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Fashion and audio branding: The analysis and interpretation 
of luxury fashion marketing concepts

Yulia Malenkayaa   and Aliona Andreyevab 
aFaculty of Economics, Marketing Department (Moscow), Lomonosov Moscow State University, Moscow, 
Russia; bGraduate School of Management, St. Petersburg State University, St. Petersburg, Russia

ABSTRACT
Fashion and music serve as the key identity markers in any historical 
period. In the twenty-first century the symbiosis of fashion and music 
as the interdependence of visual and audio constituents of time has 
found its development in the frame of marketing theory, which links 
the branding of luxury fashion apparel with audio branding. The 
article contains an analytical review of contemporary luxury fashion 
marketing concepts, as well as the analysis of audio communications 
being used by high-end fashion brands. The specific aspects of the 
contemporary luxury fashion market, such as multidimensional 
product perception, emotional drivers of buying behavior, and hedonic 
and aesthetic motives of consumption are discussed in terms of their 
dynamics and in relation to the latest brand-management concepts 
and approaches. Audio communication is considered in a broad socio-
cultural context of music semiotics, from the perspective of modern 
media and is interpreted with reference to the development of key 
fashion brand equity drivers. As a result, three strategies of brand 
management based on the conscious use of music are distinguished: 
luxury strategy, fashion strategy and interaction strategy. The authors 
formulate key techniques, formats and methods of building fashion 
brand equity via audio-communication with reference to familiar 
cases from business practice.

时尚和音频品牌 : 奢侈品服饰营销理念的分析与解读
有闲阶级基本经济理论的起源 是由托尔斯泰凡勃伦在第十九世
纪末开发的 奢侈品通过获取各学科的规律 如哲学、历史、经
济心理学等 在整个二十世纪得到全面发展的理论 并在同一时
间宣布它与大众营销的原则和规范背道而驰。然而 构成奢侈品
营销文学的主体作品却屈指可数。而专用于奢侈品行业营销的方
法和原则的作品 如服装行业 更是罕见在享乐的消费方式下对
审美、象征、购买行为的情感动机进行研究 是对奢侈品营销的
理论 特别是对服装营销的一个很突出的贡献。这种方法在与产
品互动的过程中 把享乐消费定义为多感官感知的过程 味道、
声音、气味、触觉感受和视觉形象 想象、情感的投入和消费
者的反馈 多传感器图像生成 。它在最新的作品中发现了当今
时代发展的紧迫性 这对审美感知和体验的概念来说是一个贡
献。有人认为 消费者对奢侈品的态度是多维的 它不仅暗示着
消费的理性功能性动机 还有情绪反应 – 从日常生活中获得审美

KEYWORDS
Audio branding; aesthetic 
cues; branding strategy; 
hedonic experience; brand 
equity; fashion marketing

关键词
音频品牌; 审美线索; 品牌
战略; 享乐体验; 品牌权益; 
时尚营销

ARTICLE HISTORY
Received 31 August 2015 
Revised 19 April 2016 
Accepted 22 April 2016

© 2016 Korean Scholars of Marketing Science

CORRESPONDENCE TO Yulia Malenkaya  yulia.malenkaya@gmail.com



2  Y. MALENKAYA AND A. ANDREYEVA

经验 这成为了意义、象征创作和演绎过程的起点 以及一种社
会地位和自我扩展的发展。因此 对于消费者来说产品的实用性
仍然很重要 但主观的象征特征更是至关重要的。 这些概念成
为对奢侈的现代理解和概念化的关键。

同时 普通的品牌管理和营销传播的发展已经导致了几个显著
的问题。这些问题对于大众营销理论和实践的发展 也包括奢侈
品的品牌体验概念 多种通信 互动性 连通性和创造方法等
是相关而且迫切的。这种新的营销大环境已经为多规律交叉学科
的问题赋予了新生命 包括心理学、社会学、神经营销学 审美
学问题 符号互动论和许多其他领域的理论。在市场领域中一种
新的营销分支已经形成了一种音频品牌 在市场中作为一种有意
识的方式来进行音频的传播和交流。音频品牌的起源可以追溯到
2009年 指的是由科尼利厄斯林格博士 凯布朗纳和莱纳希尔特
在汉堡发展的音频品牌研究院 ABA 。这是第一个通过全球范
围内品牌推广的力量 促进对既复杂又负责任的有声和无声的使
用的机构。ABA的代表人员是这样定义音频品牌的 它是通过在
品牌传播的范围内使用有声元素来使品牌发展和品牌管理有声化
的过程。它是多感官品牌传播和整体品牌设计的一部分。音频品
牌旨在以一种独特的方式建立一种牢固的能代表一个品牌身份和
价值的声音。音频标志 使功能性的声音品牌化 音乐品牌和声
音品牌是音频品牌的特征。

本文致力于在一个更广泛的音乐符号学的社会文化背景中考虑
音频品牌的概念 并把它的潜在能力作为品牌管理过程中的战略
工具。因此 本文的目的是制定面向关键的时装品牌资产驱动程
序的发展的音频品牌战略 并为每个战略提供音频通信的主要原
则。这个目标意味着有一系列问题需要解决。首先 有必要回顾
最新的时尚奢侈品营销理论 勾勒出当代时尚营销概念的概貌。
这一理论上的回顾应该为品牌管理的发展趋势和具体时尚行业的
问题给予解释。其次 音频品牌的活动应该在企业实践的知名案
例的基础上进行分析 并要以全球服装品牌为例。其结果是 音
频品牌在时装品牌管理及服饰品牌资产的发展方面作出的贡献将
被赋予定义。这将为以下结果创造背景
•  特定的为奢侈品服装品牌制定的音频品牌策略;
•  音频品牌概念丰富化的建议 将它带到理解和实际操作的新水

平。

1. Introduction

The beginning of the twenty-first century saw challenges to the most fundamental economic 
theory of luxury as developed by Veblen at the end of the nineteenth century (Veblen, 
1899). The contemporary luxury market has transformed from its traditional conspicuous 
consumption model to a new experiential luxury sensibility, characterized by a change in 
the way people define luxury (Wiedmann, Hennigs, & Siebels, 2007). This can be seen in 
reports on luxury market trends, as wealthy people have become more sophisticated in their 
buying behaviors, beyond the traditional conspicuous consumption drivers of status and 
prestige to more discerning and considered consumption factors (Ledbury Research Ltd, 
2008). “Contemporary consumers use consumption to make statements about themselves, 
to create identities and to develop a sense of belonging” (Atwal & Williams, 2009, p. 339). 
Luxury fashion demonstrates a significant behavioral shift from a model of, “what you wear” 
to a more personalized, “what you do” or even, “who you are”. Motives of self-determina-
tion and personal identity extension have become the key drivers of fashion consumption. 
Therefore, the new context for luxury fashion consumption should be reconsidered in order 
to meet the growing expectations of luxury consumers, calling for deeper brand experiences, 
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symbolic insights and creative interaction. In response, the conscious, strategic complexity 
of marketing communications, allowing for more interaction with the consumer in a highly 
personal, multi-channeled and emotionally demanding manner, should be developed. This 
paper focuses on audio branding as a form of marketing communication as a solution to 
these issues. We will consider the broad socio-cultural context of music semiotics within 
the framework of developing fashion brand equity. As a result, three strategies of brand 
management based on the conscious use of music will be proposed. In addition, the key 
techniques, formats and methods of building fashion brand equity via audio-communica-
tion will be analyzed using business cases.

2. Literature review

2.1. Anti-laws of luxury marketing

Taking its origin from the fundamental economic theory of the leisure class, developed by 
Thorstein Veblen at the end of the nineteenth century, the theory of luxury has evolved 
throughout the twentieth century, borrowing insights from various disciplines such as phi-
losophy, history and economic psychology, and at the same time, aligning with the principles 
and paradigms of mass marketing (Kapferer & Bastien, 2009a) based on their formulation 
of anti-laws, not something revolutionary but undoubtedly presenting an important gen-
eralization of key managerial principles of luxury branding.

Rather than focus on “brand positioning” this paper will examine brand identity: “Luxury 
is the expression of a taste, of a creative identity, of the intrinsic passion of a creator; luxury 
makes the bald statement, ‘this is what I am’...” (Kapferer & Bastien, 2009b, p. 316). Here, 
the concept of identity becomes a central concept of luxury brand management. Kapferer 
and Bastien (2009b) suggest that brands keep a distance between themselves and the con-
sumer, maintaining the authority of the brand and its image of an unattainable ideal of 
taste, as a creator and a generator of ideas, anticipating fashion trends. These ideas find 
their development in the following anti-law: cultivate closeness to the arts. In order to keep 
its aura of exclusiveness, the luxury brand should appeal to non-mass, non-popular art. As 
for the fashion brand, it is especially important to appeal to contemporary art, in line with 
the brand’s vision of modernity:

… luxury brands are cultural forces. Luxury is about taste education. This is why it flirts so 
much with “Avant Garde” art. Luxury brands do not aim at being popular […], but at setting 
the long lasting standards of taste for tomorrow. (Kapferer & Bastien, 2009a, p. 28)

The example of the negative involvement of luxury fashion brands in pop culture was 
explicitly discussed in our recent paper on hip-hop culture (Andreyeva & Malenkaya, 2014). 
The successful collaboration between fashion houses and contemporary academic music 
as an art for initiation, will be presented in Case No. 1 and Case No. 2.

Kapferer and Bastien (2009b) also declare the special role of advertising for luxury brands, 
whose purpose is to create a dream and not to sell. The efficiency of luxury brand advertising 
should not be measured in terms of sales growth. In order to create a dream, a luxury fashion 
brand needs to exploit strong and sophisticated artistic images, involving the audience both 
cognitively and emotionally. An example of this approach will be illustrated in Case No. 3.

Also, Kapferer and Bastien pay attention to the specificity of the fashion industry and 
highlight the difference between Luxury Strategy and Fashion Strategy. In contrast to 
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absolute timeless luxury, considered as never-fading classics, fashion is always subject to 
impetuous dynamics, beating to a rhythm of alternating seasons and tendencies. Although 
we consider the distinction between luxury and fashion strategies, we tend to interpret it 
in a new way. From our point of view, fashion could be positioned as an absolute luxury 
as well, if we are speaking about high fashion (haute couture), as produced exclusively and 
custom-made. We consider that both strategies are applicable to fashion houses and sug-
gest a Distancing Strategy as an audio branding approach corresponding to luxury strategy. 
The choice of contemporary academic music, in this case, appears to be a common audio 
branding practice. The format of music theatre both finds its place within the fashion show 
practice, and appears in co-creation art projects. In contrast to luxury strategy, the so-called 
fashion strategy is much more wide-spread among fashion brands. It will be illustrated by 
Case No. 4, which gives insights into an audio branding approach used, which we define 
as an Adaptation Strategy.

2.2. The extension of self through the brand experience

The postmodern cultural context makes consumer demand more oriented on such indi-
vidual motives of consumption as hedonic seeking of new experiences and the extension 
of self via symbols and the possession of meaning. Luxury is being perceived through the 
celebration of personal creativity, expressiveness, intelligence, fluidity and the priority of 
meaning over function or utility (Dumoulin, 2007). Luxury fashion, in this context, is much 
influenced by the growing involvement of man in the process of creating individual images 
and styles, which is defined as a tendency towards the production of self in the context of 
eluding, constantly changing eclectic images, generated by modern culture and fashion 
(Kaiser, Nagasawa, & Hutton, 1991).

The purchase of luxury is motivated very often by the desire to attain symbolic meanings, 
which it possesses, but not because of its material properties: “...signs and images have become 
more important than what they stand for” (Atwal & Williams, 2009, p. 340). Trying to adapt 
this concept to the fashion industry, Cho and E. Workman (2014) state that the apparel 
purchasing process is mainly guided by sensory feelings and aesthetic motives. Based on 
this, fashion apparel is defined as “experience goods” and “multisensory aesthetic products”.

This leads to the development of a new marketing approach, the key principles of which 
are interactivity, connectivity and creativity. The nature of these aspects takes its origin 
from consumer demand for symbolic meanings, personal interpretation and creative inter-
actions. These notions are relative to the concept of emotional response: a desire to get an 
aesthetic experience in daily life (Loureiro, Koo, & Ribeiro, 2013). This new marketing 
approach is defined as “Experiential marketing” (Atwal & Williams, 2009; Brakus, Schmitt, 
Zarantonello, 2009; Hirshmann & Holbrook, 1982) and has developed as an alternative to 
the features-and-benefits marketing view. Referring to the theories of hedonic consump-
tion, symbolic interactionism and experiential economy, Pine and Gilmore (1999) view 
consumers as emotional beings concerned with achieving pleasurable experiences (Atwal & 
Williams, 2009; Kim, Ko, Lee, Mattila, & Kim, 2014). This concept focuses on the aesthetic, 
contextual, non-functional, symbolic aspects of the consumer experience generated by any 
contact with products. Marketing specialists have started to pay more attention to their 
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target audience’s lifestyles (Park, Song, & Ko, 2011). As for the luxury apparel industry, it is 
inherently close to this concept, since lifestyle is a key dimension of any fashion brand, and 
the experience of visiting a boutique is of paramount importance for any company within 
the sector. Models explaining how to implement the principles of experiential marketing are 
being developed now within both the academic and business fields (Grigorian & Peterson, 
2014; Hogan, Almquist, & Simon, 2004; Atwal & Soumya, 2012).

The concept of experiential marketing brings to life the notion of the “brand experience”, 
which is comprised of sensory, affective, intellectual, behavioral and social consumer inter-
actions with a brand (Brakus, Schmitt, & Zarantonello, 2009). The recognition of sensory 
experience importance implies the inclusion of all the five senses (vision, sound, smell, 
touch, taste) into brand communications. Multisensory branding allows a multidimen-
sional, long-lasting brand experience, engaging maximum memory stimuli of the consumer 
(Lindstrom, 2005). Obviously, it is necessary to view fashion apparel not only as a way of 
satisfying functional needs, but also as an object, on which the consumer displays his/her 
personality and purchase for the sake of an experience complying with his/her lifestyle. 
Therefore, fashion brands require customer experience management as a marketing prin-
ciple. An example of successful brand experience realization is illustrated by Case No. 5, 
giving an example of an audio branding approach which we define as an Interaction Strategy.

3. Research method

The research method applied in this paper is that of a case study, a traditional form of 
management methodology (Guercini, 2014; Woodside & Wilson, 2003; Woodside, 2010). 
The analytical descriptions of best audio branding practices among high-end fashion 
brands serve as the basis for this chosen qualitative methodology. Audio communication 
is considered in the light of specific aspects of the contemporary luxury fashion market 
(multidimensional product perception, emotional drivers of buying behavior, hedonic and 
aesthetic motives of consumption), and is interpreted with reference to the development of 
key fashion brand equity drivers.

The fashion brand equity drivers are derived from the general brand equity concept 
(Aaker, 1996) and adapted to a fashion perspective via the model of luxury fashion brand 
anatomy (Fionda & Moore, 2009). The model describes luxury fashion brand structure as 
nine complementary components: culture; clear brand identity; marketing communications; 
product integrity; design signature; premium price; exclusivity; heritage; environment and 
service (Fionda & Moore, 2009). This model corresponds with different approaches to 
brand equity definition (customer-based brand equity). For example, it is easily revealed 
that “perceived quality”, as suggested by David Aaker, is one of the five components of brand 
equity and is related to luxury fashion brands in such attributes as exclusivity, premium 
price and product integrity (Aaker, 1996). Hence, “Associations” are managed in the case of 
luxury fashion brands via identity, cultural DNA and brand heritage, as well as marketing 
communications and design signature. This conceptual comparison of models can be used to 
mark the specificity of the luxury fashion industry and the special methods needed for brand 
equity building. As a result, three strategies of brand management based on the conscious 
use of music are distinguished: luxury strategy, fashion strategy and interaction strategy.
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4. Research model

4.1. Case no. 1. Chanel collaboration with contemporary academic music

Contemporary academic music could become a platform for dialogical brand–consumer 
interaction, creating a link with true culture, modern art and the aura of exclusiveness. It 
enriches the cultural DNA of the brand and embeds it in the “elite” medium by creating a 
distance from popular culture and mass music. The example of such a “distancing” strategy, 
implemented via academic music was seen in the collaboration of Gabriel Chanel with 
Diaghilev and his avant-garde ballet group. In 1924 Chanel embedded her iconic minimal-
ist aesthetics in the costume design of the ballet “Le train Bleu”, followed by the inventive 
polytonal scores of Darius Milhaud. Diaghilev challenged the traditional canons of the 
ballet performance by using innovative music, eccentric and highly athletic choreography 
of Russian dancers and wildly colorful sets and costumes which were heavily influenced by 
the Ancient East, in addition to abstract, cubist and surrealist art. This collaboration inserted 
Chanel into the cultural heritage of music theatre and enriched the cultural background of 
the brand. The plot of the ballet itself provided the brand with associations of success and 
luxury, as well as linking it with the symbol of the modern époque – the train “de luxe” – 
Le Train Bleu. The train had become a common byword for the most successful and elite 
sections of society at the time, since only rich Europeans, travelling from Paris to the French 
Riviera, could afford to travel on it. Costumes by Coco Chanel became a quintessence of 
modern fashion. The ballet itself changed the landscape of dance and influenced a century of 
design, providing the Chanel fashion house with very distinctive positioning in the context 
of innovative avant-garde art and non-mass culture.

This case offers some important and critical findings about the marketing potential 
of the collaboration between this fashion brand and contemporary academic music. It 
demonstrates how to create a distance between the everyday routine and the high brand 
aesthetics of dreams and the aura of success. Another valuable finding is that ballet, as a 
synthetic audio-visual art, demands emotional and cognitive involvement of the audience, 
as well as personal interpretation and an internal dialogue of the viewer with him/herself. 
Being a part of this art communication, the fashion brand finds itself in a very beneficial 
context, where it is able to interact with the consumer. Such interaction meets and satisfies 
the introvert motives of the modern consumer, providing him/her with symbolic meanings, 
unique personal experience and creative interactions. Therefore, contemporary academic 
music theater can become a way of building a luxurious, high-aesthetic fashion brand, sat-
isfying the hedonic motives of consumption and being appreciated by consumers for what it 
symbolizes. The inherent communicational ability of music finds its urgency within today’s 
shift of luxury perception from showing to knowing, and brings new issues into the field 
of audio branding: symbolic meanings, personal interpretation and creative interactions.

4.2. Case no. 2. Maurizio Galante fashion show in the format of an opera concert

Maurizio Galante’s spring/summer 2010 fashion show is a vivid example of the so-called 
Luxury Strategy. The show was held on the stage of the Italian Cultural Institute in Paris, 
in the format of a contemporary opera concert by American opera singer June Anderson. 
Being accompanied by Jeff Koen, she performed six arias and showcased six evening dresses 
by Galante, who was also a part of the action, helping the Diva to transform her gown. This 
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was an example of a unique fashion show, featuring the exceptional Couture style and the 
silhouettes of flowing fabrics alongside the voice of an opera singer accompanied by atonal 
contemporary music. The idea of true luxury, in this case, is embodied in the frame of high 
opera culture.

The Defilé Concert has found its continuation in the international exhibition “Style on 
stage. The Art of Elegance”, demonstrating these gowns developed by Galante for Anderson. 
The catalogue of the exhibition contains a thorough description of this event, which we 
consider a perfect fashion brand communication example as it embodied the principles 
of luxury strategy (“Style on Stage”, 2013, p. 31). The collaboration with academic music 
allows it not only to extend the brand’s identity, interweaving cultural contexts into its DNA, 
but also to involve the consumer in the process of a dialogue with new senses generated 
by the brand.

4.3. Case no. 3. Dior music video with Marion Cotillard

Dior House promoted its fall/winter 2014 collection by a music video with Marion Cotillard. 
The experimental composition “Snapshot in LA”, created by the actress together with the 
front man of a popular British group, Metronomy, blends the melodious French chanson 
with futuristic electronic sound. Ignoring the law of gravitation, Marion Cotillard demon-
strates the Dior collection, moving to the melodic ambience of avant-garde electronic acous-
tics. In that way, the Dior brand manages to evoke its French origin, riding the groundswell 
of a trendy music wave. A dream of non-banal beauty and stunning inner power is commu-
nicated via the image of Marion Cotillard, whereas the overcoming of gravity generates the 
association with a willingness to overcome stereotypes and a connection with the absolute 
freedom of creativity.

4.4. Case no. 4. Fendi: Building brand identity through music

Fendi fashion house’s identity includes three basic attributes: Italian origin; precious materi-
als (fur and leather) using hand-made production with exceptional traditions; and belonging 
to the highest sphere of global fashion, due to the absolute freedom of design creativity. 
The development of these key brand attributes started in the fur ateliers, working with 
the highest standards of Italian craftsmanship, and in collaboration with Karl Lagerfeld, 
who made the fur from surprisingly flexible, plastic and trendy material. Italian opera was 
chosen as a key means of communicating these values, providing the brand with a very 
suitable luxury context, and making it part of high music culture. The signature Fendi style 
fur lining, muffs and mantels were on display in productions from Verdi to Puccini and 
from Mozart to Bizet.

Sometimes, it was a truly harmonious collaboration, which became the brand’s heritage: 
for example, a fur mantle made for opera star Raina Kabaivanska in 1984 for La Traviata. At 
the same time, in the music theatre Fendi was able to experiment with lines, materials and 
techniques that they then transferred to their fashion house couture. Such experiments were 
also seen in the costumes created for Bizet’s Carmen in 1986, directed by Pier Luigi Pizzi. 
The costumes made of jeans were a striking chromatic reinterpretation that was essential 
and modern. This interpretation became a big provocation, but exactly in this way the spirit 
of unlimited creative aspiration has become a distinctive feature of Fendi, providing this 
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brand with its unique design signature: associations with couturiers. As a result, Fendi has 
found itself in the groundswell of the most daring fashion trends.

The launch of Fendi perfumes was also carried out through music. The fragrance line 
Fan di Fendi embodied the ideas of an unbounded creative spirit in mass perfume products. 
The focus was trained on the absolute freedom of creativity. In the world of ephemeral 
fragrances, the advertising videos with a strong audio support, together with the events, 
created an atmosphere and mood of Fan di Fendi which became the main marketing tool.

The advertising video of the female fragrance Fan di Fendi Eau De Parfum was cut in the 
setting of an illuminated corridor, resembling the entrance to the hall in a rock concert. As 
the face of male fragrances, Mark Ronson, an English musician, composer and producer, 
was selected. Widely acknowledged due to his personal work and his collaborations with 
Amy Winehouse, Lilly Allen, Duran Duran and many other well-known musicians, he 
embodied the spirit of creativity in the popular music world. The advertising campaign 
featured Ronson in terms of a very organic image of an idol at the center of everybody’s 
attention – exactly in the way that a man wearing Fendi should be perceived by the potential 
consumers.

For the promotion of Fendi fragrances, a large-scale entertainment project, Fendi 
O’Parties, was organized comprising music parties organized in big cities throughout the 
world, allowing the brand to implement the concept of Fan di Fendi in a very distinctive 
multisensory perception format. The special atmosphere and the mood of Fan di Fendi 
were provided by the invited musicians, under the brand’s patronage. In this way Fendi 
translated its identity into the perfume market and developed an emotionally involving 
communicational strategy.

Therefore, taking brand identity as a starting point, the company developed marketing 
communications by uniting different areas of business using a common idea. The idea of 
Fendi’s creative spirit is translated and interpreted differently, depending on the object and 
purpose of communication: Italian opera stands for the representation of haute couture 
Fendi fashion, whereas the more affordable perfumes are communicated via popular music 
producers and groups.

The approach, implemented via conscious audio communications adaptation, is close 
to the one defined by Kapferer and Bastien as Fashion Strategy, and is widely used by 
global fashion houses such as Givenchy, Dior, and Dolce & Gabbana, for example, which 
can be defined as an Adaptation Strategy. Different music genres are chosen according to 
the target audience of a product line and its market positioning, while music semiotics 
embodies fashion house identity in each case. This allows the fashion brand to deliver its 
values, heritage and design signature to different consumer segments, keeping the brand’s 
identity and integrity.

4.5. Case no. 5. Burberry Acoustics project

Among fashion brands, Burberry is the one implementing experiential marketing in the 
most consistent and successful way. Having survived several crises, Burberry managed to 
revive its reputation in the twenty-first century and defines its brand through the following 
values: Britishness (strong bounds and associations with British culture); authentic outwear 
heritage; innovation and intuition; historic icons (the trench coat, trademark check and 
Prorsum knight logo); and democratic luxury positioning (Burberry, 2015).
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The revival of the Burberry image was carried out via new marketing communications, 
oriented on interactivity, connectivity and creativeness. The company relied on the genera-
tion of digital natives and implemented digital marketing strategically. And sound became 
one of the key components of Burberry’s digital platform. Audio communication is used to 
support and enrich visual communications (shows, performances and catwalks) and also 
as the basis for a long-lasting personal brand–consumer interaction. The matter concerns 
Burberry’s Acoustic platform, functioning as a page of the official site, structurally equal 
to the main pages. A musical page is placed among the key product categories of the brand 
in order to demonstrate that, along with fashion apparel, Burberry offers lifestyle options. 
The page is constituted of music videos, played in an acoustic form. Each element of this 
communication transmits this or that value for the Burberry brand, providing the viewer 
with a multidimensional and sensually tangible audio-visual image of Burberry:

Place: symbolic for British culture: Greenwich Park, Birmingham etc. The background of 
the video is usually very British as well: an ideal British lawn or some typical architecture. 
In this way the brand’s historical and cultural connections with Britain and its climate are 
accentuated.

Music: acoustic, obviously imbued with the codes of British musical traditions. All the 
tracks accentuate the role of live sound in its connection with surrounding space. The style 
is Brit-pop or post Brit-pop.

Musician: wears Burberry apparel, obviously recognizable by the typical patterns, such 
as trademark check, silhouettes and fabrics. The project involves young British musicians 
who are not signed up with the big record labels, cultivating so-called Indie music.

Instrument: piano/grand piano/synthesizer and the acoustic guitar are most frequently 
used. Each music video focuses on the strings, keys and hands of the musician, communi-
cating the ideas of personal creativity and authenticity, embodied in the cultural DNA of 
the Burberry brand.

Atmosphere: videos are stylized in a common format and visually communicate natural 
subdued tones: warm beige and green color codes of the brand, perfectly matching the 
acoustic sound and the phonation of the surrounding space. Videos engage in the world 
of the brand and provide the viewer with an interactive experience of Burberry via the 
multisensory communication.

Burberry Acoustic, as a music channel supporting young musicians, discovers a way of 
organizing the interactive brand–consumer experience and proposes an authentic audio 
branding strategy different from the ones already discussed. Videos are frequently updated, 
presenting young musicians whose works correspond to the Burberry identity. Brit-pop style 
music becomes an involving and entertaining experiential communication of key brand 
attributes, including country-of-origin effect, color codes, creative spirit and lifestyle. As 
the consumers were born in a digital époque only this kind of experiential marketing could 
generate emotional feedback.

Therefore, Burberry’s marketing strategy is oriented on the involvement of the consumer 
in long-lasting brand–consumer dialogue. Music of a certain style becomes an unobtrusive, 
but very engaging communication of brand culture, which reflects and transmits it in the 
form of lifestyle. It is important that the consumer appears to be a central part of brand 
image formation. Taking all of this into account, we are going to define this audio branding 
strategy as Interaction Strategy. The organization of a company-owned music stream via 
personalized digital technologies allows involvement of the consumer in creative interaction 
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with the brand. The key role in this interaction is based on a certain music subculture, taken 
in its broad socio-cultural contexts of fashion, and behavioral patterns of self-identification, 
lifestyle and values.

5. Results

The analysis of successful business practices and theoretical concepts allows us to distin-
guish three main marketing strategies exploited in the luxury fashion industry, and define 
the priority components of brand equity for each strategy: luxury strategy, fashion strategy 
and interaction strategy. In order to make a more eloquent and substantial review of audio 
branding methods and to formulate practical guidelines for audio branding implementation, 
we suggest three basic audio strategies, which are derived from general marketing, already 
formulated in the case studies. Each audio branding strategy serves to enhance those brand 
equity drivers which are a priority for the corresponding marketing strategy. The marketing 
strategies and the congruent audio branding strategies are presented in Table 1.

5.1. Distancing strategy

In this case, audio communication is oriented on the development and enhancement of 
such sources of brand equity as exclusivity, heritage and cultural DNA. The format of com-
munication implies a close and intensive creative interaction of the fashion house with 
the music institute. The priority in this interaction is given to the creation of true art, 
aesthetic and hedonic values, and not marketing aims. The most appropriate music genre 
is contemporary academic music, which serves in this case as a barrier, creating distance 
between the fashion house and mass pop culture. Audio communication is aimed at adding 
contemporary cultural codes to the brand values and the creation of an aura of exclusivity 
attributable only to the real art.

5.2. Adaptation strategy

Here audio communication interprets brand identity for the different groups of consumers 
and translates brand values into different cultural contexts. Different music genres are cho-
sen for the lines with different positioning in the market. The genres are chosen according to 
the target audience of the product line, but in each case the semiotics of music corresponds 
to the identity of the fashion house. On this basis, marketing communications are developed 
that are different in their reach, target audience and channel, but common in their core 
idea and message. Brand culture, heritage and values are interpreted and communicated in 
different ways, depending on the object and aim of communication. It allows the fashion 
brand to deliver its values, historic heritage and design signature to different consumer 
segments, keeping the brand’s identity and integrity.

5.3. Interaction strategy

This strategy is oriented on the involvement of the consumer in long-lasting brand–con-
sumer interaction. The music style, in this case, becomes an unobtrusive but very engaging 
interactive communication of brand values, culture and lifestyle. The consumer becomes 
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part of brand image formation. Audio communication reflects and transmits fashion brand 
culture, heritage and values in the form of lifestyle. The most appropriate format for the 
implementation of this strategy is the cultivation of a certain music culture or genre, patron-
age of the musicians and organization of a company-owned music stream via personalized 
digital technologies. The priority in this case is given to the creative interaction and dialogue 
between the consumer and the brand.

6. Discussion and conclusions

The development of the luxury industry in postmodern society demonstrates evolving 
consumer needs and reveals the dynamics of perceptions of luxury. In the fashion industry, 
the sophisticated demands for enhanced experiences, generated by a common shift from 
conspicuous consumption of luxury to a discerning one, facilitate the specific motives which 
start to prevail in the behavior of today’s consumer: the aesthetic motive, the idea of the 
extended self, the desire to possess symbolic meaning and to chase the creative opportuni-
ties offered by fashion. These new consumption trends form the new marketing approach 
to brand management and the organization of customer experience. The components of a 
fashion brand which appeal to consumer dialogue and require individual interpretation, 
become especially valuable and important today, since consumer behavior is dominated 
by the pleasure of individual interpretation and the adaptation of stylish ideas, the joy of 
perusal and the further possession of cultural codes embedded in designer brands. In this 
context, we see a special potential in music because of its semantic openness. The perception 
of music requires an individual interpretation by the listener. Within the process of music 
semiosis, a listener finds him/herself in the center of a meaning-generating process. A close 
bond between the process of music interpretation and human identity lies in music’s abil-
ity to reveal the inner “self ” and to be a bearer of human individuality, as well as a means 
of communication. Postmodern culture motivates man to construct meanings by him/
herself, and society replies to this cultural request by readiness in the production of self. 
Cultural multi-conceptuality of musical language and its semantic abilities become urgent 
and relevant to match these motives of self-extension and finally provide the brand with a 
stronger emotional adherence and loyalty.

Being a marker of time and place, musical genres represent a system of codes and aes-
thetic principles, embedding national and cultural mentality of a certain époque. Interacting 
with the system of brand identity, music enriches it with contexts, references and aesthetic 
insightfulness. In this way, the sphere of music becomes a multidimensional medium for 
the development of a brand as a meaningful and sophisticated construct, which will receive 
emotional feedback from the part of the modern consumer.

The issue of self-determination and building personal identity lies at the base of fashion 
consumption. A choice between widely acknowledged worldwide fashion houses and local 
designers; popular brands from the mass lux segment and high-end luxury – these are the 
most obvious dimensions of the consumer’s complex decision-making. In this regard, music 
subcultures and genres carrying national, cultural, gender and eventually lifestyle identity 
open a wide pool of opportunities for working with different audiences and targeting by 
creating either distance or a close bond.

Moreover, by constructing his/her identity via fashion apparel, a consumer is guided 
not only by aesthetic considerations, but also by such factors as social role, professional 
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belonging, national identity, moral directives, religion etc. In this way, the aspects of a brand 
responsible for lifestyle, which lie far beyond the subject of fashion, engage in the choice 
of apparel process. That is why the embeddedness of a fashion brand into other cultural 
contexts, provided by the relation to certain music genres or subcultures, becomes a valuable 
aspect for the consumer, offering the potential for self-construction and self-expression.

These semiotic aspects of music are not considered in audio branding theory, which is 
focused on the functional aspects of sound and oriented mainly on neuropsychological 
research. In this regard, the concept of audio branding lacks a thorough multidiscipli-
nary insight into music semiotics, given with reference to music sociology and the general 
anthropology of sound.

This paper offers groundwork for the development of audio branding theory into a 
complex brand-management domain. The lack of empirical support constitutes the main 
constraint in the presented study, and provided options for future quantitative research, 
which could help to estimate the efficiency of each strategy and give a more thorough 
explanation of the audio branding contribution to customer-based brand equity.

For successful implementation of the suggested audio branding strategies, the sound, 
first of all, should be managed consciously, being regarded as a strategically important com-
ponent of the “marcom mix” system and the brand-management process. Secondly, audio 
branding strategies should be formulated with a close connection to marketing strategies, 
and be aimed at the development and the enhancement of brand equity elements, which 
are a priority for brands. Regarding the development of audio branding in the immediate 
future, it is reasonable to assume that music content generated by brands will become more 
integrated in the system of brand communications, embracing numerous touch points of 
brand–consumer interaction, including retail and digital space. Consumer social media 
profile research and monitoring will become a base for more thorough personalization and 
targeting of audio communication, which will make it possible to involve the consumer in 
an increasingly profound dialogue with the brand.
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