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The profile of luxury brand bag owners of Taiwan’s e-generation female
adults: A study of their perception, usage, and purchase decision making
of luxury brand bags
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The profile of luxury brand bag owners of Taiwan’s e-generation female
adults: A study of their perception, usage, and purchase decision making
of luxury brand bags

For years, Imported luxury products have been extremely popular in Taiwan.
Among them, luxury brand bags may be the most welcomed category for Taiwan’s
e-generation female adults. The reasons for that are their relatively cheap in price

and their practical value in usage.

There are three research questions in this study as follows: (1) How do the
Taiwan’s e-generation female adults view these luxury brand bags? (2) How do they
use them in their everyday life? And (3) who are the influencers of their

decision-making when purchasing a luxury brand bag?

In order to answer the above questions, a 20-people depth interview was carried

out. They are aged from 20-29, must own at least one luxury brand bag.

The findings of this research are as follows:

1. Taiwan’s e-generation female adults accepted their luxury brand bags early in
their school years. They owned their first luxury bag when they were still in
school, 2 of them even allowed luxury brand bags entered their life early in their
junior high school. Their first luxury bags are mostly a gift from their
parents/relatives. Moreover, without surprising, all of their parents, relatives, and

friends owned luxury bags.

2. Luxury brand bags entered Taiwan’s e-generation female adults’ life early in their
school years. They regarded luxury bags as necessity, hence, use them almost

every day and in all occasions.

3. Taiwan’s e-generation female adults are active media users. They read fashion
magazines, watch fashion TV programs, visit blogs, websites and social media to

search for any information of fashion and luxury products.

4. The key influencers of the luxury bags purchase decision of Taiwan’s e-generation

female adults are parents, relatives, and friends among all.

Keywords: e-generation consumer ~ luxury brand bags ~ perception * usage ~ purchase

decisions
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1~ Agnesb

2~ Anya

3 ~ Balenciaga
4 ~ Bally

5 ~ BottegaVeneta
6 ~ Burberry

7~ Cartier

8 ~ Celine

9 ~ Chanel

10 ~ Chloe

11 ~ Coach

12 ~ Daks

13 ~ Dior

14 ~ Fendi

15~ Ferragamo
16 ~ Givenchy
17~ Gucci

18 ~ Hermes

19~ Loewe

20~ LV

21 ~  Longchamp
22~ Marc Jacobs
23~ MiuMiu
24~ Prada

25~ Tods

26~ YSL
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