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Abstract

With the development of the economy and the changes in society, luxury goods have gradually evolved
from being exclusive to the nobility at the very beginning to occupying a special position in the global
consumer market nowadays. Luxury consumption has become a remarkable phenomenon. Consum-
ers often regard luxury goods as symbols of success, status and taste, and they enhance their self-
image, demonstrate their social status and express their personality traits by purchasing luxury
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goods. Consumers with different self-concepts show significant differences in their luxury consump-
tion behaviors. Luxury enterprises can build their corporate images and conduct precise marketing
based on consumers’ self-concepts. A deep understanding of consumers’ self-concepts helps luxury
enterprises formulate more effective marketing strategies to cater to consumers’ psychological needs
and enhance brand competitiveness and business benefits. In view of this, this article will conduct
an in-depth exploration of the self-concepts of luxury consumers and the impact of consumers’ self-
concepts on luxury marketing, aiming to provide a basis for luxury enterprises to formulate precise
marketing strategies.
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