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Horlogerie Jewelry
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Quality Cesare & Gianluigi, 2011; Jantrania, 2002
Craftsmanship Cesare & Gianluigi, 2011
Tailored Cesare & Gianluigi, 2011

Very expensive

Cesare & Gianluigi, 201 1

Inaccessible Cesare & Gianluigi, 2011

Innovative Cesare & Gianluigi, 2011

Secure Cesare & Gianluigi, 2011

Design Cesare & Gianluigi, 2011

Trendy (product

characteristics) Cesare & Gianluigi, 201 1
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Knowledgeable

employees Mattila, 1999; Ha & Jang, 2013; Jantrania, 2002

Speed of service

Mattila, 1999

Comfort Mattila, 1999
Quietness Mattila, 1999
Image Mattila, 1999
Brand Alonso & Marchetti, 2008

Reliability

Jantrania, 2002
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Elegant Cesare & Gianluigi, 2011; Alonso & Marchetti, 2008
Creative Cesare & Gianluigi, 2011
Refined Cesare & Gianluigi, 2011
Stylish Cesare & Gianluigi, 2011
Beautiful Cesare & Gianluigi, 2011
Exclusive Cesare & Gianluigi, 2011
Ostentatious Cesare & Gianluigi, 2011
Sophisticated Cesare & Gianluigi, 2011
Classical style Cesare & Gianluigi, 2011
Superfluous Cesare & Gianluigi, 2011
Location Mattila, 1999; Ha & Jang, 2013
Business Center Mattila, 1999
Messages Mattila, 1999

Mattila, 1999; Alonso & Marchetti, 2008; Ha & Jang, 2013;

Price Jantrania, 2002
Service Ha & Jang, 2013; Jantrania, 2002
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Duration

Cesare & Gianluigi, 2011

Communication

Mattila, 1999

Minimizing time

Mattila, 1999; Ha & Jang, 2013

Hassle-free

Mattila, 1999

Has high quality

Alonso & Marchetti, 2008

Well-treated

Ha & Jang, 2013

Saving money

Ha & Jang, 2013
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Distinction

Cesare & Gianluigi, 2011

At ease

Cesare & Gianluigi, 2011

Value-work product

Cesare & Gianluigi, 2011

Emotion

Cesare & Gianluigi, 2011; Ha & Jang, 2013

Certainty (Guarantee)

Cesare & Gianluigi, 2011

Certainty (no regrets)

Cesare & Gianluigi, 2011

Confidence Cesare & Gianluigi, 2011
Discretion Cesare & Gianluigi, 2011
Brand (prestige) Cesare & Gianluigi, 2011

Status symbol

Cesare & Gianluigi, 2011
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Fondness/ longing

Cesare & Gianluigi, 2011

Efficiency

Mattila, 1999

Relaxation

Mattila, 1999; Ha & Jang, 2013

Impress others

Mattila, 1999

Please others

Alonso & Marchetti, 2008

Increase self esteem

Alonso & Marchetti, 2008

Personal Identification

Alonso & Marchetti, 2008

Enjoyable

Ha & Jang, 2013

Rewards

Ha & Jang, 2014
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Value

o o J oA a
mAwiaaenann 1uFan1s 1991 (Instrumental)
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Self-presentation Cesare & Gianluigi, 2011
Relationships Cesare & Gianluigi, 2011; Ha & Jang, 2013

Gratification/Satisfactio

n/Pleasure

Cesare & Gianluigi, 2011; Wansink, 2003; Collen & Hoekstra, 2001;

Jantrania, 2002

Well-being

Cesare & Gianluigi, 2011

Security

Alonso & Marchetti, 2008; Wansink, 2003; Collen & Hoekstra, 2001
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Value
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o A a 9
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Belonging Wansink, 2003; Ha & Jang, 2013
Power Collen & Hoekstra, 2001
o o J 1A a X
MAnuaaInan 1N luaraganuglalgna (Terminal)
o o o 9 o av
NN ANINIUIY

Self-confidence

Cesare & Gianluigi, 2011; Collen & Hoekstra, 2001

Cesare & Gianluigi, 2011; Alonso & Marchetti, 2008; Wansink,

Freedom of choice

Self-fulfillment 2003
Self-respect Cesare & Gianluigi, 2011; Alonso & Marchetti, 2008
Live better Cesare & Gianluigi, 2011

Cesare & Gianluigi, 2011

Respect/highly
considered Cesare & Gianluigi, 2011
Happiness Cesare & Gianluigi, 2011
Shared ideas Cesare & Gianluigi, 2011
Mattila, 1999; Alonso & Marchetti, 2008; Wansink, 2003; Jantrania,
Accomplishment 2002

Self-esteem

Mattila, 1999; Wansink, 2003; Ha & Jang, 2013

Excitement Alonso & Marchetti, 2008; Collen & Hoekstra, 2001
Family Wansink, 2003; Ha & Jang, 2013
Success Ha & Jang, 2013; Collen & Hoekstra, 2001
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