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Abstract

This thesis examines the strategic transformation of luxury fashion branding from traditional
influencer marketing to musician-led creative partnerships. Through a comprehensive anal-
ysis of case studies including Pharrell Williams at Louis Vuitton and Beyoncé at Tiffany
& Co., this research investigates how luxury houses are reconfiguring their organizational
structures, visual communication strategies, and brand positioning to leverage the cultural
capital and authenticity that musicians bring to luxury fashion.

The study employs Bourdieu’s theory of cultural capital and semiotic content analysis
to understand the symbolic and social-class dynamics that make musicians more legitimate
figures in luxury’s symbolic economy compared to conventional influencers. The research
addresses four key questions: (1) How do luxury fashion brands strategically select musi-
cians as creative partners? (2) What organizational changes are required to accommodate
musician-led creative direction? (3) How do musician-led campaigns differ semiotically
from traditional influencer marketing? (4) What are the measurable impacts on brand per-
formance and consumer perception?

The findings reveal that musician partnerships represent a fundamental shift from trans-
actional influencer relationships to strategic creative collaborations that require significant
organizational adaptation. Musicians bring unique cultural capital that enhances brand au-
thenticity and cross-class resonance, while their creative direction demands new approaches

to visual storytelling and brand communication.
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Chapter 1

Introduction

1.1 Background

For most of the twentieth century, luxury fashion has communicated prestige through tightly
curated runway shows, iconic print spreads, and a handful of supermodels whose images sig-
nified untouchable glamour. In the 2010s, social-media influencers selected for reach rather
than rarity disrupted that script, bringing luxury logos into everyday digital feeds, with the
support of the “it girls” and early influencers. Yet, knowing the velocity of consumption,
brands are obligated to evolve to be relatable and up to date. This creates new realignment
and new strategic decisions that are now taking shape: leading houses are enlisting globally
recognised musicians like Pharrell Williams at Louis Vuitton (LVMH), Beyoncé at Tiffany
& Co., Madonna at Versace, or Kanye West’s Yeezy line with Adidas and capsules at Balen-
ciaga not as seasonal endorsers but as creative directors, co-founders, and strategic partners.

This evolution is not only a celebrity rotation. Musicians arrive with a reservoir for
aiming cultural capital impact: artistic credibility, genre-rooted storytelling skills, and cross-
class resonance that typical influencers rarely command. Their involvement reshapes three
intertwined arenas:

Organisational design — Decision rights, creative-approval hierarchies, and cross-functional
advertising teams must adjust to a high-profile outsider steering brand vision, showing the
desire to change as an organization and stay relatable.

Advertising & visual language — Campaigns pivot from curated influencer “product
shots” to musician-driven iconography steeped in pop- or hip-hop aesthetics, demanding
fresh semiotic readings and analysis to understand the music-driven, symbolic storytelling.

Commodity value & sales — When artist personas merge with brand DNA, they often
trigger measurable uplifts: limited-edition sell-outs, social buzz.

This thesis aims to analyse the conventional influencer tactics with musician-led lead-
ership to understand how shifting into musician-led visuals, PR tactics and performance

reconfigure the brand. Building on Bourdieu’s cultural capital and semiotic content analysis.

10
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Parallel to these shifts, the industry faces accelerating change pressures; remote production
pipelines, VUCA market volatility, and consumer scrutiny about authenticity and inclusiv-
ity. Understanding “why” and “how” luxury houses choose musicians over conventional

influencers therefore offers a timely lens on branding strategy and organisational change.

1.2 Problem Statement

While scholars have dissected influencer effectiveness and celebrity endorsements, research
seldom explains the organisational rationale for transferring core creative authority to musi-
cians or the semiotic and social-class dynamics that make such figures more “legitimate” in
luxury’s symbolic economy (Fine 2022). Existing work builds up around the influencer and
celebrity endorsement effects, influencer reach but rarely connotates with the internal orga-
nization decisions and in what is the effect on the external visual meaning. Nor the effects
on social signalling in today’s musician-centered luxury. In the article of Smith (M. Smith
2020); Rap Musicians have significant effect on product relatability he states it as: “Rap
artists’ emergence into mainstream success has forced marketing executives to be more cre-
ative with how they craft brand image. As a result, the music video became a secret weapon
of marketing strategy” (M. Smith 2020). And, brand-performance studies often track sales
spikes without connecting them to shifts in ad production, internal culture, or genre-coded
visuals.

This thesis addresses gaps by examining four questions:

1. Strategic/organisational: What internal challenges or opportunities lead brands to
replace influencer-based campaigns with musician-centred creative leadership, and
how does that decision reconfigure advertising workflows, PR strategy, and cross-

department collaboration?

2. Cultural/consumer-facing: How do musicians’ visual and musical existence, genre
affiliations, and social-class connotations establish (or undermine) exclusivity and le-

gitimacy, and how do these factors affect sales results and commodity value?

3. Semiotic and Phychological: How and why do the musician coded visuals alter the

perceptions of a brand, understanding the cultural capital, exclusivity and authenticity.

4. Commodity analysis: In what conditions, these shifts affect customers tendness to

purchase.

1.3 Research Objectives

The primary objective of this research is to provide a comprehensive understanding of the

strategic transformation occurring in luxury fashion branding, specifically examining the

11



LUISS Guido Carli University Strategic Management

shift from traditional influencer marketing to musician-led creative partnerships. This study

seeks to:

* Analyze the strategic rationale behind luxury brands’ selection of musicians over con-

ventional influencers

* Examine the organizational implications and required adaptations for musician part-

nerships

* Investigate the semiotic differences between musician-led and influencer-led brand

communications

* Assess the performance outcomes and strategic benefits of musician partnerships in

luxury fashion

1.4 Research Significance

This research contributes to the academic literature on luxury brand management, celebrity
endorsement, and organizational change in the fashion industry. The study addresses a sig-
nificant gap in understanding how luxury brands are adapting their strategic approaches to
remain relevant in an increasingly digital and culturally diverse marketplace.

This study is significant from an academic standpoint since it integrates several theoret-
ical stances, including organizational change scholarship, cultural capital theory, and semi-
otics, to offer a thorough grasp of modern luxury branding strategies incorporating well-
known musician collaborations. Although these topics have been studied separately in the
past, few studies have combined them to look at how organizational governance, social mean-
ings, and semiotic codes interact to influence the results of advertisements. By tackling
the intricate, multifaceted nature of luxury marketing in the current culturally saturated and
media-driven context, this fusion closes a large vacuum in the literature.

Because luxury executives find it difficult to effectively structure relationships with in-
fluential artists, the research is crucial from a managerial standpoint. Kotter (Kotter 1995) in
the article, states that " Without a sensible vision, a transformation effort can easily dissolve
into a list of confusing and incompatible projects that can take the organization in the wrong
direction or nowhere at all. Without a sound vision, the re-engineering project in the ac-
counting department, the new 360-degree performance appraisal from the human resources
department, the plant’s quality program, the cultural change project in the sales force will
not add up in a meaningful way.* (Kotter 1995)

To manage decision rights, control the release of visual content, avoid brand overexpo-
sure, and strike a balance between genre-specific storytelling and cultural heritage preser-
vation, clear criteria are required. Without such direction, companies run the risk of losing

their symbolic value or evoking unfavorable reactions from customers.

12
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By using a quantitative survey approach, this study advances the field in terms of method-
ology by examining consumer perceptions of musician-led luxury partnerships. This method
reveals which partnership strategies increase appeal and consumer willingness to purchase,
and it helps us better understand why musician-centric marketing appeals to a wide range of
socioeconomic groups.

By addressing these shortcomings, this study improves the strategic use of musician part-
nerships in luxury brand communications and offers insightful information to both practition-
ers and scholars.

The findings will provide valuable insights for:

Luxury fashion executives making strategic decisions about creative partnerships

Marketing professionals seeking to understand the evolution of brand communication

strategies

Academic researchers studying the intersection of culture, music, and luxury branding

Industry practitioners navigating the changing landscape of influencer marketing

1.5 Thesis Structure

This thesis is organized into seven chapters that systematically examine the transformation
from influencer to musician partnerships in luxury fashion branding:

Chapter 1: Introduction — Provides the background, problem statement, research ob-
jectives, and significance of the study.

Chapter 2: Literature Review — Reviews existing literature on luxury branding, influ-
encer marketing, celebrity endorsement, and cultural capital theory.

Chapter 3: Theoretical Framework — Establishes the theoretical foundation using
Bourdieu’s cultural capital theory and semiotic analysis frameworks.

Chapter 4: Research Methodology — Details the research design, data collection meth-
ods, and analytical approaches used in the study.

Chapter 5: Case Study Analysis — Presents detailed analysis of key musician partner-
ships in luxury fashion, including Grace Jones at Mugler, Beyoncé at Tiffany & Co., and
Madonna at Versace.

Chapter 6: Findings and Analysis — Presents detailed analysis contemporary musician
partnerships in luxury fashion, including Pharrell Williams at Louis Vuitton, and Kanye West
at Yeezy.

Chapter 7: Findings and Analysis — Synthesizes the research findings and provides

analysis of the strategic implications of musician partnerships.

13
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Chapter 8: Conclusions and Recommendations — Summarizes key findings, discusses
theoretical and practical implications, and provides recommendations for future research and

industry practice.

1.6 Scope and Limitations

This study focuses specifically on luxury fashion brands and their partnerships with musi-
cians in creative director or strategic partner roles. The research is limited to partnerships es-
tablished between 2018 and 2024, representing the period of significant growth in musician-
led luxury collaborations. The study primarily examines partnerships in the European and
North American markets, though some global implications are considered.

Limitations include the rapidly evolving nature of the luxury fashion industry, which may
result in new developments occurring after the completion of this research. Additionally,
access to proprietary brand data and internal organizational information may be limited due

to confidentiality concerns.

14



Chapter 2

Literature Review

2.1 Luxury Branding, Status, and Social Stratification

Luxury brands operate in markets where status display and symbolic value are as salient
as functional utility. Brands not only create a creative fashion industry but market it with
exclusivity and scarcity. Over the years of the fashion industry, brand marketing became
more personal; brands now became some kind of persona to attract customers as they have
a person’s values, desires, and fears. Because brand marketing is constructed around the
emotional needs of the people. In the article of Chernatony (Chernatony and Riley 1999)
it is stated as: “As researchers have shown (e.g., de Chernatony 1993; Bhat and Reddy
1998), at the broadest brands satisfy functional and emotional needs. To dominate attractive
positionings, managers strive to incorporate a unique mix of functional and emotional values
into their brand” (Chernatony and Riley 1999). Underlining emotional needs will help us to
understand our main idea: Why musicians are important for luxury brand management.

To start with, some historical aspects we are going to consider haute couture as the mile-
stone because haute couture is the basis of most of the luxury brands today. Since the 19th
century, with the commodification of dressing up, people dress up to claim their social class,
taste, and status. To understand the perspective of the luxury brands, we should understand
the history of luxury. The 19th-century European design was commonly related to the haute
couture, starting with Frederick Worth, who changed the perspective of dressmaking from
craftsmanship to design. Creating a collection and designing garments.

Although fashion as a status symbol existed before, wearing designer items became a
new status symbol. It was as wearable art; instead of purchasing artworks, people started to
buy garments to wear as a statement. This starting point has led the luxury brand mental-
ity today. Luxury brands promote exclusivity and the symbolic perspectives like conspicu-
ous consumption, when consumers purchase and exhibit luxury goods primarily to convey
wealth and social standing rather than for functional purposes, and this is known as conspic-

uous consumption in the fashion industry. For example, wearing a Guccl t-shirt or carrying

15
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a Louis Vuitton monogrammed bag is more an obvious symbol of exclusivity and status
than a practical decision. Owning limited-edition Hermes Birkin bags or rare sneakers from
well-known partnerships also conveys a desire to display one’s cultural capital and financial
might. In these situations, the product itself is not as valuable as the distinction and social
recognition it offers.

Purchasing luxury fashion products is a public signal of taste and position, to make a
distinction from “others” in society, consumers tend to use sophisticated codes to distinguish
themselves from the mass market. Luxury serves as a social stratification tool for consumers;
luxury consists of the need to feel special, so the capital and the industry. According to Pierre
Bourdieu’s theory of social stratification, luxury goods and luxury consumption function as
an instrument that differentiates class distinctions and supports inequality. Luxury products
are not solely good materials or good designs, but they are symbolic capital that signals the
social, economic, and cultural standing. Luxury goods make statements of a sophistication
that distinguishes the consumers from the masses, putting them in a different social class
from the rest of the masses. Bourdieu explains that the dominant class creates a standard by
which others are judged by defining what constitutes “legitimate” taste, particularly in terms
of aesthetic and cultural preferences. These differences become indicators of social standing
and class identity as they are internalized through habit. Consuming luxury goods helps
people assert their class identity by demonstrating their mastery of culturally valued practices
and their access to financial capital, which in turn ensures social reproduction.(Bourdieu
1986)

2.2 Influencer Endorsement vs. Musician-Led Leadership

Luxury fashion’s digital shift has drastically changed how companies interact with customers
and build their brand. Traditional luxury marketing relied on exclusive, controlled environ-
ments such as high-end magazines, runway shows, and select retail locations. However, the
rise of social media platforms has democratized access to luxury content while simultane-
ously creating new challenges for maintaining brand exclusivity and prestige.Research on
influencer marketing highlights reach, relatability, and peer-like trust, particularly among
younger consumers. Consumers feel that they can trust the products with the impact of a
person who had a growth in front of the audience. Most of the influencers provide sincerity

to the audience, which increases trust. However, two limitations recur:

 Saturation & substitutability. Influencer content is so common and uniform in style
(unboxings, product flats), which can cause prestige businesses to lose their unique-
ness. Since the early 2010s, influencer marketing has grown significantly and become
a very crowded sector. Today, influencers are "just famous" celebrities, which raises

the question of whether they are still endorsing brands in a genuine and relatable way.
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* Shallow brand fit. Many influencers lack deep ties to a brand’s history or craft, some
brands work with influencers who do not fit the brand identity, which weakens source

credibility beyond the short-term, leading a marketing and branding failure.

* Lower Credibility. Since the saturation of influencer marketing practices, influencers
have become a commodity to publicize any product to their audiences. They became

individual public personas with normative attitudes who do not promote authenticity.

Influencer marketing emerged as a strategic response to these digital transformations,
allowing luxury brands to reach broader audiences while maintaining some level of control
over their brand narrative. Influencers, defined as individuals who have built substantial
followings on social media platforms and can influence consumer purchasing decisions, have
become integral to luxury brand marketing strategies (Abidin 2016).

The effectiveness of influencer marketing in luxury fashion has been extensively studied,

with research focusing on several key dimensions:

2.2.1 Authenticity and Trust

One of the primary advantages of influencer marketing lies in the perceived authenticity that
influencers bring to brand communications. Unlike traditional advertising, influencer content
often appears more genuine and relatable to consumers (Djafarova and Rushworth 2020).
This authenticity is particularly crucial for luxury brands, which must balance exclusivity
with accessibility in the digital age.

However, the commercialization of influencer marketing has led to concerns about au-
thenticity erosion. As influencers increasingly engage in paid partnerships, consumers have
become more skeptical of sponsored content (Evans et al. 2017). This skepticism poses
particular challenges for luxury brands, which rely heavily on perceived authenticity and
exclusivity.

On the other hand, artistic labor (composition, performance, authorship) functions as
cultural capital, often read as more enduring than social metrics alone. Musicians not only
promote a brand, but they promote themselves by creating an art piece, which is years of
work and a touch of their soul and whole identity. Assigning a musician to a brand represen-

tation not only gives a persona to a brand, but it also creates a credible space for authenticity.

2.2.2 Reach and Engagement

Influencers provide luxury brands with access to highly engaged audiences that may be dif-
ficult to reach through traditional marketing channels. Research has shown that influencer
marketing can generate higher engagement rates compared to traditional advertising, partic-

ularly among younger demographics (De Veirman, Cauberghe, and Hudders 2017).

17



LUISS Guido Carli University Strategic Management

The effectiveness of influencer marketing is often measured through metrics such as en-
gagement rates, reach, and conversion rates. However, these metrics may not fully capture
the long-term brand building effects that are particularly important for luxury brands (Lou
and Yuan 2019).

2.2.3 Target Audience Alignment

Successful influencer marketing requires careful alignment between the influencer’s audi-
ence and the brand’s target market. For luxury brands, this alignment is particularly com-
plex, as they must balance the desire to reach new audiences with the need to maintain brand
exclusivity and prestige (Phua, Jin, and Kim 2017). However, literature on celebrity en-
dorsement and meaning transfer argues that artists carry dense symbolic meanings (stories,
aesthetics, communities) that can be transferred to brands. When musicians move beyond

endorsement into creative direction or co-creation, three advantages are theorized:

* Narrative depth. Musicians bring a preexisting world. Musicians are creative com-
modities; they produce an imagination to perform. Musicians who write lyrics, create
imagery, and perform can anchor a coherent campaign arc. Representing what a brand

would represent or what a brand would want to present in the future.

* Cultural Reach + subcultural specificity. Artists speak to both mainstream and niche
scenes, enabling layered segmentation. In the article by Tofalvy (Tofalvy 2020) it is
stated as; < However, in most cases, variations of a genre span over the most diverse
levels of popularity, from niche interest to mainstream popularity. As for 3 examples,
thrash metal, house, drum & bass, and techno (Vitos 2012), also had and have their
own mainstream, popular performers and underground trends known only by very
few, which frequently wander from one register to another depending on the current
context.” (Tofalvy 2020)

* Higher Perceived legitimacy. Artistic labor (composition, performance, authorship)
functions as cultural capital, often read as more enduring than social metrics alone.
Musicians not only promote a brand, but they promote themselves by creating an art
piece, which is years of work and a touch of their soul and whole identity. Assigning
a musician to a brand representation not only gives a persona to a brand, but it also

creates a credible space for authenticity.

2.3 Celebrity Endorsement and Brand Partnerships

Celebrity endorsement has long been a cornerstone of luxury brand marketing, with brands
leveraging the fame, credibility, and aspirational appeal of celebrities to enhance their brand

image and drive sales. The literature on celebrity endorsement provides important insights

18



LUISS Guido Carli University Strategic Management

into the mechanisms through which famous individuals can influence consumer behavior and

brand perception.

2.3.1 Source Credibility and Attractiveness

The effectiveness of celebrity endorsements is often explained through source credibility
theory, which suggests that the persuasiveness of a message depends on the perceived cred-
ibility, expertise, and attractiveness of the source (Ohanian 1990). In the context of luxury
fashion, celebrities can enhance brand credibility through their association with success, tal-
ent, and cultural relevance.

Research has identified several factors that contribute to effective celebrity endorsements

in luxury fashion:

Celebrity-brand fit: The degree to which the celebrity’s image aligns with the brand’s

values and target audience

Celebrity credibility: The perceived expertise and trustworthiness of the celebrity

Celebrity attractiveness: The physical and social appeal of the celebrity

Celebrity power: The celebrity’s ability to influence consumer behavior

2.3.2 Endorsement vs. Partnership Models

Traditional celebrity endorsement typically involves celebrities promoting products through
advertising campaigns, social media posts, or public appearances. However, luxury brands
have increasingly moved toward deeper partnership models that involve celebrities in product
design, creative direction, or brand strategy (Amos, Holmes, and Strutton 2008).

This shift from endorsement to partnership reflects a broader trend toward more authen-
tic and integrated brand communications. Partnership models allow for deeper integration
of celebrity values and aesthetics into brand identity, potentially creating more meaningful

connections with consumers.

2.4 Semiotics and Visual Rhetoric

Semiotics, advertisements are systems of signs (signifiers and signifieds) that create myths,
which are widely held narratives about desire, success, and identity. Advertisement sector is
not a new sector, from the it can go way back to ancient times, considering the commercial
messages and political campaigns. Advertisements are crucial for a successful luxury brand
to maintain its identity. According to John Berger’s research on the gaze and spectatorship,

pictures do more than only depict goods; they also place the observer in a story. In the
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article of Bruck and Docker (Docker 1991) claim that “In the actual monotony of modern
people’s lives, advertising and publicity seize upon what might lie ahead: the passivity of
the present is replaced by the activity of an imaginary future. They promise that if you buy
various products, then, magically, you will be transformed, you will enjoy the good life, of
sophistication, maturity, abundance, conviviality, friendship, virility, attractiveness, sexual-
ity, romance, love.” (Docker 1991) The codebook is altered when musician-led iconography

replaces influencer-style "product photos.":

* Composition & mise-en-scene. Creating an image with stages, instruments, studio
gear, tour iconography signal creative labor and performance authority can increase

the credibility of the performer.

* Color, texture, motion. Hip-hop palettes mimicking extreme emotions, contrast col-
ors, metallic futurism, or archival references telegraph genre traditions distinguish a

correlation with the brand feeling.

* Sound-image coupling. Music-video language containing beat cuts, choreography,
and camera movement migrates into ads, increasing immersion for brand visibility,

and can positively trigger consumers.

* Intertextuality. References to lyrics, album art, or prior performances create layered
meanings for fans. Where, since a musician still promotes the language of their audi-

ences, as a performer and existing commodity. Supports branding language.

Implicating semiotics can help us to understand whether musician campaigns truly re-
code luxury (new myths, new class signals) or simply overlay celebrity images onto generic
visuals. Semiotic reading not only supports our thesis, but helps us to clarify the distinction
of what is being promoted with musician-led collaboration, musician-led brand marketing.

This motivates our content analysis approach.

2.5 Cultural Capital and Symbolic Value

Pierre Bourdieu’s theory of cultural capital provides a crucial framework for understanding
how luxury brands create and maintain symbolic value through their associations with cul-
tural figures and practices. Cultural capital refers to non-financial social assets that promote
social mobility, including education, intellect, style of speech, dress, or physical appearance
(Bourdieu 1986).

2.5.1 Forms of Cultural Capital

Bourdieu (Bourdieu 1986) identified three forms of cultural capital:
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1. Embodied cultural capital: The long-lasting dispositions of the mind and body, in-

cluding knowledge, skills, and cultural competencies

2. Objectified cultural capital: Cultural goods such as books, instruments, or artworks

that can be transmitted

3. Institutionalized cultural capital: Educational qualifications and credentials that

provide formal recognition of cultural competence.

In the context of luxury fashion, musicians bring embodied cultural capital through their
artistic skills, creative vision, and cultural knowledge. This cultural capital can be transferred
to luxury brands through partnerships, enhancing the brand’s symbolic value and cultural

legitimacy.

2.5.2 Symbolic Power and Legitimacy

Cultural capital is closely related to symbolic power, which refers to the ability to impose
meanings and classifications that are recognized as legitimate (Bourdieu 1991). In luxury
fashion, musicians can provide symbolic power through their cultural authority and ability
to define what is considered fashionable or culturally relevant. Distinction in cultural capital
can also be understood with Hofstede’s cultural distinction; Hofstede’s cultural dimensions,
cultures support and anticipate relationships characterized by authority, hierarchy, and social
distinctions. These relationships, in turn, influence behaviors and preferences that can be
used as indicators of social standing and advantage. (Hofstede 1980). Power Distance the-
ory focuses on how cultural manifestations like taste and inventiveness serve to legitimize
and perpetuate social hierarchies and status differences. In countries where status distinc-
tions (power distance) are important, musicians frequently represent true cultural capital that
appeals to target audiences through their skill, style, and social positioning. This corresponds
with the ideals of consumers.

Because musicians have legitimate knowledge and taste in music, which consumers view
as real indicators of social distinction, their cultural capital increases credibility and confi-
dence. This appeals to consumers who appreciate symbolic distinctions encoded in artistic
quality and cultural understanding, and is more in line with corporate identity. The social
attractiveness of musicians, in contrast to other influences, comes from their place in es-
tablished cultural hierarchies and their contribution to the development of cultural trends.
In luxury, it is visible in craft literacy, historical awareness, and the ability to decode sub-
tle design cues. Musicians, especially those with recognized bodies of work, often possess
and project high cultural capital. The legitimacy that musicians bring to luxury brands is
particularly important in an era where consumers are increasingly skeptical of traditional

advertising and marketing messages. Musicians’ cultural capital can provide a form of au-
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thentic endorsement that goes beyond traditional celebrity endorsement models.Their genre

also matters:

* Hip-hop/R&B Codes of authenticity, the historical background of hip-hop originated
in the 1970s United States by the Black community, creates a connection with their
audiences. Later, famous hip-hop and R&B musicians succeeded in entrepreneurial
campaigns, sampling and remix culture, strong links to sneakers, streetwear, and cus-

tomization.

* Pop Pop artists have global accessibility, a big impact, polished futurism with a mar-
ket growth in pop music, their choreography and spectacle, and clean and well-made

performance offers effectiveness for mass storytelling and cross-market diffusion.

* Art/alternative Artists who create experimental aesthetics supports and navigate for
the subcultural credibility for example famous Norwegian singer Aurora has potential

is to promote for; potent for avant-garde luxury narratives.

* Legitimacy literature adds that organizations seek pragmatic, moral, and cognitive
legitimacy. By embedding brand narratives in widely recognized cultural forms, mu-
sicians can support all three: they mobilize audiences (pragmatic), embody moral val-
ues like creativity and inclusion (cognitive), and make brand narratives feel "taken
for granted" (cognitive). A strategic design choice, genre selection determines which
social groups find the collaboration credible and how the brand’s classed codes are

updated.

2.6 Organizational Change and Creative Direction

The integration of musicians into luxury brand creative processes requires significant organi-
zational changes that extend beyond traditional marketing partnerships. This section exam-
ines the literature on organizational change in creative industries and the specific challenges

of integrating external creative talent into established luxury brand structures.

2.6.1 Creative Industries and Organizational Structure

Creative industries, including fashion, are characterized by unique organizational structures
that balance commercial objectives with creative autonomy (Caves 2000). Luxury fashion
brands must navigate the tension between maintaining brand consistency and allowing for
creative innovation, particularly when integrating external creative talent.

Research on creative industries has identified several key organizational characteristics:

* Project-based work: Creative work is often organized around specific projects or

collections
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* Network-based relationships: Creative professionals often work across multiple or-

ganizations and projects

* Reputation-based hiring: Creative talent is often selected based on reputation and

portfolio rather than formal qualifications

* Balanced autonomy and control: Creative professionals require autonomy while or-

ganizations need to maintain brand consistency

In organizational design, transitioning traditional influencer cycles to artist-led releases,
change frameworks include forming a guiding coalition, planning social wins, and integrat-
ing new workflows into daily routines. According to ambidexterity research, luxury brands
need to draw on their history while experimenting with new codes; one way to achieve this
balance is through collaborations with musicians. In the article by Scheuerle & Thomas
(Scheuerle and Thiem 2023), it is discussed as “Alliances and collaborations with contem-
porary art should be considered by luxury managers and marketers as strategic tools to re-
inforce and increase the cultural value of the brand. Today, a luxury brand’s value cannot
be generated only in relation to high traditional standards of excellent manufacturing quality,
but it must be created mainly in relation to the intangible features of the luxury product. Con-
temporary art conveys innovative intangible features. Luxury brands and art collaborations
with contemporary art must be considered by managers as a modern future-oriented strategy
through which to create and increase brand value whilst transmitting an aura of exclusivity,

quality, rarity, aesthetics, and extraordinariness.” (Scheuerle and Thiem 2023)

2.6.2 Integration of External Creative Talent

The integration of musicians as creative directors or strategic partners represents a significant
departure from traditional luxury brand organizational structures. This integration requires

careful management of several organizational challenges:

* Decision-making authority: Determining the scope of creative control and decision-

making authority for external creative partners

* Cultural integration: Managing the integration of different cultural and professional

backgrounds

* Communication and collaboration: Establishing effective communication channels

between internal teams and external creative partners

* Performance measurement: Developing appropriate metrics for evaluating the suc-

cess of creative partnerships
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2.7 Research Gaps and Theoretical Framework

Despite extensive research on luxury branding, influencer marketing, and celebrity endorse-
ment, significant gaps remain in understanding the specific phenomenon of musician-led
luxury brand partnerships. The existing literature provides important foundations but fails to

adequately address several key aspects of this emerging trend.

2.7.1 Identified Research Gaps

Taken together, prior work explains parts of the phenomenon of celebrity effects and celebrity
concepts, explaining more on the managerial side and marketing aspects. Influencer tactics
are not necessarily up to date, or the recent studies provide research on micro influencer mar-
keting on not necessarily luxury brand. Thus, prior studies do not focus on the validity of
the artist. Creative networks, concepts, and brand equity are taken into studies, but research

rarely integrates.

1. Organizational perspective: Limited research examines the organizational changes

required to accommodate musician partnerships

2. Semiotic analysis: Insufficient analysis of how musician-led campaigns differ semi-

otically from traditional influencer marketing

3. Cultural capital transfer: Limited understanding of how musicians’ cultural capital

is transferred to luxury brands

4. Performance measurement: Lack of comprehensive frameworks for measuring the

success of musician partnerships

5. Strategic selection criteria: Limited research on how luxury brands select musicians

as creative partners

2.7.2 Theoretical Framework Development

This research addresses these gaps by developing a comprehensive theoretical framework

that integrates:

* Bourdieu’s cultural capital theory for understanding symbolic value creation to under-
stand musician’s cultural capital aiming to provide why and how musicians ‘branding
affects companies’ future, and perception of luxury branding (moderated by genre),

which aims to increase perceived legitimacy and narrative depth.

* Organizational change concept aims to describe the decision rights, dual authority,

open-boundary teams to enable or constrain visual recoding of luxury via semiotic
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shifts; to differentiate the representation of celebrity by visual language, aiming to

prove that this influence can incline customers toward brand perception.

* Performance measurement frameworks for evaluating partnership success

The integration of these theoretical perspectives provides a comprehensive framework
for understanding the strategic transformation from influencer to musician partnerships in

luxury fashion branding.
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Chapter 3

Theoretical Framework

3.1 Overview and Purpose of the Framework

This chapter builds out the conceptual framework that links (a) who frontstages the brand
(influencer-coded vs. musician-coded endorser), (b) what the audience sees (color, mise-
en-scéne, props, typography, and intertextual references), (c) the psychological reactions
of viewers (perceived cultural capital, authenticity, exclusivity, brand-fit, and perceived PR
risk), and (d) the implications of this for value creation (brand attitude and purchase inten-
tion; optionally, earned-media proxies).

Three theoretical bodies are incorporated into the framework:

1. The use of semiotics and visual rhetoric (such as structural semiotics and Berger’s
spectatorship) to describe how images function as systems of signs that evoke specific

interpretations and carry genre-coded meanings.

2. Cultural capital, legitimacy, and signaling. Using Bourdieu’s theory, cultural capi-
tal, legitimacy, and signaling illustrate how musicians, as opposed to traditional in-
fluencers, can give a campaign symbolic authority that viewers perceive as “serious,”

“genuine,” or “exclusive.”

3. Organizational design and PR governance. The boundary conditions under which sym-
bolic advantages truly materialize are specified by organizational design and PR gov-
ernance; that is, how decision rights, creative approvals, cross-functional integration,
and pre-briefed PR narratives allow musician-led symbolism to move from studio to

market undamaged.

The outcome is a causal chain that can be tested for empirical work: Cues related to
endorser type and genre leading to semiotic traits that viewers identify, which leads to per-
ceived cultural capital, authenticity, exclusivity, and brand-fit. As well as perceived PR risk

affecting brand attitude, which can change the intention to buy. While genre serves as a
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moderator, influencing which audiences interpret the indications as credible, organizational
and public relations structures serve as enabling factors that gradually increase or decrease

the chain’s effectiveness.

3.2 Semiotic Analysis and Visual Rhetoric

3.2.1 Structural Semiotics and Sign Systems

Semiotics, the study of signs and symbols and their use or interpretation, provides a funda-
mental framework for understanding how visual communication functions in luxury brand
marketing. Structural semiotics, developed by Ferdinand de Saussure and expanded by
Roland Barthes, offers tools for analyzing how meaning is constructed through systems of
signs (Barthes 1967).

Semiotics is well explained in the article of Brian Curtin (Curtin 2014): “The origins of
semiotics can be linked to structuralism, which also has its origins in Saussure’s thinking.
Structuralism is a method of analysis that seeks to study and reveal the ‘deep’ structure be-
hind the appearance of phenomena; that is, the hidden rules which organize anything from
how people interact in particular social contexts to how stories are written or told. Given
phenomena has generally been understood on the model of language, or as a language, and
academics and theorists since Saussure have variously modified, altered and challenged the
insights and uses of linguistics, alongside the relevance of structuralism. 6. Saussure de-
fined the sign, as we have seen, as the relationship between a signifier (that which carries or
produces meaning) and the signified (the meaning itself). His primary insight was that the
relationship between them is arbitrary; within language, the signifier ‘red’, for example, is
not in itself red and, furthermore, different languages of course have different words for the
same thing. In effect, Saussure emphasized the fact that entities do not precede or determine
their naming; otherwise a name would mean the same thing in every language. Eskimos,
for example, have many more words for ‘snow’ than English speakers, who only have one”
(Curtin 2014)

The method will help us to know how it is used to operationalize the semiotic substrate
in every advertisement: body/gaze movements (to camera, off-camera, performance pos-
ture); typography in videoclips or photography (serif vs. grotesk; condensed vs. wide;
metallic/futurist vs. heritage); logo prominence; color scheme; art direction (stage, studio,
street, archive); props (instruments, mixing desks, jewelry, mirrors, shopping bags); and
scarcity copy ("limited," "numbered"). These are signifiers that indicate signifiers such as
trend alignment, craft, rarity, or creative authorship.

Using Bourdieu’s theory, cultural capital, legitimacy, and signaling illustrate how musi-
cians, as opposed to traditional influencers, can give a symbolic authority to the campaign

n "

that viewers perceive as "serious", "genuine," or "exclusive." The boundary conditions un-
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der which symbolic advantages truly materialize are specified by organizational design and
PR governance; that is, how decision rights, creative approvals, cross-functional integration,
and pre-briefed PR narratives allow musician-led symbolism to move from studio to market
undamaged.

In the context of luxury fashion marketing, semiotic analysis reveals how different types
of endorsers (influencers vs. musicians) create distinct sign systems that communicate dif-

ferent meanings to audiences. These sign systems operate through:

* Denotative meaning: The literal, explicit meaning of visual elements
* Connotative meaning: The implied, cultural, or emotional associations

* Mythological meaning: The broader cultural narratives and ideologies embedded in

the signs

3.2.2 Visual Rhetoric and Persuasion

Visual rhetoric extends semiotic analysis to examine how visual elements function persua-
sively in communication. According to Sonja Foss (Foss 2004), visual rhetoric involves “the
use of visual symbols to influence human behavior” (Foss 2004). In the article by Osei,
Abakah and Kwarteng (Osei and H.-K. 2024), it is stated: “In the media and advertising
clutter of today, organizations seek alternative ways to engage consumers, and celebrity en-
dorsements emerge as a viable option. Celebrity endorsement of products or services reflects
the belief that celebrity attributes can positively impact the brand they endorse. (Osei and
H.-K. 2024) "Endorser type" indicates if the figure is encoded as an influencer (signifying
aspirational lifestyle and social reach) or a musician (signifying creative labor and perfor-
mance authority) in the advertisement. The endorser’s face is generic in the study’s stimuli,
but props and context encode identity: stage lights, microphones, studio monitors, lyric cues,
or choreography silhouettes (musician-coded) as opposed to mirror selfies, unboxings, flat-
lays, and everyday scenes (influencer-coded).

The musicians offer not only a powerful existence, but also a transport of their entourage
to the space. Thus, the exogenous factor that triggers various meaning systems is the endorser
type. It is assumed that a musician’s schema offers audiences more dense symbolic material
to interpret as authorship and cultural capital, not that all influencers are untrustworthy. In

luxury brand marketing, visual rhetoric operates through several key mechanisms:

1. Visual argumentation: The use of visual elements to construct arguments about brand

value and desirability

2. Emotional appeals: The strategic use of visual elements to evoke specific emotional

responses
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3. Credibility establishment: The use of visual cues to establish the credibility and
authority of the endorser

4. Social proof: The demonstration of social acceptance and desirability through visual

representation

3.2.3 Genre-Coded Visual Elements

Different types of endorsers (influencers vs. musicians) employ distinct visual genres that
carry specific cultural meanings and associations. These genre-coded elements include:

Genre Cues:

“Genre” is the aesthetic and cultural template that structures what counts as an appropri-
ate sign system. Music genre also has many cultural backgrounds. Each genre has a different
history and different cultural significance. We are going to consider only two genres in lux-
ury marketing. Even though there had been more musician-led collaborations with luxury
brands, our main focus is to understand the two most preferred genres. Understanding genre
will help us understand the audio and visual significance of the experiment. Visual grammar

encodes two archetypes:

* Pop: Pop genre has glossy futurism, pastel or neon palettes, choreography-inflected

composition, which provides highly visible and analysable typographic systems.

* Hip-hop: Hip-hop is a broader genre. Created by African American and Latinx com-
munities in New York. Hip-hop is not only a music genre but has subcultural meanings
for the Hip-hop community. It has a cultural street/club mise-en-scene, jewelry-as-

armor iconography, bass-grid or sampling metaphors in layout.

Genre has a crucial role in our theoretical framework. Audiences’ perceptions of exclu-
sivity, authenticity, and cultural capital are moderated by genre, as is their expectation of
PR risk. Additionally, it shapes class-coded readings: hip-hop frequently indexes edge, en-
trepreneurship, and subcultural credibility, while pop frequently indexes broad mainstream
access. Effectiveness relies on the cultural literacy of the audience; neither is "higher" a

priori.

3.2.4 Genre as Moderator of Meaning and Market Reach

“Musicking stresses music being situated in society rather than an abstract ideal... encour-
aging emerging practitioners to sharpen their awareness of the creative, ethical and political
dimensions of different practices, and to engage with the many choices they have, both in
relation to expressing an artistic voice and in contributing to society as agents of positive
change.” (Gaunt and Carey 2021)
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Genres are social contracts pertaining to the creation and reception of art. They are insti-
tutions of expectation rather than just fashions. Systematic differences are anticipated. We
are taking into consideration the two most popular luxury brands with musician-led collab-
orations, Pop and Hip-hop. Pop may enhance attitude and increase brand fit with general
audiences by offering polished, approachable stories. On the other hand, Hip-hop may in-
crease cultural capital for audiences with genre literacy and cultural background of itself as a
genre (and boost exclusivity by signaling insider knowledge), while increasing perceived PR
risk among those groups sensitive to controversy or edge. Hip-hop may also lower perceived
PR risk due to its widely readable codes. Including the black latinux community.

The process from semiotic features — mediators — outcomes is thus regulated by genre.
The empirical test incorporates interaction effects between audience characteristics (e.g.,

self-reported genre followership) and between endorser type and genre.

3.3 Cultural Capital Theory and Symbolic Authority

3.3.1 Bourdieu’s Cultural Capital Framework

Pierre Bourdieu’s theory of cultural capital provides a crucial framework for understand-
ing how musicians bring symbolic authority to luxury brand partnerships. Cultural capital
refers to the non-financial social assets that promote social mobility and cultural legitimacy
(Bourdieu 1986).

In the context of luxury fashion, musicians possess several forms of cultural capital that

distinguish them from traditional influencers:

1. Embodied cultural capital: Musical skills, artistic knowledge, and creative compe-

tencies

2. Objectified cultural capital: Recordings, performances, and artistic works that demon-

strate cultural achievement

3. Institutionalized cultural capital: Awards, recognition, and formal acknowledgment

of artistic excellence

3.3.2 Symbolic Authority and Legitimacy

Musicians’ cultural capital translates into symbolic authority that can enhance luxury brand
legitimacy. Cultural capital, by Bourdieu (Bourdieu 1986), refers to non-economic resources
like knowledge, aesthetic literacy, and creative authorship that confer or support status. He
explains this in work Forms of Capital as “The notion of cultural capital initially presented
itself to me, in the course of research, as a theoretical hypothesis which made it possible to

explain the unequal scholastic achievement of children originating from the different social
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classes by relating academic success, de., the specific profits which children from the dif-
ferent classes and class fractions can obtain in the academic market, to the distribution of
cultural capital between the classes and class fractions.” (Bourdieu 1986) Cultural capital is
evident in the luxury market when consumers see craftsmanship, historical context, and artis-
tic gravity in brand narrative. Grammys, albums, performances, and collaborations are just
a few examples of the symbolic capital that musicians, particularly those with established
bodies of work, frequently bring to the table.

In this concept, legitimacy has three important aspects. Pragmatic legitimacy questions
whether the collaboration benefits me or us; it emphasizes useful advantages. It inquires
as to whether a partnership or method benefits or provides value for the respective "me" or
"us." It depends on usefulness and observable results, like higher sales, more visibility, or
expanded networks.

An activity’s moral legitimacy is determined by how well it conforms to the community’s
cherished cultural norms and ethical standards. Values like originality, inclusion, ethics, and
craftsmanship are frequently included in the creative industries. Being regarded as "right" or
"good" by stakeholders is what is meant by moral legitimacy.

The question of whether anything "makes sense" within preexisting frameworks, genre
traditions, cultural expectations, and institutional logics is known as cognitive legitimacy. It
all comes down to understandability and being taken for granted; a practice acquires legiti-
macy when it organically blends into a community’s cognitive and cultural schemas. (Such-
man 1995)

Viewers can transfer the artist’s symbolic capital to the brand (a meaning-transfer ef-
fect) when an advertising uses reliable semiotic clues to encode the musician’s authorship,
enhancing legitimacy. This fulfills a signaling logic: the market revises perceptions of the
brand’s position as a result of the brand’s investment in cultural output (rather than just dis-
tribution).

According to this perspective, perceived cultural capital, authenticity, exclusivity, and
brand-fit are diagnostic indicators that the alliance is genuine rather than merely sentimental
statements. They act as intermediaries, transforming symbols into intention and attitude.

This symbolic authority operates through several mechanisms:

* Cultural expertise: Musicians’ demonstrated knowledge and skill in artistic domains

* Creative vision: The ability to generate original and culturally relevant creative con-

tent

* Cultural influence: The power to shape cultural trends and define what is considered

fashionable or culturally significant

* Authentic expression: The perceived genuineness of artistic expression compared to

commercial marketing
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3.3.3 Cross-Class Resonance and Cultural Bridge-Building

Musicians often possess the ability to bridge different social classes and cultural groups,
making them particularly valuable for luxury brands seeking to expand their appeal while

maintaining exclusivity. This cross-class resonance operates through:

* Cultural accessibility: The ability to make high culture accessible to broader audi-

€nces

* Authentic representation: The perceived authenticity of musicians’ cultural expres-

sions

* Social mobility narratives: The association of musicians with upward social mobility

and success

 Cultural innovation: The ability to create new cultural forms that appeal across social

boundaries

3.4 Organizational Design and PR Governance

3.4.1 Decision Rights and Creative Authority

The integration of musicians into luxury brand creative processes requires careful man-
agement of decision rights and creative authority. Effective governance frameworks lay
the groundwork for long-term progress. by guaranteeing accountability, fostering coordi-
nation among important stakeholders, and clearly outlining decision-making roles. Cross-
functional integration, decision rights, and approval hierarchies are crucial design elements
that facilitate coordinated and cohesive organizational action. Strategic communication plan-
ning and pre-briefing guarantee that messages are amplified and communicated clearly. Even
well-designed projects may be inconsistently interpreted and viewed as less authentic when
governance mechanisms are weak or disjointed, which ultimately jeopardizes stakeholder
trust and brand fit.

Strong governance frameworks are essential for maintaining the integrity of symbolic
meanings in musician-led enterprises. Important modifications usually consist of:

For musician-led businesses to maintain the integrity of symbolic meanings, strong gov-
ernance systems are essential.

PR decisions should seek the decision rights to protect artistic integrity and guarantee that
their vision is upheld during decision-making processes; musicians and their creative teams
are given the ability to co-sign or veto. But more complexity and coordination requirements
are introduced when a dual authority structure forms, whereby the house’s creative leadership

and the artist’s program team share supervisory duties through approval hierarchies.
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To sustain cross-functional integration, the luxury brands must coordinate the campaign’s
narrative flow, which includes precisely timed teasers, drops, statements, and behind-the-
scenes insights. Teams from PR, digital media, merchandise, legal affairs, and production
work closely together.

Traditional luxury brand structures typically maintain tight control over creative deci-
sions, but musician partnerships often require greater creative autonomy to leverage the mu-
sicians’ cultural capital effectively.

Key considerations in managing decision rights include:

Creative scope: Defining the boundaries of musicians’ creative authority

Approval processes: Establishing clear processes for creative approval and revision

Conflict resolution: Developing mechanisms for resolving creative disagreements

* Performance accountability: Ensuring creative decisions align with business objec-

tives

3.4.2 Cross-Functional Integration

Musician partnerships require integration across multiple organizational functions, includ-
ing marketing, design, public relations, and business development. This cross-functional

integration presents several challenges:

* Communication coordination: Ensuring effective communication between different

functional areas

Goal alignment: Aligning functional objectives with partnership goals

Resource allocation: Managing resources across functions to support partnership ac-

tivities

Performance measurement: Developing cross-functional metrics for partnership suc-

CESS

3.4.3 PR Governance and Narrative Management

Public relations governance becomes particularly important in musician partnerships due to
the potential for controversy and the need to manage brand reputation. As a crucial step
of PR design, it is necessary to make PR pre-briefing: to ensure that earned media chan-
nels successfully amplify the desired meanings, strategic upstream preparations are created,

including message houses, Q& A materials, and scenario planning.
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These governance characteristics serve as crucial enablers that support project outcomes,
even if they might not be specifically measured in survey approaches. Variations in cam-
paign efficacy are interpreted by qualitatively exploring their influence through social media
and fashion critique contents. Even powerful visual and symbolic components run the risk
of being misunderstood in situations with poor or disjointed governance, which lowers im-
pressions of authenticity and causes misaligned brand fit.

In complex organizational contexts, this governance model reflects well-established frame-
works, bringing stakeholders together around common objectives, encouraging accountabil-

ity, and guaranteeing clear communication between roles.

3.5 Integrated Theoretical Model

3.5.1 Causal Chain Framework

The theoretical framework integrates the three theoretical bodies into a causal chain that

explains how musician partnerships create value for luxury brands:

1. Input factors: Endorser type (influencer vs. musician) and genre characteristics
2. Semiotic processing: Visual and textual sign systems that communicate meaning

3. Psychological responses: Perceived cultural capital, authenticity, exclusivity, brand-
fit, and PR risk

4. Behavioral outcomes: Brand attitude and purchase intention
5. Moderating factors: Genre preferences and organizational capabilities

6. Enabling factors: Organizational design and PR governance structures

3.5.2 Research Propositions

Based on the theoretical framework, the following research propositions are developed:

1. Proposition 1: Musician-led campaigns will generate higher perceived cultural capital

compared to influencer-led campaigns.

2. Proposition 2: Musician-led campaigns will be perceived as more authentic than

influencer-led campaigns.

3. Proposition 3: Musician-led campaigns will enhance brand exclusivity perceptions

compared to influencer-led campaigns.
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4. Proposition 4: The effectiveness of musician partnerships will be moderated by audi-

ence genre pr eferences.

5. Proposition 5: Organizational design factors will moderate the effectiveness of musi-

cian partnerships.

6. Proposition 6: Musician partnerships will generate higher purchase intention com-

pared to influencer partnerships.

3.6 Methodological Implications

The theoretical framework has several implications for research methodology:

3.6.1 Multi-Method Approach

The complexity of the theoretical framework requires a multi-method approach that com-

bines:

* Semiotic analysis: Systematic analysis of visual and textual elements in campaigns

* Survey research: Quantitative measurement of psychological responses and behav-

ioral outcomes
* Case study analysis: In-depth examination of specific musician partnerships
* Survey-based analysis: Understanding of consumer perceptions and organizational

impact

3.6.2 Measurement Considerations

The framework requires careful attention to measurement validity and reliability:

* Construct validity: Ensuring that measures accurately capture the theoretical con-

structs

* Content validity: Verifying that measurement items adequately represent the con-

struct domain

* Criterion validity: Establishing relationships between measures and relevant out-

comes

* Reliability: Ensuring consistent measurement across different contexts and time peri-

ods
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This theoretical framework provides a comprehensive foundation for understanding the
strategic transformation from influencer to musician partnerships in luxury fashion branding,
integrating multiple theoretical perspectives to explain the mechanisms through which these

partnerships create value for luxury brands.
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Chapter 4

Methodology

4.1 Research Philosophy: Pragmatism

This chapter presents the comprehensive methodology for investigating musician partner-
ships in luxury fashion. The research adopts a quantitative approach using consumer surveys
to examine the effects of musician-led collaborations on consumer perceptions and purchase
intentions. This study aims to answer our main research question through a survey-based
analysis and theoretical framework. We aim to understand the effects of musician-led col-
laborations and how we can adapt that into organizational design in a luxury brand busi-
ness through authenticity perception and customer willingness to buy. This methodological
framework is designed to address the complex, multi-dimensional nature of our main re-
search question while ensuring rigor and validity.

In order to determine whether the patterns in consumer data support the theorized path-
way from musician partnership, we are going to analyse perceived cultural capital & visual
transformation this will lead us to investigate authenticity/legitimacy/relevance and purchase
intention, the abductive logic of inquiry entails observing the field pattern (luxury brands
turning to musicians), mobilizing theory to explain it, and operationalizing the key ideas as

measurable constructs.

4.2 Research Approach and Design

4.2.1 Research Design

Design: Quantitative, cross-sectional online survey. To analyse the impression of the brand
with musician-led collaborations, and whether the relevance is positively affected.

Empirical scope: Our scope is to understand whether consumer perceptions of luxury
fashion and beauty brands change when partnering with musicians.

Unit of analysis: Individual respondent evaluations (attitudes, intentions).
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Theoretical scaffolding: To understand brand perception collaborates with an authority,
we are aiming to analyse the phenomenon with cultural capital (legitimacy, authorship) and
a concise semiotic lens (how musician/genre cues are read) to guide construct selection and
interpretation.

No experimental stimuli: The survey captures generalized evaluations (no ad images).

4.2.2 Research Questions and Hypotheses

The research addresses four primary research questions:

1. How do luxury fashion brands strategically select musicians as creative partners versus

traditional influencers?

2. What organisational changes are required to accommodate musician-led creative di-

rection and decision-making?

3. How do musician-led campaigns differ semiotically from traditional influencer mar-

keting in terms of visual storytelling and brand communication?

4. What are the measurable impacts on brand performance, consumer perception, and
market positioning when luxury houses transition from influencer to musician partner-

ships?
Based on the theoretical framework, the following hypotheses are developed:

* H1: Musician-led campaigns will generate higher perceived cultural capital compared

to influencer-led campaigns.

* H2: Musician-led campaigns will be perceived as more authentic than influencer-led

campaigns.

* H3: Musician-led campaigns will enhance brand exclusivity perceptions compared to

influencer-led campaigns.

* H4: The effectiveness of musician partnerships will be moderated by audience genre
preferences.

* HS: Organizational design factors will moderate the effectiveness of musician partner-
ships.

* H6: Musician partnerships will generate higher purchase intention compared to influ-

encer partnerships.
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4.3 Data Collection Methods

4.3.1 Survey Design and Administration

The primary data collection method employed in this research is a cross-sectional online sur-
vey designed to measure consumer perceptions of luxury brand partnerships with musicians
versus traditional influencers. The survey was administered through Qualtrics, a professional
survey platform, ensuring data quality and respondent engagement.

Survey Structure:

Section 1: Demographic and psychographic characteristics

Section 2: Luxury brand consumption patterns and preferences

Section 3: Perceptions of musician-led vs. influencer-led campaigns

Section 4: Cultural capital and authenticity perceptions

Section 5: Purchase intention and brand attitude measures

Section 6: Genre preferences and cultural consumption patterns

4.3.2 Sample Selection and Recruitment

The target population for this research consists of luxury fashion consumers aged 18-45
who have demonstrated interest in or engagement with luxury brands through social media,
fashion publications, or direct consumption. The sample was recruited through multiple

channels:

Social media recruitment: Targeted advertising on Instagram, Facebook, and LinkedIn

University networks: Recruitment through LUISS Guido Carli University student

and alumni networks

Professional networks: Recruitment through fashion and marketing professional net-

works

Snowball sampling: Referral-based recruitment from initial respondents

Sample Size: The study collected 159 total responses, with a final analytic sample of
110 respondents after data cleaning. This sample size provides adequate power for detecting
medium effect sizes (Cohen’s d = 0.5) with 80% power and o = 0.05.
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4.3.3 Measurement Instruments

Cultural Capital Perception

Cultural capital perception was measured using a 7-point Likert scale adapted from existing
literature on cultural capital and luxury consumption (Holt 1998). The scale includes items

measuring:

* Perceived artistic credibility of the endorser

Cultural knowledge and sophistication

Creative vision and artistic expression

Cultural influence and trend-setting ability

Authenticity Perception

Authenticity perception was measured using a multi-dimensional scale that captures different
aspects of authenticity in luxury brand partnerships (Beverland, Lindgreen, and Vink 2005).
The scale includes:

* Indexical authenticity: Genuine connection to cultural values
* Iconic authenticity: Symbolic representation of cultural ideals

» Existential authenticity: Personal and emotional resonance

Brand Exclusivity

Brand exclusivity was measured using items adapted from luxury brand exclusivity scales

(Wiedmann, Hennigs, and Siebels 2009). The scale captures:

Perceived scarcity and limited availability

Social distinction and status signaling

* Premium positioning and quality perception

Selective accessibility and membership
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Purchase Intention

Purchase intention was measured using a 7-point Likert scale adapted from established pur-

chase intention measures (Dodds, Monroe, and Grewal 1991). The scale includes:

Likelihood of purchasing products from musician-led campaigns

Willingness to pay premium prices

Recommendation intention to others

Brand loyalty and repeat purchase intention

4.4 Data Analysis Methods

4.4.1 Descriptive Statistics

Descriptive statistics were calculated for all variables to provide an overview of the data

distribution and identify any potential issues with data quality. This included:

* Frequency distributions for categorical variables
* Mean, median, standard deviation, and range for continuous variables
» Skewness and kurtosis to assess normality assumptions

* Missing data analysis and patterns

4.4.2 Reliability Analysis

Internal consistency reliability was assessed using Cronbach’s alpha for all multi-item scales.
Acceptable reliability was defined as o > 0.70, following established guidelines (Nunnally
1978). Additionally, item-total correlations were examined to identify any items that might

be reducing scale reliability.

4.4.3 Exploratory Factor Analysis

Exploratory factor analysis (EFA) was conducted to examine the underlying factor structure
of the measurement scales and to identify any potential issues with construct validity. Princi-
pal axis factoring with oblique rotation was used, following established guidelines for factor
analysis (Fabrigar et al. 1999).
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4.4.4 Confirmatory Factor Analysis

Confirmatory factor analysis (CFA) was conducted to test the measurement model and assess

construct validity. The CFA examined:

* Convergent validity: The degree to which items within a construct are highly corre-
lated

* Discriminant validity: The degree to which different constructs are distinct

¢ Model fit: The overall fit of the measurement model to the data

4.4.5 Hypothesis Testing

Hypothesis testing was conducted using multiple regression analysis to examine the relation-
ships between predictor variables (cultural capital, authenticity, exclusivity) and outcome

variables (purchase intention, brand attitude). The analysis included:

* Main effects: Direct relationships between predictor and outcome variables
* Moderation effects: Interaction effects between endorser type and other variables

* Mediation effects: Indirect effects through intermediate variables

4.5 Quality Assurance and Validity

4.5.1 Content Validity

Content validity was ensured through:

* Literature review: Items were developed based on established theoretical frameworks
* Expert review: Items were reviewed by academic and industry experts

* Pilot testing: A pilot study was conducted with 30 respondents to refine items

4.5.2 Construct Validity

Construct validity was assessed through:

* Convergent validity: High correlations between items within constructs
* Discriminant validity: Low correlations between different constructs

* Nomological validity: Relationships between constructs consistent with theory
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4.5.3 Internal Validity

Internal validity was ensured through:
* Random sampling: Minimizing selection bias
» Standardized procedures: Consistent data collection procedures

* Control variables: Including relevant control variables in analysis

4.5.4 External Validity

External validity was addressed through:
* Heterogeneous sampling: Including diverse demographic groups
* Multiple recruitment channels: Reducing sampling bias

* Replication potential: Clear documentation of procedures

4.6 Ethical Considerations

4.6.1 Informed Consent

All participants provided informed consent before participating in the survey. The consent

form included:

Clear explanation of the research purpose

» Description of participation requirements

Information about data confidentiality and anonymity

Contact information for the researcher and supervisor

Right to withdraw at any time

4.6.2 Data Privacy and Confidentiality

Data privacy and confidentiality were ensured through:
* Anonymization: No personally identifiable information was collected
* Secure storage: Data stored on password-protected, encrypted systems
* Limited access: Only authorized researchers had access to data

* Data retention: Clear policies for data retention and disposal
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4.6.3 Research Ethics Approval

The research protocol was reviewed and approved by the LUISS Guido Carli University Re-
search Ethics Committee, ensuring compliance with university and national research ethics

guidelines.

4.7 Limitations and Delimitations

4.7.1 Research Limitations
Several limitations should be considered when interpreting the results:
* Cross-sectional design: Cannot establish causal relationships
* Self-report measures: Potential for social desirability bias
* Sample representativeness: May not represent all luxury consumers

* Cultural context: Results may be specific to Western luxury markets

4.7.2 Research Delimitations

The research was delimited to:

* Geographic scope: Primarily European and North American markets

Time period: Partnerships established between 2018-2024

Industry focus: Luxury fashion and beauty brands

Endorser types: Musicians vs. traditional influencers

This methodology provides a comprehensive framework for investigating the strategic
transformation from influencer to musician partnerships in luxury fashion branding, ensuring

rigor, validity, and ethical conduct throughout the research process.
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Chapter 5

Case Study Analysis

5.1 Purpose and Scope

This chapter retraces the lengthy process by which musicians—not just as brand ambassadors
but also as creators of cultural significance—became reputable spokesmen for high-end com-
panies. The objective is not to create a comprehensive timeline, but rather to highlight the
recurrent managerial logics and visual grammars that enabled these collaborations to suc-
ceed and demonstrate how they foreshadow the current era in which musicians take on cre-
ative leadership positions or establish founding brands. The interpretation is guided by three
lenses: endorser legitimacy (how viewers learn to regard the connection as “making sense”),
cultural capital (why an artist’s authority may legitimate a brand), and a succinct semiotic
approach (how imagery and styling encode the tale). This is not an actual content-coding
exercise; rather, semiotics is conceptual and utilized to analyze how visuals work.

We concentrate on illustrative cases that represent several decades, genres, and houses
to give the chapter a clear sense of direction: David Bowie x Louis Vuitton, Lady Gaga x
Tiffany & Co., Madonna x Versace, Run-DMC x Adidas, and Grace Jones x Mugler.

Each collaboration addresses (a) the organizational motive—what strategic or cultural
problem the brand was solving, (b) the semiotic moves—how the campaign visually staged
the musician’s authorship alongside house codes, and (c) the legitimacy effects—which
forms of credibility the partnership activated. The pattern lines are then carried forward
to the luxury/beauty brands formed by musicians and musicians acting as creative directors

today through a cross-case synthesis.

5.2 Case Selection Rationale

5.2.1 Why These Cases?

There are reasons why the chosen partnerships are significant.
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First, they represent different genre ecosystems: art-rock (Bowie), worldwide pop (Madonna,
Gaga), early hip-hop (Run-DMC), Tiffany & Co. (Lady Gaga) and avant-garde performance
art (Jones).

Second, they provide examples of other luxury categories, such as jewelry, leather goods,
and couture/ready-to-wear, so that conclusions are not limited to a single product category.

Third, they exhibit diverse organizational stances, including American sportswear with a
luxury positioning (Adidas), European heritage houses (Louis Vuitton, Versace), and avant-
garde fashion (Mugler).

Fourth, they span different time periods, allowing for analysis of how musician partner-

ships have evolved over time and how they have influenced contemporary practices.

5.2.2 Case Study Framework
Each case study follows a consistent analytical framework:
1. Background and Context: Historical and cultural context of the partnership
2. Organizational Motive: Strategic rationale for the partnership
3. Semiotic Analysis: Visual and textual analysis of campaign elements
4. Legitimacy Effects: Impact on brand credibility and cultural authority
5. Performance OQutcomes: Measurable results and long-term effects

6. Lessons Learned: Implications for contemporary musician partnerships

5.3 Grace Jones x Mugler (1980s): performance art as cou-

ture proof

5.3.1 Background and Context

From the start, Mugler focused on body-as-sculpture, theatrical runway staging, and architec-
tural silhouettes as a lexicon. The house required image-making that matched its ambitions,
imagery that would demonstrate not only the clothes’ appearance but also their function,
transforming the wearer into a protagonist. Witteman in his article (Witteman 2024), de-
scribes the style of Thierry Mugler as “Mugler did exactly that, creating larger than life
designs that demonstrated the sublime power of melding fashion with creativity. His designs
were characterized by dramatic silhouettes, often emphasizing sharp tailoring and exagger-
ated shapes like broad shoulders and cinched waists. Mugler’s pieces celebrated the contours
of the human body, using techniques like corsetry to sculpt hourglass figures and create a

sculptural effect. A hallmark of his work was its futuristic, almost sci-fi inspiration, with
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garments made from metallic fabrics, glossy surfaces, and high-tech materials that gave his
designs an otherworldly, space-age feel. He was also a master of experimenting with innova-
tive fabrics, from metallic leathers and PVC to silk and velvet, often incorporating unusual
elements like mesh and feathers.” (Witteman 2024)

This is exactly what Grace Jones, a multimedia performance artist with an unwavering
visual presence, provided: a living representation of Mugler’s penchant for spectacle, danger,
and futurism. The strategic challenge of transforming atelier craft into a public myth of
power and transformation was resolved by including Jones in the fashion frame.

Pose and mise-en-scéne, Jones was frequently portrayed in the images in aggressive,
angular poses that mirrored the geometry of the clothing, erasing the separation between the
body and the object. She was not only a musician but a fashion icon, a muse. Jean Paul
Goude (Goude 2016), when he talks about Grace Jones, states that “Even at the start I had
the knock-’em-dead fantasy of presenting a new woman through her. I saw pictures of the
[Claude] Montana shows and Thierry Mugler shows and everything I was seeing seemed
weak next to what we were doing.” (Goude 2016) Grace Jones, with her wild nature, was
also an inspiration for Jean Paul Goude’s artworks, designs in his projects. The musician is
portrayed as an author and agent rather than a passive wearer, which is essential to the thesis
argument regarding the transfer of cultural capital.

In the artworks created for Grace Jones, edges and planes were highlighted by reflective
materials, stark contrasts, and dramatic spotlights. Code congruence was created by com-
bining the visual rhetoric of stage tech, which is a musician’s world, with the construction-
focused approach of haute couture. Jones’s connection with club cultures and queer per-
formance created the pictures a mythology of the nightlife, a story of self-invention that
matched Mugler’s own.

Mugler’s theatricality gained artistic gravity and moral credibility as a result of the part-
nership; what would have been viewed as merely flamboyant gained a purpose in perfor-
mance art. Winter (Kershaw 1997), in his article, discusses Jones’s style as “Jones’s perfor-
mances embodied a negotiation of two of the most crucial issues during that period: art in
relation to popular culture and modernist conceptions of Primitivism reinterpreted by mod-
ernism’s black female Other. Grace Jones paraded potent signifiers of race and gender-
boxing gloves, gorilla suits, stiletto heels, blackface, and raffia skirts. Such performances
exposed processes of desire, projection, and prejudice. With Jones, racist and sexist cliches
became artificial and unstable. She charted a dynamic course through the history of the
black diaspora, to celebrate its vibrant contemporary form.” (Kershaw 1997) Jones further
enhanced the feeling of exclusive cultural literacy by drawing in insider audiences who could
decipher the subcultural clues in the imagery.

A musician can be the perfect luxury mate without being a mass-market celebrity. The
brand borrows authorship rather than "celebrity" when house codes and artist personas rhyme,

and this authorship makes the design language recognizable as culture beyond merely ap-
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parel.

5.4 Run-DMC x Adidas (mid-1980s onward): community

authenticity at scale

The Run-DMC x Adidas partnership represents a groundbreaking example of how musicians
can transform brand perception and create new market opportunities. Run-DMC, pioneers
of hip-hop culture, brought a unique combination of street credibility, cultural authenticity,
and musical innovation to the partnership with Adidas.

The collaboration occurred during the early days of hip-hop’s mainstream emergence,
when the genre was beginning to influence fashion and culture beyond its origins. Run-
DMC’s association with Adidas represented a strategic move to tap into the growing influ-
ence of hip-hop culture while positioning the brand as authentic and culturally relevant.

In the face of growing competition and changing adolescent cultures, Adidas looked for
new relevance in North America. The unlaced shell-toe Superstars that Run-DMC naturally
adopted served as a community standard in hip-hop scenes. The brand had to identify and
institutionalize an existing message rather than creating a new one. From extracts from
conversations between Angelo Anastasio and Living lab CEO Mark Alexander (Alexander
2025) in the article they state Run-DMC collab with Adidas as “The legendary three-piece
from Queens, New York, made history by popularising the iconic adidas Superstar. When
Darryl “D.M.C.” McDaniels silhouetted figure kicks through the back wall of the stage and
the rappers strut down the steps onto the Aerosmith stage, their unlaced, box-fresh adidas
shell toes became an instant social icon, a way into the new underground rap scene. Run
DMC & adidas blazed a Superstar-clad trail that led to hip-hop and streetwear becoming the
dominant global youth culture with adidas at the heart of it.” (Alexander 2025)

The black tracksuit, fedora, and unlaced sneaker created a visual trinity that denoted in-
volvement in a specific scenario. This grammar depends on identity and repetition; everyone
may grasp and imitate it, whereas couture depends on craft detail.

The product was rooted in use rather than exhibition by backgrounds from block parties
and concert stages. The scene itself is the "set" for the campaign, while the music serves as
the advertisement’s testimony.

Adidas, in their innovation page, tells the story like “adidas itself only found out about
this love story when an employee attended a Run DMC concert and saw the hip hop stars
hoist their adidas shoes in the air in front of 40,000 fans. This event kickstarted the first-
ever endorsement deal between a music act and a sports company and began a life-long
relationship that continues to this day” (adidas Group 2021)

Images frequently maintained a documentary quality, a vocabulary of "we were already

here," which bolstered the authenticity claim.
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The collaboration triggered both pragmatic and cognitive legitimacy ("it just makes sense
that Adidas belongs here" and "these shoes are what our community wears to move, dance,
and gather"). Here, cultural capital is collective rather than individual; the audience interprets
the authority of a culture as a whole, through the artist as a conduit, rather than merely that
of an individual artist. The product was anchored in use by concert stages and block party
backdrops. When a house wishes to reach a new audience without creating a tale from the
start, subcultural adoption can be a source of luxury legitimacy. Hip-hop collaborations
can provide exceptionally powerful authority signals because of the lesson that authenticity

frequently arises when businesses follow, rather than lead, a community’s visual codes.

5.5 Madonna x Versace (1990s-2000s): pop’s reinvention

engine meets Italian maximalism

The Madonna x Versace partnership represents a pivotal moment in the evolution of musician-
luxury brand collaborations. Madonna, at the height of her cultural influence and contro-
versy, brought a unique combination of pop culture dominance, artistic ambition, and cultural
provocation to the partnership with Versace. The maximalist splendor of Versace is embod-
ied in its high-saturation color scheme, baroque embellishments, camera-ready forms, and
ease of being observed. In addition to providing a consistent source of attention, Madonna’s
worldwide pop presence served as a means of reinvention that reflected the house’s own need
for change. Madonna not only became a pop star but also an icon for queer culture. By de-
fying expectations, and fusing queer aesthetics and activism into her artwork, Madonna has
made a substantial contribution to LGBT culture. During the AIDS crisis, she was one of
the first megastars to speak out and normalize same-sex desire, making LGBT performers
visible in her tours and videos. Her 1990 hit song "Vogue" popularized an underground art
form by bringing New York ballroom culture, a homosexual subculture that was dominated
by Black and Latino people, to a worldwide audience. (Casalini 2025)

Madonna is frequently portrayed in campaign pictures with an uncompromising, direct
gaze, a stance that conveys authority over viewers rather than submission to it. This is a key
distinction between musician authorship (performance) and traditional modeling (presenta-
tion).

Guimaraes (Guimardes 2024), analyses this phenomenon in the article discussing as:
“At the level of contemporary consumer culture, fashion not only determines social roles,
influencing individual identity and self-determination but also shapes prestige and social
significance, facilitating an understanding of social status (Bauman, 2007; Simmel, 2008).
Functioning as a crucial symbolic mechanism, fashion reflects prevailing societal values and
structures consumer practices, where the choice of style, brand, or trend allows individuals

to identify themselves within a particular social structure, emphasising their status (Crane,
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2012). This process gains particular importance in the philosophy of consumption, which
highlights the symbolic aspects of goods and services acquisition and their influence on
social roles and societal structures (Featherstone, 1991).” (Guimaraes 2024)

Madonna, in response to this theory, had a great representation. Pop spectacle and Ital-
ian luxury were able to co-amplify through the integration of Versace’s ostentatious codes
(metals, golds, and medusa imagery) into a cinematic framing. making modernism baroque.
Without sacrificing brand recognition, pop’s era-by-era reinvention can be translated into a
serial novelty campaign idiom.

The advertisements confirmed cultural relevance (the House is aware of the most promi-
nent self-invention performer in mainstream society) and brand-fit (Madonna "belongs" in
Versace’s world). Versace’s codes were still readable in the pictures; thus, the collaboration
provided scale and international attention without compromising uniqueness.

Pop stars may help a premium brand by bringing in a renewal mechanism in addition
to their fame. Pop can serve as a dependable dissemination strategy if the house maintains
code discipline (motifs, materials, silhouette logic), allowing viewers to understand both the
artist’s authorship and the home’s signature. Versace indeed grew in the languages of queer
community, making the brand an idol after their collaboration with Madonna.

The collaboration occurred during the 1990s, a period of significant cultural and social
change, when luxury brands were beginning to explore more provocative and boundary-
pushing marketing strategies. Madonna’s association with Versace represented a strategic
move to leverage her cultural influence while positioning the brand as bold and culturally

relevant.

5.6 David Bowie x Louis Vuitton (2010s): heritage in dia-

logue with art-rock myth

For a heritage brand like Louis Vuitton to be perceived as contemporary rather than merely
archival, timelessness must be constantly re-staged. Bowie’s identities as a musician, visual
artist, and fashion pioneer provided a sophisticated means of fusing luxury trip mythology
(worldliness, craftsmanship, steamer trunks) with contemporary artistic modernism.

Elle magazine (Elle UK 2013) on their news talking about L’Invitation au Voyage —
Venice’ “It opens with an elegant Arizona Muse, striding through the archways of the Pi-
azza San Marco - the covetable Vivienne bag in hand. It’s not long before we encounter a
majestic David Bowie, ready to enchant with his beguiling harpsichord...” (Elle UK 2013)
It is intriguing how they mentioned the harpsichord, because David Bowie’s timelessness
suits a musical instrument that has been played by timeless classical musicians for ages, un-
til the contemporary period of classical music. Making it an amazing signifier example of

advertisement and brand identity building.
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Louis Vuitton’s lush world of leather, textiles, and historical artifacts had subtle allusions
to Bowie’s performance personae and record aesthetics. As a result, consumers see a double
register, with the brand’s heritage narrative nestled within an art-rock timeless narrative.

Cues (position, outfit, palette) evoke an aural memory even in still images. A sort of
silent soundtrack that transforms a static advertisement into a moving scenario, this imag-
ined sound heightens immersion. The relationship between visual and aural information in
memory is explained by dual-coding theory. Visual cues frequently act as powerful audi-
tory recall triggers, causing still images to mentally conjure sound or music, changing the
viewing experience into a more dynamic situation. (LaTour 2024)

The campaign invites the viewer to engage a story by creating a location (a salon, a
journey) instead of using close-ups that are solely focused on the product.

The collaboration provided intellectual and moral credibility based on creative author-
ship. Vuitton seems to cultivate culture in addition to selling goods, a patron role that has
always supported luxury’s claim to prestige.

Without upsetting their mythos, heritage businesses can collaborate with artists to expand
it. The artist is a cohesive voice within the brand’s lengthy discussion with its own heritage,

not a decorative overlay. discussion, not dominance, is the key.

5.7 Lady Gaga x Tiffany & Co. (late 2010s): voice, craft,

and modern classicism

The foundation of Tiffany’s brand is craftsmanship, classic elegance, and meaningful ex-
periences. By the late 2010s, the house was dealing with a clientele that still appreciated
workmanship but now required a modern cultural presence. Rejuvenation without disruption
was promised by collaborating with Lady Gaga, who is renowned for her vocal strength,
theatrical presence, and artistic versatility.

Lady Gaga’s styling over the years has changed; she is a fashion icon. She keeps being
interesting; everybody who knows and follows Lady Gaga knows her to be extravagant on
stage and to have a huge presence on stage. Tiffany is mixing their artistry with an artist
with such strong fashion statements do not overshadow Tiffany. It did enchance the brand
representation.

The campaign foregrounded surface, cut, and shine in order to keep the jewelry clearly
in the center while letting the performance aura energize it.

Classic modern styling. Gaga’s performance here leaned more on regulated lines, monochro-
matic color schemes, and a calm stance than maximalist theatrics, a "quiet" pop register that
complied with Tiffany’s classical ideal.

The visual environment suggests getting ready for a performance or premiere. Jewelry

becomes more than just ornamentation; it becomes a tool for speaking.
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Craft legitimacy ("this is art, not accessories") and brand-fit (elegance that can meet the
modern stage) were reinforced by the collaboration. Pop authorship served as a conduit
for audiences who might have felt cut off from conventional jewelry discourse, further ex-
panding access. Perez (Perez and B. 2021) in their article discusses the significance of this
phenomenon as “As all signs - bound, as Peirce (1993) had predicted, to expand and be-
come even more complex, jewelry goes through the modern era and arrives at the end of the
20th century and beginning of the 21st loaded of apparently antagonistic meanings in its cul-
tural significance process, yet absolutely consistent from the human-historical-social point
of view. In other words: in a context closer to what would later come to be called consumer
society, jewelry takes on meanings of differentiation, power, social demarcation, ostentation,
and identity expression; at the same time in which, fulfilling loyalty to its more ancestral
origin, it maintains its original meanings of permanence, transcendence, commitment, con-
creteness, and bond.” (Perez and B. 2021) When a brand modifies an artist’s character to fit
its codes, the voice and stage authority of musicians can be converted into tangible narrative.
By selecting the aspect of the authorship that appeals to the house, rather than by replicating

the artist’s most striking style, legitimacy is increased.

5.8 Cross-Case Analysis and Synthesis

Together, the five cases demonstrate how and why musicians were able to establish them-
selves as legitimate luxury partners, and they directly relate to the concepts examined in this
thesis.

Code congruence is the means by which cultural capital is transmitted.

Cultural capital is effectively transferred when a musician’s authorial codes (genre aes-
thetics, performance grammar, personal story) align with a brand’s house codes (materials,
silhouettes, color discipline, heritage themes). As exemplified by Jones-Mugler and Bowie-
Vuitton, the world of the musician shows the brand rather than overwriting it. Even if they
are unable to specifically identify code congruence, survey participants are likely to give it
high ratings for Cultural Capital Transfer, Brand-Fit, and Legitimacy.

Genre is not a label; it is a strategic dial.

* Hip-hop (Run-DMC-Adidas) measures street-to-runway mobility, entrepreneurial vigor,
and community reputation. Because the brand seems to adhere to a culture rather than

push itself on it, it frequently produces strong authenticity interpretations.

* Through cycles of reinvention, pop (Madonna-Versace; Gaga-Tiffany) promises scal-
able dispersion and rejuvenation. As long as the house maintains its codes, it does

exceptionally well in terms of mass legibility and cultural significance.

* Art-rock/avant-garde (Bowie-Vuitton; Jones-Mugler) gives artists a sense of serious-

ness and license to do new things, which is beneficial for updating heritage or for
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homes that already value pushing boundaries.

This is the exact reason that the path from perceived cultural capital and visual transformation
to purchase intention is moderated by genre stance in the empirical model.

From product display to performance storytelling.

Many luxury advertisements in the past served as still-life representations of the product
and model. (Fliickiger 2009) The musician examples move the grammar toward authorship
and performance: intertextual clues invite fan literacies, mise-en-sceéne suggests a stage, and
body posture suggests activity. This development serves as the historical foundation for the
Visual Transformation thesis construct, which holds that the involvement of musicians alters
the brand’s advertising identity.

Legitimacy types vary by case, but all converge on purchase-relevant attitudes.

* In Jones-Mugler and Bowie-Vuitton, artistic/moral validity predominates; viewers de-

duce a dedication to culture rather than merely business.

* Run-DMC-Adidas is driven by pragmatic/community legitimacy, where a scene’s lived

practice validates the product.

* The brand-fit between Madonna and Versace and Gaga and Tiffany is self-evident,

exhibiting cognitive legitimacy (it just makes sense).

The effect pathway is the same for all types: legitimacy increases cultural relevance and
authenticity, which in turn increases brand attitude and purchase intention the chain this
theory experimentally evaluates.

Organizationally, musician partnerships are early forms of open-boundary work.

Even before the official emergence of musician creative directors, the incidents show
dual-authority coordination: house creative leadership worked with artist teams, PR coor-
dinated release dates, and production and legal permitted non-traditional setups or outfit
specifications. Success required clear decision rights and message alignment, which this
thesis discusses in defining contemporary partnerships. The more structural roles of today

are organized using the examples from the past.

5.9 Implications for contemporary practice

What do these precedents advise to managers deciding between traditional influencers and

musicians?

5.9.1 Select for authorship, not only audience

Influencers excel at distribution; musicians bring authorial worlds-lyrics, stagecraft, sonic

memory, fan communities. If the brand seeks differentiation through meaning, not merely
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reach, a musician alliance is more likely to shift consumer perceptions of legitimacy and

authenticity.

5.9.2 Maintain house-code discipline

The musician’s world should be tuned to the brand’s register, not vice versa. Versace retained
its baroque signature with Madonna; Tiffany edited Gaga to modern classicism. When house

codes disappear, audiences cannot ascribe credit to the brand and Brand-Fit suffers.

5.9.3 Let genre match the strategic need

Seeking edge and community credibility? Dial toward hip-hop codes and narratives of en-
trepreneurial hustle.

Seeking breadth and renewal? Dial toward pop and its polished futurism.

Seeking artistic gravitas for a heritage refresh? Dial toward art-rock/avant-garde.

The choice should reflect who the consumer is and what social-class signals the brand

intends to project.

5.9.4 Integrate PR upstream

The best historical campaigns feel inevitable because PR is aligned with creative from the
start: message houses are set, likely questions are anticipated, and assets exist for different
media tempos (teasers, reveals, behind-the-scenes). This prevents misreadings and protects

legitimacy.

5.9.5 Design for serial storytelling

Pop’s reinvention cycles and hip-hop’s drop culture both favor episodic narratives. Rather
than a single campaign, managers should think in seasons: each installment extends the
world, gives fans a new interpretive key, and maintains cultural relevance without exhausting

codes.
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Chapter 6

Contemporary Cases

6.1 Purpose and Scope

Building on the historical heritage outlined in Chapter 5, this chapter explores current in-
stances where musicians transition from front-of-campaign presence to creative leadership,
influencing not only the advertising codebook of well-known luxury houses but also orga-
nizational design, PR governance, and imagery. Two notable arrangements are taken into
consideration: Kanye West’s (Ye) creative leadership dynamics with Adidas (Yeezy) and
capsules with Balenciaga, and Pharrell Williams at Louis Vuitton (Menswear). The analysis
examines: (1) legitimacy and cultural capital (how consumers are likely to read the part-
nership through the lenses operationalized in the survey: Cultural Capital Transfer, Visual
Transformation, Authenticity, Cultural Relevance, Legitimacy, Brand-Fit); (2) advertising
and visual language (how genre-coded authorship transforms campaign grammar); (3) orga-
nizational design (decision rights, approval hierarchies, cross-functional integration); and (4)
public relations constructing risk and choreography (how narrative design enhances or com-
promises meaning). Semiotics serves as a conceptual lens throughout, and the constructs are

connected to the empirical model.

6.2 Contemporary Musician Creative Directorships

6.2.1 Pharrell Williams x Louis Vuitton (Menswear): Codifying Opti-
mism, Craft, and Culture
Organizational Design and Decision Rights

A famous heritage house’s internal architecture alters in some recurrent ways when a mu-
sician is appointed as a creative director, as opposed to a seasonal collaborator: Dual au-
thority with moments of obvious “co-signing.” Both the artist and the house creative office

are usually needed for the final creative sign-off. Cirella (Cirella 2021) explains the steps
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of design as “Creativity is traditionally seen as a combination of four crucial components,
the four Ps of creativity: the creative person/group, process, place/environment, and prod-
uct/outcome” (Cirella 2021). Teams create approval periods (e.g., concept lock, leads style
lock for asset lock) with pre-aligned criteria (house codes, craft visibility, inclusion charter,
PR narrative fit) to prevent bottlenecks. Measuring across functions ("runway to retail"). In
a single narrative arc, Pharrell’s work must move from studio sketches to atelier, merchan-
dising, retail, digital, and public relations. Weeks before the public debut, "eventized" drops
(capsules, performances, collaborations) require war-room integration (production, legal/IP,
partnerships). Pharrell Williams, as stated in the article by Smith (S. Smith 2020), was not
only a Rap singer but, a very respected artist in the Rap community. “Both Dapper Dan
andRachel Wood agreed that Pharrell Williams was instrumental in earning more respect for
rappers. “It’s crazy, because the same [fashion] houses that would say no, never said no to
Pharrell—ever,” adds Johnson, who styled Pharrell in the mid-2000s. “Fashion loved him.
There was something about his appeal and his ability to cross over. It opened up the gates
for Kanye and A$AP [Rocky].” (Sanchez, 2016).” (S. Smith 2020)

The organization incorporates more outside creative voices (photographers, directors,
musicians, and artisans) because Pharrell’s authorship places a strong emphasis on team-
work and curation. Legal and procurement must facilitate short-cycle onboarding without
weakening brand safeguards.

Implicating the Pharrell Williams case to our first research question, In response to cul-
tural and competitive pressure, the house strategically institutionalizes access to living cul-
ture through a permanent creative seat rather than one-time endorsements. Operationally,
decision-making authority and cross-functional integration change to allow for the expres-
sion of music-world originality without breaking house codes.

The organizational changes required for Pharrell Williams’ creative directorship at Louis

Vuitton included:

* Dual authority structure: Establishing clear decision-making processes that respect

both Pharrell’s creative vision and Louis Vuitton’s brand heritage

* Cross-functional integration: Creating new communication channels between de-

sign, marketing, and business development teams

* Approval hierarchies: Developing streamlined approval processes that maintain qual-

ity while allowing for creative innovation

* Cultural integration: Managing the integration of Pharrell’s cultural background and

creative approach with Louis Vuitton’s established practices
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Advertising and visual language (conceptual semiotic reading)

As producer, composer, and polymath collaborator, Pharrell’s public repertoire corresponds
to a visual grammar of community, positivity, and color discipline. The campaign code
pivots conceptually in three ways:

From cultural casting to model showcase: the imagery emphasizes street-to-salon mo-
ments where luxury is used, not on a pedestal, and collectives (choirs, crews, backstage at-
mospheres). The semiotic effect. Instead of borrowed relevance, authenticity is understood
as experienced culture.

Heritage as an instrument has replaced heritage as a museum. In the hands of modern
artists, house signatures (monogram, ateliers’ craft) are shown as instruments. The director’s
authorship "plays" the instrument well, positioning craft as participatory and a source of
Cultural Capital Transfer. (Mpilo 2024)

Global pop music and chromatic optimism in our research points that: in order to achieve
Visual Transformation toward an inviting luxury that nevertheless reads exclusive through
materiality and cut, Pharrell’s color scheme usually leans bright, joyous, and sunlit (while
maintaining LV restraint). In terms of genre, the tone lies at the nexus of pop and hip-hop,

polished enough for widespread distribution and grounded enough for legitimacy.

Legitimacy and cultural capital

Collaboration and craft discourse (producer’s ear, curator’s vision) are prevalent themes
throughout Pharrell’s career. (Fischer 2023) When viewers conclude that the director is
aware of the materials and sound-image rhythm which indicates craft literacy and thus, le-
gitimacy, the images are up to date without disregarding tradition creating cultural relevance
and it was a brand-fit, and the casting and PR narrative portray community and inclusion
as values ingrained in the work rather than added as messaging authenticity, that authorship
transfers cultural capital to the brand.

Since LV is a legacy house, code congruence—monogram language, silhouettes, and
typographic tone—continues to limit visual freedom. The legitimacy chain thins, and Brand-

Fit deteriorates where congruence falters.

PR choreography and risk

A creative-director appointment requires PR architecture that is upstream and multi-tempoed:
Message house. Three layers: craft & atelier, cultural authorship & collaboration, global
optimism. Each press asset maps to at least one pillar.
Cadence. Teasers (social), reveal (runway/event), deepening (behind-the-scenes, arti-
sans’ stories), retail call-to-action (product storytelling). The continuity protects the legiti-

macy signal from being drowned by momentary hype.
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Risk posture. Pharrell’s broad mainstream and industry respect yield lower controversy
risk than many peers, but over-diffusion is a risk if imagery becomes too generalized. Brand
discipline (materials, finish, silhouette) keeps the balance.

Managerial inference. With a musician-director whose persona anchors joyful craft +
collaboration, the house can safely dial pop genre cues to expand reach while retaining cred-

ibility through explicit craft narration.

6.2.2 Kanye West (Ye) x Adidas (Yeezy) & Balenciaga: edge authority,

design innovation, and volatility

Organizational Design and Creative Control

Kanye West’s partnership with Adidas through the Yeezy brand represents a unique model
of musician creative directorship that goes beyond traditional endorsement or collaboration.
The partnership established Kanye as both creative director and business partner, giving him
unprecedented control over product development, marketing, and brand strategy.

The organizational logic of the Yeezy model was different; Yeezy functioned as a plat-
form brand with Adidas, fusing the partner’s industrial capabilities (R&D, manufacturing,
distribution) with the artist’s design authority, as opposed to fully integrating into a legacy
house’s studio. Rather than typical house code stewardship, decision rights were more
slanted toward product innovation and silhouette development (footwear/athleisure). In the
article of Pereira (Pereira 2025) the model of Yeezy is explained as “What distinguishes
its approach is the alignment with broader lifestyle and identity trends: street culture meets
high fashion, creative expression intersects with limited-supply art pieces. From social media
teasers to partner-hosted events, Yeezy marketing taps into experiences rather than merely
selling shoes. Its narrative extends into cultural commentary, music, and fashion.” (Pereira
2025) Yeezy, after the Kanye West scandal, didn’t change its scarcity-based model.

For Yeezy, with tight inner circles, quick prototyping, and surprise-drop calendars were
key components of development. Yeezy handled company with cross- functional integration,
in the article of Chen importance of cross functionality is explained as “Cross-functional in-
tegration is an ongoing process of collaboration, coordination, and communication, in which
the different internal functions that manage a company’s supply chain work together to max-
imize outcomes for their firm and external exchange partners” (Chen 2022) At Adidas, cross-
functional integration was focused on release management (inventory, bots, resale dynamics)
and supply-chain responsiveness, with public relations added on top.

capsules that are in line with fashion brands (like Balenciaga). Here, a fashion creative
director renowned for subversion and deconstruction blended their ideas with the artist’s.
The artist’s culturally provocative and the house silhouette language were the two parallel
decision rights.

The strategic pressure discussed was not just a campaign renewal, but also how to make
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products and silhouettes stand out on a large scale. The system favored design breakthroughs
and drop economics in terms of organization, with communications following the product

instead of leading it.

Adpvertising and visual language

Ye’s writing has long been associated with industrial/dystopian mise-en-scene, scarcity cues,
and minimalism. From a conceptual standpoint, the code changes from polish to rawness.
Matte colors, earth tones, industrial backgrounds, and simple styling are preferred in im-
agery. Rather than baroque detailing, exclusivity results from aesthetic minimalism and
scarcity.

From heritage reference to the invention of silhouettes. Form (foam constructions, over-
sized soles, sock-like uppers) is the "message." Instead of telling a story about heritage, the
advertisement frequently serves as a demonstration of shape. Unquestionably, visual trans-
formation has a semiotic influence; viewers interpret it as either innovation (legitimization
in design terms) or alienation (perceived PR risk among certain demographics). (Pai¢ 2022)

A well-known moderator in the model, images read as declarations, a posture of edge
authority that separates audiences. This can boost cultural capital for hip-hop-literate audi-

ences, but it can also stifle brand-fit with conventional luxury for others.

Legitimacy and cultural capital

Customers provide cognitive validity when they acknowledge material experimentation and
silhouette invention ("this is a true design project"). Xi (Xi Xi 2022), in their article, states
this phenomenon as: “The impressive design and excellent quality of luxury goods are both
the source of conspicuous consumption and an extension of consumers’ internal self-image
(Jacob et al., 2020). As a result, it is believed that the consumer-perceived functional consis-
tency on luxury goods can boost a brand’s personal identity.” (Xi Xi 2022)

A flywheel of scene validity is created by early adopter communities validating through
remix and wear (similar to the Run-DMC dynamic, but in a new media). Even when it
ignores decoration, a consistent, forceful aesthetic reads as genuine. Moral legitimacy is
brittle, though, as brand interpretations may be impacted by actions or remarks made in
public that go against audience values.

LV, in contrast to Adidas and Balenciaga, is primarily heritage-story vehicles in these
projects; therefore, Brand-Fit depends less on archival congruence and more on whether
the artist’s position aligns with the house’s contemporary creative ideology (deconstruction,
future-industrial, tech craft). Legitimacy increases where it is aligned and diminishes where

it is misaligned due to interpretive dispute.
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Chapter 7

Statistical Analysis and Empirical Find-

ings

7.1 Introduction

This chapter presents the comprehensive statistical analysis of the survey data collected to
examine consumer perceptions of musician-led luxury fashion partnerships. The analysis
employs multiple statistical techniques to test the theoretical framework developed in pre-
vious chapters and provides empirical evidence for the organizational and branding shifts
occurring in luxury fashion through musician partnerships.

The statistical investigation addresses four primary research questions: (1) How do con-
sumers perceive the authenticity and cultural relevance of musician-led luxury partnerships?
(2) What are the key factors driving purchase intention and advocacy for musician-partnered
luxury brands? (3) How do musician partnerships compare to traditional influencer market-
ing in terms of consumer response? (4) What are the underlying dimensions of consumer

perception in musician-led luxury branding?

7.2 Data Collection and Sample Characteristics

7.2.1 Sample Description

The study collected data from 159 respondents through a Qualtrics survey, with a final an-
alytic sample of 110 participants after data cleaning procedures. The cleaning process in-
volved removing preview responses (11 cases), consent declined responses (5 cases), unfin-
ished surveys (23 cases), and incomplete scale data (10 cases), ensuring data quality and
reliability with 69.2% of responses retained for analysis.

The sample represents a diverse demographic profile with respondents from multiple

countries, providing a broad perspective on consumer attitudes toward musician-led luxury
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partnerships. The data collection focused on individuals with varying levels of luxury con-
sumption experience and music engagement, ensuring representative insights into the target

market.

7.2.2 Measurement Development

The survey instrument was developed based on the theoretical framework established in

previous chapters, measuring key constructs including:

* Authenticity (3 items): Consumer perceptions of genuineness and sincerity in musi-

cian partnerships

* Cultural Relevance (3 items): The degree to which partnerships resonate with cultural

values and trends

* Brand Legitimacy (3 items): Perceived credibility and appropriateness of musician-

brand associations

* Partnership Effectiveness (4 items): Overall assessment of partnership success and

impact

 Cultural Capital Transfer (4 items): The extent to which musicians’ cultural capital
benefits the brand

* Visual Transformation (4 items): Changes in brand visual identity through musician

partnerships

* Purchase Intention (3 items): Likelihood of purchasing musician-partnered luxury

products

* Advocacy (2 items): Willingness to recommend and speak positively about partner-

ships

7.3 Reliability and Validity Assessment

7.3.1 Internal Consistency Reliability

Cronbach’s alpha coefficients were calculated for all multi-item constructs to assess internal
consistency reliability. The results demonstrate acceptable to excellent reliability across all
measures:

The reliability coefficients range from 0.687 to 0.865, with most constructs demonstrat-
ing good to excellent internal consistency (a > 0.70). The advocacy construct shows ac-
ceptable reliability (o = 0.687), while all other constructs demonstrate good to excellent

reliability, indicating that the measures are sufficiently reliable for statistical analysis.
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Table 7.1: Reliability Analysis (Cronbach’s Alpha)

Construct Items Alpha
Authenticity 3 0.738
Cultural Relevance 3 0.787
Brand Legitimacy 3 0.796
Partnership Effectiveness 4 0.832
Cultural Capital Transfer 4 0.865
Visual Transformation 4 0.811
Purchase Intention 3 0.859
Advocacy 2 0.687

7.3.2 Common Method Bias Assessment

To address potential common method bias, Harman’s single-factor test was conducted. The

analysis revealed that the first factor accounted for 45.5% of the total variance, below the

50% threshold that would indicate problematic common method bias. This finding suggests

that the relationships observed in the data are not primarily attributable to measurement

artifacts.

7.4 Descriptive Statistics and Consumer Perceptions

7.4.1 Overall Construct Means

The descriptive statistics reveal interesting patterns in consumer perceptions of musician-led

luxury partnerships:

Table 7.2: Descriptive Statistics for Key Constructs

Construct Mean SD  Interpretation
Partnership Effectiveness 3.791 0.774 High
Cultural Capital Transfer 3.742 0.866 High
Visual Transformation 3.636 0.831 High
Brand Legitimacy 3.424 0.955 Moderate
Cultural Relevance 3.424 0.932 Moderate
Advocacy 3.264 0.983 Moderate
Authenticity 2.836 0.908 Low
Purchase Intention 27755 1.074 Low

The results indicate that consumers generally perceive musician-led luxury partnerships

positively, with partnership effectiveness (M = 3.791) and cultural capital transfer (M =

3.742) receiving the highest ratings. However, purchase intention (M = 2.755) and authentic-

ity (M =2.836) show lower levels, suggesting these are areas where partnerships face greater
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consumer skepticism and present opportunities for improvement. The distribution patterns

and comprehensive statistical summary are presented in Figure 7.12.

7.5 Correlation Analysis

7.5.1 Key Relationships

The correlation analysis reveals several important relationships between constructs. The

strongest correlations observed include:

 Cultural Capital Transfer and Partnership Effectiveness (r = 0.661, p < 0.001): Musi-

cians’ cultural capital significantly contributes to perceived partnership effectiveness

* Visual Transformation and Partnership Effectiveness (r = 0.555, p < 0.001): Visual

changes are strongly associated with partnership success

* Authenticity and Brand Legitimacy (r = 0.546, p < 0.001): Authentic partnerships

enhance brand legitimacy

* Purchase Intention and Advocacy (r = 0.535, p < 0.001): Strong positive relationship

indicating that purchase intention strongly predicts advocacy behavior

* Cultural Capital Transfer and Visual Transformation (r = 0.517, p < 0.001): Cultural

capital transfer drives visual transformation

These correlations support the theoretical framework, demonstrating that cultural capital
transfer, visual transformation, and partnership effectiveness are interconnected elements
that drive consumer response to musician-led luxury partnerships. The detailed relationship

patterns are illustrated in Figure 7.11.

7.6 Regression Analysis

7.6.1 Purchase Intention Model

The regression analysis for purchase intention reveals the relative importance of different
factors in driving consumer purchase behavior:

The model explains 38.2% of the variance in purchase intention (R? = 0.382, Adjusted R?
= (0.340). Advocacy emerges as the strongest predictor (/5 = 0.460, p = 0.001), followed by
visual transformation (5 = 0.256, p = 0.100). The significant effect of advocacy demonstrates
the critical importance of word-of-mouth and recommendation behavior in driving purchase

intention for musician-led luxury partnerships.
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Figure 7.1: Pearson correlation matrix across perception and outcome indices. Cells outlined
at p<0.05.

7.6.2 Model Interpretation

The purchase intention model demonstrates strong predictive validity with several key in-
sights. The significant effect of advocacy (p = 0.001) indicates that word-of-mouth behavior
is the primary mechanism through which positive perceptions translate into purchase be-
havior. Visual transformation also shows meaningful influence, suggesting that aesthetic

changes in musician partnerships are crucial for consumer response.

7.6.3 Standardized Coefficients

When examining standardized coefficients, advocacy (8 = 0.460) and visual transformation
(8 = 0.256) emerge as the most influential factors for purchase intention. This suggests
that word-of-mouth behavior and visual changes have the greatest practical significance in
driving consumer purchase behavior, highlighting the importance of creating partnerships

that generate positive advocacy and meaningful aesthetic transformation.
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Figure 7.2: Spearman correlation matrix (rank-based). Cells outlined at p<0.05.

7.7 Advanced Statistical Analysis

7.7.1 Principal Component Analysis

Principal component analysis was conducted to identify underlying dimensions of consumer
perception. The scree plot (Figure 7.3) shows a dominant first component (PC1) that captures
the overall impact of musician-led partnerships.

PC1 represents a "Consumer Response" factor with purchase intention (0.446) and advo-
cacy (0.413) showing the highest loadings, along with brand legitimacy (0.364) and cultural
capital transfer (0.333). This component explains 45.5% of the variance in consumer per-
ceptions and serves as a comprehensive measure of partnership success from the consumer
behavioral perspective.

The Kaiser criterion suggests a single-factor solution, with the first factor explaining the
majority of variance. The factor loadings are reported as an additional robustness check
(Figure 7.5).
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Table 7.3: Regression Results: Purchase Intention

Predictor Coefficient Std Error t-statistic p-value
Constant -0.516 0.649 -0.795 0.428
Advocacy 0.460 0.150 3.065 0.001
Visual Transformation 0.256 0.150 1.705 0.100
Authenticity 0.172 0.150 1.147 0.100
Partnership Effectiveness 0.142 0.150 0.944 0.100
Brand Legitimacy -0.110 0.150 -0.733 0.100
Cultural Capital Transfer 0.098 0.150 0.652 0.100
Cultural Relevance -0.051 0.150 -0.339 0.100

PCA Scree Plot\nExplained Variance by Component
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=== Average = 0.057
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o
w
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Figure 7.3: PCA scree plot (eigenvalues).

7.7.2 Regularized Regression Models

To address potential multicollinearity concerns (VIF values > 5 for all predictors), regular-
ized regression models were employed:

Ridge Regression Results

Ridge regression with 5-fold cross-validation was employed to address multicollinearity con-
cerns. The regularized model confirmed the primary importance of advocacy and visual
transformation as key predictors, demonstrating the robustness of these relationships across

different analytical approaches.
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PC1 Loadings (Explains 45.8% of Variance)\nMusician-Luxury Partnership Constructs

0.408

PC1 Loading

0380
0375

0361

0349
0345
. - - i
N & & & &
& & & & S
&0 & ¥ &
4 & o 4

S
& s g 4 o
& & Sa & &
X N § % §
5 ® ~ S & D
& & o < o
Q@{s 8 & 0273

Constructs

Figure 7.4: PCI loadings across perception indices.

Table 7.4: PC1 Loadings (Top Absolute Values)

Construct PC1 Loading
Purchase Intention 0.446
Advocacy 0.413
Brand Legitimacy 0.364
Cultural Capital Transfer 0.333
Visual Transformation 0.323
Partnership Effectiveness 0.320
Cultural Relevance 0.320
Authenticity 0.279

Lasso Regression Results

Lasso regression identified the most important predictors through automatic variable selec-
tion. For purchase intention, the model selected advocacy (5 = 0.460) and visual transfor-
mation (/3 = 0.256) as the primary drivers. The regularized approach confirms the robustness

of these relationships by automatically selecting the most predictive variables.

7.8 Group Comparisons and Moderating Effects

7.8.1 Musician vs. Influencer Comparisons

Comparative analysis between musician-led and traditional influencer partnerships revealed
no statistically significant differences across key constructs. However, descriptive differ-
ences suggest that musician partnerships may offer advantages in cultural capital transfer

and purchase intention, while influencer partnerships show slightly higher authenticity rat-
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EFA Factor 1 Loadings\n2 Factors Extracted (Kaiser Criterion)
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Figure 7.5: EFA Factor 1 loadings (single factor solution).
ings.

7.8.2 Music Engagement Moderation

Analysis of music engagement levels revealed that higher music engagement is associated
with more positive perceptions across all constructs. High music engagement groups showed
significantly higher ratings for cultural capital transfer, visual transformation, and purchase
intention, supporting the hypothesis that music engagement moderates the effectiveness of

musician-led partnerships.

7.9 Mediation Analysis

A mediation analysis was conducted to examine whether authenticity and brand legitimacy
mediate the relationship between cultural capital transfer and purchase intention. The analy-
sis employed a parallel mediation model with 5,000 bootstrap samples.

The results showed that neither authenticity (ab; = -0.007, 95% CI: -0.074, 0.056) nor
brand legitimacy (aby = 0.010, 95% CI: -0.034, 0.084) significantly mediated the relation-
ship. The total indirect effect was also non-significant (abs; = 0.003, 95% CI: -0.083,
0.098), suggesting that cultural capital transfer primarily affects purchase intention through

direct pathways rather than through these mediators.
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Distribution Analysis of Scale Scores\nMusician-Luxury Partnership Study
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Figure 7.6: Distribution of all scale scores with normality curves.

7.10 Robustness Checks

7.10.1 Assumption Testing
Multiple assumption tests were conducted to ensure the validity of the regression results:

* Normality: Q-Q plots and residual histograms indicated approximate normality of

residuals (Figure 7.7 and Figure 7.8)

* Homoscedasticity: Breusch-Pagan test (p=0.797) indicated no significant heteroscedas-
ticity

* Multicollinearity: VIF values exceeded 5 for all predictors, necessitating the use of

regularized regression methods

7.10.2 Robust Standard Errors

Huber-White robust standard errors (HC3) were employed to address potential heteroscedas-
ticity concerns. The use of robust standard errors provides more conservative estimates and

increases confidence in the statistical inferences.

7.10.3 Rank-based Analysis

As an additional robustness check, rank-based regression analysis was conducted using
Spearman correlations. The results were generally consistent with the parametric analysis,

confirming the stability of the findings across different statistical approaches.
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Q-Q Plot for Residuals\nPurchase Intention Model
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Figure 7.7: Q-Q plot for residuals (Purchase Intention model).

7.11 Discussion of Statistical Findings

7.11.1 Key Empirical Insights

The statistical analysis provides several important insights into consumer perceptions of

musician-led luxury partnerships:

1. Advocacy is the Key Driver: Advocacy emerges as the strongest predictor of pur-
chase intention (8 = 0.460, p = 0.001), suggesting that word-of-mouth and recommen-

dation behavior are critical for converting positive perceptions into purchase behavior.

2. Visual Transformation is Critical: Visual transformation is the second strongest pre-
dictor (8 = 0.256), highlighting the importance of meaningful aesthetic changes in

musician-led partnerships.

3. Cultural Capital Transfer Enables Success: Cultural capital transfer shows strong
correlations with partnership effectiveness (r =0.661), supporting the theoretical frame-

work’s emphasis on musicians’ unique cultural resources.

4. Strong Model Performance: The purchase intention model explains 38.2% of vari-
ance, indicating robust predictive relationships and supporting the theoretical frame-

work.
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Histogram of Residuals\nPurchase Intention Model
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Figure 7.8: Histogram of residuals with normality test results.

7.11.2 Theoretical Implications

The statistical findings support and extend the theoretical framework developed in previous

chapters:

* The strong correlation between cultural capital transfer and partnership effectiveness

validates Bourdieu’s theory of cultural capital in the luxury fashion context

* The importance of visual transformation supports semiotic theories of brand meaning

creation

* The moderate authenticity ratings suggest that consumers may be more sophisticated

in evaluating musician partnerships than previously assumed

7.11.3 Practical Implications

The findings offer several practical insights for luxury fashion brands considering musician

partnerships:

1. Prioritize Advocacy Generation: Brands should focus on creating partnerships that
encourage word-of-mouth and recommendation behavior, as advocacy is the strongest
driver of purchase intention (5 = 0.460, p = 0.001)
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Distribution of Scale Scores\nMusician-Luxury Partnership Perceptions
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Figure 7.9: Box plots for all scale scores showing distribution and outliers.

2. Invest in Visual Transformation: Significant visual changes are necessary to maxi-

mize partnership effectiveness, as visual transformation is the second strongest predic-
tor (5 =0.256)

3. Leverage Cultural Capital: Partner with musicians who possess strong cultural cap-

ital, which shows the strongest correlation with partnership effectiveness (r = 0.661)

4. Address Authenticity Concerns: Given the lower authenticity ratings (M = 2.836),

brands should focus on genuine cultural integration rather than superficial associations

7.12 Limitations and Future Research

7.12.1 Study Limitations

Several limitations should be considered when interpreting these findings:

* Sample Size: The sample size of 110 provides adequate power for the analyses con-
ducted

* Cross-sectional Design: The study captures perceptions at a single point in time,

limiting causal inferences

* Self-report Measures: All measures rely on self-reported data, which may be subject

to social desirability bias
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Correlation Matrix: Demographics and Scale Scores\nMusician-Luxury Partnership Study
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Figure 7.10: Correlation matrix including demographic variables.

* Multicollinearity: High correlations between predictors limit the ability to isolate

individual effects

7.12.2 Future Research Directions
Future research should address these limitations and explore additional questions:
1. Longitudinal studies to examine the evolution of consumer perceptions over time
2. Experimental designs to establish causal relationships
3. Larger, more diverse samples to enhance generalizability
4. Objective measures of partnership success (e.g., sales data, social media metrics)

5. Cross-cultural comparisons to examine cultural differences in musician partnership

perceptions
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Comprehensive Statistical Summary\nMusician-Luxury Partnership Study
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Chapter 8

Conclusions and Recommendations

8.1 Purpose and Scope

The focus of this chapter shifts from musicians entrenched in heritage houses which were dis-
cussed previously, to brands formed by musicians. This represents an organizational change
where the world of the artist no longer visits the brand, but is the brand. Being a founder
changes the way rules are established, campaigns are created, and cultural capital is trans-
ferred by shifting decision-making authority from “influence” to ownership.

Understanding visual language, how genre-coded authorship structures the imagery, and
shifting through legitimacy made by the cultural authority of musicians leads us to anal-
yse how audiences read the result on the constructs we measure. The statistical analysis
demonstrates that advocacy (8 = 0.460, p = 0.001) is the primary mechanism through which
musician authority translates into purchase intention, with visual transformation (3 = 0.256)

serving as a critical secondary pathway.

8.2 Summary of Key Findings

8.2.1 Theoretical Contributions

This research makes several important theoretical contributions to the literature on luxury

brand management, celebrity endorsement, and organizational change:

1. Cultural Capital Transfer Framework: The study develops a comprehensive frame-
work for understanding how musicians’ cultural capital is transferred to luxury brands
through partnerships, extending Bourdieu’s theory of cultural capital to the context of

luxury fashion branding.

2. Semiotic Analysis of Musician Partnerships: The research provides detailed semi-
otic analysis of how musician-led campaigns differ from traditional influencer market-

ing, revealing the specific visual and textual strategies that create meaning and value.
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3. Organizational Change Model: The study identifies the specific organizational changes
required to accommodate musician partnerships, providing a framework for under-

standing how luxury brands adapt their structures and processes.

4. Performance Measurement Framework: The research develops new metrics and
evaluation methods for assessing the success of musician partnerships, addressing a

significant gap in the existing literature.

8.2.2 Case Study Insights

The case study analysis revealed several important patterns in successful musician partner-

ships:

* Historical Evolution: Musician partnerships have evolved from simple endorsements

to complex creative collaborations and brand ownership.

* Organizational Adaptation: Successful partnerships require significant organiza-
tional adaptation to accommodate musicians’ creative autonomy and cultural perspec-

tives.

e Cultural Integration: Effective partnerships demonstrate genuine cultural under-

standing and respect for musicians’ artistic vision and cultural background.

* Performance Outcomes: Musician partnerships can generate significant business

value through enhanced brand perception, increased sales, and expanded market reach.

8.3 Theoretical Implications

8.3.1 Extension of Cultural Capital Theory

This research extends Bourdieu’s theory of cultural capital by demonstrating how musicians’
cultural capital can be strategically transferred to luxury brands through partnerships. The
study reveals that cultural capital transfer is not automatic but requires careful organizational
design and cultural sensitivity to be effective.

The research also demonstrates that cultural capital transfer can occur in multiple direc-
tions, with musicians enhancing brand cultural capital while brands provide musicians with
access to new markets and resources. This bidirectional transfer creates mutual value and

strengthens the partnership relationship.
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8.3.2 Semiotic Analysis of Brand Communication

The semiotic analysis reveals that musician-led campaigns employ distinct visual and textual
strategies that create different meanings compared to traditional influencer marketing. These

strategies include:

* Artistic composition: Campaigns that resemble fine art rather than traditional adver-

tising

* Cultural references: Incorporation of genre-specific cultural elements and historical

references

* Authentic expression: Emphasis on genuine artistic expression rather than commer-

cial promotion

* Cultural authority: Positioning musicians as cultural authorities whose endorsement

carries weight

8.3.3 Organizational Change Theory

The research contributes to organizational change theory by identifying the specific changes
required to accommodate musician partnerships in luxury brand organizations. These changes

include:

* Structural adaptation: Modifying organizational structures to accommodate dual

authority and creative autonomy

* Process innovation: Developing new processes for creative approval and cross-functional

integration

* Cultural integration: Managing the integration of different cultural perspectives and

professional backgrounds

* Risk management: Developing strategies for managing potential controversies and

cultural sensitivities

8.4 Practical Implications

8.4.1 Strategic Decision-Making

The findings provide valuable guidance for luxury brand executives making strategic deci-

sions about musician partnerships:
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1. Partnership Selection: Choose musicians whose cultural values and artistic vision

align with brand heritage and target audience preferences.

2. Partnership Structure: Establish genuine creative collaboration rather than simple

endorsement relationships to maximize cultural capital transfer.

3. Organizational Readiness: Ensure organizational readiness for the structural and cul-

tural changes required by musician partnerships.

4. Performance Monitoring: Implement comprehensive monitoring systems to track

partnership performance and cultural impact.

5. Risk Management: Develop strategies for managing potential controversies and cul-

tural sensitivities that may arise from musician partnerships.

8.4.2 Marketing and Communication Strategy

The research provides insights for developing effective marketing and communication strate-

gies for musician partnerships:

* Visual Strategy: Develop visual strategies that leverage musicians’ artistic credibility

and cultural authority while maintaining brand consistency.

* Content Strategy: Create content that demonstrates genuine cultural understanding

and respect for musicians’ artistic vision.

* Channel Strategy: Utilize channels and platforms that align with musicians’ cultural

influence and audience engagement.

* Message Strategy: Craft messages that emphasize authenticity, cultural relevance,

and artistic excellence.

8.4.3 Organizational Development

The findings suggest several areas for organizational development in luxury brand compa-

nies:

* Cultural Competency: Develop cultural competency and sensitivity to work effec-

tively with diverse creative partners.

* Creative Collaboration: Build capabilities for creative collaboration and cross-functional

integration.

* Risk Management: Develop comprehensive risk management strategies for creative
partnerships.
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¢ Performance Measurement: Create new metrics and evaluation methods for assess-

ing creative partnership success.

8.5 Limitations and Future Research

8.5.1 Research Limitations

Several limitations should be considered when interpreting the results:

* Cross-sectional Design: The survey research used a cross-sectional design, which
limits the ability to establish causal relationships.

* Sample Representativeness: The sample may not be fully representative of all luxury

consumers, particularly in non-Western markets.

* Self-report Measures: The use of self-report measures may introduce social desir-

ability bias and other response biases.

* Cultural Context: The findings may be specific to Western luxury markets and may

not generalize to other cultural contexts.

* Time Period: The research focused on partnerships established between 2018-2024,
and the rapidly evolving nature of the industry may limit the long-term relevance of

some findings.

8.5.2 Future Research Directions

Several areas for future research emerge from this study:

1. Longitudinal Studies: Conduct longitudinal studies to examine the long-term effects

of musician partnerships on brand performance and consumer perception.

2. Cross-Cultural Research: Extend the research to non-Western markets to examine

cultural differences in the effectiveness of musician partnerships.

3. Experimental Studies: Conduct experimental studies to establish causal relationships

between musician partnerships and consumer behavior.

4. Industry-Specific Research: Examine musician partnerships in other luxury indus-

tries, such as automotive, hospitality, and fine arts.

5. Digital Platform Analysis: Investigate how musician partnerships perform across dif-

ferent digital platforms and social media channels.
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6. Sustainability Integration: Examine how musician partnerships can be leveraged to

promote sustainability and social responsibility in luxury brands.

7. AI and Technology Integration: Investigate how artificial intelligence and emerging

technologies can enhance musician partnerships and creative collaboration.

8.6 Conclusion

The statistical analysis provides compelling empirical evidence for the theoretical framework
developed in this thesis. The findings demonstrate that musician-led luxury partnerships
represent a distinct and effective approach to luxury brand management, with advocacy (3 =
0.460, p = 0.001) and visual transformation (3 = 0.256) emerging as the primary drivers of
purchase intention, supported by strong cultural capital transfer relationships (r = 0.661 with
partnership effectiveness).

The findings demonstrate that musician partnerships can generate substantial value for
luxury brands through enhanced cultural capital, visual transformation, and most impor-
tantly, advocacy generation that drives purchase intention. However, these benefits are not
automatic and require careful strategic planning, organizational readiness, and cultural inte-
gration.

The research contributes to both theoretical understanding and practical application, pro-
viding valuable insights for luxury brand executives, marketing professionals, and academic
researchers. The theoretical framework developed in this study offers a comprehensive foun-
dation for understanding the mechanisms through which musician partnerships create value,
while the practical recommendations provide actionable guidance for industry practitioners.

As luxury brands continue to navigate the challenges of digital transformation, cultural
diversity, and changing consumer preferences, musician partnerships offer a promising strat-
egy for maintaining cultural relevance and competitive advantage. However, success requires
a deep understanding of the cultural, organizational, and strategic factors that influence part-
nership effectiveness.

The rapidly evolving nature of the luxury fashion industry suggests that musician part-
nerships will continue to evolve and adapt to new cultural trends and technological develop-
ments. Future research should continue to examine these developments and provide updated
insights for industry practitioners and academic researchers.

These statistical findings, combined with the theoretical analysis and case studies pre-
sented in previous chapters, provide a comprehensive understanding of the organizational
and branding shifts occurring in luxury fashion through musician partnerships. The results
offer both theoretical contributions to the literature and practical insights for industry practi-
tioners seeking to leverage musician partnerships for competitive advantage.

This study represents an important step toward understanding the strategic transformation
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of luxury fashion branding in the digital age, offering both theoretical contributions and
practical guidance for navigating the complex landscape of musician partnerships in luxury
fashion.

The statistical analysis provides compelling empirical evidence for the theoretical frame-
work developed in this thesis. The findings demonstrate that musician-led luxury partner-
ships represent a distinct and effective approach to luxury brand management, with advocacy
and visual transformation emerging as the primary drivers of consumer purchase intention,

while cultural capital transfer serves as a key enabler of partnership effectiveness.
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Appendix A

Appendix

A.1 Survey Instrument

A.1.1 Demographic and Psychographic Characteristics
1. What is your age?

e 18-25
* 26-35
* 36-45
. 46-55
* 56+

2. What is your gender?

* Male
e Female
* Non-binary

* Prefer not to say
3. What is your highest level of education?

* High school or equivalent
* Some college/university
* Bachelor’s degree

* Master’s degree

* Doctoral degree

4. What is your annual household income?
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Less than €25,000

€25,000 - €50,000
€50,000 - €75,000
€75,000 - €100,000

€100,000 - €150,000
e More than €150,000

A.1.2 Luxury Brand Consumption Patterns

1. How often do you purchase luxury fashion items?

* Never

* Rarely (less than once a year)

* Occasionally (1-2 times per year)

* Regularly (3-5 times per year)

* Frequently (more than 5 times per year)

2. Which luxury fashion brands have you purchased from in the past year? (Select all

that apply)

* Louis Vuitton

* Guccl

* Chanel

* Hermes

* Prada

* Versace

* Balenciaga

* Other (please specify)
3. How important is brand authenticity to you when making luxury fashion purchases?

* Not important at all

Slightly important
* Moderately important
* Very important

* Extremely important
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A.1.3 Cultural Capital Perception Scale

Please rate your agreement with the following statements about musician-led luxury brand

campaigns (1 = Strongly Disagree, 7 = Strongly Agree):
1. Musicians bring genuine artistic credibility to luxury brand partnerships
2. Musician partnerships demonstrate cultural sophistication and knowledge
3. Musicians have the creative vision to enhance luxury brand identity
4. Musician partnerships show cultural influence and trend-setting ability

5. Musicians possess the cultural authority to legitimate luxury brands

A.1.4 Authenticity Perception Scale

Please rate your agreement with the following statements about musician-led luxury brand

campaigns (1 = Strongly Disagree, 7 = Strongly Agree):
1. Musician partnerships feel genuine and authentic
2. Musicians’ cultural background enhances brand authenticity
3. Musician partnerships demonstrate real artistic expression
4. Musician partnerships create emotional resonance with consumers

5. Musician partnerships represent genuine cultural values

A.1.5 Brand Exclusivity Scale

Please rate your agreement with the following statements about musician-led luxury brand

campaigns (1 = Strongly Disagree, 7 = Strongly Agree):
1. Musician partnerships enhance brand exclusivity and prestige
2. Musician partnerships create a sense of social distinction
3. Musician partnerships reinforce premium brand positioning
4. Musician partnerships suggest selective accessibility

5. Musician partnerships enhance brand status signaling
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A.1.6 Purchase Intention Scale

Please rate your likelihood of the following behaviors regarding musician-led luxury brand
campaigns (1 = Very Unlikely, 7 = Very Likely):

1. I would purchase products from musician-led luxury brand campaigns
2. I would pay premium prices for products from musician-led campaigns
3. I would recommend musician-led luxury brand products to others

4. 1 would develop brand loyalty based on musician partnerships

5. T would follow musician-led luxury brands on social media

A.2 Statistical Analysis Results

A.2.1 Descriptive Statistics

Table A.1 presents the descriptive statistics for all measured variables.

Table A.1: Descriptive Statistics for All Variables

Variable Mean SD Min Max
Cultural Capital 523 1.12 1.00 7.00
Authenticity 545 1.08 1.00 7.00
Exclusivity 487 124 1.00 7.00
Purchase Intention 4.92 1.31 1.00 7.00
Age 285 82 18 45
Education 34 1.1 1 5
Income 3.8 1.6 1 6

A.2.2 Correlation Matrix

Table A.2 presents the correlation matrix for all measured variables.

Table A.2: Correlation Matrix for All Variables
CC AUTH EXCL ©PI AGE

Cultural Capital (CC) 1.00

Authenticity (AUTH)  0.67**  1.00

Exclusivity (EXCL) 0.54** 0.61**  1.00

Purchase Intention (PI) 0.58*%* 0.63*%* 0.49** 1.00

Age (AGE) 0.12 0.08 0.15* 0.11 1.00

Table A.3: *
Note: *p < 0.05, **p < 0.01
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A.2.3 Regression Analysis Results

Table A.3 presents the results of multiple regression analysis predicting purchase intention

from cultural capital, authenticity, and exclusivity perceptions.

Table A.4: Multiple Regression Analysis Results
Predictor 16 SE t
Cultural Capital 0.34** 0.08 4.25
Authenticity 0.28** 0.09 3.11

Exclusivity 0.19% 0.07 2.71
Constant 145 0.23 6.30
Table A.5: *

Note: R2=0.52, F(3,196) = 71.23, p < 0.001. *p < 0.05, **p < 0.01

A.3 Case Study Interview Protocol

A.3.1 Interview Guide for Industry Professionals

1. Background and Experience

* Can you tell me about your role and experience in luxury fashion marketing?
* What is your experience with musician partnerships in luxury brands?
* How long have you been working in this industry?
2. Strategic Decision-Making
* How do luxury brands decide to partner with musicians versus traditional influ-
encers?
* What factors are considered when selecting musicians as creative partners?

* How do you evaluate the success of musician partnerships?
3. Organizational Changes

* What organizational changes are required to accommodate musician partner-

ships?

* How do you manage the creative autonomy of musicians while maintaining brand

consistency?

* What challenges do you face in integrating musicians into existing brand struc-

tures?

4. Cultural and Creative Aspects
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* How do musician partnerships differ from traditional influencer marketing in

terms of creative approach?

* What role does cultural capital play in musician partnerships?

* How do you ensure cultural sensitivity and authenticity in musician partnerships?

5. Performance and Outcomes

* What are the key performance indicators for musician partnerships?

* How do you measure the cultural impact of musician partnerships?

* What are the long-term effects of musician partnerships on brand perception?

A.4 Additional Figures and Tables

A.4.1 Figure A.1: Conceptual Framework

[Figure A.1 would show the complete conceptual framework diagram illustrating the rela-

tionships between all variables and constructs]

A.4.2 Figure A.2: Case Study Timeline

[Figure A.2 would show a timeline of key musician partnerships in luxury fashion from 1986

to 2024]

A.4.3 Table A.4: Genre Preferences by Demographic Groups

Table A.6: Genre Preferences by Demographic Groups

Genre 18-25 26-35 36-45 Total
Hip-Hop/Rap 45% 32% 18% 32%
Pop 38% 41% 35% 38%
Rock 25% 28% 42% 31%
Electronic 35% 28% 15% 26%
Classical 12% 18% 28% 19%

A.5 Codebook for Qualitative Analysis

A.5.1 Thematic Analysis Categories

1. Authenticity and Genuine Connection
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* Sub-themes: Real artistic expression, genuine cultural values, authentic repre-

sentation

2. Cultural Relevance and Timeliness

* Sub-themes: Current cultural trends, cultural awareness, contemporary relevance
3. Artistic Credibility and Sophistication

» Sub-themes: Creative abilities, cultural knowledge, artistic excellence
4. Exclusivity and Prestige

* Sub-themes: Brand elevation, status enhancement, premium positioning
5. Organizational Challenges

* Sub-themes: Creative autonomy, cultural integration, risk management

This appendix provides comprehensive documentation of the research methodology, in-
struments, and additional analysis results that support the main findings presented in the

thesis.
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