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ExTEndEd AbsTrACT
Brand prominence is a new construct in the literature 

associated with status signaling. Brand prominence describes, 
“the conspicuousness of a brand’s mark or logo on a product” 
(Han, Nunes, and Dreze 2010, p. 15). The current study was 
designed to extend the literature on brand prominence by supplying 
three new variables of brand prominence: 1) brand presence,  
2) brand frequency, and 3) brand abbreviation. These variables break 
down conspicuousness into more quantifiably measurable categories. 
A survey was conducted where respondents were shown images of 
shirts with manipulations of each of these variables and were asked 
about their behavioral intentions towards these items. Results reveal 
several statistically significant differences between men and women 
in their approach to the process of brand prominence behavioral 
intentions. 

Han, Nunes and Dreze (2010) introduced the construct of brand 
prominence and through content analyses found that for luxury 
brands, brand prominence decreases as the price of the luxury item 
increased. The researchers also developed a taxonomy that classifies 
consumers according to their level of personal wealth and their 
need for status. From this, four consumer lifestyles associated with 
the use of products with difference levels of brand prominence:  
1) patricians, 2) parvenus, 3) proletarians, and 4) poseurs. Individuals 
in these groups engage in strategic behaviors through conspicuous 
consumption in order to associate or dissociate themselves from 
individuals in other social groups. 

The conspicuous consumption literature is the study of status 
signaling by individuals in a community. Conspicuous consumption 
describes the displayed use of a brand or a product in a social 
atmosphere. Veblen (1899/1994) is one of the seminal authors on 
this subject, and is heavily cited in the literature. Contemporary 
conspicuous consumption researchers have studied the social 
meaning (O’Cass and Frost 2002), social utility (Thompson and 
Norton 2011), social value (Wiedmann, Hennings, and Siebles 2009), 
and social power (Crosno, Freling, and Skinner 2009) associated with 
the signaling of one’s status through the conspicuous consumption of 
luxury brands. 

Research by Schulz (2009; 2011) has uncovered several 
themes for brands that are consumed by individuals in the 
public atmosphere. The major themes include: brand visibility, 
brand distribution, brand frequency, and brand abbreviation. 
Each theme also has several sub-themes. For example, brand 
frequency is made up of: 1) individual unique brand frequency,  
2) individual gross brand frequency, 3) product unique brand 
frequency, and 4) product gross brand frequency. Several of these 
sub-themes were adapted into behavioral intention variables for 
brand presence in this study.

A survey was administered to 300 participants in a nationally-
representative sample of the U.S. adult population. The survey 
captured participants’ demographics and behavioral intentions 
towards brand presence variable manipulations across four 
conditions. The photographic stimuli for the brand prominence 
conditions can be seen in figure 1. A cross-sectional analysis was 
conducted in order to see what connections exist among brand 
presence behavioral intentions. 

Figure 1: stimuli for brand Presence Variables

First, frequencies for the brand presence variable in the Armani 
and the Abercrombie & Fitch conditions show evenly distributed 
preferences among the aggregated consumer data. About half of the 
population prefers the shirt with the visible logo, while the other half 
prefers the shirt without the visible logo. However, when the data 
is split by sex, one can see that in both scenarios the majority of 
men preferred the shirt without the visible logo, while the majority of 
women preferred the shirt with the visible logo. In terms of the brand 
frequency (Armani) condition, the majority of both men and women 
prefer the shirt with only one logo versus the shirt with three logos. 
Finally, for the brand abbreviation (Abercrombie & Fitch) condition, 
the majority of both men and women prefer the shirt with the full 
logo rather than the abbreviated logo. Table 1 summarizes these 
results. Chi-square tests also reveal that gender differences produced 
significant effects in every condition. These results can be seen in 
table 2.

Overall, the results of this study show that on average, most 
consumers prefer the more subtle signal variations of brand promi-
nence variables such as brand frequency. However, most consumers 
also prefer the fuller version of a brand signal rather than an abbre-
viated version. Plus, in relation to brand presence most men prefer 
clothes without branded signals, while most women prefer clothes 
with branded signals. Further testing of variables related to the brand 
prominence construct may aid in gaining a better understanding of 
consumer behavior related to status signaling and conspicuous con-
sumption. 
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Table 1: behavioral Intention Frequencies
brand Prominence Variable Condition Women Men Total

Brand Presence No logo (Armani) 31.5% 79.0% 53.3%
Visible logo (Armani) 68.5% 21.0% 46.7%

Brand Presence No logo (Abercrombie & Fitch) 23.5% 75.4% 47.3%
Visible logo (Abercrombie & Fitch) 76.5% 24.6% 52.7%

Brand Frequency One logo (Armani) 77.8% 93.5% 85.0%
Three logos (Armani) 22.2% 6.5% 15.0%

Brand Abbreviation Logo initials (Abercrombie & Fitch) 25.3% 15.2% 20.7%
Full logo (Abercrombie & Fitch) 74.7% 84.8% 79.3%

Table 2: behavioral Intention Chi-square Tests for Gender
brand Prominence Variable df Sample (N) Pearson Value (X2) Significance (p)
Brand Presence (Armani) 1 300 67.57 < 0.001
Brand Presence (Abercrombie & Fitch) 1 300 80.54 < 0.001
Brand Frequency (Armani) 1 300 14.41 < 0.001
Brand Abbreviation (Abercrombie & Fitch) 1 300 4.63 < 0.05


