 

(objective 3) by investigating three research questions (see table 3.7). 

When conducting a deductive mixed methods research design, analysis of 

qualitative data aims to investigate explanations for gaps which appeared in the 

quantitative findings, and link these with secondary research.  Whilst the 

influence of the researcher’s personal attitudes and values is inevitable, meaning 

findings cannot be truly objective, qualitative data, from open-ended questions, 

provided the opportunity for complex and holistic discoveries (Creswell and 

Creswell, 2023; Miles, Huberman and Saldana, 2020).  

All transcripts are in the appendix and each quote used is cited using the 

appendix number of its corresponding transcript.  Within the quote tables the line 

in the transcript related to the specific quote is cited after the appendix number. 
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4.3.1. The European Luxury Fashion Media landscape 

 

To establish how European luxury fashion brands’ media strategies could impact 

Gen Z and Millennials’ purchase decisions, it is crucial to understand the media 

landscape and what impacts it. 

Figure 4.6 is a visualisation of the coding to explore research question 1.  It shows 

the coding process; initial codes define final codes, final codes define categories, 

and categories define themes.  The overall theme revealed was digitalisation.  

It was established this is occurring due to two main factors, changing stakeholder 

attitudes and dynamic industry pressures.  

It appears there is a shift in stakeholder attitudes as consumer behaviour is 

changing, causing brands to adapt their interests and focus.  A “massive shift” in 

consumers’ attitude and engagement away from print media was recognised by 

industry experts.  Whilst all participants agreed print is shrinking, and digital 

media is taking over, participant 4 stated this is occurring at a slower rate within 

luxury, and conventional channels are still important.  However, overall it appears 

luxury brands have assumed conventional media channels are no longer a 

priority, and instead, are focusing on digital; it is “really strong” and “prioritises 

where people spend their time” (appendix 7.4.1).  Across all interviews, positives 

and negatives were highlighted for each channel.  Print engagement is declining 

but is “trusted” (appendix 7.4.1) by consumers, OOH is “less measurable” 

(appendix 7.4.5) in terms of impact and drive to sales, but is physically “impactful” 

(appendix 7.4.2), and digital media has a “global reach” (appendix 7.4.3) and is 

“cost effective” (appendix 7.4.3), but is “less impactful” (appendix 7.4.5) than 

conventional media. 

The other category established was the influence of dynamic industry pressures 

facing European luxury fashion brands.  These pressures are formed of internal 

and external factors.  The most prominent external factor highlighted was the 

influence of competition, as fashion is a saturated market.  Participant 3 implied 

not all company decisions are based on internal data or knowledge, instead they 

often act based on the actions of competitors, in a mission to be considered 

innovative and contemporary (appendix 7.4.3).  Two dominant internal influences 

were the content of the advertisement and company media budgets.  All 

participants expressed they believe the success of a campaign relies heavily on 

the media content and the channel mix.  The media strategy “is definitely led by 
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the campaign” (appendix 7.4.1).  Three participants expressed this is especially 

true if an ambassador, celebrity, or influencer appears in the creative.   

Additionally, it was stated there have “been a lot of [budget] cuts” (appendix 7.4.2) 

across fashion brands, which is the main reason brands are investing more in 

digital channels, as success can be measured by engagement which drives to 

sales.  When asked to state the average cost of media channels per until, 

participants unanimously stated OOH was most expensive, followed by print, and 

digital was the cheapest.  However, participant 5 added digital media is not 

favoured solely because it is the cheapest, and may not be as successful in 

isolation, as luxury brands often use offline channels for “brand building” and 

digital “for performance” (appendix 7.4.5).   

Overall, the exploration of research question 1 highlighted the prevalence of the 

current technological revolution on the European luxury media landscape and 

revealed multiple contributors to, and impacts of, this.   
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Figure 4.6: Research question 1 thematic analysis 
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Table 4.20: Research question 1 quote table 
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4.3.2. European luxury fashion brands’ media strategies 

 

To achieve objective 4, it is necessary to understand current processes and 

available resources. 

Figure 4.7 is a visualisation of the coding to explore research question 2.  During 

the exploration of companies’ media strategy creation process, the key theme 

was the concept of a holistic approach.  This was based on the foundation of 

three categories; responses to market, a hybrid media channel approach, and 

external pressures.  

Responses to market was influenced by three main factors, digitalisation, 

company goals, and company actions.  Due to digitalisation being a prominent 

theme within the luxury fashion market, naturally it has a large impact on business 

strategy, as digital media channels are “taking over” (appendix 7.4.2).  Analysis 

implied company goals were shaped around high-level objectives and campaign 

briefs, both centred around the “target audience”, “return on investment” (ROI) 

and “growth” (appendix 7.4.4).  Company actions were based on achieving these 

goals, and focused on increasing attention towards “audience understanding” 

and “efficiency” (appendix 7.4.5).  However, it was made clear by all participants, 

budgets are considerably tighter so media teams are diligently trying to “meet the 

same targets with less budget” (appendix 7.4.5). 

The second category, hybrid media channel approach, was formed based on the 

frequency of codes relating to channel specific knowledge and a multi-channel 

approach.  Industry experts consistently highlighted the impact of a “full funnel” 

(appendix 7.4.1) approach and the phasing of this.  The importance of media 

being present during the awareness, consideration, and conversation process of 

the consumers’ journey was explained, as well as the idea some channels lend 

themselves specifically to one phase.  For example, OOH provides frequency, 

and location based advertising, which drives brand awareness, whereas digital 

channels lend themselves to quick measurement, meaning ROI will be higher, 

and results are often seen quicker.   

All participants stated they would recommend a multi-channel approach rather 

than single channel advertising to luxury fashion brands.  This is because they 
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believe a “wider audience is reached” (7.4.2) and a “whole picture” (appendix 

7.4.4) of the brand and campaign can be created. 

The final category revealed was external pressures which was created from the 

combination of two final codes, the changing market and consumer 

understanding.  As well as digitalisation, the other key factor causing market 

changes is the ability for the success of digital channels to be measured more 

accurately and quicker than conventional media channels.  Channels like print 

and OOH, where performance is “difficult to track” (appendix7.4.3), are being 

neglected, as companies with commercial targets want to invest in channels 

which guarantee high ROI and subsequently drive sales.  It was also highlighted 

this investment in digital is grounded in luxury fashion companies’ focus on “what 

[their] audience wants” (appendix 7.4.4) and “where people are spending their 

time” (appendix 7.4.2). 

The exploration of research question 2 provided insight into luxury fashion 

brands’ media strategy creation process, and the rationale behind it.  The impact 

of this on consumer behaviour and purchase intent will be considered in chapter 

5. 
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Figure 4.7: Research question 2 thematic analysis 
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Table 4.21: Research question 2 quote table  
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4.3.3. Gen Z and Millennials’ purchase intent 

 

To streamline their targeting and engagement methods, companies need to 

understand the potential impact media can have on Gen Z and Millennials.  

Therefore, it is crucial to understand their behaviour. 

Figure 4.8 is a visualisation of the coding to explore research question 3.  The 

exploration of industry experts’ anticipation of Gen Z and Millennials’ behaviour 

resulted in one key theme, connection.  This theme was established based on 

two categories, brand/consumer relationship and responses to market. 

Brand/consumer relationship was formed from two final codes, consumer 

understanding and consumer values.  It became apparent luxury brands are 

investing time into understanding Gen Z and Millennials as well as their slightly 

older, affluent, conventional target audience.  All participants implied the idea 

targeting Gen Z and Millennials is important, despite having “less purchase 

power” (appendix 7.4.5), as they are the “next generation of luxury consumers” 

(appendix 7.4.5) and “are willing to spend” (appendix 7.4.3), so are “a long term 

investment” (appendix 7.4.1).  In order for younger consumers to relate to luxury 

fashion, industry experts stated media campaigns and strategies need to 

“emulate their lifestyle” (appendix 7.4.2) as “Gen Z is more of a mindset rather 

than a demographic” (appendix 7.4.5).  They believe the way to do this is to 

“communicate with them via digital” (appendix 7.4.2) as “they are always 

connected online”, (appendix 7.4.3) and use media to tap into their existing 

values.  Gen Z and Millennials’ key values, in relation to the luxury fashion market, 

were recognised to be “nostalgia”, “status”, “transparency”, “sustainability” and 

“relatability” (appendix 7.4.1; 7.4.3; 7.4.4; 7.4.5).   

The second category, responses to market, was also formed from two final codes, 

external factors and engagement methods.  A semantic field of change was 

established by the majority of the codes relating to external factors.  This 

encompassed the uncertainty of digitalisation’s impact on consumer behaviour 

as “we absorb information differently now” (appendix 7.4.2) as well as the 

assumption that despite having “less purchasing power” (appendix 7.4.5), they 

will be “where the majority of the money is” (appendix 7.4.2).  This means “even 

if those younger consumers aren’t able to buy the products now, they will” 

(appendix 7.4.1).    
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This assumption is influencing future planning and shaping engagement tactics.  

Luxury brands appear to be investing in lower funnel activities to begin building 

a connection with younger consumers by creating an earlier point of engagement.  

This means even if they are not currently contributing to sales, their brand 

awareness and brand love is increasing.  Participant 1 stated Gen Z and 

Millennials are currently “less loyal to brands” than their older counterparts, so if 

brands can “tell [their] story and build that base with [younger people] early on, 

then they will be more likely to be interested in actually purchasing at some point” 

(appendix 7.4.1).  The other key engagement method revealed was brands’ focus 

on connecting with Gen Z and Millennials by catering media to their “lifestyle and 

mindset” (appendix 7.4.5), and use this to “influence, help to retain, and bring on 

consumers” (appendix 7.4.4).  

Overall, the exploration of research question 3 assisted in establishing experts’ 

opinions of Gen Z and Millennials’ position within the luxury fashion industry and 

how companies are already adapting to this by forming connections.  How this 

may impact Gen Z and Millennials’ purchase intent will be considered in chapter 

5. 
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Figure 4.8: Research question 3 thematic analysis 
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Table 4.22: Research question 3 quote table 
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4.4. Triangulation 
Triangulation increases the validity and reliability of research (Saunders et al, 

2023).  Findings from the quantitative research, which supported the TPB, 

provided the foundations of the qualitative research.  Findings from qualitative 

analysis highlighted there are multiple factors impacting the current media 

landscape and European luxury brands’ media approach towards this.  A 

summary of findings is shown in table 4.23.  By combining quantitative results 

with qualitative results, a holistic overview of the luxury fashion media market is 

created, which is discussed further in chapter 5. 

Table 4.23: Summary of quantitative and qualitative findings 

4.5. Conclusion 
This chapter presented findings from quantitative and qualitative data collection 

and analysed these in relation to five hypotheses and three research questions 

which were developed to address objective 2 and 3.  Examining Gen Z and 

Millennials’ beliefs towards print, OOH, and digital media channels, and exploring 

the current media strategies of European luxury fashion brands, has provided 

grounds to address objective 4 in chapter 5.    
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5. Chapter 5 – Discussion and Conclusion 

This chapter triangulates the findings from secondary, quantitative, and 

qualitative research.  Academic and managerial contributions, as well as 

limitations and areas for further research, are also evaluated. 

5.1. Discussion 

5.1.1. Objective 1 

 

Through conducting initial secondary research, it was immediately apparent the 

luxury fashion media landscape is changing dramatically amidst the ongoing 

technological revolution.  Luxury media advertising provides information via 

connectivity and entertainment, meaning the industry has been extremely 

susceptible to digitalisation (Katz, 2019).  Existing literature established 

digitalisation has changed the trajectory of traditional media, and opened space 

for innovation within media (Ruggieri et al., 2018; Alzubi, 2023a).  It is understood 

this process is causing implications for conventional media; a decline in print 

circulation and readership, an uncertainty around OOH advertising, but a rise in 

all digital media due to its instantaneous, flexible and measurable nature 

(Gholampour, 2017; Udenze, 2018; Katz, 2019; Wilson, 2019; Letang and Stillman, 

2020).   

This exploration revealed a research gap surrounding the impact of luxury fashion 

brands’ media strategies on Gen Z and Millennials’ purchase intent.  The TPB 

underpinned this study as it is the most widely recognised model for investigating 

purchase intent, and has been used by studies to address similar research 

questions (Boateng and Okoe, 2015; Tan and Chia, 2007). Objective 1 was 

addressed by understanding how print, OOH, and digital media could affect each 

aspect of the TPB in relation to Gen Z and Millennials.  Table 5.1 summarises 

these key findings. 
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Table 5.1: Summary of secondary research findings 
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5.1.2. Objective 2 

 

Objective 2 was explored through quantitative research which found there is a 

significant positive relationship between consumers’ attitudes, subjective norms, 

and PBC towards media channels, used by European luxury fashion brands, and 

their purchase intent.  The regression analysis conducted stated all independent 

variables were statistically significant as p < 0.001.  These findings supported 

Ajzen’s TPB and built upon existing research.   

Analysis of the coefficients table (table 4.9, 4.12 and 4.15), created from running 

regression tests, highlighted PBC had the highest impact on purchase intent for 

print, OOH, and digital channels.  This was followed by attitudes, then subjective 

norms.  This implies Gen Z and Millennials’ purchase intent is most greatly 

impacted by their perception of their ability to purchase luxury fashion via media.  

This is based on the extent to which they trust the channel, and whether it 

provides enough information to inform a potential purchase.  This was to be 

expected for print media, as existing literature highlights Prints’ main positive 

attribute is it allows consumers have control over the media they consume.  Print 

lends itself to active and conscious engagement, which often leads to strong 

connections being formed within the consumers’ long term memory (Jayawardena 

et al., 2023; Michaelidou et al., 2022).   

However, the fact PBC had the highest impact on purchase intent for OOH and 

digital media contradicts secondary research findings.  It was established in 

chapter 2, consumption of OOH media is beyond the consumers’ control and is 

therefore used primarily as a support medium within campaigns to increase brand 

awareness.  This suggests attitudes and subjective norms would have a larger 

effect on purchase intent related to this specific medium (Dhandyal and Singh, 

2022).   

Similarly, the main disadvantage of digital media discovered through secondary 

research was the fact consumers do not have control over the advertisements 

they consume via digital channels, especially with the invention of ‘pop-up’ 

advertisements (Sembada and Koay, 2021).  Therefore, it could be assumed 

subjective norms and attitudes should have a larger impact on purchase intent 

when investing digital media, however, based on quantitative data results, this 
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was not the case.  Interestingly though, descriptive statistics showed the mean 

values were highest for digital media (see section 4.2), highlighting consumers’ 

attitudes were most positive toward digital media.  Despite this, print media had 

the greatest impact on purchase intent because it had a smaller mean but also 

had a low variance.  This caused a higher Beta, meaning changes in print media 

were more consistently associated with purchase intent.  This contradicts Nielsen 

(2017) and  Munsch (2021) who have predicted conventional media will become 

ineffective for Gen Z and Millennials due to their decreasing attention spans. 

5.1.3. Objective 3 

 

Objective 3 was investigated using qualitative research which resulted in three 

key discoveries (see table 5.2).  

Table 5.2: Qualitative research findings 

The undeniable impact of digitalisation on the luxury fashion media landscape 

found during qualitative research was consistent with the findings within 

secondary research, highlighting the main change in the industry is the decline 

of print media and the rise of digital media.  Wilson (2023) stated Gen Z and 

Millennials’ attitudes are most greatly impacted by motivation, opportunity and 

ability, however, industry experts discussed how it seems they are most 

significantly impacted by authenticity, trust, and relatability.   

Industry pressures which had not been uncovered by secondary research arose 

through qualitative research.  The impact of industry wide budget cuts and an 

increasingly saturated market appear to be having a large effect on luxury fashion 

brands.  This may be impacting the decline in print media so frequently 

referenced in existing literature (Katz, 2019; Ma, Zhao and Mo, 2023).  Luxury 

brands are having to form media strategies with tighter budgets so are investing 
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more in digital channels; these are measurable and therefore create less risk 

(Katz, 2019).   

The second area explored was the media strategy creation process within luxury 

fashion brands.  It was established luxury fashion brands are attempting to adopt 

a holistic approach, meaning they balance internal requirements with external 

consumer desires.  A hybrid media approach and responding to external 

pressures was addressed within chapter 2, supported by quantitative and 

qualitative data.  For example, Alzubi (2023b) stated a hybrid channel approach 

to media strategies is the most successful for maximising cost efficiency; this was 

supported by data.  Also, a Pearson correlation test established there was a 

statistically significant positive correlation between hybrid media strategies and 

purchase intent of European luxury fashion (see table 4.6).  This was supported 

by qualitative data which concluded all five participants would recommend a 

hybrid media strategy, as it increases the depth and breadth of campaigns.   

Qualitative research showed media teams place a huge reliance on campaign 

briefs and face considerable pressure to reach commercial targets and brand 

goals.  This was not acknowledged in the literature analysed in chapter 2.  

The final theme revealed when investigating objective 3 was connection.  This 

encompassed brand/consumer relationships and responses to market.  The 

importance of consumer understanding initially presented in chapter 2 was 

reiterated in interviews with industry experts (Katz, 2019; Ma, Zhao and Mo, 2023).  

Despite participants making multiple references to the importance of brands 

understanding their target consumer, there was no reference to Gen Z and 

Millennials’ resistance to commercial messaging which Roux (2016) stated was a 

key factor for brands to consider when targeting a young consumer.   

There was also a considerable similarity between primary and secondary 

research with regards to the external factors affecting luxury brands.  The effects 

of digitalisation, economic uncertainty, and cost were all frequently mentioned 

(Ruggieri et al., 2018; Alzubi, 2023a; Udenze, 2018).   Despite not being explicitly 

included as a main area of research within this study, the content of the 

advertisement was recognised by academics and industry experts to be 

significant factor impacting the engagement created by media, as it determines 

the connection consumers make with the advertisement (Wilson et al., 2021; Ma, 

Zhao and Mo, 2023; Kim, Lloyd and Cervellon, 2016; Munsch, 2021).  This is an area 

for future research.   
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5.1.4. Objective 4 

 

To achieve objective 4, it was essential to triangulate secondary research, 

quantitative findings and qualitative findings.  The most consistent finding 

revealed from all three was how essential a full-funnel, multi-channel approach 

was when creating a successful media strategy.  Alzubi (2023a) and Jayawardena 

et al., (2023) were among many academics who argued a multi-channel media 

method would increase financial efficiency and improve communication to 

consumers.  This was supported by quantitative data which established a 

statistically significant positive correlation between hybrid media strategies and 

purchase intent.  All five industry experts supported these findings, stating that “if 

you have more money to invest in a full funnel approach, then of course you're 

going to get stronger report” (appendix 7.4.2) and activating every channel 

“increases reach” (appendix 7.4.3) and creates a “whole picture” for the 

consumer (appendix 7.4.4).  All interviewees frequently highlighted the 

importance of campaign objectives and budget.  Whilst this may cause fluctuation 

in the percentage mix of channels, a multi-channel approach should always be 

used by European luxury fashion brands. 

Section 5.2 explores objective 4 further by presenting a recommended split of 

channels within a media strategy for European luxury fashion brands. 

 

 

5.2. Conclusion and Recommendations 
This study was successful in addressing all four objectives, and achieved the 

overall aim to establish how print, OOH, and digital media channels impact 

purchase intent of Gen Z and Millennials in the European luxury fashion industry.  

Research concluded print media had the largest impact on purchase intent, and 

three key themes form the foundation of the  European luxury fashion industry, 

digitalisation, a holistic approach, and connections.  Figure 5.1 presents a 

recommended media strategy, based on these conclusions, to be used as 

guidance for European luxury fashion brands. 
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It is recommended 20% of total media used within a European luxury fashion 

campaign should be OOH, 40% should be digital, and 40% should be print.  

These percentages are approximate figures to be used as guidance.  They are 

based on findings which concluded, Gen Z and Millennials’ purchase intent is 

most greatly impacted by print media, they have the most positive associations 

with digital media, and OOH is most appropriate for supporting other channels.  

Figure 5.1 and 5.2 show a further breakdown of the justification behind the 

recommendation, and table 5.3 explains this in greater depth. 

Figure 5.1: Recommended media channel split 

 Figure 5.2: Recommendation breakdown 

40%

40%

20%

Recommended media channel mix for European luxury fashion brands

Print Digital OOH
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Table 5.3: Recommended media channel split with justification 

The success of this strategy would be dependent on various other factors, such 

as advertisement content, media location, and campaign objectives, which are 

areas of further research and are discussed in section 5.6. 
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5.3. Academic contributions 
This study was assisted by many existing papers.  Boateng and Okoe (2015) and 

Tan and Chia (2007) significantly contributed to the research design.  Discussions 

surrounding the TPB and media landscape were greatly influenced by Ajzen 

(1991), Alzubi (2023a), and Katz (2019).  This study contributes to existing literature 

surrounding the effects of media advertisement on consumer behaviour, and 

explores this in relation to the European luxury fashion market, which was 

previously a gap in academic literature.  Utilising a mixed methods approach, 

based on Ajzen’s (1991) Theory of Planned Behaviour, enabled results to be 

triangulated to critically analyse findings, and establish the impact of each media 

channel on Gen Z and Millennials. 

5.4. Managerial contributions 
Conducting quantitative research with consumers and qualitative research with 

industry experts allowed relationships between Gen Z and Millennials’ behaviour 

and experts’ opinions to be identified.  Comparing primary research with 

secondary research provided a holistic overview of the luxury fashion media 

landscape, and enabled the creation of a recommended media strategy for 

European luxury fashion brands.  For a rapidly growing industry, this 

recommendation has the potential to provide the foundation for successful media 

strategies.  It will assist in increasing brand awareness and revenue by balancing 

financial efficiency and consumer preference. 
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5.5. Limitations 
Whilst credibility and reliability has been maintained throughout this study, there 

are limitations which have been identified in table 5.4. 

Table 5.4: Limitations of study  
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5.6. Further research 
Areas for further research have been addressed in table 5.5.  Exploring these 

areas would enhance the academic and industry value of this research by 

providing a more well-balanced outlook of the luxury fashion industry. 

 

Table 5.5: Areas for further research 
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