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Examining the Consumer Behavior Path in Men’s Luxury Brands: From Purchase Intention to

Brand Advocacy (Case Study: Consumers of Hugo Boss and Giorgio Armani)

Hossein Norouzi'*, Shiva Roosta Rafiee!
!Department of Business Management, Faculty of Management, Kharazmi University, Tehran, Iran;
norouzi@khu.ac.ir
Abstract:
Today, luxury brands go beyond being symbols of wealth and social status and have become an integral part of contemporary lifestyles, offering consumers an emotional
and cultural experience while enabling the expression of personal identity and social distinction. This study aimed to examine the consumer behavior path in men’s
luxury brands in Iran, from purchase intention to brand commitment and brand advocacy, focusing on consumers of Hugo Boss and Giorgio Armani in Tehran. A
descriptive-survey method was employed, and a sample of 385 participants was selected using multi-stage cluster and convenience sampling. Data were collected
through a standardized questionnaire with a five-point Likert scale and analyzed using SPSS and AMOS. The findings indicated that personal factors, social factors,
fashion innovation, fashion involvement, perceived brand value, and fashion lifestyle significantly influenced purchase intention, which in tum facilitated the
development of brand commitment and brand advocacy. It is recommended that luxury brands focus on creating emotional experiences, offering innovative and unique
designs, and leveraging social marketing and loyalty programs to sustainably enhance purchase intention, brand commitment, and brand advocacy.
Keywords: Fashion involvement, industry of apparel, lifestyle, perceived value, purchase intention
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& Purchase Intention

" Purchase Commitment
8 Brand Advocacy

° Consumer Behavior

doddo—)
5 Doy sled 5l 18 N S glaniy eyel lis o
ol sloadlie 5l (S 4 g wis slosal Coabye
Y5 w5 D] whas fos jeln’ Sw; S
doe S o BaSdras ol sl 59
Sl (Sp g bl (glayz aSly s golazdl
oy ols (o295 @ 3las (ulul g s p (DAL &S
ook 5l ass co Sl 81,3l & YIS 1 G e [Y] el
o [v] wus (Lo, s Sl TL adly 095 daws
g ol e (oulid ol slah;)l Jel> 5o
T8 Cugh a (PSS 53 (catn A 5 s led
Grae ol Gloans o [f] auS o Wl T e
Slodasy & by 23 4 dguze jl3; 5l WS'g) slanip
oS o [¥] el ons bas claxal g Sin s
@byl bl s Vb cead b ooV B0 Ko
SV Soww g sloizl plad (go8 Cuse lo ol
o 1.l b ool cmgo i ol L] Wil o Ogunee
by ad; 53 60,Shee Bpo slajls 5l 59 25
2 Lol oyem wisn ol g Loy, slae Sl
@ e o o)l oS S olpl wsile (onelse
SRS cel bl Kl 4 axg g e
o290 [7] 058 o0 Sl slasi w3 Oglite (slagSl

! Luxury Brands

2 Lifestyle

3 Individual Identity

4 Collective Identity

® Fashion-Oriented Lifestyle
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2 Willingness to Pay More
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! Luxury
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® Brand Credibility
& Consumer Engagement
7 Self-ldentity
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! Long-Term Relationships

2 Active Social Action

3 Social Interactions
4 Brand Image
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2 Consumer Innovativeness

WS o Wyl 08 elaizl oSl 5 edgs wiudibge
SYL b b ool ses o las opms aales V0]
Loy els 59 oy 4y 6 i hled o 2l,S g0l
62,8 syl bl Giali8l sl o)1l oy (]
ey m NPl wS e b eleixl Gindy g
5 o O i Olules] g9zt o ol SOOI
ol D0lsjls oSt e 5 3 lin oloj a2
o cbuil b & Sy slosin Gpae oszlr
Conl gad g Sl slay o oSl (golaidl | dlie
SELaGly, ol (See eld, wlgee o
Ao (pl Eaezme 0 Lyl ws Cogd |y 0SS pae
3Rl (G950 slojls 4 (95wl Bayb 5l (atd adlse
Slotie;  slozl et g ol (obass sl
510 5 g co uSel slaniyy 0 5 2 (6,5 IS
5 25 ke plyiea Ghagy ool 0 S aas V8
saiy] 1o 5o YIS S5 g5 (sl 005 b pno ailalST
coile sl ol oo ey ol 51 AV] 098 oo ci a5 Sy
S ol (18 ¢ 223 Rl (nl Cusi b patd Jolge
2 Sl Sd Gladiy B aad S USs e
2295 o0 il p) dnd B s

A S sloip 0y 3 aad e olge Vi b
S5l (6 lolixe g Cuiio

Sy 5 b g e 40 (591g5 Y-

locS dons! 5 pdu lp ol,8l bl e 0 6,9l

3,00 o)Ll oy el sadsl e po wyazr S¥gams

! Social Distinction
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4 Brand Awareness
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! Fashion Involvement
2 Functional Use
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! Pleasurable Experience
2 Symbolic Experience
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! Sustainable Loyalty
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