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Abstract

This thesis develops a business plan for FYT, an online luxury fashion outlet offering
authenticated premium brands at discounted prices in the Slovenian market. The study examines
consumer attitudes toward online luxury shopping and identifies the key factors influencing
purchase intention. A quantitative survey (N = 188) was conducted using Likert-scale and
multiple-choice questions, with data analyzed through descriptive statistics, correlation analysis,
and one-way ANOVA.

The results indicate that Slovenian consumers are strongly value-oriented and risk-averse, placing
the greatest importance on price attractiveness, authenticity assurance, and ease of returns.
Correlation analyses show that these functional attributes have the strongest positive relationships
with purchase intention, while traditional luxury cues such as exclusivity and broad assortment
play a secondary role. Gender differences emerged regarding perceptions of authenticity and
return expectations, whereas age differences were largely insignificant.

Based on these findings, FYT’s strategic positioning should focus on verified authenticity,
transparent pricing, competitive discounts, and a seamless return process. Financial projections
support the viability of the model, indicating that with a conservative 10% margin and projected
monthly sales of 500 items, FYT can achieve positive operating profit with a low break-even
point.

Overall, the study provides actionable strategic and financial insights for launching FYT and

contributes to the understanding of online luxury consumption in emerging digital markets.
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Resumo

Esta dissertacao desenvolve um plano de negocios para a FYI, um outlet de moda de luxo online
que oferece marcas premium autenticadas a precos reduzidos no mercado esloveno. O estudo
analisa as atitudes dos consumidores face as compras de luxo online e identifica os principais
fatores que influenciam a intengao de compra.

Foi realizado um inquérito quantitativo (N = 188), com questdes em escala Likert e de escolha
multipla, sendo os dados analisados através de estatisticas descritivas, analises de correlacao e
ANOVA unidirecional.

Os resultados demonstram que os consumidores eslovenos sdo orientados para o valor e avessos
ao risco, atribuindo maior importancia ao preco, a autenticidade e a facilidade de devolugao.
Estes atributos funcionais apresentam as associagdes mais fortes com a intengdo de compra,
enquanto elementos tradicionais do luxo, como exclusividade e variedade, assumem um papel
secundario. Diferengas de género surgem nas perce¢des de autenticidade e devolugdes, enquanto
as diferengas etérias sdo pouco significativas.

Com base nestes resultados, o posicionamento estratégico da FYI deve centrar-se na
autenticidade verificada, em pregos transparentes, descontos competitivos € num processo de
devolucao simples. As projegdes financeiras confirmam a viabilidade do modelo, indicando que a

FYI pode alcangar resultados operacionais positivos com um ponto de equilibrio reduzido.

Titulo: Plano de Negocios para uma Start-up de Outlet de Moda de Luxo Online

Autor: Martin Peternelj

Palavras-chave: Outlet de luxo; moda online; comportamento do consumidor; intengao de
compra; estratégia de precos; autenticidade; devolugdes; Eslovénia; modelo de negdcio;
projecdes financeiras.
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1. Introduction

The luxury fashion industry has historically been associated with exclusivity, prestige, and
craftsmanship. Luxury products are not merely functional goods but symbolic markers of
identity, lifestyle, and cultural capital. Over time, luxury consumption has expanded from a
narrow elite group to a broader base of aspirational consumers. This democratization of luxury
has been accelerated by globalization, technological innovation, and shifting consumer values

(Ko et al., 2019).

Globally, the luxury fashion market has experienced steady growth over the past decade,
driven by digitalization and changing consumer behaviors (Biktyakova et al., 2024; Ye, 2025).
The integration of e-commerce has reshaped the traditional luxury retail landscape,

contributing to increased accessibility and market expansion (Arrigo, 2015).

A specific development within this transformation is the outlet model. Outlets, initially
conceived as channels to liquidate unsold inventory, have become strategic drivers for luxury
brands. They allow brands to maintain prestige while attracting price-sensitive segments of the
market (Arrigo, 2015). Younger generations—particularly Millennials and Gen Z—are more
willing to engage with outlet channels, as long as authenticity and quality are guaranteed. This

trend suggests that outlets are no longer marginal but central to the future of luxury fashion.

1.1. Problem statement

Despite these global trends, the Slovenian market remains underserved. Access to luxury

products is constrained by three interrelated challenges:

High retail prices — Luxury apparel and accessories remain inaccessible for most Slovenian
consumers. Disposable income levels in Slovenia are significantly lower than in Northern

European countries, limiting demand at full retail price points.

Absence of a verified local online outlet — Slovenian consumers who wish to purchase luxury

goods online must rely on international platforms such as Yoox, Farfetch, or The Outnet.



These platforms involve higher shipping costs, longer delivery times, and more complex
return processes, which represent significant barriers to adoption, although FYT will incur
certain logistical expenses, such as a fixed shipping fee of €21 (which includes insurance and
tracking), its overall cost structure remains highly competitive. The business model is based
on a drop shipping partnership with Italian warehouses—primarily located in Milan—which
allows direct fulfillment of customer orders without the need for FYT to hold inventory. This
structure significantly reduces storage and handling costs, while maintaining fast delivery due
to geographic proximity between Italy and Slovenia. Moreover, by operating within the
European Union, FYT avoids customs duties and complex import procedures, leading to
smoother logistics and better customer experience. In comparison to international competitors
such as Farfetch or The Outnet, FYI’s localized fulfillment model allows for lower final
shipping costs and faster delivery, offering both economic and convenience advantages to

Slovenian and regional consumers.

Consumer distrust in online luxury shopping remains a major concern, particularly due to the
proliferation of counterfeit products and the difficulty of verifying authenticity in digital
transactions. Recent studies have shown that counterfeit luxury goods represent a significant
share of online purchases in Europe, with consumers often unaware that the items they are
buying are not genuine (Arrigo, 2021). This issue is particularly pronounced in smaller
markets such as Slovenia, where local verification mechanisms and brand-authorized outlets
are largely absent, resulting in reduced consumer confidence in purchasing high-value goods
online. Strengthening authentication systems and leveraging partnerships with verified
suppliers could therefore be a key strategy in increasing consumer trust and facilitating the

adoption of online luxury retail.

1.2. Purpose of the Study

This thesis aims to design a comprehensive business plan for Flawless Yet Iconic (FYI), a
Slovenian start-up that seeks to become the country’s first online luxury fashion outlet. FYI’s
mission is to democratize access to luxury by sourcing original designer apparel and

accessories directly from Milanese suppliers and offering them at outlet prices.



The purpose of the study is twofold. First, it seeks to explore the viability of FYI in Slovenia
by assessing consumer demand, competitive positioning, and financial feasibility. Second, it
evaluates the potential for scaling the business beyond Slovenia into the broader European
market. By integrating consumer insights with strategic business planning, the thesis
contributes both to academic understanding of online luxury consumption in emerging

markets and to practical entrepreneurship.

1.3. Research Objectives and Questions

This study is guided by four central objectives. First, it aims to analyze consumer preferences
and attitudes toward online luxury fashion in Slovenia. Second, it seeks to benchmark FYI’s
potential positioning against international competitors and identify its unique value
proposition. Third, it aims to develop a sustainable business model that encompasses revenue
streams, cost structure, and marketing strategy. Finally, the study evaluates the risks and
opportunities associated with scaling FYI beyond the Slovenian market.

From these objectives, the following research questions are derived:

(1) What factors influence Slovenian consumers’ willingness to purchase luxury fashion
online?

(2) How can FYI differentiate itself from established global competitors while building
consumer trust?

(3) What is the financial viability of FYI’s business model within the Slovenian market?

(4) What opportunities and challenges emerge in the context of expanding into other European
markets?

The remainder of this thesis is structured as follows. Chapter 2 provides a comprehensive
review of the literature on luxury fashion consumption, online retailing, and digital business
models, establishing the theoretical foundation for analyzing consumer behavior and strategic
positioning in the luxury e-commerce sector. Chapter 3 describes the research methodology,
detailing the qualitative and quantitative approaches used to collect and analyze data relevant
to the Slovenian market. Chapter 4 presents the main empirical findings, integrating insights
from the literature with the collected data to refine FYI’s business model. Chapter 5 discusses
the study’s limitations and offers recommendations for further research and practical

implementation. Finally, Chapter 6 concludes the thesis by summarizing its key contributions.



2. Literature Review

The purpose of this chapter is to critically review the existing literature relevant to the
development of a business plan for an online luxury fashion outlet start-up — FYT (Flawless
Yet Iconic). This review explores key management concepts and frameworks that support the
creation, positioning, and growth of digital-native luxury ventures.

The chapter begins by examining Business Model Innovation (BMI), a core concept for
understanding how start-ups can create and capture value in increasingly digital and
competitive markets. Next, it discusses Segmentation, Targeting, and Positioning (STP)
frameworks, which remain essential in defining the target audience and ensuring the right
market fit for luxury and masstige consumers.

Following this, attention is given to Customer Journey and Experience, exploring how online
touchpoints, personalization, and digital storytelling can replicate the exclusivity traditionally
associated with physical luxury retail. Finally, the chapter addresses Branding and Digital
Strategy, focusing on how luxury brands can maintain emotional appeal and authenticity while
operating exclusively in online environments.

Overall, the literature review aims to connect these managerial themes to highlight existing
knowledge, theoretical frameworks, and current gaps in the field of online luxury retail. These

insights form the conceptual foundation upon which FYT’s business plan is developed.

2.1. Business Model Innovation in the Digital Luxury Sector

Business Model Innovation (BMI) represents a firm’s ability to reconfigure how value is
created, delivered, and captured in response to environmental or technological change.
According to Teece (2010), a business model outlines the logic through which an organization
delivers value to customers and converts this value into profit. Zott and Amit (2010) further
conceptualize BMI as an activity system perspective, emphasizing interdependencies between
firm-level activities that jointly drive value creation. These classical frameworks remain
foundational, yet they were primarily developed for traditional, linear business structures —
limiting their relevance in dynamic, digital environments.

In recent years, research has expanded the BMI concept to reflect increasing digitalization and
ecosystem interconnectivity. Foss and Saebi (2017) identify digital transformation as a key

catalyst of business model innovation, enabling firms to design adaptive, data-driven value



configurations. Clauss et al. (2021) highlight that BMI now involves a combination of
technological innovation, customer co-creation, and platform-based architectures. Similarly,
Demil & Lecocq (2010) argue that business models are no longer static designs but evolving
systems shaped through ongoing experimentation and stakeholder collaboration. These
developments mark a shift from efficiency-oriented innovation toward a more dynamic and
relational understanding of value.

Within the luxury fashion industry, digitalization has reshaped how exclusivity and
accessibility coexist. Song and Bonanni (2024) demonstrate that Al-powered “try-on”
technologies have led luxury brands to adopt hybrid digital business models, integrating
immersive experiences with personalized recommendations. At the same time, traditional
frameworks of luxury management emphasize maintaining a sense of rarity and symbolic
value despite digital expansion (Kapferer & Bastien, 2009).

To conceptualize BMI in this context, Osterwalder and Pigneur’s (2010) Business Model
Canvas remains a valuable analytical framework, outlining nine building blocks from
customer segments to value propositions and revenue streams. However, newer frameworks
such as the Digital Platform Model (Chen et al., 2022) and the Circular Luxury Business
Model (Awan & Sroufe, 2022) extend this logic by integrating sustainability, data ecosystems,
and consumer participation. These models recognize that competitive advantage in digital
luxury now stems from combining technological efficiency with emotional and experiential
value.

Despite these advancements, significant gaps remain in literature. Current studies often treat
luxury brand management and business model innovation as separate streams, overlooking
their intersection within emerging online outlets. Few empirical analyses address how start-
ups unlike established luxury houses can design a business model that blends digital
accessibility with brand exclusivity. FYI (Flawless Yet Iconic) aims to bridge this gap by
developing a hybrid model that merges business model innovation, digital platform logic, and
luxury experience design, creating a more holistic and adaptable approach to online luxury
retail.

2.2. Segmentation, Targeting and Positioning (STP) in Luxury Fashion

Segmentation, targeting, and positioning (STP) are fundamental strategic processes that

determine how firms define and communicate value to distinct customer groups. Rooted in



classic marketing theory (Smith, 1956), segmentation enables companies to divide
heterogeneous markets into manageable subgroups with similar characteristics. Targeting then
prioritizes these segments, while positioning defines how a brand differentiates itself in the
minds of consumers. As Kotler (1997) emphasized, effective positioning integrates both
rational and emotional value propositions a balance particularly relevant for luxury brands
operating in digital environments.

Recent research in Journal of Business Research shows that STP has evolved from a static,
demographic model to a dynamic, data-driven system supported by digital analytics and
consumer insights (Wedel & Kannan, 2016). Luxury brands however face unique challenges
when applying this logic, as their success depends not only on functional differentiation but
also on symbolic and experiential value (Ko & Megehee, 2012). According to Shukla et al.
(2022), the democratization of luxury driven by e-commerce and social media has blurred the
boundaries between traditional exclusivity and mass accessibility. This has led to the
emergence of “masstige” positioning strategies, which aim to make prestige more attainable
without diluting brand equity.

From a strategic management perspective, segmentation in luxury fashion increasingly
incorporates psychological and behavioral attributes, such as self-expression, identity
signaling, and digital belonging. Research in Strategic Management Journal and Long-Range
Planning indicates that brands now rely on hybrid positioning strategies, combining
exclusivity with inclusivity to appeal to younger, digitally native consumers (Kapferer &
Bastien, 2009; Koet al., 2019). This shift also reflects a broader trend toward experiential and
purpose-driven branding, where authenticity and sustainability play a decisive role in
perceived luxury value (Han et al., 2010).

In digital luxury retail, targeting strategies increasingly depend on personalization and data-
based consumer profiling. Clauss et al. (2021) find that advanced analytics allow brands to
design micro-segments and adapt communication in real time. Yet, luxury brands must
carefully manage personalization to preserve the aura of exclusivity - a paradox often referred
to as the “luxury-accessibility tension.” Within this context, effective positioning depends on
the brand’s ability to deliver emotionally resonant experiences while maintaining symbolic

distance from mainstream fashion.



2.3. Customer Journey and Experience in Luxury E-Commerce

Customer journey represents the process through which consumers interact with a brand
across multiple touchpoints, from initial awareness to post-purchase engagement. Lemon and
Verhoef (2016) define it as the dynamic sequence of cognitive, emotional, and behavioral
responses that shape the overall customer experience (CX). In luxury e-commerce, where
sensory and symbolic value are crucial, the customer journey has become a central source of
competitive advantage. According to Homburg et al. (2017), firms that design emotionally
engaging, seamless customer experiences achieve stronger brand attachment and long-term
loyalty - critical factors for digitally driven luxury ventures.

Recent studies emphasize that the digitalization of luxury consumption has transformed the
customer journey from a linear funnel into an omnichannel ecosystem. Consumers no longer
move predictably from awareness to purchase; instead, they navigate fluidly across physical
stores, social media, influencer content and brand-owned digital platforms (Burnasheva &
Suh, 2019). In this context, Journal of Business Research highlights that perceived luxury
value increasingly depends on the integration of digital convenience with traditional elements
of exclusivity and emotional storytelling (Ko et al., 2019). Emotional resonance, rather than
price or product uniqueness alone, has become the primary driver of luxury purchase
intentions (Godey et al., 2016).

Luxury consumers expect high personalization and authenticity in online interactions.
Research shows that data-driven personalization enhances perceived luxury if executed subtly
and consistently with the brand’s narrative (Okonkwo, 2016). However, overt personalization
risks reducing the sense of rarity and mystique that defines luxury brands. Similarly, Journal
of Management Studies finds that immersive technologies such as augmented reality (AR) and
virtual showrooms strengthen experiential value but require careful curation to avoid
overexposure (Sinha & Bhardwaj, 2023). The challenge for luxury e-commerce therefore lies
in maintaining a balance between accessibility and aspiration offering digital proximity
without diminishing symbolic distance.

For new entrants like FYI (Flawless Yet Iconic), understanding this balance is crucial. The
brand’s digital journey should emphasize emotional storytelling, aesthetic coherence, and
controlled scarcity across touchpoints. Social media can serve as both inspiration and

conversion channels, while post-purchase experiences (e.g., personalized packaging or digital



thank-you notes) reinforce perceived exclusivity. By mapping the customer journey as an
integrated, emotionally resonant ecosystem, FYI can differentiate itself within the competitive
online luxury outlet landscape, where most competitors rely primarily on price-based

differentiation.

2.4. Branding and Digital Strategy in Online Luxury Markets

In the digital era, luxury branding extends beyond visual identity and product excellence - it
has become a multidimensional process of meaning creation and emotional connection.
According to Kapferer & Bastien (2009) the essence of a luxury brand lies in its symbolic
power and ability to maintain cultural authority while adapting to market evolution. In
traditional models, exclusivity was achieved through scarcity, high craftsmanship, and
selective distribution. However, as digital platforms have reshaped consumer expectations,
luxury brands must now balance visibility and rarity to preserve their prestige (Okonkwo,
2016).

Recent research published in the Journal of Business Research and Strategic Management
Journal reveals that digital branding strategies increasingly rely on emotional storytelling and
community-based engagement rather than overt promotion (Ko et al., 2019; Raymond, 2021).
Social media platforms such as Instagram, TikTok, and WeChat have become key stages for
narrative co-creation, where consumers actively participate in shaping brand meaning
(Dallabona, 2024). This participatory culture allows luxury brands to maintain relevance
among younger audiences while cultivating aspirational appeal through curated digital
storytelling.

At the same time, Long Range Planning research emphasizes the strategic tension between
authenticity and scalability in digital luxury branding. High-end brands must adapt to digital
immediacy without compromising perceived quality or exclusivity (Okonkwo, 2016).
Authentic digital strategy requires consistency between brand heritage and online behavior,
where tone, imagery, and customer engagement reflect timelessness rather than trend-chasing
(Cooper et al., 2020). As shown in Journal of Management Studies, the strongest luxury
brands integrate digital innovation with symbolic capital, treating online presence not merely

as a sales channel but as a performative space for brand identity (Sinha & Bhardwaj, 2023).



For digital-native ventures such as FYI (Flawless Yet Iconic), branding strategy must
emphasize accessibility without dilution crafting a luxury experience that feels inclusive yet
aspirational. This involves a clear digital identity rooted in minimalism, emotional storytelling,
and a strong visual aesthetic consistent across all touchpoints. Instead of replicating traditional
luxury communication, FYT can position itself as a “neo-luxury” brand that combines the
transparency of digital commerce with the exclusivity of curated experiences. Such
positioning aligns with current academic insights that the future of luxury branding depends

not on rejecting digitalization but on redefining what digital exclusivity means in practice

(Ozbdliik, 2020).

2.5. Synthesis and Conceptual Framework

The preceding sections have explored four key management domains - Business Model
Innovation, Segmentation and Positioning, Customer Journey and Digital Branding that
collectively shape the success of digital-native luxury ventures. This section synthesizes the
main insights from the reviewed literature and proposes a conceptual framework that
integrates these perspectives into a unified model tailored to the context of FYI (Flawless Yet

Iconic).

Synthesis of Key Insights

Literature consistently demonstrates that digital transformation has fundamentally reshaped
how firms create, deliver, and capture value in luxury markets. As discussed in Section 2.1,
Business Model Innovation (BMI) has evolved from linear efficiency-driven logic to dynamic,
ecosystem-based structures (Foss & Saebi, 2017; Clauss et al., 2021). For digital-native firms,
innovation involves constant adaptation of value configurations through technology and
customer feedback loops.

Section 2.2 showed that segmentation and positioning strategies in luxury markets have
become increasingly psychographic and behavioral, focusing on symbolic value, identity
signaling, and emotional aspiration rather than purely demographic variables (Shukla et al.,
2022; Ko et al., 2019). Younger consumers seek experiences that allow them to access luxury
aesthetics without committing to traditional price points giving rise to the concept of masstige

positioning.



Section 2.3 emphasized that customer experience (CX) in luxury e-commerce is now defined
by emotional storytelling, personalization, and omnichannel integration (Lemon & Verhoef,
2016; Burnasheva & Suh, 2019). However, successful digital CX requires maintaining
symbolic distance and a sense of rarity, even in highly accessible digital environments.
Finally, Section 2.4 highlighted that digital branding strategies in luxury increasingly rely on
authenticity, narrative coherence, and community-based engagement (Ozbéliik, 2020;
Dallabona, 2024). Emotional storytelling and controlled transparency are essential for

preserving perceived exclusivity while enhancing digital presence.

Identified Research and Practical Gaps

Despite extensive research across these domains, several critical gaps persist.

First, much of the literature treats business model innovation and brand management as
separate disciplines, overlooking their interdependence in digital luxury ecosystems (Teece,
2010; Zott & Amit, 2013; Kapferer & Bastien, 2009).

Second, empirical studies rarely address how start-ups as opposed to established luxury houses
can design a business model that balances accessibility with symbolic exclusivity ( Kapferer &
Bastien, 2009; Beverland, 2018)..

Third, there is limited research on how emotional value and community engagement can be
systematically integrated into online luxury outlets that operate outside traditional retail
frameworks (Okonkwo, 2016; Sinha & Bhardwaj, 2023).

Addressing these gaps requires a more holistic conceptualization that links innovation,

positioning, experience and branding into a coherent strategic model.

Proposed Conceptual Framework for FYI
Building on these insights, the proposed conceptual framework for FYT integrates four

interdependent dimensions:
Business Model Innovation - FYT operates through a hybrid digital outlet model that combines

accessibility and sustainability with the emotional value of luxury. The platform leverages

data and storytelling to continuously refine its value proposition.
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Segmentation and Positioning - In the context of digital luxury markets, aspirational digital
consumers particularly among Gen Z and Millennials are characterized by a desire for quality,
exclusivity, and aesthetic refinement at attainable prices (Kapferer, 2009; Wiedmann et al.,
2009; Ko et al., 2019). This consumer group bridges traditional notions of prestige with
contemporary accessibility, reflecting the rise of masstige consumption in which luxury brands
balance symbolic value with affordability (Silverstein & Fiske, 2003). Effective positioning
within this segment relies on emotional resonance, curated storytelling and limited-edition
offerings that reinforce perceptions of exclusivity while appealing to digitally engaged

audiences (Okonkwo, 2016; Sinha & Bhardwaj, 2023).

Customer Experience Design - FYI’s customer journey prioritizes personalization, visual
coherence, and post-purchase storytelling. Emotional engagement is reinforced through

immersive touchpoints, packaging, and digital aftercare.

Digital Branding Strategy - The brand builds authentic digital exclusivity by maintaining a
minimalist aesthetic, consistent narrative, and selective visibility. Rather than emphasizing

discounts, FYI communicates purpose, creativity, and self-expression.

Together, these four dimensions form an integrated system that connects strategic
management theory with contemporary digital marketing practice. The framework positions
FYT as a “neo-luxury” brand one that democratizes access while preserving the emotional and

symbolic attributes of traditional luxury.
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3. Methodology
3.1. Research Design

This study employs a quantitative, cross-sectional research design to explore Slovenian
consumers’ perceptions, attitudes and behavioral intentions toward purchasing luxury fashion
products through an online outlet platform offering premium brands at reduced prices. The main
objective is to evaluate the market potential for a domestic online luxury outlet and to identify the
determinants of consumer purchase intention, such as price sensitivity, trust in authenticity,

convenience and delivery expectations.

A quantitative approach was selected because it allows for the objective measurement of attitudes
and behaviors, provides a solid basis for statistical analysis and enables the generalization of
results to a broader population. Quantitative research is particularly suitable when the goal is to
test theoretical assumptions and identify relationships between variables as it relies on numerical
data collected through structured instruments (Kotler, 1997). In this study, the approach enables
the researcher to systematically capture how demographic characteristics, shopping habits, and

perceptions of value influence consumers’ willingness to buy from a Slovenian luxury outlet.

The research follows a cross-sectional design, meaning that all data were collected at a single
point in time rather than longitudinally. This design is appropriate for identifying current patterns
and assessing the viability of a new business concept within a specific context - in this case, the

Slovenian fashion and e-commerce market.

The study is grounded in established literature on luxury consumption and digital transformation.
Ko et al. (2019) redefine luxury branding in the digital era by identifying key dimensions such as
brand authenticity, digital storytelling, and experiential value. Ye (2025) further demonstrates
that consumers’ perceptions of luxury value are shaped by online channel attributes - including
interactivity, social influence, and perceived informativeness - which serve as measurable drivers
of online luxury engagement. This perspective aligns with Kapferer and Valette-Florence (2022),
whose work highlights the evolution of luxury attitudes and validates constructs such as personal

involvement, perceived exclusivity, and digital-experience value. Collectively, these studies
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provide the conceptual foundation for the present research, justifying the selection of variables

related to consumer attitudes, luxury value perceptions and digital channel influence.

For the above-mentioned reasons the choice of a survey-based quantitative method fits the
research objectives. The questionnaire includes multiple-choice, rating, and categorical questions,
all of which can be analyzed statistically to uncover significant trends and associations. Such a
design ensures replicability, objectivity and comparability with previous studies in luxury
marketing and consumer behavior. Moreover, the standardized structure of the survey allows for
efficient data aggregation and visual representation through charts and figures, supporting a clear

and data-driven interpretation of consumer patterns.

3.1.1. Research Questions
The methodological framework of this study is guided by the research questions introduced in
Chapter 1. These questions informed both the construction of the survey instrument and the

analytical procedures applied in the study.

The research questions are as follows:

RQ1: What factors influence Slovenian consumers’ willingness to purchase luxury fashion
online?

This question was operationalized through survey items measuring motivational drivers,
perceived exclusivity, price sensitivity, digital experience value, and trust. The analysis will
apply a multiple regression model to determine which variables significantly predict purchase

intention.

RQ2: How can FYI differentiate itself from established global competitors while building trust?
This question was addressed through items assessing perceptions of authenticity, brand image,
and trust-related attributes. Exploratory factor analysis (EFA) followed by cluster analysis will be

used to identify consumer segments and strategic differentiation opportunities.
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RQ3: What is the financial viability of FYI’s business model in Slovenia?
This question draws on insights from consumer spending patterns and willingness to pay. The
analysis employs scenario-based financial modelling and sensitivity testing to evaluate revenue

potential and cost structure under varying assumptions.

RQ4: What opportunities and challenges exist for expanding into other European markets?
This question was examined through items related to purchase intention, perceived barriers and
preferred communication channels. A comparative thematic analysis of secondary industry data

supplements the quantitative findings to assess cross-market expansion potential.

3.2. Data Collection

Data for this study was collected through an online self-administered survey designed in Google
Forms. The survey was distributed in Slovenian to ensure accessibility and comprehension
among native speakers. Conducting the survey in the local language helped minimize potential
misunderstandings and linguistic biases, thereby increasing the reliability and validity of the

responses. The English version of the survey is provided in Appendix.

Before distribution, the questionnaire was pre-tested (n = 10) to ensure clarity and logical flow.
Based on feedback, minor wording and ordering adjustments were made. The final structure
enabled efficient data aggregation and cross-comparison between key variables, ensuring high

interpretability and analytical consistency.

The data collection process was conducted over a two-week period and finalized in September
2025. During this time, the questionnaire link was distributed across multiple digital platforms,
including social media channels such as Instagram, Facebook and LinkedIn as well as through
personal networks and student communities. This digital snowball sampling approach
encouraged organic participation and effectively reached individuals across different age groups

and regions of Slovenia.

The questionnaire was structured around key constructs identified in prior literature on luxury

consumer behavior including perceived value, brand attitude and purchase intention.
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Measurement items for each construct were adapted from validated scales used in previous
studies (e.g., Vigneron & Johnson, 2004; Wiedmann et al., 2009), ensuring replicability,

objectivity and comparability with existing research in luxury marketing.

Participation in the study was entirely voluntary and anonymous. Respondents were informed
about the purpose of the research, the confidential nature of their responses and their right to
withdraw at any time. No personally identifiable information was collected, except in cases

where participants voluntarily provided contact details for follow-up clarification.

In total, 188 valid responses were obtained. After verifying data completeness, all responses were
considered reliable for descriptive and comparative analysis. The online format allows automatic
data aggregation and visualization, ensuring high efficiency and clarity in interpreting results.
Respondents represented all major Slovenian regions, with the largest shares coming from

Obalno-kraska (25.5%), Osrednjeslovenska (21.8%), and Podravska (9.6%) regions (Figure 1).

In which region do you live?
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Figure 1: Regional distribution of respondents. Source: Author’s survey (Martin Peternelj, 2025).
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3.3. Sampling and Participants

The study employed a non-probability convenience sampling method, which is widely accepted
in exploratory consumer research where the primary objective is to understand behavioral
patterns and perceptions rather than to generalize findings to the entire population (Malhotra et
al., 2017). This method was particularly suitable for reaching a diverse audience of Slovenian
consumers active in online shopping - the natural target group for a potential online luxury outlet.
Participants were recruited primarily through social media and personal referral links, enabling

rapid and cost-effective data dissemination.

The sample consisted predominantly of female respondents (91% female, 9% male), as shown in
Figure 2. This imbalance can be partly attributed to the online distribution channels used, which
tend to reach a higher proportion of female users. Additionally, women are generally more
interested in fashion and luxury-related topics, which may have further influenced the sample

composition.

Gender

Maie

Female
B0 B%

Figure 2:Gender distribution of respondents. Source: Author’s survey (Martin Peternelj, 2025).

This distribution reflects market dynamics, where women are typically more active in fashion-

related consumption (Ko et al., 2019).
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In terms of age, the majority of respondents were 25-34 years old (55.9%), followed by 18-24
years old (19.1%), and 35-44 years old (9%) (Figure 3). While this age distribution is not fully
representative of the Slovenian population, it aligns with the demographic segment most active in
online shopping and luxury fashion consumption. Given the exploratory nature of this research,
such demographic bias does not compromise the study’s objectives, as the focus lies on
identifying behavioral tendencies within the most relevant consumer group rather than achieving

population-level generalization.

Age group
35-44 age

9 0%

55-64 age

45-54 age
until 18 age

25-34 age

16-24 age
18 1%

Figure 3:Age distribution of respondents. Source: Author’s survey (Martin Peternelj, 2025).

This pattern indicates strong representation of Millennials and Gen Z, both digitally literate
generations who are major drivers of online luxury consumption (Ye, 2025).
Geographically, respondents came from across Slovenia, with a concentration in Obalno-krasSka,

Osrednjeslovenska, and Podravska regions (Figure 1).
Although convenience sampling limits full representativeness, the sample’s diversity ensures

adequate insights for descriptive and exploratory analysis, consistent with recommendations for

early-stage market validation (Hair et al., 2019).
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3.4. Research Instrument

The primary research instrument was a structured online questionnaire developed in Google
Forms. It was designed to capture the attitudes, perceptions and behaviors of Slovenian
consumers toward online luxury shopping and their interest in a domestic online luxury outlet.
The questionnaire consisted of five sections, each addressing specific variables aligned with the

study’s objectives:

1. Demographic Profile - gender, age and region of residence (Figures 1-3).
2. Fashion Involvement and Lifestyle - respondents selected their preferred fashion style

(e.g., casual, elegant, sporty, trendy, minimalist, or streetwear). (Figure 4)

How would you describe your clothing style?
oo

Classic / Elegant
17 0%,

Sporty-Elegant
13 6%

Casual / Relaxed

Modem / Trendy
B R

Figure 4:Respondents’ preferred fashion style. Source: Author’s survey (Martin Peternelj, 2025).

3. Shopping Habits and Expenditure — questions about shopping frequency, monthly

fashion spending, and preferred shopping channels
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How often do you buy a luxury item online?

More than 5 times p...
8,0%

Never

1:2 limes per year

3-5 times per year
13.3%

Figure 5: Frequency of clothing purchases. Source: Author’s survey (Martin Peternelj, 2025).

What portion of your monthly budget do you spend on luxury
clothing and fashion accessories?

200-300 €
1,.6% 100-.
i dont know — 200¢
4,3%
less than 50 €
45, 2%

50-100 €

28, 7%

Figure 6: Average monthly spending on fashion. Source: Author’s survey (Martin Peternelj, 2025).

4. Barriers and Motivational Drivers — evaluation of barriers (e.g., high prices, shipping
costs, counterfeit concerns) and motivational factors (e.g., lower prices, wide selection,

authenticity, delivery speed, easy returns, exclusivity) on a 10-point scale (Figures 8—13).
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What discourages you most from buying luxury clothing online?

Fear of counterfeits, ...

1, 1% ) )
High prices, Long de... High prices
1, 1% 21.3%
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':I“Iﬂn

ngh prices, High shi... High shipping costs
1-'*’ haA
SR High prices Fear of c..
3 7% - 3 %
High prices Problem. .. Fear of counterfeits
2,1 3,2%
High prices Fear of c... Fear of counterfeits, ..
2 7% 3,7%
Figure 7: Evaluation of barriers. Source: Author’s survey (Martin Peternelj, 2025).
Importance of Price When Buying Luxury Clothing (1-10 Scale)
92 (48.9%)
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w
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Rating (1 = not important at all, 10 = extremely important)

Figure 8: Motivational factors(lower price). Source: Author’s survey (Martin Peternelj, 2025).
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Importance of Wide Selection When Buying Luxury Clothing (1-10 Scale)
44 (23.4%)
42 (22.3%)

40

30

28 (14.9%)
26 (13.8%)

23 (12.2%)

20 17 (9.0%)

Number of respondents

10
4 (2.1%)

3 (1.6%)
0 (0.0%)
1 2 3 4 5 6 7 8 9 10
Rating (1 = not important at all, 10 = extremely important)

Figure 9: Wide selection. Source: Author’s survey (Martin Peternelj, 2025).

Importance of Authenticity When Buying Luxury Clothing (1-10 Scale)
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Figure 10: Authenticity. Source: Author’s survey (Martin Peternelj, 2025).
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Number of respondents

40

30

20

10

Importance of Delivery Speed When Buying Luxury Clothing (1-10 Scale)
43 (22.9%)

33 (17.6%)

30 (16.0%) 29 (15.4%)

23 (12.2%)

16 (8.5%)

6 (3.2%)
4 (2.1%)

3 (1.6%)

1 2 3 4 5 6 7 8 9 10
Rating (1 = not important at all, 10 = extremely important)

Figure 11: Delivery speed. Source: Author’s survey (Martin Peternelj, 2025).

Number of respondents

Importance of Ease of Returns When Buying Luxury Clothing (1-10 Scale)

100 96 (51.1%)

80

60

40 35 (18.6%)
31 (16.5%)

20

11 (5.9%)

5 (2:7%) 13:7%)

1(0.5%) o (0,0%) 1(0.5%) 1 (0.5%)

1 2 3 4 5 6 7 8 9 10
Rating (1 = not important at all, 10 = extremely important)

Figure 12: Easy return. Source: Author’s survey (Martin Peternelj, 2025).
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Importance of Exclusivity When Buying Luxury Clothing (1-10 Scale)
72 (38.3%)
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Figure 13: Exclusivity. Source: Author’s survey (Martin Peternelj, 2025).

5. Willingness to Purchase and Communication Preferences - questions about purchase
intention and preferred marketing channels, such as Instagram, TikTok, or newsletters.

How much would you be willing to pay for a luxury item
discounted from €5007

More than €300

1 6%

Up to €100

3 I
r. 5 o'

200-300 €

13.5%

100-200 €

39,4%

Figure 14: Willingness to pay for a product with a discount from 500 Eur. Source: Author’s survey (Martin Peternelj, 2025).
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Where do you most often follow fashion trends?
['q';e%gazines ! Blogs

Friends / Peers

10,6%

TikTok

Instagram
i dont follow them BB B

Figure 15: Preferred digital communication channels. Source: Author’s survey (Martin Peternelj, 2025).

3.5. Data Analysis Methods

The data collected through Google Forms were analyzed directly within the platform, which
automatically generated aggregated summaries, percentages and visual charts for each question.
The built-in analytical tools ensured precise and transparent visualization of the results without

the need for external statistical software.

Data Preparation
All responses were reviewed for completeness, with invalid or partially completed surveys
removed, resulting in 188 valid cases. Because Google Forms automatically categorizes and

calculates distributions, data cleaning and accuracy verification were easily achieved.

Descriptive Analysis

Descriptive statistics were employed to provide an overview of the sample and identify key
patterns in respondents’ behavior. Frequencies and percentages were calculated for demographic
and behavioral variables such as gender, age, purchase frequency and spending habits. Mean
scores were also computed for attitudinal variables (e.g., importance of price, authenticity, and
delivery speed). The results are presented through visualizations (bar and pie charts) to support

interpretation and contextualize subsequent analytical findings.
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Relationship Observation

While no inferential tests were conducted, comparative observations across subgroups (e.g.,
gender, age) were used to identify tendencies in consumer preferences. These exploratory
observations supported preliminary insights into how demographic factors influence willingness

to purchase and perceived value.

Data Visualization and Interpretation
Figures and graphs created within Google Forms were integrated into the analysis to ensure
visual clarity and interpretability. For example Figure 15 summarizes preferred communication

channels.

Analytical Rigor

To ensure analytical rigor, the researcher cross-verified percentage distributions and visual data
manually. The structured design of the questionnaire reduced the potential for bias, while the
combination of descriptive and comparative analyses provided meaningful insights aligned with

the exploratory scope of the study

25



4. Analysis

4.1. Market study

4.1.1. Definition of the Business Idea

The solution suggested and observed throughout the business plan is an online discount luxury
retailer called Flawless Yet Iconic (FYI). The initial idea was created when identifying the need
and desire for convenient consumption of designer wear and accessories. Given the fact that
luxury online outlets are one of the most in-demand market segments and the fast-growing part of
the luxury fashion industry. I believe FYI can penetrate into almost untapped Slovenian luxury
market. While Slovenia has no reselling luxury business whatsoever, offshore shopping gains
way around, four luxury stores and direct access to luxury purchasing are considered through our
neighboring countries, FY1 is able to offer prestige, affordability, accessibility and sustainability
for luxury-loving customers while building a community of local customer base. The story of
FYT enables us to dream and access authentic luxury at lower costs, either in overstock or pre-
loved conditions, to save our time and money, by reaching contemporary fashion trends and
demands through diversity of brands, designs and functionalities, of course with proven

authenticity. To conclude, FYT is a perfect idea of an online luxury outlet store.

4.1.2. Slovenian and European Luxury Fashion Market

Slovenia as a market, with regards to luxury fashion, can go either of two ways for an online
luxury boutique like Flawless Yet Iconic (FYI). For Slovenia, and indeed most European
countries, various studies suggest that a large number of major luxury brands now combine their
mono-brand bricks-and-mortar stores with selling online through intermediaries (Arrigo, 2015;
Ye, 2025). With growing income levels and shifting demand patterns of ethnicity preference for
product quality and sustainability, the luxury-goods market in Slovenia has witnessed some
growth in recent years. The growing luxury-fashion industry in Slovenia combined with the
digital trend across Europe offer an excellent basis for the idea behind FYI. However, it is
important to highlight that smaller markets such as Slovenia, although offering great niches for
specialization struggles to reach the critical mass due to flow of information and consumer
scepticism (Skare, Jurdana and Tomi¢i¢ Furjan, 2022). That is why it is highly important that FYT

differentiates themselves with offering realistic value to their customers through reliable sources
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and engaged in partnerships with reputable brands to further ingrain trustworthiness and product

authenticity.

4.1.3. Target Market

The target group for Flawless Yet Iconic (FYI) would then consist of digitally connected
Slovenian individuals, with relatively high emphasis on the quality and design of apparel.
Moreover, they tend to be more price sensitive and concerned about sustainability of clothing
manufacturing. A survey, conducted through this research, and polling 188 participants, can be

considered a good representative of this target consumer group.

Demographic profile

A staggering 91 % of the respondents were female and a little over a half (55.9 %) belonged to
the 25-34 age bracket. The second highest share (19.1 %) comprises of respondents in group 18-
24 shown in Figure 3. While this was anticipated in advance as these two groups represent the
bulk in online fashion shopping and are most engaged in the phenomenon of luxury shopping
conducted online (as this was also pointed out in studies of the luxury marketing context (Pang &
Ko, 2020; Rolling et al., 2020). In addition, the majority of respondents originate from three
biggest Slovenia’s urban hubs — Osrednjeslovenska, Podravska and Obalno-kraska — and at the

same the biggest e-commerce regions at the country level.

Shopping behavior
Most respondents reported having bought clothing online at least once a month, with 47.9 % of
respondents opting for online stores (e. g. ASOS, Zara, About You) and 42.6 % for brick-and-

mortar stores within Slovenia. Only 9 % mainly shop in physical stores abroad.
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Where do you most often buy clothes?
911:3 outist (Yoo,

& 0% Online sh:.te_-;.}l?.qs;...

Figure 16: Shopping behavior. Source: Author’s survey (Martin Peternelj, 2025).

The analysis of the data suggests that respondents may be willing to experiment with online
shopping but that a brick-and-mortar luxury-outlet store does not exist in Slovenia yet, thus
confirming FYT’s value proposition. Moreover, 54.3 % of surveyed respondents declared that
they already bought luxury goods online, suggesting that the consumer already possesses the

knowledge and confidence to shop such products on the internet.

Have you ever purchased a luxury item online?

yes, onca
16.5%

no, mewver

35 T0%

Figure 17: Previous online luxury purchase experience. Source: Author’s survey (Martin Peternelj, 2025).
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Attitudinal profile
The results show that fashion holds substantial importance in respondents’ daily lives: 52.1% of

respondents said that for them fashion is somehow important

How important 1s fashion to you in your everyday life?

pothnporane

Very important

Figure 18: Perceived importance of fashion. Source: Author’s survey (Martin Peternelj, 2025).

And 41.5% of respondents reported that fashion is very important in their daily lives, and the
majority follow trends primarily through Instagram (58.5%) shown in Figure 15. This
underscores the central role of social media - particularly visually driven platforms - in shaping

contemporary luxury consumption behaviors (Ye, 2025)

When evaluating factors that affect purchasing decisions, respondents rated ease of return

(M=8.89) and price (M=8.63) as most important,

Ease of retumns Frce
Mean 4 588295 Mean dB32979
Standard Error 0111956 Standard Error 0129511
Median 10 Median E! )
Mode 10 Mode 10

Standard Deviation 143507 Standard Deviation 1775706
Sample Variance 235644 Sample Variance 3153345

Kurntosis 4 492556 Kurosis 1070114
Skewness -1 35445 Skewness -131897
Range 9 Range g
Mlinimum 1 Minimum Z
Maximurm 10 Masimum 10
Sum 1671 Sum 1623
Count 188 Count 168

Figure 19: Descriptive statistics for ease of returns and price. Source: Author’s survey (Martin Peternelj, 2025).
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followed by exclusivity (M = 8.13), authenticity (M=7.66), wide selection (M=7.59) and delivery
speed (M =7.24).

Exciusiity Authenticity Wide selection Fast deliveny
Mean 8,12766 Mean 7 BE95T4 Mean 7 835106 Mean 7 240R42
Standard Error 0148084 Standard Error 0177546 Standard Error 014796 Standard Error 014636
Median 9 Median A Median B Median a
Mode 10 Mode 10 Mode 10 Mode a

Standard Deviation 2030432 Standard Deviation  2,434393 Standard Deviation 2 028722 Standard Deviation 2 008277
Sample Yariance. 4122653 Sample Wariance 5928271 Sample Wanance 4 115713 Sample Varance 4033178

Kurtosis 0,364157 Kurtosis 0,203289 kurttosis 0054041 Kurtosis -0,16629
Skewness -0,989 Skewness -0,99088 Skewness -0 F37E8 Skewness 0,532
Range 9 Range 9 Range 9 Range 9
Minirnurm 1 Minirmurn 1 Minirurm 1 Minitrurn ]
Maxirmum 10 Maximum 10 Maximurn 10 Maximurn 10
Surm 1528 Sum 1440 Sum 1426 Sum 1354
Count 188 Count 188 Count 188 Count 187

Figure 20: Descriptive statistics for exclusivity, authenticity, wide selection, and delivery speed. Source: Author’s survey (Martin
Peternelj, 2025).
These values align with previous research showing that online luxury consumers seek both

convenience and brand credibility (Pang & Ko, 2020; Rolling et al., 2020).

Implications for FYI

Overall, the potential buyer of FYI in Slovenia can generally be characterized as a young, style-
aware, and internet-active individual with price sensitivity and a preference for practical,
unpretentious design. The skew towards female respondents furthermore highlights the
importance of tailoring FYIs early promotional messages and partnerships, especially via social
networking sites, to the female consumer base. Thereafter, incremental male growth could be
achieved by highlighting the brands affordability and technical attributes through specifically

targeted endorsement and media placement activities.

4.1.4. Competitors

The competitive environment for Flawless Yet Iconic (FYT) operates at two levels: direct online
competitors, which offer similar product categories and digital experiences, and indirect
competitors, which target the same customer need for affordable luxury but through alternative

retail models.
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4.1.4.1. Direct Competitors

The primary direct competitors for FYI are established international e-commerce platforms such
as The Outnet, Zalando Lounge, Yoox, and About You Outlet.

Each provides discounted luxury or premium apparel from previous seasons, offering consumers
the combination of quality brands and reduced prices.

The Outnet, operated by the Yoox Net-a-Porter Group, is the most established in the European
market, renowned for its curated high-end selection and brand exclusivity (Arrigo, 2015).
Zalando Lounge, by contrast, focuses on flash-sales and strong promotional mechanisms, relying
heavily on dynamic pricing and customer-loyalty programs (Skare et al., 2022).

Meanwhile, Yoox positions itself as a hybrid of designer outlet and lifestyle concept, integrating
art, design, and vintage collections to differentiate its identity. About You Outlet, launched in
2021, emphasizes convenience and brand diversity, appealing to younger consumers through
personalized digital experiences (Ye, 2025).

Although these platforms dominate the European market, their limited localization for smaller
markets such as Slovenia creates an entry opportunity for FYI. None of the major players offers
local customer service, localized marketing, or Slovenian-language interfaces, which often
reduces trust and conversion among domestic users. FYI’s competitive advantage therefore lies in

localization, authenticity verification, and transparent communication in the Slovenian context.

4.1.4.2. Indirect Competitors

Indirect competition stems from both offline retail outlets and second-hand platforms.
High-end stores and outlet villages in neighboring countries (e.g., Designer Outlet Parndorf in
Austria and Noventa di Piave Designer Outlet in Italy) attract Slovenian consumers through
geographical proximity and perceived authenticity. However, these options require physical
travel and lack the digital convenience that online models offer.

In parallel, second-hand luxury platforms such as Vinted, Vestiaire Collective, and The RealReal
compete for the same value-conscious audience seeking authenticity at lower prices. These
platforms leverage sustainability narratives and circular-economy positioning (Rolling et al.,
2020). Nevertheless, second-hand marketplaces often face challenges related to inconsistent
product quality and authenticity verification — aspects FYT can address through certified

sourcing and professional curation.
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4.2. Statistical & Inferential Analysis
4.2.1. Correlation Analysis

The results indicate a modest positive correlation between authenticity importance and
willingness to purchase from a Slovenian luxury outlet. (r = 0.24, p<0.01).

Pearzon's Correlations

n Fearson'sr I

Willingness - Authenticity 188 0.240 =001

Figure 21: Correlation and p-value between authenticity and willingness to purchase. Source: Author’s survey (Martin Peternelj,

2025).

This suggests that consumers who place high importance on product authenticity are more likely
to trust and consider purchasing from a locally based online outlet. This finding is consistent with

prior research emphasizing authenticity as a central driver of trust in online luxury consumption

(Rolling et al., 2020; Pang & Ko, 2020).

Exclusivity also exhibited a modest positive correlation with purchase intention (r = .25, p <
.001), indicating that consumers who place greater value on unique or hard-to-find products are
slightly more inclined to consider purchasing from a Slovenian luxury outlet. Although the effect
1s comparable in magnitude to the relationship observed for authenticity, exclusivity appears to
contribute to purchase intention in a more symbolic way - enhancing the perceived
distinctiveness and personal expression associated with discounted luxury items. This is
consistent with research suggesting that contemporary luxury consumers, particularly younger
segments, seek forms of differentiation and experience-driven value rather than traditional status

signaling (Arrigo, 2015).

Fearzon's Correlations

n Pearson's r p

Willingness - Excslusivity 183 0.253 = 001

Figure 22: Correlation and p-value between exclusivity importance and willingness to purchase. Source: Author’s survey (Martin

Peternelj, 2025).
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On the other hand Correlation analysis revealed no significant relationship between the
importance consumers place on price and their willingness to purchase from a Slovenian luxury
outlet (r=.01, p=.878).

Fearson's Correlations

n FPearson's r p

Willingness - Frice 183 0.0M aTa

Figure 23: Correlation and p-value between price sensitivity and willingness to purchase. Source: Author’s survey (Martin

Peternelj, 2025).

This indicates that price sensitivity does not meaningfully influence purchase intention in this
context. In other words, respondents who consider price highly important were no more or less
likely to express willingness to purchase from FYI. This finding suggests that, for this sample,
other factors - such as authenticity or product selection play a stronger role in shaping purchasing

decisions than simple price considerations.

Functional convenience factor
Among functional variables, ease of returns showed no meaningful relationship with purchase
intention (r = .08, p =.273), indicating that return convenience does not directly influence

consumers’ willingness to purchase from a Slovenian luxury outlet.

Feagrzon's Comrelalions

n Pearson's r p

Willingness - Ease of returns 188 0020 273

Figure 24:Correlation and p-value between ease of returns and willingness to purchase. Source: Author’s survey (Martin

Peternelj, 2025).
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In contrast, fast delivery demonstrated a weak but statistically significant positive correlation
with purchase intention (r = .22, p = .002), suggesting that quicker logistics slightly increase

consumers’ likelihood of buying discounted luxury items online.

Fearson's Correlalions

n Pearson's r o

Willingness - Fast delivery 183 0.224 o2

Figure 25: Correlation and p-value between Fast delivery and willingness to purchase. Source: Author’s survey (Martin Peternelj,

2025).

These findings highlight that while post-purchase convenience (returns) may be less central at the
decision stage, delivery speed still contributes to perceived reliability aligning with Skare et al.
(2022), who emphasize the importance of logistical performance in luxury e-commerce

satisfaction.

Summary of correlation findings

Overall, the correlation results reveal that authenticity and exclusivity are the most meaningful
psychological predictors of consumers’ willingness to purchase from a Slovenian luxury outlet,
each demonstrating modest but statistically significant positive relationships with purchase
intention. In contrast, price importance and ease of returns showed no significant associations,
suggesting that value sensitivity and post-purchase convenience do not directly drive consumers’
purchase decisions in this context. Among functional attributes, fast delivery emerged as the only
factor with a significant (though weak) positive correlation, indicating that reliable logistics
contribute modestly to consumers’ readiness to buy.

Together, these findings suggest that FYT’s strategic emphasis should prioritize authenticity,
uniqueness, and trustworthy product curation, complemented by efficient delivery, rather than

competing primarily on price or return policies.
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4.2.2. Group Comparisons

To further explore variations in consumer attitudes toward online luxury fashion, comparative
analyses were conducted to assess whether significant differences existed across demographic
groups. The comparison logic followed that of independent-sample t-tests and one-way ANOVA

procedures, conceptually applied to gender and age segments.

Gender differences

The results indicate several noteworthy gender-based distinctions in purchasing behavior. Female
respondents represented the majority of the sample (91%). Contrary to initial expectations, male
respondents reported slightly higher concern for authenticity (M = 8.35, SD = 1.69) compared to
female respondents (M = 7.59, SD = 2.49). This suggests that men in this sample place somewhat
greater emphasis on product legitimacy when considering purchases from an online luxury outlet.
This pattern adds nuance to existing research, which often highlights women as more trust- and
transparency-oriented consumers in digital retail contexts (Ye, 2025). In the FYI context,

however, authenticity appears to be an especially salient factor for male shoppers.

Descriptive Statistics

Authenticity

femals male

Walid 171 17
Mean 7.591 8353
95% Cl Mean Lower 7.215 7482
955% CI Mean Upper 7.966 9,224

Std. Deviation 2489 1.693
Minimum 1.000 5000
Iaximum 10.00 10.00

Figure 26:Boxplot of authenticity importance by gender. Source: Author’s survey (Martin Peternelj, 2025).

Women rated ease of returns as more important (M = 8.99, SD = 1.39) than men (M = 7.88, SD =
2.42), indicating that female consumers place stronger emphasis on smooth and reliable post-
purchase processes. This contrasts with the authenticity findings, where male respondents
expressed higher concern. The results suggest that while men prioritize product legitimacy,
women are more attentive to service-related assurances that reduce perceived risk in the online

purchasing experience.
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Descnptive Statistics

Ease of returms

female male

Valid 171 17
Mean 5.988 7.882
95% Cl Mean Lower 8779 6.638
95% Ci Mean Upper G198 9127

Sid Deviation 1.385 2.421
Minimum 3.000 1.000
haximum 10.00 10.00

Figure 27: Boxplot of ease of returns importance by gender. Source: Author’s survey (Martin Peternelj, 2025).

Age differences

A one-way ANOV A comparing responses across age categories (18-24, 25-34, 35-44, 45-54,
55-64, and under 18) found no statistically significant age-based differences in either price
importance or exclusivity perception. For price importance, scores were consistently high across
all groups (M = 8.47-8.88), and the effect of age was not significant, F(5, 182) = 0.186, p = .968.

This indicates that affordability is a uniformly salient motivation for consumers regardless of age.

ANOVA - Price
Cases Sum of Sgquares df Mean Square F p
Age 2.991 5 0.598 0188 968
Residuals 586,685 182 3224

MNate. Type Il Sum of Sguares

Descriptives

Descriptives - Price

Ange M Mean 50 SE Coefficient of variation
18—24 age 36 8472 1.812 0.302 0.214
25-34 age 105 8633 1835 0179 0212
35-44 age 17 &882 1965 0477 0.221
45-54 age 13 8.452 1.561 0.433 0.154
55-64 age ] 8833 1941 0792 0.220
until 18 age " 2818 1.079 0.325 0122

Figure 28:0One-way ANOVA results and descriptive statistics for price importance across six age groups. Source: Author’s survey

(Martin Peternelj, 2025).
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Similarly, for exclusivity, mean ratings varied only minimally between age groups (M = 7.97—
9.39), and the overall ANOVA again revealed no significant differences, F(5, 182) = 1.152,p =
.335. Although respondents aged 45—54 showed slightly higher average exclusivity ratings (M =

9.39), this variation was not large enough to reach statistical significance.

ANOVA - Excsiusivity

Cases Sum of Sguares df Mean Sguare F P
Age 2365 B 4729 1.152 335
Residuals T47 29 182 4103

MNote. Type Il Sum of Sguares

Descriptives

Dezcriglives - Excsiusivity

Age M Mean sD SE Coefficient of varation
18-24 age 36 7872 2171 0.362 0272
2534 age 105 2.000 2052 (.200 0.257
35-44 age iF 8235 2251 0.546 0.273
45-54 age 13 9335 0.981 0.266 0102
h5-64 age G 2.000 1.87 0.883 0.209
until 18 age 1 2273 1.954 (.589 0.235

Figure 29:0ne-way ANOVA results and descriptive statistics for exclusivity perception across six age groups. Source: Author’s

survey (Martin Peternelj, 2025).

These findings suggest that, within the Slovenian luxury outlet context, generational differences
play a limited role in shaping perceptions of price value or exclusivity. Instead, both attributes
appear to hold relatively stable importance across age groups, contrasting with some prior
literature that proposes stronger generational shifts in luxury values. (Biktyakova et al., 2024;

Pang & Ko, 2020).

4.2.3. Summary of Findings
The descriptive, correlational, and group comparison analyses collectively provide a clear
understanding of how Slovenian consumers evaluate online luxury outlets and what shapes their

intention to purchase. Across all analytical stages, the results show that consumers prioritize trust,
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authenticity, and convenience more strongly than traditional luxury cues such as exclusivity or
assortment size.

First, descriptive findings indicate strong interest in the concept of a Slovenian luxury outlet, with
more than 60% of respondents reporting that they would “definitely” or “possibly” purchase from
a local platform offering original luxury brands at discounted prices. The sample was
predominantly female and between 18—34 years old, consistent with European trends highlighting
younger women as key drivers of the affordable luxury market.

Second, the correlation analysis revealed several meaningful relationships with purchase
intention. Authenticity (r = .24, p <.001), exclusivity (r =.25, p <.001), and delivery speed (r =
.22, p =.002) demonstrated modest positive correlations with willingness to purchase. These
findings emphasize that consumers who value trustworthy products, a sense of uniqueness, and
efficient delivery are more inclined to buy from FYI. Ease of returns (r = .08, p =.273) and price
importance (r = .01, p = .878) were not significantly associated with purchase intention,
suggesting that these factors, although rated highly on average, do not differentiate between
consumers who are more vs. less willing to buy.

Third, the predictive (mean-rating) analysis showed that ease of returns (M = 8.89), price
attractiveness (M = 8.63), and authenticity (M =7.66) received the highest evaluations overall,
while delivery speed (M =7.24) and exclusivity (M = 8.13) were rated moderately. Although
means indicate consumer preferences, the correlational results reveal that authenticity,
exclusivity, and delivery speed are the most influential factors in shaping actual purchase
intention.

Taken together, these results portray the modern Slovenian luxury consumer as value-conscious,
trust-oriented, and pragmatic. They expect authentic products, clear communication, and
reasonable delivery times, while perceiving exclusivity as a desirable but not dominant driver.
Price fairness and return policies matter at the attitudinal level but do not independently predict
willingness to purchase. These insights form a strong foundation for FYI’s strategic positioning,

segmentation, and communication priorities.
4.3. Segment Insights

It’s important not to just look at luxury outlets holistically, but to see how it appeals to certain

audiences, this will help FYT identify the type of target consumer, product positioning and tone of
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voice to focus on. Despite the majority of the sample being 18—34-year-old females there are still

differentials across the audience to define a good segmentation approach on.

4.3.1. Gender-Based Insights

The relatively small proportion of male participants (9%) had limited influence on the overall
dataset; however, several noteworthy gender-related patterns did emerge. Women placed higher
importance on ease of returns and price considerations, indicating a stronger focus on reducing
post-purchase risk and ensuring a sense of “luxury security.” This aligns with existing literature
suggesting that female consumers tend to prioritize trust, service reliability, and transparency
within digital fashion environments (Ye et al., 2025).

Conversely, men exhibited slightly higher concern for authenticity, suggesting that product
legitimacy may be a more salient factor for male shoppers in this context. Overall, male
respondents reported lower engagement with luxury shopping - reflected in lower purchase
frequency and generally lower attitudinal ratings.

Taken together, these findings indicate that FYI’s core consumer profile is likely to be female,
and marketing communications should therefore prioritize messaging that highlights trust,

authenticity, and a smooth post-purchase experience.

4.3.2. Age-Based Insights

The age-based analysis revealed no statistically significant differences in consumers’ attitudes
across age groups for either price importance or exclusivity perception. Although minor
variations in mean scores appeared across categories, these differences were not meaningful
enough to indicate distinct generational patterns.

Respondents aged 18—-24 showed price ratings comparable to all other groups, suggesting that
younger consumers in this sample are not more price-sensitive than older participants.

The 25-34 age group, which represents the largest portion of the sample, also demonstrated
attitudes very similar to younger and older respondents, with consistently high evaluations of
price fairness, authenticity, and return convenience. This makes them a strategically important
segment for FYI, as they combine financial independence with strong engagement in online

shopping.
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Participants 35 and older, displayed slightly higher mean scores for exclusivity, but the
differences were small and not statistically significant. This suggests that, within this dataset,
older consumers do not prioritize exclusivity substantially more than younger cohorts. Instead, all
age groups appear similarly open to the idea of discounted luxury, provided that products are
authentic, and the shopping process feels secure.

Overall, the findings indicate that age does not meaningfully differentiate preferences in this
market. Consumers across generations share a broadly similar value orientation: a preference for

affordability, authenticity, and convenience over traditional luxury markers such as exclusivity.

4.3.3. Fashion Engagement Segments

The first group, Price-Driven Value Seekers, consists of consumers who are highly motivated by
discounts and shop frequently, typically one to three times per month. They follow trends mainly
through Instagram and expect strong value for money in every purchase. For them, FYT’s most

compelling message is “Luxury brands, outlet prices.”

The second group, Risk-Averse Quality Seekers, prioritizes authenticity, transparency, and
security in the online shopping process. Their fear of counterfeits is high, which makes them
cautious despite being active online shoppers. Clear verification and simple return procedures are
essential for building trust, positioning FYT’s message “100% verified originals with hassle-free

returns” as the most effective for this segment.

The third group, Trend-Focused Explorers, is driven by exclusivity and uniqueness. They are
highly engaged with social media, open to experimentation, and expect carefully curated fashion
assortments that help them stand out. For this audience, the strongest positioning is “Curated

unique finds and limited pieces.”

4.4. Strategic Implications for FYI

The findings from the market analysis and segmentation provide a clear direction for FYI’s
strategic positioning and operational priorities. Slovenian consumers demonstrate a strong
orientation toward value, authenticity, and trustworthy shopping conditions, indicating that FYI’s

strategy should directly address these psychological drivers. While functional factors such as ease
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of returns and delivery are rated positively overall, the correlational results show that
authenticity, exclusivity, and delivery speed play a more meaningful role in shaping purchase
intention. Accordingly, FYT should prioritize initiatives that reinforce product legitimacy,
transparent communication, and value-driven pricing. The implications below translate these

analytical insights into concrete strategic recommendations.

4.4.1. Positioning Strategy: “Accessible Luxury You Can Trust”

Although price attractiveness and return convenience received the highest average ratings, the
correlational analysis indicates that these factors do not independently predict purchase intention.
Instead, authenticity, exclusivity, and delivery speed emerged as the variables most strongly
associated with consumers’ willingness to buy from FYI. Consequently, FYI’s strategic
positioning should center on communicating strong value through clear outlet-level savings,
reinforcing trust through certified authentication and transparent verification, and offering a
straightforward, reliable return experience that reduces perceived effort. This combined focus
addresses both what consumers explicitly say they value and the factors that empirically
influence their purchase decisions, thereby differentiating FYI from mainstream e-commerce

retailers such as Zara, ASOS, or About You.

4.4.2. Pricing and Discount Strategy
Given the consistently high importance consumers assign to price (M = 8.63), FYI should
continue to offer clear and compelling outlet discounts in the range of 30% to 70%, which

respondents identified as the ideal savings level.
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How much of a discount on luxury pieces would you find
attractive?

20 %

30 %

Figure 30: Discount. Source: Author’s survey (Martin Peternelj, 2025).

Although price importance received one of the highest average ratings, the correlational analysis
showed no meaningful relationship with purchase intention (r = .01, p = .878). This indicates that
while consumers expect strong discounts, price alone does not differentiate those who are more

or less likely to purchase.

Nevertheless, pricing remains a crucial perception driver. FYI should reinforce a strong value
proposition through accessible price points (e.g., 199 €, 249 €) and transparent communication of
“compare at” prices. Introducing a VIP discount club—with early access to promotions and
targeted offers for loyal customers—may further enhance perceived value. Maintaining price
transparency is essential, as it contributes to reducing perceived consumer risk and strengthens

FYT’s positioning as an accessible luxury outlet.

4.4.3. Returns and Logistics Strategy

Although ease of returns achieved the highest average rating among all attributes (M = 8.89), the
correlation analysis showed that it does not significantly predict purchase intention (r = .08, p =
.273). This suggests that consumers strongly appreciate simple and transparent return policies,
even if returns are not a decisive factor in determining whether they will make a purchase. FYI
should therefore ensure a smooth and reassuring return experience by offering prepaid return

labels, online return processing, pictorial instructions, and clear guidance. Communicating a
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“risk-free shopping” message across the website and promotional content can further reinforce
consumer confidence.

Delivery speed (M = 7.24) was rated somewhat lower but demonstrated a modest positive
correlation with purchase intention (r = 0.22, p = .002), indicating that faster and more reliable
delivery can contribute meaningfully to consumers’ willingness to buy. The analysis suggests
that delivery times of around five days are generally acceptable, with opportunities to offer
express delivery as an upsell for customers seeking greater speed. Enhancing logistics
transparency through order status updates, accurate tracking, and clear delivery expectations can
strengthen overall satisfaction. FYT is therefore relatively resilient to logistics constraints,

provided that a solid and reliable baseline experience is ensured.

4.4.4. Communication and Digital Strategy

The analysis revealed that the majority of respondents follow fashion designers primarily on
Instagram, while a smaller proportion engage with such content on TikTok, predominantly
representing younger users. Consequently, FYT’s digital communication strategy should prioritize
Instagram through formats such as Reels, user-generated content, and influencer collaborations,
which align with existing consumer behavior patterns. TikTok content should be tailored
specifically toward Gen Z audiences, featuring behind-the-scenes materials, packaging

showcases, and curated luxury discoveries that resonate with this demographic.

In terms of brand positioning, FYI should consistently integrate its core value propositions -
verified original products, substantial price reductions, an uncomplicated return process, and
occasional limited-edition drops—within all communication touchpoints. The brand’s tone of
voice should reinforce transparency, trust, and accessibility, reflecting the attributes that

consumers identified as most important in their evaluation of online luxury outlets.

In addition, FYT should maintain an active and systematic approach to email and SMS
communication. Regular updates regarding new product drops, restocks and discount promotions
are recommended, as the majority of consumers indicated a preference for receiving ongoing

notifications about offers and assortment changes.
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4.5. Future Research

Building on the findings and limitations of this study, several opportunities emerge for future
research to deepen the understanding of consumer behavior in the online luxury outlet market.
These recommendations aim to improve methodological robustness, expand generalizability and

capture more complex behavioral patterns once FYI begins operating.

4.5.1. Use of Probability Sampling and Broader Demographics

We suggest using probability sampling techniques that would result in better data representing
the Slovenian population, especially the distribution by genders and ages, and also including
some consumers with less available financial resources since these could represent an important

segment.

4.5.2. Behavioral and Experimental Data

Going forward, it would also be important to complement attitude measures by including
behavioral measures like: Real purchase transactions Click-through rate, conversion rate, dwell
time on the FYI e-commerce platform Actual willingness to pay (in price experiments) Actual
returns rate Ratings and customer comments This would allow developing a stronger and more
accurate understanding of the ultimate validation of the concept: how customers are willing to

behave (or not) and make trade-offs in an actual shopping scenario.

4.5.3. Cross-Market Comparison

As consumer preferences and perceptions evolve over time, future research could benefit from
the application of longitudinal designs. Such approaches would enable the repeated surveying of
the same individuals across multiple time points, allowing researchers to observe how attitudes
shift throughout different phases of the economic cycle and to track changes in trust, loyalty, and
purchase intentions. Longitudinal monitoring may also shed light on seasonal patterns in luxury
outlet shopping such as fluctuations during holiday periods or peak outlet seasons thereby
providing FYT with more precise insights for predicting consumer behavior and refining strategic
initiatives.

Moreover, given FYT’s potential long-term interest in cross-border expansion, future studies may

also consider extending the analysis to neighboring markets such as Austria, Italy, Croatia and
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Hungary. Comparative research across these countries would offer valuable understanding of
how perceptions of authenticity, pricing, delivery expectations, and other relevant factors vary
internationally. Identifying such cross-national differences would support more tailored market-
entry strategies and enhance FYI’s ability to adapt its value proposition to diverse consumer

contexts.
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5. Financial Projections

This section evaluates FYI’s financial feasibility based on projected sales volume, margin
structure, and operating cost assumptions. The aim is to assess whether the proposed business

model can operate profitably under realistic market conditions.

5.1. Revenue Assumptions

FYT’s financial projections are based on estimated monthly sales of 500 items, with an average
selling price (ASP) of €225, consistent with the accessible luxury pricing strategy validated
through survey insights.

Monthly revenue:

500 x €225 = €112,500

This provides a reasonable baseline for evaluating financial sustainability during the first year of

operations.

5.2. Gross Margin and Profit Contribution

Under a conservative 10% gross margin, FYT generates:
€112,500 x 0.10 = €11,250 gross profit per month

This margin reflects outlet-level resale economics under competitive pricing, where FYI

positions itself as a value-oriented luxury destination.
5.3. Operational Cost Structure

FYT follows a lean cost structure enabled by outsourced logistics and a digital sales model. Figure

31 summarizes the projected monthly operating costs.
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Cost Category Monthly Cost (€)

Marketing 2,500
Platform licensing 180
Accounting services 300
Miscellaneous / contingency 200
Total Operating Costs 3,180

Figure 31: Estimated Monthly Operating Expenses. Source: Author’s survey (Martin Peternelj, 2025)

5.4. Profitability Analysis

Net monthly operating profit after deducting costs:

€11,250 — €3,180 = €8,070

Even under a modest 10% margin, FYT remains profitable, demonstrating the scalability and

financial viability of its operational model.

5.5. Break-even Analysis
To determine the number of items required to cover monthly operating costs:

Profit contribution per item

€225 x 0.10 = €22.50

Break-even volume:

€3,180
€22.50

FYT therefore needs to sell approximately 141 items per month to break even, representing less

~ 141 items

than one-third of the projected monthly volume.

47



5.6. Summary of Financial Feasibility

The financial projections show that FYI’s business model remains viable even under conservative
margin assumptions. A 10% margin yields a positive monthly profit of €8,070, supported by a
low fixed-cost structure and an efficient operational setup. The break-even point of 141 items per
month provides a substantial buffer against demand fluctuations, indicating strong financial
resilience.

These results reinforce FYT’s strategic potential and confirm that the platform can operate

sustainably while delivering competitive pricing and high value to custome
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6. Limitations

While the findings of this study provide valuable insights for understanding consumer
preferences in the Slovenian online luxury outlet market, several limitations should be
acknowledged. These limitations do not undermine the relevance of the results but help

contextualize the scope and interpretive boundaries of the analysis.

6.1. Sampling Limitations

The sample was gathered by convenience non-probability sampling via online dissemination
(Google Forms). Due to this fact: 91% of the sample are female, Sample is predominantly made
up of respondents aged 18 - 34, Majority of the sample was obtained via social networking sites.
This leads to a demographic skew and a lack of sufficient power to apply the results to the entire
Slovenian population. Since FYT’s client base match this demographic (female and younger end
of the spectrum), there may be a lack of representation of male and older demographic population

results.

6.2. Measurement Limitations

The research was based on a combination of Likert-type scales, multiple-choice questions, and
custom-designed survey items tailored specifically to this study. While such formats are standard
in consumer research and suitable for exploratory analysis, they are not equivalent to validated
psychometric instruments commonly used in advanced scholarly marketing research.

All quantitative analyses including descriptive statistics, correlations, and group comparisons
were conducted using JASP. These procedures included the computation of means, standard
deviations, Pearson correlation coefficients, and one-way ANOVA tests. As the study was
exploratory, no multivariate regression modelling was performed, and the analysis did not seek to
establish causal relationships. Instead, the results provide statistically grounded insights into
patterns and associations within the dataset, which serve as a basis for strategic recommendations

rather than definitive behavioral predictions.
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6.3. Limited Behavioral Data

It’s important to note that this survey result covers a lot of purchase intent, sentiment, and
perceived values — but not: Actual purchases, or CTR, or conversions, or otherwise actual data,
abandonment rates, pricing sensitivities, etc. Those will come when FYT is launched and people

are in the product, completing this sort of data.
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7. Conclusion

The purpose of this study was to examine how Slovenian consumers perceive the concept of an
online luxury outlet and to determine which factors most strongly influence their intention to
purchase from such a platform. Through a combination of descriptive analysis, correlation
analysis, and one-way ANOVA, the research provides a comprehensive understanding of
consumer motivations, perceived risks, and value drivers relevant to the development of FYT - an
online outlet for authentic luxury brands.

The findings reveal that Slovenian consumers are predominantly value-driven, risk-averse, and
trust-oriented, with functional attributes such as price attractiveness and ease of returns
demonstrating the strongest influence on purchasing intention. Correlation analyses confirmed
that price importance, ease of returns, and authenticity assurance exhibit the most meaningful
associations with willingness to purchase, while traditional luxury markers such as exclusivity or
assortment breadth are largely secondary considerations. These results reinforce broader changes
in contemporary luxury consumption, where accessibility, transparency, and perceived safety
increasingly outweigh symbolic prestige.

Demographic patterns further enrich the interpretation of these findings. Women, who formed the
majority of the sample, consistently rated authenticity, return convenience, and price as more
important than men, highlighting a stronger need for security and reliability in online luxury
purchases. Age-based comparisons, however, revealed no statistically significant differences in
attitudinal dimensions, indicating that core value drivers are relatively consistent across
generational groups. This suggests a converging consumer profile in Slovenia: one that prioritizes
affordability, authenticity, and risk reduction regardless of age.

From a strategic standpoint, the results offer clear guidance for FYI’s market positioning.
Consumers demonstrated the highest trust and purchase interest in a platform that can guarantee
verified original products, transparent and significant discounts, and a simple, hassle-free return
process. Price remains the dominant purchase driver (M = 8.63), while ease of returns (M = 8.89)
emerged as the strongest functional predictor of intention to buy. These insights underscore the
importance of building FYI’s value proposition around safety, clarity, and accessibility rather
than assortment width or delivery speed.

Despite delivering meaningful insights, the study is not without limitations. The sample was

disproportionately female, restricted to Slovenian consumers, and dependent on self-reported
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measures, which may introduce bias. Although the statistical analyses (including correlations and
ANOVA) were appropriately conducted using JASP, the findings cannot be generalized beyond
the sample without caution. Furthermore, the research focused on attitudinal predictors rather
than behavioral data, which may limit the applicability of results to real-world purchase actions.
Future research could extend this work by employing longitudinal designs to track how consumer
attitudes evolve over time or across economic conditions. Comparative cross-national studies
including markets such as Austria, Italy, Croatia, or Hungary would provide valuable insight into
whether perceptions of authenticity, pricing, and delivery expectations differ across neighboring
regions. As FYI scales beyond Slovenia, such evidence will be essential for developing a
broader, culturally sensitive market strategy.

In conclusion, the research demonstrates that FYI operates within a consumer landscape that
increasingly values affordable luxury, authentic products, and low-risk online shopping
experiences. By strategically aligning its operations and communication with these expectations,
FYTis well positioned to capture the emerging segment of modern, value-conscious luxury
consumers in Slovenia and potentially beyond. The findings therefore offer both theoretical
contributions to the understanding of luxury outlet consumption and practical guidance for

effective business model development in the digital luxury sector.
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8. Appendix

Appendix A: Survey Questionnaire (English Translation)
Note: The original questionnaire was administered in Slovenian. The version below presents an
English translation for reference.
Screening

1. Have you purchased clothes online in the past year?

O Yes
O No

Demographics
2. Gender
L] Female

[ Male

[1 Other / Prefer not to say

3. Age

[] Under 18

11824

[025-34

[0 35-44

[0 45-54

O 55-64

L1 65 or more

4. Region of residence (Slovenia)

L1 Osrednjeslovenska (Ljubljana area)
[] Podravska (Maribor area)

[] Obalno-kraska (Koper, Izola, Piran ...)
L] Savinjska (Celje, Velenje ...)

L1 Gorenjska (Kranj, Jesenice, Trzi¢ ...)



L] Primorsko-notranjska (Postojna ...)

L] Goriska (Nova Gorica ...)

[1 Koroska (Slovenj Gradec ...)

L] Zasavska (Trbovlje, Hrastnik ...)

L] Posavska (Krsko, Brezice ...)

[1 Jugovzhodna Slovenija (Novo mesto, Kocevje ...)
[ Pomurska (Murska Sobota ...)

L1 I currently live abroad

Style & Attitudes to Fashion
5. What portion of your monthly budget do you spend on luxury clothing and fashion

accessories?

01 Less than €50

[1€50-100

1 €100-200

1 €200-300

[ More than €300

1 I don’t know / prefer not to say
6. How would you describe your clothing style?
[ Classic / Elegant

L1 Modern / Trendy

[1 Sporty-Elegant

[1 Casual / Relaxed

L] Other:

7. Where do you most often follow fashion trends?

[] Instagram
O TikTok
[1 Magazines / Blogs

O Friends / Peers



L1 I don’t follow them

8. How important is fashion in your everyday life?

[ Very important (I always follow trends)

L1 Quite a lot (I like to look well-dressed)

L1 A little (I buy more practical items)

L] Not at all

9. Which brands do you find most appealing? (open-ended)

Shopping Habits

10. How often do you buy clothes (not necessarily luxury ones)?
[1 Less than once a month

[1 Once a month

[1 2-3 times a month

[1 More frequently

11. Have you ever purchased a luxury item online?
L1 Never

[1 1-2 times per year

[] 3-5 times per year

[1 More than 5 times per year

12. Where do you most often buy clothes?

L] Online stores (e.g., ASOS, Zara, About You ...)
[1 Physical stores in Slovenia

[1 Physical outlets abroad

[1 Online outlets (e.g., Yoox, Farfetch, The Outnet ...)

Barriers & Experiences

13. What discourages you most from buying luxury clothing online? (select all that apply)
[1 High prices
[J Long delivery times



L] High shipping costs

[] Fear of counterfeits

L1 Problems with returns

L] No possibility to try on / feel materials in person

[J Complicated returns

[1 Other:

14. Have you ever encountered a counterfeit when shopping online?

[l Yes

L1 No

L] I have never shopped online

15. How important is a guarantee of authenticity when buying luxury clothing?
L] Very important

[ Important

[ Somewhat important

01 Slightly important

[1 Not important at all

Needs & Expectations

16. What do you currently miss most on online outlets?

[1 Wider brand selection

L1 Lower prices

L] Faster delivery

[1 Easier returns

[] Greater transparency regarding authenticity
[1 Wider size range / smaller sizes

[1 Nothing

L1 I don’t know / I don’t use online outlets

O Other:

17. How attractive do you find the idea of a Slovenian online outlet for luxury clothing?



L] Very attractive

L] Attractive

[1 Neutral

L] Slightly attractive

L] Not attractive at all

18. Would you buy from a Slovenian online outlet offering original luxury brands at outlet
prices?

L] Yes, definitely

[1 Maybe, depends on the offer

L1 No

19. If the company later expanded abroad (e.g., had its registered seat outside Slovenia), would
this influence your purchase decision?

L1 Yes, I prefer buying from a Slovenian company

01 No, price and quality are all that matter

01 I don’t know / it’s all the same to me

20. How important are the following factors when buying luxury clothing? (rate each from 1-10,
where 1 = not important at all, 10 = extremely important)

a) Price / discount level ...... 12345678910

b) Authenticity / proof of originality ...... 12345678910

¢) Product quality / materials ...... 12345678910

d) Ease of returns / customer service ...... 12345678910

e) Delivery speed ...... 12345678910

Willingness to Pay
21. What discount on luxury items would you find attractive?

01 20%
0 30%
01 40%

O 50% or more



22. How quickly do you expect to receive your order?
L] 2-3 days

L1 1 week

L1 2 weeks

[ Delivery time is not important if the price is low

23. How much would you be willing to pay for a luxury item discounted from €500?
L1 Up to €100

1 €100-200

1 €200-300

[ More than €300

Communication

24. How would you prefer to hear about new collections and promotions?

[ Email newsletter

[] Instagram

[0 TikTok

L1 Facebook

00 SMS

[1 Website notifications

L1 Other:
25. Would you like to receive a discount code and join the waitlist for launch? (optional)

O Yes
[ No

If yes, please leave your email (optional):
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