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1 Luxury Marketing and 
Sustainability in the South 
Asian Context
Nirma Sadamali Jayawardena, Sara Quach, 
Charitha Harshani Perera, Park Thaichon, and 
Narayanage Jayantha Dewasiri

1.1 Introduction

There has been an increasing amount of criticism directed at luxury brands 
for their lack of transparency in their supply chains, as well as accusations 
that they exploit animals and workers (Dekhili & Achabou, 2016; Athwal  
et al., 2019; Kapferer, 2017), creating growing tensions among luxury brands. 
Therefore, the luxury industry is slowly recognizing its responsibilities and 
opportunities in sourcing, manufacturing, and marketing sustainable prod-
ucts (Wells et al., 2021). Due to the widespread reach of luxury goods con-
sideration of social issues is particularly important in this sector (Athwal  
et al., 2019), for example, fashion, vehicles, tourism, food, liquor, and fine 
arts (D’Arpizio & Levato, 2017; Donvito et al., 2020).

A luxury item, when compared to a non-luxury item, indicates superior 
quality, uniqueness, and a degree of sophistication (Dekhili & Achabou, 
2016). In recent years, consumer activists have criticized luxury brands for 
not being transparent with sustainable business practices by accusing them 
of exploiting both animal and human rights while operating within the 
industry (Dekhili & Achabou, 2016; Kapferer & Michaut-Denizeau, 2020). 
Some examples include the usage of animal testing for cosmetics, the usage 
of exotic animal hair for clothing, forced labor, and unfair working practices 
in the Apparel Sector (Kapferer & Michaut-Denizeau, 2017).

Sustainability in consumption is defined as “meeting basic needs without 
jeopardizing future generations’ needs” (Bossink, 2002). The luxury sec-
tor has seen an increase in interest in sustainability among brand managers, 
scholars, policymakers, journalists, and academics (Ghosh & Varshney, 2013; 
Dekhili & Achabou, 2016).

In South Asian culture, luxury is used to refer to a trademark, expensive 
product, or higher-end foreign brands ( Jain, 2022). When considering lux-
ury retail brands, prior to the pandemic almost 30% of the luxury market-
ing was located outside the home countries of the consumers in South Asia 
(Achille & Zipser, 2020). The local population did not consume many luxury 
goods (Ghosh & Varshney, 2013; Dekhili & Achabou, 2016). This led to 

https://doi.org/10.4324/9781003321378-1
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many companies catering to tourists rather than to locals (Prokopec, 2022). 
COVID-19 is causing marketers to focus on how to cater to local consumers 
who can spend more money because they are unable to travel (Prokopec, 
2022). A luxury marketer must consider how to motivate local clientele to 
spend locally rather than plan their purchases for travel (Prokopec, 2022).

In terms of the second shift, it is about how luxury brands are engaging 
with their wealthy customers through digital channels (Ranfagni & Ozuem, 
2022). It was identified that Western counterparts are slow in moving at the 
same pace as their eastern counterparts with regard to digital savvy (Proko-
pec, 2022). Singapore became a regional hub in the third shift (Prokopec, 
2022) even though Japan used to be the first luxury market in the last decade 
(Isozaki & Donzé, 2022). Most luxury companies have their headquarters 
in Hong Kong, but after that, China became one of their most important 
markets to compete in (Isozaki & Donzé, 2022; Henninger et al., 2017). It 
has become evident, however, that Southeast Asia has become increasingly 
important, especially with the growth of markets such as Indonesia, Thai-
land, Vietnam, and most recently the Philippines (Prokopec, 2022). There 
are a growing number of luxury brands opening stores there and tapping 
into that niche market which historically has been the domain of aff luent 
consumers who travel and also a change in behavior in those markets that are 
experiencing more local consumption and growth (Prokopec, 2022). One 
such example is the relocation of L’Oreal’s headquarters from Hong Kong to 
Singapore.

The remaining sections are structured as follows. Section 1.2 provides the 
importance of luxury marketing and sustainability-related research by cate-
gorizing existing studies. Considering how significant the luxury industry 
is globally, sustainable luxury is gaining more power among luxury firms 
and academic research institutions as a concept that has a lot of potential 
(Ranfagni & Ozuem, 2022). In addition to skill, quality, and endurance, 
luxury is also environmentally friendly. Luxury has recently been mass- 
marketed (Kapferer & Michaut-Denizeau, 2017), possibly weakening its 
compatibility with sustainability in the South Asian Context. Section 1.3 
explicates the implementations of luxury marketing and sustainability prac-
tices in the South Asian context by considering the existing research work.

1.2  Overview of the Luxury Marketing and 
Sustainability-Related Practices in the South Asian 
Context

Scholars in South Asia have focused more attention on corporate social 
responsibility (CSR) and sustainable activities mainly due to the reasons of 
climate change, declining natural diversity, and scarcity of natural resources 
(Dhaliwal et al., 2020). Several published literature reviews have addressed 
topics as diverse as the association between corporate social and sustainable 
engagement and financial performance to structure and foster this emerging 
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research field on luxury brand marketing and sustainability (Sun et al., 
2021; Testa et al., 2021). It has been reported that several literature reviews 
were published on topics such as the relationship between CSR and finan-
cial performance (Margolis & Walsh, 2003), while more focus on consumer 
engagement and the impact of CSR by highlighting the responsibilities of the 
employees in different levels of the organization (Gond et al., 2017).

Recently, scholars have begun to investigate CSR and sustainability in the 
luxury sector after focusing mostly on commodity products in South Asia 
(Amatulli et al., 2017). Further, this change was incorporated due to a grow-
ing public interest in issues such as climate change, animal testing, forced 
labor, and unfair labor practices (Haunschild et al., 2019) leading luxury pro-
ducers to make their business processes more sustainable. Further, existing 
research revealed that a result of fast-moving economies such as China do 
have growing luxury brand marketing and it also implies that the luxury 
industry is facing a shortage of resources, showing the need for the conserva-
tion of these resources (Kale & Öztürk, 2016). Finally, luxury products and 
brands are often considered industry models in many industries (e.g., Choi, 
2014). In mass markets, companies copy luxury product-related innovations, 
thereby inf luencing societal trends.

1.2.1 Sustainability and Sustainability Consumption

Sustainable development is defined as “progress that meets the needs of the 
present without impairing the ability of future generations to meet their own 
needs”. The stages of behavioral adoption of sustainable development include 
knowledge, inf luence, conclusion, implementation, and affirmation. Sus-
tainability varies according to context as follows (Figure 1.1) (Parris & Kates, 
2003; Sharma & Rani, 2014).

Modern consumption not only meets private needs but also considers 
social justice and the environment (Sharma & Rani, 2014). From individu-
als to governments and multinational corporations, sustainable consumption 

Brundtland (1987) Pearce, Makandia & 
Barbier (1989)

• As a concept,
sustainable development
is development which is
designed to meet the
present needs without
compromising the future
needs of future
generations

Pearce (1989)

• A sustainable
development agenda
enhances real income,
raises educational
standards, improves
health, and improves
quality of life for
everyone.

• A sustainable society is
one that tries to
compensate future
generations for the costs
of development

Figure 1.1 Evolution of the most prominent definitions of sustainability
Note: Adapted from Sharma and Rani (2014)
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targets everyone, across all sectors and nations (Amatulli et al., 2017). People 
can be motivated to consume sustainably by a variety of factors as per a recent 
literature review conducted by Jain et al. (2022). These four main strategies 
that could motivate consumers to make sustainable consumption choices are 
regulations by the government, organizational-level incentives, changing 
attitudes through education, and management of small groups/communities 
and moral appeals (Sharma & Rani, 2014). Table 1.1 further presents the 
research studies which describe the factors contributing to environmental 
sustainability both internally and externally.

Many scholars suggested that the current research on sustainable consump-
tion focuses on incremental changes in individual consumer behavior with 
less focus on communication science and theory (Sharma & Rani, 2014; Fis-
cher et al., 2021; Haider et al., 2022). Further, Consumer attitudes toward 
sustainable consumption can potentially be inf luenced by virtual technol-
ogies (Laukkanen et al., 2022); experiential marketing tools which foster 
sustainable consumption behavior by connecting consumers to producers 
(Weber et al., 2021; Kilian et al., 2022) and the fact that high-end consumers 
exhibit more sustainable behavior when purchasing high-end goods, owning 
them for longer periods and disposing of them in an environmentally friendly 
manner (Sun et al., 2021). The attitude-behavior gap in the existing studies 
shows the challenges faced by consumers when adopting to consumer sus-
tainable product alternatives.

Key Takeaways

• The term sustainable development refers to progress that meets the needs 
of the present without impairing the ability of future generations to meet 
their own needs.

• Sustainable development involves knowledge, inf luence, conclusion, 
implementation, and affirmation.

• Consumers can be motivated to make sustainable consumption choices 
by four main strategies: concern, rewards, and moral appeals.

• Recent studies examining the factors contributing to environmental sus-
tainability, both internally and externally, indicate the need for research 
with communication theory and science, usage of virtual technologies, 
experiential marketing tools, and the importance of high-end consumers 
in sustainable consumption.

1.2.2  Engaging with South Asian Luxury Consumers While 
Maintaining Sustainability

Before the COVID-19 pandemic period, it was reported that 30% of lux-
ury products were happening beyond the home country of the consumer 
(Prokopec, 2022). For example, many luxury brands were targeting foreign 
consumers rather than local consumers (Prokopec, 2022). Following the 
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COVID-19 pandemic, marketers have had to adapt their marketing strategies 
to attract local consumers with extra money to spend due to their inability to 
travel, resulting in discounts on luxury brands even though they are not often 
used in luxury marketing. This also provided an opportunity for South Asia 
and Singapore to turn into a hub for the Asian region (Amatulli et al., 2017; 
Ghosh & Varshney, 2013; Jain, 2022).

Most luxury companies had their headquarters in Hong Kong until China 
became a giant and crucial market for them (Ghosh & Varshney, 2013; Jain, 
2022). Gradually, with time, this changed into Southeast Asia becoming 
much more important with rapidly developing countries such as Indonesia, 
Thailand, Vietnam, and recently, the Philippines marketing luxury products 
to consumers who were among the top group of travelers in previous times 
(Prokopec, 2022). Markets with a greater degree of local consumption and 
growth are experiencing a change in behavior such as the growth of the hub 
of Singapore. For example, L’Oréal, for instance, shifted its headquarters to 
Singapore from Hong Kong (Prokopec, 2022).

While Non-Asian context-based research has focused on sustainable sup-
ply chain practices, it has not fully explored how luxury firms manage and 
design sustainable supply chains within the South Asian context (Sharma &  
Rani, 2014; Fischer et al., 2021; Jain, 2022). Additionally, sustainability 
offered firms a chance to differentiate their products from their competitors 
(Sharma & Rani, 2014; Fischer et al., 2021).

As part of the luxury market battle, there are not only economic and finan-
cial issues (customers, market share, sales, and profits) but also sustainable 
initiatives that meet the needs and expectations of new customers (Brandão & 
Cupertino de Miranda, 2022). According to Ko, Costello and Taylor (2019), 
luxury products may be attributed to developed markets, but their demand 
has significantly increased in emerging markets such as China, India, and 
the Middle East. It was reported in 2013 that the brand Hermès received 
negative publicity following Greenpeace’s publication of the Fashion Duel 
results, a campaign aimed at raising awareness of fashion’s detrimental effects 
on the environment, biodiversity, and humanity, and urging the luxury 
fashion industry to cease using hazardous chemicals (Mauer, 2014). How-
ever, the company was able to survive and still be successful with sales in 
Asia (especially China) with nearly 50% of the sales being made for colorful 
silk shawls and luxurious handbags. Known for its leather handbags and silk 
scarves that can be purchased for between £4,000 and £20,000 on the Her-
mès website, the Parisian firm stated that sales in its Asian business, including 
China and Korea, increased 47% in the last three months of 2020, compen-
sating for the loss of sales during the Coronavirus outbreak earlier in the year  
(Wood, 2021).

Similarly, there are many instances of luxury marketing becom-
ing successful in South Asia by balancing both profits and sustainability 
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practices (Wood, 2021). Additionally, the brand Hermès renovated stores 
in Paris, Istanbul, and Brisbane, and opened new stores in Tokyo, Zurich, 
Detroit, and Miami (Wood, 2021). Further, it was reported that the brand  
Hermès fulfilled the two main sustainability practices of adopting high- 
quality materials and consumer-oriented marketing (Wei, 2022). This further 
illustrated, the ability of the brand Hermès in becoming consumer-oriented  
by viewing its marketing strategy from the perspective of the consumer (Wei, 
2022).

Gucci, for example, reduces chromium and other hazardous chemicals in 
its leather tanning processes (this brand has a policy approved by Canopy 
Style) (Paul, 2022). As part of its “Gucci Off the Grid” circular line, Gucci 
uses some more eco-friendly materials (Paul, 2022). Also, China is popular 
for the green fashion brand “Icicle”, which caters toward more sustainability 
by using natural fabrics made of natural yarns such as cashmere, linen, wool, 
and silk specifically using a brand slogan carrying “Made in Earth” (ICICLE, 
2022). Similarly, the Indian luxury handloom clothing brand “No Nasties” 
followed this practice by using materials that are environmentally friendly by 
maintaining the brand as a vegan clothing brand with organic cotton (Sen-
gupta & Sengupta, 2020).

Key Takeaways

• Historically, luxury consumers in South Asia used to travel to developed 
countries due to the lack of available luxury brands in the South Asian 
market. Due to the travel restrictions of the COVID-19 pandemic leads 
travelers to stay in their home countries and enjoy the existing brand 
outlets in their country (for example brand Hermès). This made a sig-
nificant decrease in demand for luxury brands in developed countries 
and the new luxury brand outlets slowly started opening up in the South 
Asian context.

• Markets with a greater degree of local consumption and growth are 
experiencing a change in behavior such as the growth of the hub of 
Singapore. For example, L’Oréal, for instance, shifted its headquarters to 
Singapore from Hong Kong.

• The concern for more research is also raised in the South Asian context of 
luxury marketing. While Non-Asian context-based research has focused 
on sustainable supply chain practices, it has not fully explored how lux-
ury firms manage and design sustainable supply chains within the South 
Asian context.

• Many instances of luxury marketing becoming successful in South Asia 
by balancing both profits and sustainability practices are the high-quality 
materials and consumer-oriented marketing of brands such as Hermès, 
Gucci, Icicle, and No Nasties.
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1.2.3  Combining Sustainability Consumption with Luxury 
Marketing in the South Asian Context

Luxury products are traditionally consumed for purposes such as hedon-
ism, higher quality standards, and unique features (Kumar et al., 2022). 
Sustainability in luxury sectors must also be approached cautiously (Kumar 
et al., 2022). A luxury context lacks clarity on what sustainability means 
in general (Wei, 2022). The perception of sustainable products is that they 
are not compatible with luxury products, which are seen as a result of aes-
thetics (Niinimäki, 2022). When considering luxury fashion items, the 
state of sustainability is found to be irrelevant in marketing the products  
(Niinimäki, 2022). A micro level of research indicates that consumers are 
pushing back against sustainable luxury products. There is a misconception 
among consumers that ethical/sustainable luxury products are of lower qual-
ity, as demonstrated by Achabou et al. (2022).

As consumption becomes more sustainable and buying behaviors become 
more eco-friendly, consumers are increasingly aware of their impact on the 
environment (Achabou et al., 2022). Most luxury brands have taken advan-
tage of consumers’ growing concerns about the impact of their consumption 
choices to sustain such consumption (e.g., Achabou et al., 2022). Conversely, 
Kapferer (2010) found that due to increasing consumer interest in sustain-
ability issues, luxury and sustainability are convergent since both focus on 
rarity and high quality. Scholarly research has suggested that sustainable lux-
ury branding and consumption may not have a negative meaning (e.g., in  
Achabou et al., 2022), although can provide the same product quality stand-
ards while preserving the environmental standards. LVMH and Kering are 
two of the few luxury sector organizations which frequently disclose sus-
tainable practices with the company by considering it as a major element for 
brand reputation (Adamska, 2019).

Key Takeaways

• Several factors inf luence people’s desire to consume luxury products, 
such as conspicuous consumption, hedonism, quality, uniqueness, and 
durability.

• Several gaps were identified within the luxury marketing literature such 
as the state of sustainability being irrelevant when marketing luxury 
fashion items.

• There has been a pushback on sustainable luxury products at a micro 
level, and consumers assume ethical/sustainable luxury products are of 
lower quality.

The following Figure 1.2 illustrates the overview of luxury marketing and 
sustainability-related practices in the South Asian Context.
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1.3  Implications of Luxury Marketing and Sustainability 
Practices in the South Asian Context

The authors identified three broad practical implications for future research-
ers, policymakers, and administration bodies. First, the possibility of intro-
ducing innovation into luxury brands and products through sustainability 
needs to be focused on international perspectives such as cross-cultural dif-
ferences among consumers in eastern and western counterparts. Brand 
experiences play a crucial role in connecting customers emotionally and 
hedonically with luxury organizations (Dion & Arnould, 2011). The global 
luxury market has significant differences between consumers in the Global 
North and the Global South (Ho & Wong, 2022). To examine how sustain-
able luxury consumption decisions differ across cultures (Ho & Wong, 2022) 
and how consumers perceive the negative effects of consumerist lifestyles, 
cross-cultural research is needed.

Second, sustainable activities of luxury producers focus on consumer behav-
ior with less attention on consumer attitudes (Paul, 2022). In the South Asian 
context, luxury consumption is associated with ostentation, overconsumption 
(Berry, 2022), overproduction, indulgence, and personal pleasure, resulting in 
conflicts between luxury and sustainability. There are even researchers who state 
that sustainability does not apply to fashion items (Ho & Wong, 2022). Dean 
(2018) highlighted the incompatibility between luxury and sustainability; lux-
ury values are often accompanied by pleasures, while sustainable consumption 
involves moderation and ethics by neglecting the fact that consumer attitude 
formation is based upon the likelihood of liking or disliking a luxury product.

Sustainability and 
 Sustainability 
Consumption Engaging with luxury consumers while 

maintaining  sustainability 

Combining sustainability
  consumption with luxury 
  marketing in South Asia

South Asian 
Context 

Consumers can be motivated
to make sustainable 

consumption choices through 
four main strategies: 

regulations by the 
government; organisational 
level incentives; changing 

attitudes through education
and management of small 
groups/communities and 

moral appeals

Historically, luxury consumers in South 
Asia used to travel to developed 

countries due to the lack of available 
luxury brands in South Asian market. 

Due to the travel restrictions of COVID-
19 pandemic leads the travellers to stay 

in their home countries and to enjoy 
the existing brand outlets in their

country (example brand Hermès). This 
made a significant decrease of demand  

for the luxury brands in developed 
countries and the new luxury brand 

outlets slowly started opening in South 
Asian context 

Several gaps were identified within the luxury marketing literature 
such as, the  state of sustainability is irrelevant when marketing 

luxury fashion items.  Consumers are pushing back against 
sustainable luxury products at a micro level and consumers often 

misunderstand that  luxury products are of  lower quality 

Figure 1.2 T he overview of luxury marketing and sustainability-related practices in 
the South Asian Context.
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Third, Mosca and Chiaudano (2022) proposed that luxury-brand man-
agers do not have the proper knowledge in identifying the importance of 
sustainable practices in luxury marketing, as sustainability may increase con-
sumers’ positive perceptions of luxury goods in South Asia (such as lack of 
animal testing, limitations on forced labor) only if incorporated and precisely 
mentioned publicly. Hence, updated knowledge of brand managers becomes 
a major part of the sustainable luxury marketing process (Dion & Arnould, 
2011; Berry, 2022).

Key Takeaways

• There are three broad implications for policymakers when catering to 
the South Asian market with both luxury marketing and sustainability 
practices.

• First, the need for higher consideration of international perspectives such 
as cross-cultural differences among consumers in eastern and western 
counterparts during the luxury marketing process.

• Cecond, focus on consumer attitudes during the sustainable activities of 
luxury producers by limiting the focus on consumer behavior

• Third, updated knowledge of the brand managers toward sustainable 
practices during the luxury marketing process is necessary to remain 
competitive as a brand in South Asia.

1.4 Summary

The purpose of this chapter is to provide an integrated review of the sus-
tainability in the luxury marketing sector with consumer buying behavior 
toward luxury products in the South Asian context. The first part of this 
chapter provided a brief overview of the context of luxury products in South 
Asia. The second part revealed the concept of sustainability and sustainable 
consumption and the various ways in engaging with South Asian luxury 
consumers while maintaining sustainability. Furthermore, this section com-
bined sustainability consumption with luxury marketing in the South Asian 
Context. The final section of this chapter is dedicated to the implications of 
luxury marketing and sustainability practices in the South Asian Context.

Key Takeaways

• Scholars in South Asia have focused more attention on CSR and sus-
tainable activities mainly due to the reasons of climate change, declining 
natural diversity, and scarcity of the natural resources.

• Fast-moving economies such as China do have growing luxury brand 
marketing and this implies that the luxury industry is facing a shortage 
of resources, indicating the importance of conserving them.
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• The need for research in communication theory and science, the use of 
virtual technologies, and experiential marketing tools, and the impor-
tance of high-end consumers to sustainably consume are among the fac-
tors contributing to environmental sustainability.

• It has been historically the case that luxury consumers in South Asia have 
traveled to developed countries due to the lack of luxury brands available 
in the South Asian market. Due to the travel restrictions associated with 
the COVID-19 pandemic, many travelers have opted to stay at home 
and take advantage of the existing brand outlets in their home countries 
(e.g., Hermès). As a result, the demand for luxury brands in developed 
countries decreased significantly, and new luxury brand outlets gradually 
began opening in South Asian countries.

• There are three broad implications for policymakers when catering to 
the South Asian market with both luxury marketing and sustainabil-
ity practices namely consideration of international perspectives, focus on 
consumer attitudes during the sustainable activities of luxury producers 
by limiting the focus toward consumer behavior and updated knowledge 
of the brand managers toward sustainable practices during the luxury 
marketing process.

References

Achabou, M. A., Dekhili, S., & Hamdoun, M. (2022). How the country-of-origin 
cue affects consumer preference in the case of ecological products: An empirical 
study in two developing countries. Journal of Strategic Marketing, 1–17. doi.org/10.1
080/0965254X.2021.2004207.

Achille, A., & Zipser, D. A. (2020). Perspective for the luxury-goods industry dur-
ing—And after—Coronavirus. Retrieved from: https://www.mckinsey.com/
industries/retail/our-insights/a-perspective-for-the-luxury-goods-industry-dur-
ing-and-after-coronavirus. Accessed 15th October 2022.

Adamska, M. (2019). The positioning of the four most valuable luxury fashion brands 
– 2019 update. BrandStruck. Available at: https://brandstruck.co/blog-post/posi-
tioning-three-valuable-luxury-fashion-brands/. Accessed 8th May 2022.

Amatulli, C., De Angelis, M., Costabile, M., & Guido, G. (2017). Sustainable luxury 
brands: Evidence from research and implications for managers. Springer.

Athwal, N., Wells, V. K., Carrigan, M., & Henninger, C. E. (2019). Sustainable lux-
ury marketing: A synthesis and research agenda. International Journal of Management 
Reviews, 21(4), 405–426.

Berry, C. J. (2022). The history of ideas on luxury in the early modern period. In The 
Oxford handbook of luxury business (p. 21). Oxford University Press.

Bossink, B. A. (2002). The development of co-innovation strategies: Stages and 
interaction patterns in interfirm innovation. R&D Management, 32(4), 311–320.

Brandão, A., & Cupertino de Miranda, C. (2022). Does sustainable consumption 
behaviour inf luence luxury services purchase intention? Sustainability, 14(13), 
7906.

http://doi.org/10.080/0965254X.2021.2004207
https://brandstruck.co
https://brandstruck.co
https://www.mckinsey.com
https://www.mckinsey.com
https://www.mckinsey.com
http://doi.org/10.080/0965254X.2021.2004207


12 Nirma Sadamali Jayawardena et al.

Choi, T. M. (2014). Luxury fashion branding: Literature review, research trends, and 
research agenda. In Choi, T. M. (ed.), (1st ed.), Fashion branding and consumer sci-
ence: Scientific models (pp. 7–28). Springer. D’Arpizio, C., & Levato, F. (2017). The 
millennial state of mind. Bain & Company. Available at: https://www. bain. com/
insights/the-millennial-state-of-mind/. Accessed 23rd April 2018.

Dean, A. (2018). Everything is wrong: A search for order in the ethnometa-
physical chaos of sustainable luxury fashion. Retrieved from: http://www. 
fashionstudiesjournal.org/5-essays/2018/2/25/everything-is-wrong-a-search-for- 
order-in-the-ethnometaphysical-chaos-of-sustainable-luxury-fashion. Accessed 14th  
October 2022.

Dekhili, S. & Achabou, M.A. (2016). Is it beneficial for luxury brands to embrace 
CSR practices? In celebrating America’s pastimes: Baseball, Hot Dogs, Apple Pie 
and Marketing? Proceedings of the Academy of Marketing Science, Florida, 18–21 May. 

Dhaliwal, A., Singh, D. P., & Paul, J. (2020). The consumer behavior of luxury 
goods: A review and research agenda. Journal of Strategic Marketing, 28, 1–27.

Dion, D., & Arnould, E. (2011). Retail luxury strategy: Assembling charisma through 
art and magic. Journal of Retailing, 87(4), 502–520.

Donvito, R., Aiello, G., Grazzini, L., Godey, B., Pederzoli, D., Wiedmann, K. P.,… 
& Siu, N. Y. M. (2020). Does personality congruence explain luxury brand attach-
ment? The results of an international research study. Journal of Business Research, 
120, 462–472.

Fischer, D., Reinermann, J. L., Mandujano, G. G., DesRoches, C. T., Diddi, S., & 
Vergragt, P. J. (2021). Sustainable consumption communication: A review of an 
emerging field of research. Journal of Cleaner Production, 300, 126880.

Ghosh, A., & Varshney, S. (2013). Luxury goods consumption: A conceptual frame-
work based on literature review. South Asian Journal of Management, 20(2), 146–159.

Gond, J. P., El Akremi, A., Swaen, V., & Babu, N. (2017). The psychological micro-
foundations of corporate social responsibility: A person-centric systematic review. 
Journal of Organizational Behavior, 38(2), 225–246.

Haider, M., Shannon, R., & Moschis, G. P. (2022). Sustainable consumption research 
and the role of marketing: A review of the literature (1976–2021). Sustainability, 
14(7), 3999.

Haunschild, R., Leydesdorff, L., Bornmann, L., Hellsten, I., & Marx, W. (2019). 
Does the public discuss other topics on climate change than researchers? A com-
parison of explorative networks based on author keywords and hashtags. Journal of 
Informetrics, 13(2), 695–707.

Henninger, C. E., Alevizou, P. J., Tan, J., Huang, Q., & Ryding, D. (2017). Con-
sumption strategies and motivations of Chinese consumers: The case of UK 
sustainable luxury fashion. Journal of Fashion Marketing and Management: An Interna-
tional Journal, 21(3), 419–434.

Ho, F. N., & Wong, J. (2022). Re-interpreting marketings role in the study of the 
Asian consumer. In Brodowsky, G. H., Schuster, C. P. & Perren, R. (eds.), Hand-
book of research on ethnic and intra-cultural marketing (pp. 170–180). Edward Elgar 
Publishing.

ICICLE (2022). Shanghai, where the journey begins. Retrieved from: https://www.
icicle.com.cn/en/shanghai-where-the-journey-begins. Accessed 16th October 2022.

Isozaki, Y., & Donzé, P. Y. (2022). Dominance versus collaboration models: French 
and Italian luxury fashion brands in Japan. Journal of Global Fashion Marketing, 13(4), 
394–408.

https://www.bain.com
https://www.icicle.com.cn
https://www.icicle.com.cn
http://www.fashionstudiesjournal.org
http://www.fashionstudiesjournal.org
http://www.fashionstudiesjournal.org
https://www.bain.com


Luxury Marketing and Sustainability in the South Asian Context 13

Jain, S. (2022). Factors inf luencing online luxury purchase intentions: The mod-
erating role of bandwagon luxury consumption behavior. South Asian Journal of 
Business Studies (ahead-of-print).

Jain, V. K., Verma, H., Naithani, J., & Agarwal, S. (2022). Moving towards 
less-modeling enablers of responsible consumption for sustainable consumption in 
an emerging economy: An ISM approach. International Journal of Social Ecology and 
Sustainable Development (IJSESD), 13(1), 1–21.

Kapferer, J. N. (2017). Managing luxury brands. In Kapferer, J. N., Kernstock, J., 
Brexendorf, T. & Powell, S. (eds.), Advances in luxury brand management (pp. 235–
249). Palgrave Macmillan.

Kapferer, J. N. (2010). All that glitters is not green: The challenge of sustainable 
luxury. European Business Review, 2(4), 40–45.

Kapferer, J. N., & Michaut-Denizeau, A. (2017). Is luxury compatible with sustainabil-
ity? Luxury consumers’ viewpoint. https://doi.org/10.1007/978-3-319-51127-6_7

Kapferer, J. N., & Michaut-Denizeau, A. (2020). Are millennials really more sensi-
tive to sustainable luxury? A cross-generational international comparison of sus-
tainability consciousness when buying luxury. Journal of Brand Management, 27(1), 
35–47.

Kale, G. Ö., & Öztürk, G. (2016). The importance of sustainability in luxury brand 
management. Intermedia International E-Journal, 3(4), 106–126.

Kilian, S., Pristl, A. C., & Mann, A. (2022). Understanding and raising consumers’ 
normative motivation for sustainable consumption. In Bhattacharyya, J., Balaji M. 
S., Jiang, Y., Azer, J., & Hewege, C. R. (eds.), Socially responsible consumption and 
marketing in practice (pp. 35–49). Springer.

Ko, E., Costello, J. P., & Taylor, C. R. (2019). What is a luxury brand? A new defi-
nition and review of the literature. Journal of Business Research, 99, 405–413.

Kumar, B., Bagozzi, R. P., Manrai, A. K., & Manrai, L. A. (2022). Conspicuous 
consumption: A meta-analytic review of its antecedents, consequences, and mod-
erators. Journal of Retailing, 98(3), 471–485.

Laukkanen, T., Xi, N., Hallikainen, H., Ruusunen, N., & Hamari, J. (2022). Virtual 
technologies in supporting sustainable consumption: From a single-sensory stim-
ulus to a multi-sensory experience. International Journal of Information Management, 
63, 102455.

Margolis, J. D., & Walsh, J. P. (2003). Misery loves companies: Rethinking social 
initiatives by business. Administrative Science Quarterly, 48(2), 268–305.

Mauer, E. (2014). Is green the new black? Sustainable luxury: Challenge or strategic 
opportunity for the luxury sector (Doctoral dissertation, Haute école de gestion 
de Genève).

Mosca, F., & Chiaudano, V. (2022). How could well-being-centered busi-
ness strategies increase competitiveness and innovation among luxury f irms? 
In Batat, W. (ed.), The rise of positive luxury: Transformative research agenda for 
well-being, social impact, and sustainable growth (1st ed.). Routledge. https://doi.
org/10.4324/9781003163732

Niinimäki, K. (2022). Sustainable eco-luxury in the Scandinavian context. In: Hen-
ninger, C. E., & Athwal, N. K. (eds.) Sustainable luxury: An international perspec-
tive (pp. 35–57). Springer International Publishing.

Parris, T. M., & Kates, R. W. (2003). Characterizing and measuring sustainable 
development. 

Annual Review of Environment and Resources, 28(1), 559–586.

https://doi.org/10.4324/9781003163732
https://doi.org/10.4324/9781003163732
https://doi.org/10.1007/978-3-319-51127-6_7


14 Nirma Sadamali Jayawardena et al.

Paul, T. (2022). Gucci, Stella McCartney and 8 other sustainable luxury brands you 
should know about. Retrieved from: https://www.lifestyleasia.com/ind/style/
fashion/best-sustainable-luxury-brands. Accessed 16th October 2022.

Prokopec, S. (2022). How to engage with the new Asian luxury consumer. Retrieved 
from: https://www.warc.com/newsandopinion/opinion/how-to-engage-with-
the-new-asian-luxury-consumer/en-gb/5796. Accessed 15th October 2022.

Ranfagni, S., & Ozuem, W. (2022). Luxury and sustainability: Technological path-
ways and potential opportunities. Sustainability, 14(9), 5209.

Sengupta, M., & Sengupta, N. (2020). Sustainable fashion: The issues, challenges, 
and prospects. Manthan: Journal of Commerce and Management, 7(2), 74–94.

Sharma, M., & Rani, L. (2014). Environmentally sustainable consumption: A review 
and agenda for future research. Global Journal of Finance and Management, 6(4), 
367–374.

Sun, J. J., Bellezza, S., & Paharia, N. (2021). Buy less, buy luxury: Understanding 
and overcoming product durability neglect for sustainable consumption. Journal of 
Marketing, 85(3), 28–43.

Testa, F., Pretner, G., Iovino, R., Bianchi, G., Tessitore, S., & Iraldo, F. (2021). 
Drivers to green consumption: A systematic review. Environment, Development and 
Sustainability, 23(4), 4826–4880.

Weber, H., Loschelder, D. D., Lang, D. J., & Wiek, A. (2021). Connecting con-
sumers to producers to foster sustainable consumption in international coffee  
supply–a marketing intervention study. Journal of Marketing Management, 37(11–12), 
1148–1168.

Wei, A. (2022). Has Hermès’ strong momentum reached a tipping point in China? 
Retrieved from: https://www.luxurysociety.com/en/articles/2022/03/has-
hermes-strong-momentum-reached-a-tipping-point-in-china. Accessed 16th 
October 2022.

Wells, V., Athwal, N., Nervino, E., & Carrigan, M. (2021). How legitimate are the 
environmental sustainability claims of luxury conglomerates? Journal of Fashion 
Marketing and Management: An International Journal, 25(4), 697–722.

Wood, Z. (2021), Luxury brand Hermès reports ‘remarkable’ rise in sales in Asia. 
Retrieved from: https://www.pressreader.com/usa/the-guardian-usa/20210220. 
Accessed 16th October 2022.

https://www.pressreader.com
https://www.luxurysociety.com
https://www.luxurysociety.com
https://www.warc.com
https://www.warc.com
https://www.lifestyleasia.com
https://www.lifestyleasia.com


Luxury Marketing and Sustainability in the South Asian Context 
Achabou, M. A., Dekhili, S., & Hamdoun, M. (2022). How the country-of-origin cue affects
consumer preference in the case of ecological products: An empirical study in two developing
countries. Journal of Strategic Marketing, 1–17. doi.org/10.1080/0965254X.2021.2004207. 
Achille, A., & Zipser, D. A. (2020). Perspective for the luxury-goods industry during—And
after—Coronavirus. Retrieved from: https://www.mckinsey.com/industries/retail/our-insights/a-
perspective-for-the-luxury-goods-industry-during-and-after-coronavirus. Accessed 15th October
2022. 
Adamska, M. (2019). The positioning of the four most valuable luxury fashion brands – 2019
update. BrandStruck. Available at: https://brandstruck.co/blog-post/positioning-three-valuable-
luxury-fashion-brands/. Accessed 8th May 2022. 
Amatulli, C., De Angelis, M., Costabile, M., & Guido, G. (2017). Sustainable luxury brands:
Evidence from research and implications for managers. Springer. 
Athwal, N., Wells, V. K., Carrigan, M., & Henninger, C. E. (2019). Sustainable luxury marketing:
A synthesis and research agenda. International Journal of Management Reviews, 21(4),
405–426. 
Berry, C. J. (2022). The history of ideas on luxury in the early modern period. In The Oxford
handbook of luxury business (p. 21). Oxford University Press. 
Bossink, B. A. (2002). The development of co-innovation strategies: Stages and interaction
patterns in interfirm innovation. R&D Management, 32(4), 311–320. 
Brandão, A., & Cupertino de Miranda, C. (2022). Does sustainable consumption behaviour
influence luxury services purchase intention? Sustainability, 14(13), 7906. 
Choi, T. M. (2014). Luxury fashion branding: Literature review, research trends, and research
agenda. In Choi, T. M. (ed.), (1st ed.), Fashion branding and consumer science: Scientific
models (pp. 7–28). Springer. 
D'Arpizio, C., & Levato, F. (2017). The millennial state of mind. Bain & Company. Available at:
https://www.bain.com/insights/the-millennial-state-of-mind/. Accessed 23rd April 2018. 
Dean, A. (2018). Everything is wrong: A search for order in the ethnometaphysical chaos of
sustainable luxury fashion. Retrieved from: http://www.fashionstudiesjournal.org/5-
essays/2018/2/25/everything-is-wrong-a-search-for-order-in-the-ethnometaphysical-chaos-of-
sustainable-luxury-fashion. Accessed 14th October 2022. 
Dekhili, S. & Achabou, M.A. (2016). Is it beneficial for luxury brands to embrace CSR practices?
In celebrating America’s pastimes: Baseball, Hot Dogs, Apple Pie and Marketing? Proceedings
of the Academy of Marketing Science, Florida, 18–21 May. 
Dhaliwal, A., Singh, D. P., & Paul, J. (2020). The consumer behavior of luxury goods: A review
and research agenda. Journal of Strategic Marketing, 28, 1–27. 
Dion, D., & Arnould, E. (2011). Retail luxury strategy: Assembling charisma through art and
magic. Journal of Retailing, 87(4), 502–520. 
Donvito, R., Aiello, G., Grazzini, L., Godey, B., Pederzoli, D., Wiedmann, K. P.,… & Siu, N. Y.
M. (2020). Does personality congruence explain luxury brand attachment? The results of an
international research study. Journal of Business Research, 120, 462–472. 
Fischer, D., Reinermann, J. L., Mandujano, G. G., DesRoches, C. T., Diddi, S., & Vergragt, P. J.
(2021). Sustainable consumption communication: A review of an emerging field of research.
Journal of Cleaner Production, 300, 126880. 
Ghosh, A., & Varshney, S. (2013). Luxury goods consumption: A conceptual framework based
on literature review. South Asian Journal of Management, 20(2), 146–159. 
Gond, J. P., El Akremi, A., Swaen, V., & Babu, N. (2017). The psychological microfoundations
of corporate social responsibility: A person-centric systematic review. Journal of Organizational
Behavior, 38(2), 225–246. 
Haider, M., Shannon, R., & Moschis, G. P. (2022). Sustainable consumption research and the
role of marketing: A review of the literature (1976–2021). Sustainability, 14(7), 3999. 
Haunschild, R., Leydesdorff, L., Bornmann, L., Hellsten, I., & Marx, W. (2019). Does the public
discuss other topics on climate change than researchers? A comparison of explorative networks
based on author keywords and hashtags. Journal of Informetrics, 13(2), 695–707. 
Henninger, C. E., Alevizou, P. J., Tan, J., Huang, Q., & Ryding, D. (2017). Consumption
strategies and motivations of Chinese consumers: The case of UK sustainable luxury fashion.
Journal of Fashion Marketing and Management: An International Journal, 21(3), 419–434.



Ho, F. N., & Wong, J. (2022). Re-interpreting marketings role in the study of the Asian
consumer. In Brodowsky, G. H., Schuster, C. P. & Perren, R. (eds.), Handbook of research on
ethnic and intra-cultural marketing (pp. 170–180). Edward Elgar Publishing. 
ICICLE (2022). Shanghai, where the journey begins. Retrieved from:
https://www.icicle.com.cn/en/shanghai-where-the-journey-begins. Accessed 16th October 2022. 
Isozaki, Y., & Donzé, P. Y. (2022). Dominance versus collaboration models: French and Italian
luxury fashion brands in Japan. Journal of Global Fashion Marketing, 13(4), 394–408. 
Jain, S. (2022). Factors influencing online luxury purchase intentions: The moderating role of
bandwagon luxury consumption behavior. South Asian Journal of Business Studies (ahead-of-
print). 
Jain, V. K., Verma, H., Naithani, J., & Agarwal, S. (2022). Moving towards less-modeling
enablers of responsible consumption for sustainable consumption in an emerging economy: An
ISM approach. International Journal of Social Ecology and Sustainable Development (IJSESD),
13(1), 1–21. 
Kapferer, J. N. (2017). Managing luxury brands. In Kapferer, J. N., Kernstock, J., Brexendorf, T.
& Powell, S. (eds.), Advances in luxury brand management (pp. 235–249). Palgrave Macmillan. 
Kapferer, J. N. (2010). All that glitters is not green: The challenge of sustainable luxury.
European Business Review, 2(4), 40–45. 
Kapferer, J. N., & Michaut-Denizeau, A. (2017). Is luxury compatible with sustainability? Luxury
consumers’ viewpoint. https://doi.org/10.1007/978-3-319-51127-6_7 
Kapferer, J. N., & Michaut-Denizeau, A. (2020). Are millennials really more sensitive to
sustainable luxury? A cross-generational international comparison of sustainability
consciousness when buying luxury. Journal of Brand Management, 27(1), 35–47. 
Kale, G. Ö., & Öztürk, G. (2016). The importance of sustainability in luxury brand management.
Intermedia International E-Journal, 3(4), 106–126. 
Kilian, S., Pristl, A. C., & Mann, A. (2022). Understanding and raising consumers’ normative
motivation for sustainable consumption. In Bhattacharyya, J., Balaji M. S., Jiang, Y., Azer, J., &
Hewege, C. R. (eds.), Socially responsible consumption and marketing in practice (pp. 35–49).
Springer. 
Ko, E., Costello, J. P., & Taylor, C. R. (2019). What is a luxury brand? A new definition and
review of the literature. Journal of Business Research, 99, 405–413. 
Kumar, B., Bagozzi, R. P., Manrai, A. K., & Manrai, L. A. (2022). Conspicuous consumption: A
meta-analytic review of its antecedents, consequences, and moderators. Journal of Retailing,
98(3), 471–485. 
Laukkanen, T., Xi, N., Hallikainen, H., Ruusunen, N., & Hamari, J. (2022). Virtual technologies
in supporting sustainable consumption: From a single-sensory stimulus to a multi-sensory
experience. International Journal of Information Management, 63, 102455. 
Margolis, J. D., & Walsh, J. P. (2003). Misery loves companies: Rethinking social initiatives by
business. Administrative Science Quarterly, 48(2), 268–305. 
Mauer, E. (2014). Is green the new black? Sustainable luxury: Challenge or strategic
opportunity for the luxury sector (Doctoral dissertation, Haute école de gestion de Genève). 
Mosca, F., & Chiaudano, V. (2022). How could well-being-centered business strategies
increase competitiveness and innovation among luxury firms? In Batat, W. (ed.), The rise of
positive luxury: Transformative research agenda for well-being, social impact, and sustainable
growth (1st ed.). Routledge. https://doi.org/10.4324/9781003163732 
Niinimäki, K. (2022). Sustainable eco-luxury in the Scandinavian context. In: Henninger, C. E., &
Athwal, N. K. (eds.) Sustainable luxury: An international perspective (pp. 35–57). Springer
International Publishing. 
Parris, T. M., & Kates, R. W. (2003). Characterizing and measuring sustainable development. 
Annual Review of Environment and Resources, 28(1), 559–586. 
Paul, T. (2022). Gucci, Stella McCartney and 8 other sustainable luxury brands you should
know about. Retrieved from: https://www.lifestyleasia.com/ind/style/fashion/best-sustainable-
luxury-brands. Accessed 16th October 2022. 
Prokopec, S. (2022). How to engage with the new Asian luxury consumer. Retrieved from:
https://www.warc.com/newsandopinion/opinion/how-to-engage-with-the-new-asian-luxury-
consumer/en-gb/5796. Accessed 15th October 2022. 
Ranfagni, S., & Ozuem, W. (2022). Luxury and sustainability: Technological pathways and
potential opportunities. Sustainability, 14(9), 5209.



Sengupta, M., & Sengupta, N. (2020). Sustainable fashion: The issues, challenges, and
prospects. Manthan: Journal of Commerce and Management, 7(2), 74–94. 
Sharma, M., & Rani, L. (2014). Environmentally sustainable consumption: A review and agenda
for future research. Global Journal of Finance and Management, 6(4), 367–374. 
Sun, J. J., Bellezza, S., & Paharia, N. (2021). Buy less, buy luxury: Understanding and
overcoming product durability neglect for sustainable consumption. Journal of Marketing, 85(3),
28–43. 
Testa, F., Pretner, G., Iovino, R., Bianchi, G., Tessitore, S., & Iraldo, F. (2021). Drivers to green
consumption: A systematic review. Environment, Development and Sustainability, 23(4),
4826–4880. 
Weber, H., Loschelder, D. D., Lang, D. J., & Wiek, A. (2021). Connecting consumers to
producers to foster sustainable consumption in international coffee supply–a marketing
intervention study. Journal of Marketing Management, 37(11–12), 1148–1168. 
Wei, A. (2022). Has Hermès’ strong momentum reached a tipping point in China? Retrieved
from: https://www.luxurysociety.com/en/articles/2022/03/has-hermes-strong-momentum-
reached-a-tipping-point-in-china. Accessed 16th October 2022. 
Wells, V., Athwal, N., Nervino, E., & Carrigan, M. (2021). How legitimate are the environmental
sustainability claims of luxury conglomerates? Journal of Fashion Marketing and Management:
An International Journal, 25(4), 697–722. 
Wood, Z. (2021), Luxury brand Hermès reports ‘remarkable’ rise in sales in Asia. Retrieved
from: https://www.pressreader.com/usa/the-guardian-usa/20210220. Accessed 16th October
2022. 

 
Digital Technologies in Luxury Industry 
Adam, C. (2020). ‘Luxury marketing’: What’s ahead in the future? October 22, 2020, available at
https://recommend.pro/luxury-marketing-future/. 
Aslanyan, E., & Pesigan, L. (2021). When COVID-19 changes the rules: Interplay of innovation
and crisis in the luxury fashion industry: A case study of an Italian fashion brand. Digitala
Vetenskapliga Arkivet: Sweden. 
Atwal, G. (2021). 3 unexpected luxury growth categories coming to China. December 7, 2021,
available at https://jingdaily.com/luxury-growth-categories-china-fragrances-winter-sports/. 
Bain & Company (2017). Luxury goods worldwide market study, Fall–Winter 2017, available at
www.bain.com/insights/luxury-goods-worldwide-market-study-fall-winter-2017/ (accessed
September 4, 2022). 
Baker, J., Ashill, N., Amer, N., & Diab, E. (2018). The internet dilemma: An exploratory study of
luxury firms’ usage of internet-based technologies. Journal of Retailing and Consumer Services,
41, 37–47. 
Bakir, A., Gentina, E., & de Araújo Gil, L. (2020). What shapes adolescents’ attitudes toward
luxury brands? The role of self-worth, self-construal, gender and national culture. Journal of
Retailing and Consumer Services, 57, 102208. 
Bcg, A. (2019). The true-luxury global consumer insight. April 17, 2019, available at
https://media-publications.bcg.com/france/True-
Luxury%20Global%20Consumer%20Insight%202019%20-%20Plenary%20-%20vMedia.pdf. 
Beauloye, F. E. (2022). ‘The future of luxury’: 7 trends to stay ahead in 2022. New frontiers. Our
predictions for 2022. Retrieve from https://luxe.digital/business/digital-luxury-trends/luxury-
future-trends. 
Berger, J., & Ward, M. (2010). Subtle signals of inconspicuous consumption. Journal of
Consumer Research, 37(4), 555–569. 
Bilge, H. A. (2015). Luxury consumption: Literature review. Khazar University Press, 18(1),
35–45, available at http://hdl.handle.net/20.500.12323/3250. 
Boisvert, J., & Ashill, N. J. (2018). The impact of branding strategies on horizontal and
downward line extension of luxury brands: A cross-national study. International Marketing
Review, 35(6), 1033–1052. 
Brun, A., & Castelli, C. (2013). The nature of luxury: A consumer perspective. International
Journal of Retail & Distribution Management, 41(11/12), 823–847.



Brynjolfsson, E., Hu, Y. J., & Rahman, M. S. (2013). Competing in the age of omnichannel
retailing. Cambriidge: MIT. 
Camilleri, J., & Neuhofer, B. (2017). Value co-creation and co-destruction in the Airbnb sharing
economy. International Journal of Contemporary Hospitality Management, 29(9), 2322–2340. 
Chan, A. P. H., & Tung, V. W. S. (2019). Examining the effects of robotic service on brand
experience: The moderating role of hotel segment. Journal of Travel & Tourism Marketing,
36(4), 458–468. 
Chevalier, M., & Mazzalovo, G. (2008). Luxury brand management. Milano: Franco Angeli. 
Choi, T. M. (2019). Blockchain-technology-supported platforms for diamond authentication and
certification in luxury supply chains. Transportation Research Part E: Logistics and
Transportation Review, 128, 17–29. 
Christodoulides, G., Athwal, N., Boukis, A., & Semaan, R. W. (2021). New forms of luxury
consumption in the sharing economy. Journal of Business Research, 137, 89–99. 
Christodoulides, G., & Wiedmann, K. P. (2022). Guest editorial: a roadmap and future research
agenda for luxury marketing and branding research. Journal of Product & Brand Management,
31(3), 341–350. 
Chu, S. C., Kamal, S., & Kim, Y. (2019). Re-examining of consumers’ responses toward social
media advertising and purchase intention toward luxury products from 2013 to 2018: A
retrospective commentary. Journal of Global Fashion Marketing, 10(1), 81–92. 
Correia, A., Kozak, M., & Del Chiappa, G. (2020). Examining the meaning of luxury in tourism: A
mixed-method approach. Current Issues in Tourism, 23(8), 952–970. 
Correia, A., Kozak, M., & Kim, S. (2019). Investigation of luxury values in shopping tourism
using a fuzzy-set approach. Journal of Travel Research, 58(1), 77–91. 
CPP Luxury (2020). What’s ahead for the luxury industry – Newly released “Future Luxe” book
(Erwan Rambourg). September 30, 2020. Retrieved from https://cpp-luxury.com/whats-ahead-
for-the-luxury-industry-newly-released-future-luxe-book-erwan-rambourg/. 
Creevey, D., Coughlan, J., & O'Connor, C. (2022). Social media and luxury: A systematic
literature review. International Journal of Management Reviews, 24(1), 99–129. 
D'Arpizio, C., Levato, F., Kamel, M. A., & de Montgolfier, J. (2017). Insights: The new luxury
consumer: why responding to the millennial mindset will be key. Bain and Co, available at
http://www.bain.com/publications/articles/luxury-goods-worldwide-marketstudy-fall-winter-
2017.aspx (accessed March 19, 2018). 
D'Arpizio, C., Levato, F., Prete, F., Del Fabbro, E., & de Montgolfier, J. (2021). The future of
luxury: A look into tomorrow to understand today, available at
https://www.bain.com/insights/luxury-goods-worldwide-market-study-fall-winter-2018/. 
de Kerviler, G., & Rodriguez, C. M. (2019). Luxury brand experiences and relationship quality
for Millennials: The role of self-expansion. Journal of Business Research, 102, 250–262. 
Deloitte (2021). Global powers of luxury goods 2021: Breakthrough luxury, available at
https://www2.deloitte.com/content/dam/Deloitte/ch/Documents/consumer-business/deloitte-ch-
en-global-powers-of-luxury-goods-2021.pdf. 
Desmichel, P., & Kocher, B. (2020). Luxury single-versus multi-brand stores: The effect of
consumers’ hedonic goals on brand comparisons. Journal of Retailing, 96(2), 203–219. 
Devanathan, S. (2020). Indian consumers’ assessment of ‘luxuriousness’: A comparison of
Indian and Western luxury brands. IIM Kozhikode Society & Management Review, 9(1), 84–95. 
Dingli, A., & Seychell, D. (2015). The new digital natives. Cutting the chord. Berlin/Heidelberg:
Springer. 
Donze, P. Y. (2020). The transformation of global luxury brands: The case of the Swiss watch
company Longines, 1880–2010. Business History, 62(1), 26–41. 
Euromonitor (2016). ‘Luxury goods in Russia.’ Euromonitor International, Chicago, available at
https://www.euromonitor.com/luxury-goods-in-russia/report. 
Fernandez, C. (2020). What the Farfetch-Alibaba-Richemont mega-deal means for luxury e-
commerce. November 06, 2020. Retrieved from
https://www.businessoffashion.com/articles/luxury/farfetch-alibaba-investment-richemont-
artemis-kering-ynap. 
Gentina, É., & Chandon, J. L. (2013). Adolescent shopping behaviour: Different assimilation and
individuation needs in France and the United States. Journal of Retailing and Consumer
Services, 20(6), 609–616.



Gentina, E., & Delecluse, M. E. (2018). Génération Z: Des Z consommateurs aux Z
collaborateurs. Paris: Dunod. 
Gomes, M. H. A. F. (2021). Online resale of luxury goods-The new luxury (Doctoral dissertation,
ISCTE-Instituto Universitario de Lisboa (Portugal)). 
Gong, T., Wang, C. Y., & Lee, K. (2020). The consequences of customer-oriented constructive
deviance in luxury-hotel restaurants. Journal of Retailing and Consumer Services, 57, 102254. 
Guzman, F., & Paswan, A. K. (2009). Cultural brands from emerging markets: Brand image
across host and home countries. Journal of International Marketing, 17(3), 71–86. 
Han, J., Seo, Y., & Ko, E. (2017). Staging luxury experiences for understanding sustainable
fashion consumption: A balance theory application. Journal of Business Research, 74,
162–167. 
Heine, K., & Berghaus, B. (2014). Luxury goes digital: How to tackle the digital luxury
brand–consumer touchpoints. Journal of Global Fashion Marketing, 5(3), 223–234. 
Holmqvist, J., Wirtz, J., & Fritze, M. P. (2020). Luxury in the digital age: A multi-actor service
encounter perspective. Journal of Business Research, 121, 747–756. 
Howe, N., & Strauss, W. (2009). Millennials rising: The next great generation. Vintage. 
Iyer, R., Babin, B. J., Eastman, J. K., & Griffin, M. (2022). Drivers of attitudes toward luxury and
counterfeit products: The moderating role of interpersonal influence. International Marketing
Review, 39(2), 242–268. 
Jain, V. (2018). Luxury: Not for consumption but developing extended digital self. Journal of
Human Values, 24(1), 25–38. 
Javornik, A. (2016). Augmented reality: Research agenda for studying the impact of its media
characteristics on consumer behaviour. Journal of Retailing and Consumer Services, 30,
252–261. 
Javornik, A., Duffy, K., Rokka, J., Scholz, J., Nobbs, K., Motala, A., & Goldenberg, A. (2021).
Strategic approaches to augmented reality deployment by luxury brands. Journal of Business
Research, 136, 284–292. 
Jin, S. V., & Ryu, E. (2020). Instagram fashionistas, luxury visual image strategies and vanity.
Journal of Product & Brand Management, 29(3), 355–368. 
Kapferer, J. N., & Bastien, V. (2012). The luxury strategy: Break the rules of marketing to build
luxury brands. London, Philadelphia, New Delhi: Kogan Page. 
Kapferer, J. N., & Laurent, G. (2016). Where do consumers think luxury begins? A study of
perceived minimum price for 21 luxury goods in 7 countries. Journal of Business Research,
69(1), 332–340. 
Karaosman, H., Perry, P., Brun, A., & Morales-Alonso, G. (2020). Behind the runway: Extending
sustainability in luxury fashion supply chains. Journal of Business Research, 117, 652–663. 
Kay, S., Mulcahy, R., Sutherland, K., & Lawley, M. (2022). Disclosure, content cues, emotions
and behavioural engagement in social media influencer marketing: an exploratory multi-
stakeholder perspective. Journal of Marketing Management, 1–35. 
Keller, K. L. (2017). Managing the growth tradeoff: Challenges and opportunities in luxury
branding. Advances in Luxury Brand Management, 179–198. 
Kering (2022). Excellent 2021 performances well ahead of 2019 levels. February 17, 2022.
https://keringcorporate.dam.kering.com/m/491ca96e5fc7cfbf/original/KERING.pdf. 
Kim, H. S., & Hall, M. L. (2015). Green brand strategies in the fashion industry: Leveraging
connections of the consumer, brand, and environmental sustainability. In Choi, T-M. & Cheng,
T.C. (eds.), Sustainable fashion supply chain management (pp. 31–45). Cham: Springer. 
Kim, J. H. (2019). Imperative challenge for luxury brands: Generation Y consumers’ perceptions
of luxury fashion brands’e-commerce sites. International Journal of Retail & Distribution
Management, 47(2), 220–244. 
Ko, E., Phau, I., & Aiello, G. (2016). Luxury brand strategies and customer experiences:
Contributions to theory and practice. Journal of Business Research, 69(12), 5749–5752. 
Kong, H. M., Witmaier, A., & Ko, E. (2021). Sustainability and social media communication: How
consumers respond to marketing efforts of luxury and non- luxury fashion brands. Journal of
Business Research, 131, 640–651. 
Liu, S., Perry, P., & Gadzinski, G. (2019). The implications of digital marketing on WeChat for
luxury fashion brands in China. Journal of Brand Management, 26(4), 395–409. 
Liu, X., Burns, A. C., & Hou, Y. (2013). Comparing online and in-store shopping behavior
towards luxury goods. International Journal of Retail & Distribution Management, 41(11/12),



885–900. 
Massara, F., Scarpi, D., & Porcheddu, D. (2020). Can your advertisement go abstract without
affecting willingness to pay? Product-centered versus lifestyle content in luxury brand print
advertisements. Journal of Advertising Research, 60(1), 28–37. 
McKinsey & Company (2018). Is apparel manufacturing coming home? McKinsey & Company,
New York. Retrieved March 16, 2021 from
https://www.mckinsey.com/~/media/McKinsey/Industries/Retail/Our%20Insights/Is%20apparel%
20manufacturing%20coming%20home/Is-apparel-manufacturing-coming-home_vf.pdf. 
Monteros, M. (2022). ‘The consumer of the future’: Luxury brands place their bets on Gen Z.
Published on April 15, 2022. https://www.modernretail.co/retailers/the-consumer-of-the-future-
luxury-brands-place-their-bets-on-gen-z/. 
Okonkwo, U. (2009). The luxury brand strategy challenge. Journal of brand management, 16(5),
287–289. 
Oswald, L. (2010). Developing brand literacy among affluent Chinese consumers: A semiotic
perspective. ACR North American Advances, 37,413–419. 
Park, J., Hyun, H., & Thavisay, T. (2021). A study of antecedents and outcomes of social media
WOM towards luxury brand purchase intention. Journal of Retailing and Consumer Services,
58, 102272. 
Parker, J. (2021). Luxury brands review their strategy for China’s tier 2 and 3 cities, available at
https://luxe.digital/digital-luxuryreports/luxury-brands-review-strategy-china-tier-2-3-cities/
(accessed September 30, 2022). 
Piotrowicz, W., & Cuthbertson, R. (2014). Introduction to the special issue information
technology in retail: Toward omnichannel retailing. International Journal of Electronic
Commerce, 18(4), 5–16. 
PwC (2020). Mainland China/Hong Kong luxury goods market – “Get ready for the next wave”.
PricewaterhouseCoopers, June 2020. Retrieved from
https://dokumen.tips/documents/mainland-china-hong-kong-luxury-goods-market-get-ready-
mainland-chinahong.html. 
Rathi, R., Garg, R., Kataria, A., & Chhikara, R. (2022). Evolution of luxury marketing landscape:
A bibliometric analysis and future directions. Journal of Brand Management, 29(3), 241–257. 
Raza, A., Farrukh, M., Iqbal, M. K., Farhan, M., & Wu, Y. (2021). Corporate social responsibility
and employees’ voluntary pro-environmental behavior: The role of organizational pride and
employee engagement. Corporate Social Responsibility and Environmental Management,
28(3), 1104–1116. 
Reddy, M., Terblanche, N., Pitt, L., & Parent, M. (2009). How far can luxury brands travel?
Avoiding the pitfalls of luxury brand extension. Business Horizons, 52(2), 187–197. 
Rolling, V., Seifert, C., Chattaraman, V., & Sadachar, A. (2021). Pro-environmental millennial
consumers’ responses to the fur conundrum of luxury brands. International Journal of
Consumer Studies, 45(3), 350–363. 
Roulet, C. (2020). Top spot for online luxury up for grabs. December 06, 2020. Retrieved from
https://journal.hautehorlogerie.org/en/top-spot-for-online-luxury-up-for-grabs/. 
Satista (2022a). Brand value of the leading 10 most valuable luxury brands worldwide in 2021.
July 27, 2022, available at https://www.statista.com/statistics/267948/brand-value-of-the-
leading-10-most-valuable-luxury-brands-worldwide/. 
Satista (2022b). Most popular online marketplaces for buying secondhand luxury items in the
United States in 2021. June 24, 2022, available at
https://www.statista.com/statistics/1259090/most-popular-online-marketplaces-for-second-hand-
luxury-us/. 
Satista (2022c). ‘Luxury goods’: In-depth market insights & data analysis. August 2022,
available at https://www.statista.com/study/61582/in-depth-report-luxury-goods/. 
Selvanathan, S. (2021). What is the future of Richemont, Kering and Lvmh’s online-offline
strategies in China? (Doctoral dissertation). 
Shin, H., Eastman, J. K., & Mothersbaugh, D. (2017). The effect of a limited-edition offer
following brand dilution on consumer attitudes toward a luxury brand. Journal of Retailing and
Consumer Services, 38, 59–70. 
Shukla, P., & Rosendo-Rios, V. (2021). Intra and inter-country comparative effects of symbolic
motivations on luxury purchase intentions in emerging markets. International Business Review,
30(1), 101768.



Skorobogatykh, I. I., Saginova, O., & Musatova, Z. (2014). Comparison of luxury brand
perception: Old (UK) vs. modern (Russia) consumers’ perception toward Burberry brand.
Journal of Eastern European and Central Asian Research (JEECAR), 1(1), 1–7. 
Soini, K., & Dessein, J. (2016). Culture-sustainability relation: Towards a conceptual framework.
Sustainability, 8(2), 167. 
Strach, P., & Everett, A. M. (2006). Brand corrosion: Mass-marketing’s threat to luxury
automobile brands after merger and acquisition. Journal of Product & Brand Management,
15(2), 106–120. 
Taplin, I. M. (2016). Crafting an iconic wine: The rise of “cult” Napa. International Journal of
Wine Business Research, 28(2), 105–119. 
The State of Fashion (2022). The Business of Fashion and McKinsey & Company. November
2021, available at https://cdn.luxe.digital/media/2022/The-State-of-Fashion-2022-The-Business-
of-Fashion-and-McKinsey-Company-luxe-digital.pdf. 
Tournois, L., & Chanaron, J. J. (2018). Car crisis and renewal: How Mercedes succeeded with
the A-Class. Journal of Business Strategy, 39(1), 3–14. 
Truong, Y., McColl, R., & Kitchen, P. J. (2009). New luxury brand positioning and the
emergence of masstige brands. Journal of Brand Management, 16(5), 375–382. 
Turunen, L. L. M., Cervellon, M. C., & Carey, L. D. (2020). Selling second-hand luxury:
Empowerment and enactment of social roles. Journal of Business Research, 116, 474–481. 
Vanhamme, J., Lindgreen, A., & Sarial-Abi, G. (2021). Luxury ethical consumers: Who are
they? Journal of Business Ethics, 1–34. 
Wang, S. C., Soesilo, P. K., & Zhang, D. (2015). Impact of luxury brand retailer co-branding
strategy on potential customers: A cross-cultural study. Journal of International Consumer
Marketing, 27(3), 237–252. 
Watanabe, C., Akhtar, W., Tou, Y., & Neittaanmäki, P. (2021). Amazon’s new supra-
omnichannel: Realizing growing seamless switching for apparel during COVID-19. Technology
in Society, 66, 101645. 
Watanabe, C., Akhtar, W., Tou, Y., & Neittaanmäki, P. (2022). A new perspective of innovation
toward a non-contact society-Amazon’s initiative in pioneering growing seamless switching.
Technology in Society, 69, 101953. 
Williams, G. A. (2020). Is chanel’s offline strategy paying off in China? November 11, 2020.
Retrieved from https://jingdaily.com/china-chanel-e-commerce-karl-lagerfeld-virginie-viard-
hermes/#.X9CpLVs_rYA.linkedin. 
Yu, H., Rahman, O., & Yan, Y. (2019). Branding strategies in transitional economy: The case of
Aimer. Journal of Global Fashion Marketing, 10(1), 93–109. 
Zollo, L., Filieri, R., Rialti, R., & Yoon, S. (2020). Unpacking the relationship between social
media marketing and brand equity: The mediating role of consumers’ benefits and experience.
Journal of Business research, 117, 256–267. 
Zupan, N., Kase, R., Rašković, M., Yao, K., & Wang, C. (2015). Getting ready for the young
generation to join the workforce: A comparative analysis of the work values of Chinese and
Slovenian business students. Journal of East European Management Studies, 20(2), 174–201. 

 
Ethical and Sustainability Issues of Artificial Intelligence (AI) in the
Luxury Industry 
Aguirre, E., Mahr, D., Grewal, D., De Ruyter, K., & Wetzels, M. (2015). Unraveling the
Personalization Paradox: The Effect of Information Collection and Trust-Building Strategies on
Online Advertisement Effectiveness. Journal of Retailing, 91(1), 34–49. 
Ayoko, O. B. (2021). Digital Transformation, Robotics, Artificial Intelligence, and Innovation.
Journal of Management and Organization, 27, 831–835. 
Balajee, N. (2020). What Is Artificial Intelligence? Retrieved January 21, 2022, from
https://nanduribalajee.medium.com/what-is-artificial-intelligencec68579db123. 
Bartlett, R., Morse, A., Stanton, R., & Wallace, N. (2022). Consumer-Lending Discrimination in
the FinTech Era. Journal of Financial Economics, 143(1), 30–56. 
Blackman, R., & Ammanath, B. (2022). When – and Why – You Should Explain How Your AI
Works. Harvard Business Review. Retrieved November 7, 2022, from



https://hbr.org/2022/08/when-and-why-you-should-explain-how-your-ai-works 
Casper Ferm, L. -E., Quach, S., & Thaichon, P. (2023). Data privacy and artificial intelligence
(AI): How AI collects data and its impact on data privacy. In Artificial Intelligence for Marketing
Management (pp. 163-174). Routledge. 
Chen, A. (2022). 5 Ways Artificial Intelligence Is Transforming the Fashion Industry for
Sustainability. Matters Academy. Retrieved November 14, 2022, from
https://www.matters.academy/blog/5-ways-ai-is-transforming-the-fashion-industry-for-
sustainability. 
Davenport, T. (2021, March 12). The Future of Work Now: Ai-Assisted Clothing Stylists at stitch
fix. Forbes. Retrieved October 24, 2022, from
https://www.forbes.com/sites/tomdavenport/2021/03/12/the-future-of-work-now-ai-assisted-
clothing-stylists-at-stitch-fix/?sh=64d1be383590. 
Department of Industry, Science and Resources. (2022a). Ai Ethics Case Study:
Commonwealth Bank of Australia. Department of Industry, Science and Resources. Retrieved
October 26, 2022, from https://www.industry.gov.au/publications/australias-artificial-intelligence-
ethics-framework/testing-ai-ethics-principles/ai-ethics-case-study-commonwealth-bank-
australia. 
Department of Industry, Science and Resources. (2022b). Australia’s AI Ethics principles.
Department of Industry, Science and Resources. Retrieved October 18, 2022, from
https://www.industry.gov.au/publications/australias-artificial-intelligence-ethics-
framework/australias-ai-ethics-principles. 
Department of Industry, Science and Resources. (2022c). Artificial Intelligence. Department of
Industry, Science and Resources. Retrieved October 26, 2022, from
https://www.industry.gov.au/science-technology-and-innovation/technology/artificial-intelligence. 
Gonzales, B. (2018). Sephora Customer Alleges Virtual Artist Kiosks Don’t Inform Customers in
Writing of Biometrics Collection. Cook County Record. Retrieved October 13, 2022, from
https://cookcountyrecord.com/stories/511659209-sephora-customer-alleges-virtual-artist-kiosks-
don-t-inform-customers-in-writing-of-biometrics-collection. 
Gosselin, V. (2019). How Artificial Intelligence Can Help Fashion Brands Be More Sustainable.
Heuritech. Retrieved November 14, 2022, from https://www.heuritech.com/articles/fashion-
solutions/how-artificial-intelligence-can-help-fashion-brands-be-more-sustainable/. 
Hale, K. (2021). A.I. Bias Caused 80% of Black Mortgage Applicants to Be Denied. Forbes.
Retrieved October 21, 2022, from https://www.forbes.com/sites/korihale/2021/09/02/ai-bias-
caused-80-of-black-mortgage-applicants-to-be-denied/?sh=1fd73f6436fe. 
Hanelt, A., Bohnsack, R., Marz, D., & Antunes Marante, C. (2021). A Systematic Review of the
Literature on Digital Transformation: Insights and Implications for Strategy and Organizational
Change. Journal of Management Studies, 58(5), 1159–1197. 
Hollebeek, L. D., Clark, M. K., & Macky, K. (2021). Demystifying Consumer Digital Cocreated
Value: Social Presence Theory-Informed Framework and Propositions. Recherche et
Applications En Marketing (English Edition), 36(4), 24–42. 
Howland, D. (2022a). Stitch Fix to Stylists: ‘Take Ownership of the Disappointment, No Matter
the Role the Data Played’. Retail Dive. Retrieved November 15, 2022, from
https://www.retaildive.com/news/stitch-fix-to-stylists-take-ownership-of-the-disappointment-no-
matter-th/623132/. 
Howland, D. (2022b). Stitch Fix to Close Factory, Cease Production of Sustainable, Size-
Inclusive Private Label. Retail Dive. Retrieved November 14, 2022, from
https://www.retaildive.com/news/stitch-fix-close-factory-cease-production-sustainable-size-
inclusive/633503/. 
IBM. (2017). Transparency and Trust in the Cognitive Era. IBM. Retrieved October 11, 2022,
from https://www.ibm.com/blogs/think/2017/01/ibm-cognitive-principles/. 
Intelistyle. (2022). Fashion AI in 2022: An Exenstive Guide. Intelistyle. Retrieved November 15,
2022, from https://www.intelistyle.com/fashion-ai-in-2022-what-should-we-expect-to-see-this-
year/. 
Herweijer, C., Combes, B., & Gillham, J. (2020). How AI Can Enable a Sustainable Future.
PwC. Retrieved October 14, 2022, from https://www.pwc.co.uk/services/sustainability-climate-
change/insights/how-ai-future-can-enable-sustainable-future.html. 
Jaekel, B. (2017). Sephora’s Virtual Artist Brings Augmented Reality to Large Beauty Audience.
Retail Dive. Retrieved November 13, 2022, from
https://www.retaildive.com/ex/mobilecommercedaily/sephoras-virtual-artist-brings-augmented-



reality-to-larger-beauty-audience. 
Jake. (2022). Stitch Fix Review (2022): Why I Returned Everything in the Box. Twice. Modern
Fellows. Retrieved October 21, 2022, from https://www.modernfellows.com/stitch-fix-review/. 
Jobin, A., Ienca, M., & Vayena, E. (2019). The Global Landscape of AI Ethics Guidelines.
Nature Machine Intelligence, 1(9), 389–399. 
Jones, E., & Easterday, B. (2022). Artificial Intelligence’s Environmental Costs and Promise.
Council on Foreign Relations. Retrieved November 14, 2022, from
https://www.cfr.org/blog/artificial-intelligences-environmental-costs-and-promise. 
Lang, K. (2022). The Prada Story: Ensuring the Brand’s Future by Creating Unified Customer
Experiences. Forbes. Retrieved February 9, 2023, from
https://www.forbes.com/sites/sprinklr/2022/01/21/the-prada-story-ensuring-the-brands-future-by-
creating-unified-customer-experiences/?sh=6292fc862001. 
Lamare, A. (2021). Why Stitch Fix’s Human Stylists are in Revolt (It’s Not Just Over Ending
Flexible Hours). Business of Business. Retrieved October 29, 2022, from
https://www.businessofbusiness.com/articles/why-stitch-fixs-human-stylists-are-in-revolt-its-not-
just-over-ending-flexible-hours/. 
Lauret, J. (2019). Amazon’s Sexist AI Recruiting Tool: How Did It Go So Wrong? Medium.
Retrieved October 11, 2022, from https://becominghuman.ai/amazons-sexist-ai-recruiting-tool-
how-did-it-go-so-wrong-e3d14816d98e. 
Lawton, G., & Wigmore, I. (2023). AI Ethics (AI Code of Ethics). TechTarget. Retrieved October
27, 2022, from https://www.techtarget.com/whatis/definition/AI-code-of-ethics. 
Luo, X., Tong, S., Fang, Z., & Qu, Z. (2019). Frontiers: Machines vs. Humans: The Impact of
Artificial Intelligence Chatbot Disclosure on Customer Purchases. Marketing Science, 38(6),
937–947. 
LVMH. (2022). LVMH Annual Report 2021. Retrieved October 14, 2022, from https://r.lvmh-
static.com/uploads/2022/03/lvmh_rapport-annuel-2021-va.pdf. 
Mallon, J. (2022). Female-Led Start-Up Removes the Bias from Artificial Technology in Fashion.
Fashion United. Retrieved October 28, 2022, from
https://fashionunited.com/news/fashion/female-led-start-up-removes-the-bias-from-artificial-
technology-in-fashion/2022041347079. 
Manyika, J., Silberg, J., & Brittany, P. (2019, October 25). What Do We Do About the Biases in
Ai? Harvard Business Review. Retrieved October 21, 2022, from https://hbr.org/2019/10/what-
do-we-do-about-the-biases-in-ai. 
Marr, B. (2022). The Problem with Biased AIS (and How to Make Ai Better). Forbes. Retrieved
October 26, 2022, from https://www.forbes.com/sites/bernardmarr/2022/09/30/the-problem-with-
biased-ais-and-how-to-make-ai-better/?sh=45866e924770. 
McKendrick, J., & Thurai, A. (2022). AI Isn’t Ready to Make Unsupervised Decisions. Harvard
Business Review. Retrieved November 15, 2022, from https://hbr.org/2022/09/ai-isnt-ready-to-
make-unsupervised-decisions. 
Meissner, P., & Keding, C. (2021). The Human Factor in AI-Based Decision- Making. MIT Sloan
Management Review. Retrieved November 15, 2022, from
https://sloanreview.mit.edu/article/the-human-factor-in-ai-based-decision-making/. 
MI Garage. (2022, April 26). Learn More About AI Ethics Framework: Digital Catapult. MI
Garage. Retrieved October 11, 2022, from https://migarage.digicatapult.org.uk/ethics/ethics-
framework/#section-7. 
Milton, L. (2022). How AI Is Making the Fashion Industry More Sustainable. Sustainability-Chic.
Retrieved November 14, 2022, from https://www.sustainably-chic.com/blog/how-ai-is-making-
the-fashion-industry-more-sustainable. 
Mitchell, M., Wu, S., Zaldivar, A., Barnes, P., Vasserman, L., Hutchinson, B.,… & Gebru, T.
(2019, January). Model Cards for Model Reporting. In Proceedings of the Conference on
Fairness, Accountability, and Transparency (pp. 220–229). Association for Computing
Machinery. 
MultiThread. (2022). Stitch Fix Algorithms Tour. MultiThread. Retrieved October 26, 2022, from
https://algorithms-tour.stitchfix.com/#human-computation. 
Nikumb, S. (2020). Understanding the End-To-End UX of the Sephora Virtual Artist App - A UX
Case Study. Medium. Retrieved October 13, 2022, from https://uxdesign.cc/understanding-the-
end-to-end-user-experience-of-the-sephora-virtual-artist-app-product-try-on-d8ae3f8d1fcf. 



Nilsson, N. J. (1980). Principles of Artificial Intelligence. Palo Alto, CA: Tioga Pub. Co. 
Quach, S., Thaichon, P., Martin, K. D., Weaven, S., & Palmatier, R. W. (2022). Digital
technologies: Tensions in privacy and data. Journal of the Academy of Marketing Science,
50(6), 1299–1323. 
Sephora. (2022). Sephora Virtual Artist: Try On Makeup Instantly | Sephora Australia. Sephora.
Retrieved October 14, 2022, from https://www.sephora.com.au/pages/virtual-artist. 
Silberg, J., & Manyika, J. (2020, July 22). Tackling Bias in Artificial Intelligence (and in
Humans). McKinsey & Company. Retrieved October 21, 2022, from
https://www.mckinsey.com/featured-insights/artificial-intelligence/tackling-bias-in-artificial-
intelligence-and-in-humans. 
Steiner-Dicks, K. (2020, September 16). Algorithms Are Biased, and It Looks Like Designers
Could Be to Blame. Freelance Informer. Retrieved October 26, 2022, from
https://www.freelanceinformer.com/bs-tech/algorithms-are-biased-looks-like-designers-are-to-
blame/. 
Stitch Fix. (2022a). Sustainability. Stitch Fix. Retrieved November 15, 2022, from
https://impact.stitchfix.com/sustainability/. 
Stitch Fix. (2022b). Fashion Styling: How Does Stitch Fix Work? Stitch Fix. Retrieved October
25, 2022, from https://www.stitchfix.com/how-it-works. 
Strubell, E., Ganesh, A., & McCallum, A. (2019). Energy and Policy Considerations for Deep
Learning in NLP. In Proceedings of the 57th Annual Meeting of the Association for
Computational Linguistics, Florence, Italy (pp. 3650–3654). Association for Computational
Linguistics. 
Thompson, D. (2022). Cosmetics Giant Sephora Settles Customer Data Privacy Lawsuit. PBS.
Retrieved October 11, 2022, from https://www.pbs.org/newshour/economy/cosmetics-giant-
sephora-settles-customer-data-privacy-lawsuit. 
Tucker, C. (2019). Privacy, Algorithms, and Artificial Intelligence. In A. Ajay, G. Joshua, & G. Avi
(Eds.), The Economics of Artificial Intelligence: An Agenda (pp. 423–438). University of Chicago
Press. 
Van Wynsberghe, A. (2021). Sustainable AI: AI for Sustainability and the Sustainability of AI. AI
and Ethics, 1(3), 213–218. 
Weisinger, D. (2022). Responsible AI: Doing it the Right Way. Formtek. Retrieved September
22, from, https://formtek.com/blog/responsible-ai-doing-it-the-right-way/. 
Wilson, J., & Daugherty, P. (2019, November 19). How Humans and Ai Are Working Together in
1,500 Companies. Harvard Business Review. Retrieved October 11, 2022, from
https://hbr.org/2018/07/collaborative-intelligence-humans-and-ai-are-joining-forces. 
Zewe, A. (2022). Can Machine-Learning Models Overcome Biased Datasets? MIT News.
Retrieved November 4, 2022, from https://news.mit.edu/2022/machine-learning-biased-data-
0221. 

 
Luxury Brands and Pro-environmental Behaviour through Commitment 
Achabou, M. A., & Dekhili, S. (2013). Luxury and Sustainable Development: Is There a Match?
Journal of Business Research, 66(10), 1896–1903.
https://doi.org/10.1016/j.jbusres.2013.02.011. 
Allen, N. J., & Meyer, J. P. (1990). The Measurement and Antecedents of Affective,
Continuance and Normative Commitment to the Organization. Journal of Occupational
Psychology, 63(1), 1–18. https://doi.org/10.1111/j.2044-8325.1990.tb00506.x. 
Aloisi, S., & Spencer, M. (2022). Chanel May Limit Purchases More in Exclusivity Drive.
Reuters. Retrieved October 23, 2022, from https://www.reuters.com/markets/financials/chanel-
upbeat-2022-growth-despite-china-recession-risk-2022-05-24/. 
Anderson, E., & Weitz, B. (1992). The Use of Pledges to Build and Sustain Commitment in
Distribution Channels. Journal of Marketing Research, 29(1), 18.
https://doi.org/10.2307/3172490. 
Anshari, M., Alas, Y., Razzaq, A., Shahrill, M., & Lim, S. A. (2021). Millennials Consumers’
Behaviors between Trends and Experiments. Research Anthology on E-Commerce Adoption,
Models, and Applications for Modern Business, 1492–1508. https://doi.org/10.4018/978-1-7998-



8957-1.ch076. 
Arora, T., Kumar, A., & Agarwal, B. (2020). Impact of Social Media Advertising on Millennials
Buying Behaviour. International Journal of Intelligent Enterprise, 7(4), 481.
https://doi.org/10.1504/ijie.2020.110795. 
Arrigo, E. (2015). Corporate Sustainability in Fashion and Luxury Companies. Symphonya.
Emerging Issues in Management, 4, 9–23. https://doi.org/10.4468/2015.4.02arrigo. 
Arriaga, X. B., & Agnew, C. R. (2001). Being Committed: Affective, Cognitive, and Conative
Components of Relationship Commitment. Personality and Social Psychology Bulletin, 27(9),
1190–1203. https://doi.org/10.1177/0146167201279011. 
Bagwell, L. S., & Bernheim, B. D. (1996). Veblen Effects in a Theory of Conspicuous
Consumption. The American Economic Review, 86(3), 349–373.
http://www.jstor.org/stable/2118201. 
Balabanis, G., & Stathopoulou, A. (2021). The Price of Social Status Desire and Public Self-
Consciousness in Luxury Consumption. Journal of Business Research, 123, 463–475.
https://doi.org/10.1016/j.jbusres.2020.10.034. 
Becker, K., Lee, J. W., & Nobre, H. M. (2018). The Concept of Luxury Brands and the
Relationship between Consumer and Luxury Brands. The Journal of Asian Finance, Economics
and Business, 5(3), 51–63. https://doi.org/10.13106/jafeb.2018.vol5.no3.51. 
Bejou, D. (1997). Relationship Marketing: Evolution, Present State, and Future. Psychology &
Marketing, 14(8), 727–735. 
Belz, F.M., & Peattie, K. (2009). Sustainability Marketing. Chichester: Wiley & Sons. 
Berry, C. J. (1994). The Idea of Luxury: A Conceptual and Historical Investigation (Ideas in
Context, Series Number 30). Cambridge: Cambridge University Press. 
Bianchi, C., & Birtwistle, G. (2011). Consumer Clothing Disposal Behaviour: A Comparative
Study. International Journal of Consumer Studies, 36(3), 335–341.
https://doi.org/10.1111/j.1470-6431.2011.01011.x. 
Bivens, M. (2019). The Pyramid of Luxury Consumption. Rude Baguette. Retrieved October 23,
2022, from https://www.rudebaguette.com/en/2014/10/rudevc-pyramid-of-luxury-consumption/. 
Bondarenko, V. (2022). Chanel Mulls Not Letting People Buy More Than Two Bags a Year.
TheStreet. Retrieved July 20, 2022, from https://www.thestreet.com/lifestyle/chanel-mulls-not-
letting-people-buy-more-than-two-bags-a-year. 
Cabigiosu, A. (2020). An Overview of the Luxury Fashion Industry. Palgrave Advances in
Luxury, 9–31. https://doi.org/10.1007/978-3-030-48810-9_2. 
Cary, A. (2021). How to Buy an Hermès Bag: Vogue’s Ultimate Guide. British Vogue. Retrieved
October 23, 2022, from https://www.vogue.co.uk/article/buying-an-hermes-bag. 
Chan, W. Y., To, K. M., & Chu, W. C. (2015). Materialistic Consumers Who Seek Unique
Products: How Does Their Need for Status and Their Affective Response Facilitate the
Repurchase Intention of Luxury Goods? Journal of Retailing and Consumer Services, 27, 1–10.
https://doi.org/10.1016/j.jretconser.2015.07.00127. 
Christodoulides, G., Michaelidou, N., & Li, C. H. (2009). Measuring Perceived Brand Luxury: An
Evaluation of the BLI Scale. Journal of Brand Management, 16(5–6), 395–405. 
Corporate Finance Institute. (2021). Veblen Goods. Retrieved October 23, 2022, from
https://corporatefinanceinstitute.com/resources/knowledge/economics/veblen-goods/. 
Credit Suisse Research Institute. (2022). Collectibles Amid Heightened Uncertainty and
Inflation. Retrieved July 20, 2022, from https://www2.deloitte.com/lu/en/pages/art-
finance/articles/collectibles-amid-heightened-uncertainty-inflation.html. 
Cristoferi, C. (2022). Prada Points to Pent-Up Luxury Demand with 2021 Sales Surge. Reuters.
Retrieved September 27, 2022, from https://www.reuters.com/business/retail-consumer/pradas-
2021-sales-bounce-back-above-pre-pandemic-levels-2022-01-18/. 
D'Arpizio, C., Levato, F., Gault, C., de Montgolfier, J., & Jaroudi, L. (2021). From Surging
Recovery to Elegant Advance: The Evolving Future of Luxury. Bain. Retrieved August 1, 2022,
from https://www.bain.com/insights/from-surging-recovery-to-elegant-advance-the-evolving-
future-of-luxury/. 
Dawson, A. (2016). “The Days of the 4 Ps Are Over”, Head of Universal Music Group Tells
Marketers. Mumbrella. https://mumbrella.com.au/the-four-ps-are-over-head-of-universal-music-
group-tells-marketers-407370. 
Ducasse, P., Finet, L., Gardet, C., Gasc, M., & Salaire, S. (2019). Why Luxury Brands Should
Celebrate the Preowned Boom. BCG Global. https://www.bcg.com/publications/2019/luxury-



brands-should-celebrate-preowned-boom. 
Fifth Avenue Girl. (2020). How to Buy Chanel Bags Online: A Complete Guide |
FifthAvenueGirl.com. Retrieved October 23, 2022, from
https://fifthavenuegirl.com/2020/05/18/can-you-buy-a-chanel-bag-online/. 
Finkle, C. (2020). Veblen Goods: The Economics of Diamonds and Ferrari’s - BMB. BMB:
Brand Marketing Blog. Retrieved October 23, 2022, from
https://brandmarketingblog.com/articles/branding-definitions/veblen-good/. 
Godart, F., & Seong, S. (2017). Is Sustainable Luxury Fashion Possible? In Sustainable Luxury:
Managing Social and Environmental Performance in Iconic Brands, M. A. Gardetti, & A. L.
Torres, eds. London: Routledge. 
Goldring, D., & Azab, C. (2020). New Rules of Social Media Shopping: Personality Differences
of U.S. Gen Z versus Gen X Market Mavens. Journal of Consumer Behaviour, 20(4), 884–897.
https://doi.org/10.1002/cb.1893. 
Guerrier, L., & Maria, N. (2012). Generation Y and Luxury Brands: A High Stake Rendez-vous.
New York: Luxe Avenue Publication. 
Gustafsson, A., Johnson, M. D., & Roos, I. (2005). The Effects of Customer Satisfaction,
Relationship Commitment Dimensions, and Triggers on Customer Retention. Journal of
Marketing, 69(4), 210–218. https://doi.org/10.1509/jmkg.2005.69.4.210. 
Handbagholic. (2022). Where to Buy a Chanel Bag. Retrieved October 23, 2022, from
https://www.handbagholic.co.uk/blog/where-to-buy-a-chanel-bag/. 
Harwood, E. (2017). Here’s What Happens to Oscar Gowns after the Big Night. Vanity Fair.
Retrieved October 23, 2022, from https://www.vanityfair.com/style/2017/02/tanya-gill-oscar-
dresses-after-the-show. 
Heine, K. (2012). The Identity of Luxury Brands. https://doi.org/10.14279/DEPOSITONCE-3122. 
Hennigs, N., Wiedmann, K. P., Klarmann, C., & Behrens, S. (2013). Sustainability as Part of the
Luxury Essence: Delivering Value through Social and Environmental Excellence. Journal of
Corporate Citizenship, 2013(52), 25–35. 
Hennigs, N., Wiedmann, K. P., Klarmann, C., Strehlau, S., Godey, B., Pederzoli, D., Neulinger,
A., Dave, K., Aiello, G., Donvito, R., Taro, K., Táborecká- Petrovičová, J., Santos, C. R., Jung,
J., & Oh, H. (2012). What Is the Value of Luxury? A Cross-Cultural Consumer Perspective.
Psychology & Marketing, 29(12), 1018–1034. https://doi.org/10.1002/mar.20583. 
Ivanova, А. (2022). Шапки за 300$ имаратонкиза 900$ - поколението Z
иапетитътмукъмлукса. Dnes.bg. Retrieved August 20, 2022, from
https://www.dnes.bg/index/2022/08/20hapkai-za-300-i-maratonki-za-900-pokolenieto-z-i-
apetityt-mu-kym-luksa.540896. 
Kamath, S. (2022). Experience over Ownership – The Millennials’ Way! BHIVE Workspace.
https://bhiveworkspace.com/blog/experience-over-ownership-the-millennials-way/. 
Kauppinen-Räisänen, H., Björk, P., Lönnström, A., & Jauffret, M. N. (2018). How Consumers’
Need for Uniqueness, Self-monitoring, and Social Identity Affect Their Choices When Luxury
Brands Visually Shout versus Whisper. Journal of Business Research, 84, 72–81.
https://doi.org/10.1016/j.jbusres.2017.11.012. 
Kapferer, J. N. (2012). Abundant Rarity: The Key to Luxury Growth. Business Horizons, 55(5),
453–462. https://doi.org/10.1016/j.bushor.2012.04.002. 
Kapferer, J. N. (2015). Kapferer on Luxury: How Luxury Brands Can Grow Yet Remain Rare.
London: 344 Kogan Page Publishers. 
Kapferer, J. N., & Michaut, A. (2015). Luxury and Sustainability: A Common Future? The Match
Depends on How Consumers Define Luxury. Luxury Research Journal, 1(1), 3.
https://doi.org/10.1504/lrj.2015.069828. 
Kapferer, J. N., & Valette-Florence, P. (2019). How Self-Success Drives Luxury Demand: An
Integrated Model of Luxury Growth and Country Comparisons. Journal of Business Research,
102, 273–287. https://doi.org/10.1016/j.jbusres.2019.02.002. 
Kessous, A., & Valette-Florence, P. (2019). “From Prada to Nada”: Consumers and Their
Luxury Products: A Contrast between Second-Hand and First-Hand Luxury Products. Journal of
Business Research, 102, 313–327. https://doi.org/10.1016/j.jbusres.2019.02.033. 
Khodabandeh, A., & Lindh, C. (2021). The Importance of Brands, Commitment, and Influencers
on Purchase Intent in the Context of Online Relationships. Australasian Marketing Journal,
29(2), 177–186.



Kim, A. (2021). How to Buy an Hermès Bag: Everything You Need to Know. Madison Avenue
Couture. Retrieved October 23, 2022, from
https://madisonavenuecouture.com/blogs/news/how-to-buy-an-hermes-bag-the-hard-way-and-
the-easy-way. 
Kotler, P. (2001). Marketing Management, Millenium Edition. Upper Saddle River, NJ: Prentice-
Hall, Inc. 
Kunz, J., May, S., & Schmidt, H. J. (2020). Sustainable Luxury: Current Status and Perspectives
for Future Research. Business Research, 13(2), 541–601. https://doi.org/10.1007/s40685-020-
00111-3. 
Lisichkova, N., & Othman, Z. (2017). The Impact of Influencers on Online Purchase Intent
(Dissertation). Retrieved from http://urn.kb.se/resolve?urn=urn:nbn:se:mdh:diva-35754. 
Marr, B. (2022). How Luxury Brands Are Making Money in the Metaverse. Forbes. Retrieved
August 20, 2022, from https://www.forbes.com/sites/bernardmarr/2022/01/19/how-luxury-
brands-are-making-money-in-the-metaverse/. 
McKinnon, T. (2020). How Supreme & Yeezy Use Scarcity to Drive Sales. Indigo9 Digital Inc.
Retrieved October 23, 2022, from https://www.indigo9digital.com/blog//how-the-use-of-scarcity-
is-driving-the-growth-of-popular-retail-brands. 
Lipovetsky, G. (2006). Le bonheur paradoxal: Essai sur la société d’hyperconsommation (NRF
Essais Paradoxical happiness: Essay on hyperconsumption society) (GALLIMARD). Paris:
GALLIMARD. 
Lunde, M. B. (2018). Sustainability in Marketing: A Systematic Review Unifying 20 Years of
Theoretical and Substantive Contributions (1997–2016). AMS Review, 8(3), 85–110. 
Marinelli, G. (2021). Hermes Birkin Bags Are Famously Expensive and Difficult to Buy — So We
Asked an Expert How to Find Them and What Makes Them So Elusive. Insider. Retrieved
October 23, 2022, from https://www.insider.com/guides/style/how-to-buy-a-birkin-bag. 
McKinsey & Company. (2019). China Luxury Report 2019: How Young Chinese Consumers Are
Reshaping Global Luxury. Retrieved August 20, 2022, from
https://www.mckinsey.com/~/media/mckinsey/featured%20insights/china/how%20young%20chi
nese%20consumers%20are%20reshaping%20global%20luxury/mckinsey-china-luxury-report-
2019-how-young-chinese-consumers-are-reshaping-global-luxury.pdf. 
Murphy, W. (2022). Is Renting a Designer Bag a Good Idea? Clever Girl Finance. Retrieved
October 23, 2022, from https://www.clevergirlfinance.com/blog/is-renting-a-designer-bag-a-
good-idea/. 
Nicoletti, S. (2020). Opinion: Giorgio Armani Is Leading Luxury towards New Paths. Retrieved
September 25, 2022, from https://luxurysociety.com/en/articles/2020/04/opinion-giorgio-armani-
leading-luxury-towards-new-paths. 
Ozdamar-Ertekin, Z. (2019). Can Luxury Fashion Provide a Roadmap for Sustainability?
Markets, Globalization & Development Review, 4(1). https://doi.org/10.23860/mgdr-2019-04-01-
03. 
Papadas, K. K., & Avlonitis, G. J. (2014). The 4 Cs of Environmental Business: Introducing a
New Conceptual Framework. Social Business, 4(4), 345–360.
https://doi.org/10.1362/204440814x14185703122928. 
Plażyk, K. (2015). The Democratization of Luxury – A New Form of Luxury. Retrieved July 1,
2022, from
https://www.academia.edu/9557814/The_democratization_of_luxury_a_new_form_of_luxury. 
Post, T. J. (2022). No Fakes, Just Rentals: How Young Indonesians Sport Luxury Bags without
Breaking the Bank. The Jakarta Post. Retrieved October 23, 2022, from
https://www.thejakartapost.com/culture/2022/01/14/no-fakes-just-rentals-how-young-
indonesians-sport-luxury-bags-without-breaking-the-bank.html. 
Quach, S., Septianto, F., Thaichon, P., & Nasution, R. A. (2022). The Role of Art Infusion in
Enhancing Pro-environmental Luxury Brand Advertising. Journal of Retailing and Consumer
Services, 64, 102780-90. 
Quach, S., Thaichon, P., Lee, J. Y., Weaven, S., & Palmatier, R. W. (2020). Toward a Theory of
Outside-in Marketing: Past, Present, and Future. Industrial Marketing Management, 89,
107–128. 
Research and Markets. (2022). Global Luxury Goods Market, by Type (Jewelry & Watches,
Clothing & Footwear, Bags & Accessories, Cosmetics & Fragrances), by Distribution Channel,
by Region, Competition, Forecast & Opportunities, 2026. Retrieved August 19, 2022, from
https://www.researchandmarkets.com/reports/5450281/global-luxury-goods-market-by-type-



jewelry-and. 
Reuters. (2022). Chanel Increases Prices Again in Europe and Asia. Retrieved October 23,
2022, from https://www.reuters.com/business/retail-consumer/chanel-increases-prices-again-
europe-asia-2022-03-04/. 
Roos, D. (2022). What Happens to Red Carpet Dresses after Celebrities Wear Them?
HowStuffWorks. Retrieved October 23, 2022, from
https://lifestyle.howstuffworks.com/style/fashion/celebrity/red-carpet-dresses-celebrities-wear-
them.htm. 
Scott, N. (2021). The Surprising Luxury of Designer Handbag Rentals. Byrdie. Retrieved
October 23, 2022, from https://www.byrdie.com/designer-handbag-rental-5206677. 
Segura, A. (2019). The Fashion Retailer the Fashion Pyramid of Brands. The Fashion Retailer.
Retrieved October 23, 2022, from https://fashionretail.blog/2019/03/11/the-fashion-pyramid-of-
brands/. 
Stewart, K. (2022). This Is Why Chanel Has Implemented a One-Bag-per-Year Policy.
Editorialist. https://editorialist.com/news/chanel-handbags-one-per-year/. 
TFL. (2017). Chanel Will Not Sell Ready-to-Wear, Bags Online Any Time Soon. The Fashion
Law. Retrieved October 23, 2022, from https://www.thefashionlaw.com/chanel-will-not-sell-
ready-to-wear-bags-online-any-time-soon/. 
TFL. (2021). Chanel Is Reportedly Putting a Quota System in Place for Some of Its Bags. The
Fashion Law. Retrieved October 23, 2022, from https://www.thefashionlaw.com/following-in-the-
footsteps-of-hermes-chanel-is-putting-a-quota-system-in-place-for-some-of-its-bags/. 
The Irregular Report by Irregular Labs. (2021). The Illusion of Scarcity: Supreme, Fluid Values,
and Drops. Medium. Retrieved October 24, 2022, from https://medium.com/irregular-labs/the-
illusion-of-scarcity-supreme-fluid-values-and-drops-f113d84f7bd8. 
Turunen, L. L. M., & Leipämaa-Leskinen, H. (2015). Pre-loved Luxury: Identifying the Meanings
of Second-Hand Luxury Possessions. Journal of Product & Brand Management, 24(1), 57–65.
https://doi.org/10.1108/jpbm-05-2014-0603. 
Turunen, L. L. M., & Pöyry, E. (2019). Shopping with the Resale Value in Mind: A Study on
Second-Hand Luxury Consumers. International Journal of Consumer Studies, 43(6), 549–556.
https://doi.org/10.1111/ijcs.12539. 
Tynan, C., McKechnie, S., & Chhuon, C. (2010). Co-creating Value for Luxury Brands. Journal
of Business Research, 63(11), 1156–1163. https://doi.org/10.1016/j.jbusres.2009.10.012. 
Vickers, J. S., & Renand, F. (2003). The Marketing of Luxury Goods: An Exploratory Study -
Three Conceptual Dimensions. The Marketing Review, 3(4), 459–478. 
Videras, J., Owen, A. L., Conover, E., & Wu, S. (2012). The Influence of Social Relationships on
Pro-environment Behaviors. Journal of Environmental Economics and Management, 63(1),
35–50. 
Vigneron, F., & Johnson, L. W. (1999). A Review and Conceptual Framework of Prestige
Seeking Consumer Behavior. Academy of Marketing Science Review, 1(1), 1–15. 
Vigneron, F., & Johnson, L. W. (2004). Measuring Perceptions of Brand Luxury. Journal of
Brand Management, 11(6), 484–506. https://doi.org/10.1057/palgrave.bm.2540194. 
Willett-Wei, M. (2015). Here’s the Hierarchy of Luxury Brands around the World. Business
Insider. Retrieved October 23, 2022, from https://www.businessinsider.com/pyramid-of-luxury-
brands-2015-3?international=true&r=US&IR=T. 
Woo, A. (2018). Understanding the Research on Millennial Shopping Behaviors. Forbes.
https://www.forbes.com/sites/forbesagencycouncil/2018/06/04/understanding-the-research-on-
millennial-shopping-behaviors/. 
Yoganathan, D., Jebarajakirthy, C., & Thaichon, P. (2015). The Influence of Relationship
Marketing Orientation on Brand Equity in Banks. Journal of Retailing and Consumer Services,
26, 14–22. 
Zerbo, J. (2022). Chanel, Hermès Bags Are Shoppable on Amazon Thanks to Tie-Up with
Reseller. The Fashion Law. Retrieved October 24, 2022, from
https://www.thefashionlaw.com/chanel-hermes-bags-are-shoppable-on-amazon-thanks-to-a-tie-
up-with-wgaca/. 
Zhan, L., & He, Y. (2012). Understanding Luxury Consumption in China: Consumer Perceptions
of Best-Known Brands. Journal of Business Research, 65(10), 1452–1460. 



Attention toward Sustainability in Premium Food Packaging 
Achabou, M. A., & Dekhili, S. (2013). Luxury and sustainable development: Is there a match?
Journal of Business Research, 66(10), 1896–1903. 
Aksoy, H., & Özsönmez, C. (2019). How millennials’ knowledge, trust, and product involvement
affect the willingness to pay a premium price for fairtrade products. Asian Journal of Business
Research, 9(2), 95–112. 
Allen, D. G., Biggane, J. E., Pitts, M., Otondo, R., & Van Scotter, J. (2013). Reactions to
recruitment web sites: Visual and verbal attention, attraction, and intentions to pursue
employment. Journal of Business and Psychology, 28(3), 263–285. 
Al-Qudah, A. A., Al-Okaily, M., & Alqudah, H. (2022). The relationship between social
entrepreneurship and sustainable development from economic growth perspective: 15
‘RCEP’countries. Journal of Sustainable Finance & Investment, 12(1), 44–61. 
Al-Odeh, M., Smallwood, J., & Badar, M. A. (2021). A framework for implementing sustainable
supply chain management. International Journal of Advanced Operations Management, 13(3),
212–233. 
Amatulli, C., De Angelis, M., & Stoppani, A. (2021). The appeal of sustainability in luxury
hospitality: An investigation on the role of perceived integrity. Tourism Management, 83,
104228. https://doi.org/10.1016/j.tourman.2020.104228. 
Axsen, J., Orlebar, C., & Skippon, S. (2013). Social influence and consumer preference
formation for pro-environmental technology: The case of a UK workplace electric-vehicle study.
Ecological Economics, 95, 96–107. 
Babic-Rosario, A., de Valck, K., & Sotgiu, F. (2020). Conceptualizing the electronic word-of-
mouth process: What we know and need to know about eWOM creation, exposure, and
evaluation. Journal of the Academy of Marketing Science, 48(3), 422–448.
https://doi.org/10.1007/s11747-019-00706-1. 
Balconi, M., Sebastiani, R., & Angioletti, L. (2019). A neuroscientific approach to explore
consumers’ intentions towards sustainability within the luxury fashion industry. Sustainability,
11(18), 5105. 
Ballco, P., Caputo, V., & de-Magistris, T. (2020). Consumer valuation of European nutritional
and health claims: Do taste and attention matter? Food Quality and Preference, 79 (January,
2020), 103793. 
Barakat, B., Crump, C., Cades, D., Rauschenberger, R., Schwark, J., Hildebrand, E., & Young,
D. (2015). Eye tracking evaluation of driver visual behavior with a forward collision warning and
mitigation system. In Proceedings of the Human Factors and Ergonomics Society Annual
Meeting (pp. 1321–1325). Sage. 
Becker, E. J. (2009). The Proximity Hotel: A Case Study on Guest Satisfaction of Sustainable
Luxury Environments, Master’s Thesis, The University of North Carolina at Greensboro,
Greensboro, NC. 
Beckham, D., & Voyer, B. G. (2014). Can sustainability be luxurious? A mixed-method
investigation of implicit and explicit attitudes towards sustainable luxury consumption. ACR
North American Advances, 245–250. 
Behe, B. K., Bae, M., Huddleston, P. T., & Sage, L. (2015). The effect of involvement on visual
attention and product choice. Journal of Retailing and Consumer Services, 24, 10–21. 
Bendell, J., & Kleanthous, A. (2007). Deeper Luxury. Godalming: WWF-UK. 
Bialkova, S., & van Trijp, H. (2011). An efficient methodology for assessing attention to and
effect of nutrition information displayed front-of-pack. Food Quality and Preference, 22,
592–601. 
Bloomberg. (2017). The future of whole foods isn’t about groceries. Retrieved May 21, 2018,
from https://www.bloomberg.com/news/articles/2017-05-23/sushi-lovingwhole-foods-fanatics-
are-seen-as-key-to-turnaround. 
Bray, J., Johns, N., & Kilburn, D. (2011). An exploratory study into the factors impeding ethical
consumption. Journal of Business Ethics, 98(4), 597–608. 
Brundtland Report. (1987). Our Common Future. New York: United Nations World Commission
on Environment and Development. 
Canavari, M., & Coderoni, S. (2019). Green marketing strategies in the dairy sector: Consumer-
stated preferences for carbon footprint labels. Strategic Change, 28(4), 233–240.
https://doi.org/10.1002/jsc.2264.



Cervellon, M. C., & Shammas, L. (2013). The value of sustainable luxury in mature markets: A
customer-based approach. Journal of Corporate Citizenship, 52 (December, 2013), 90–101. 
Chan, T.-Y., & Wong, C. W. Y. (2012). The consumption side of sustainable fashion supply
chain: Understanding fashion consumer eco-fashion consumption decision. Journal of Fashion
Marketing & Management, 16(2), 193–215. 
Chen, X., Sun, X., Yan, D., & Wen, D. (2020). Perceived sustainability and customer
engagement in the online shopping environment: The rational and emotional perspectives.
Sustainability, 12(7), 2674. 
Clement, J., Aastrup, J., & Forsberg, S. C. (2015). Decisive visual saliency and consumers’ in-
store decisions. Journal of Retailing and Consumer Services, 22, 187–194. 
Consumer Report. (2017). Faster, fresher, cheaper: The grocery shopping revolution. Retrieved
May 21, 2018, from https://www.consumerreports.org/grocery-storessupermarkets/faster-
fresher-cheaper-grocery-shopping-revolution/. 
Ćosić, D. (2016). Neuromarketing in market research. Interdisciplinary Description of Complex
Systems: INDECS, 14(2), 139–147. 
Costanza, R., & Patten, B. C. (1995). Defining and predicting sustainability. Ecological
Economics, 15(3), 193–196. 
CPP-Luxury. (2020). Gucci reduces environmental impact by 21% ahead of 2025 targets.
CPPLUXURY Business of Luxury, June 9. https://cpp-luxury.com/gucci-reduces-environmental-
impact-by-21-aheadof-2025-targets/. 
Danner, L., de Antoni, N., Gere, A., Sipos, L., Kovács, S., & Dürrschmid, K. (2016). Make a
choice! Visual attention and choice behaviour in multi alternative food choice situations. Acta
Alimentaria, 45(4), 515–524. 
Davies, I. A., Lee, Z., & Ahonkhai, I. (2012). Do consumers care about ethical- luxury? Journal
of Business Ethics, 106(1), 37–51. 
De Angelis, M., Adıgüzel, F., & Amatulli, C. (2017). The role of design similarity in consumers’
evaluation of new green products: An investigation of luxury fashion brands. Journal of Cleaner
Production, 141, 1515–1527. 
De Barnier, V., Falcy, S., & Valette-Florence, P. (2012). Do consumers perceive three levels of
luxury? A comparison of accessible, intermediate and inaccessible luxury brands. Journal of
Brand Management, 19(7), 623–636. 
Drexler, D., Fiala, J., Havlíčková, A., Potůčková, A., & Souček, M. (2018). The effect of organic
food labels on consumer attention. Journal of Food Products Marketing, 24(4), 441–455. 
Earth.org. (March 2022). https://earth.org/sustainable-food-companies/. 
Epicurious. (2017). The 21 best grocery stores in America. Retrieved May 21, 2018, from
https://www.epicurious.com/expert-advice/the-21-best-grocery-stores-in-
americasupermarketsgallery/list. 
Food Business News. (2017). Exclusive: Tapping premium trends to drive growth. Retrieved
May 21, 2018, from https://www.foodbusinessnews.net/articles/10684-exclusive-tapping-
premium-trends-to-drive-growth. 
European Commission. (2006). Environmental impact of products (EIPRO) e analysis of the life
cycle environmental impacts related to the final consumption of the EU-25. Main Report.
IPTS/ESTO Project. Technical Report EUR 22284 EN. 
Franceschelli, M. V., Santoro, G., & Candelo, E. (2018). Business model innovation for
sustainability: A food start-up case study. British Food Journal, 120(10), 2483–2494.
https://doi.org/10.1108/BFJ01-2018-0049. 
Garzón-Jiménez, R., & Zorio-Grima, A. (2021). Sustainability in the food and beverage sector
and its impact on the cost of equity. British Food Journal, 124(8), 2497–2511. 
Golini, R., & Gualandris, J. (2018). An empirical examination of the relationship between
globalization, integration and sustainable innovation within manufacturing networks.
International Journal of Operations & Production Management, 38(3), 874–894. 
Goodland, R. (1995). The concept of environmental sustainability. Annual Review of Ecology
and Systematics, 26(1), 1–24. 
Graham, D. J., & Jeffery, R. W. (2011). Location, location, location: Eye- tracking evidence that
consumers preferentially view prominently positioned nutrition information. Journal of the
American Dietetic Association, 111(11), 1704–1711. 
Grail Research. (2010). Green—The new color of luxury: Moving to a sustainable future.
www.grailresearch.com/pdf/ContenPodsPdf/2010-Dec-Grail-Research-Green-The-New-Color-



ofLuxury.pdf, accessed 25 February 2013. 
Grebitus, C., Roosen, J., & Seitz, C. C. (2015). Visual attention and choice: A behavioral
economics perspective on food decisions. Journal of Agricultural & Food Industrial
Organization, 13(1), 73–81. 
Grunert, K. G., Hieke, S., & Wills, J. (2014). Sustainability labels on food products: Consumer
motivation, understanding and use. Food Policy, 44, 177–189. 
Han, J., Seo, Y., & Ko, E. (2017). Staging luxury experiences for understanding sustainable
fashion consumption: A balance theory application. Journal of Business Research, 74,
162–167. 
Hartmann, L. H., Nitzko, S., & Spiller, A. (2016). The significance of definitional dimensions of
luxury food. British Food Journal, 118(8), 1976–1998. 
Hartmann, L. H., Nitzko, S., & Spiller, A. (2017). Segmentation of German consumers based on
perceived dimensions of luxury food. Journal of Food Products Marketing, 23(7), 733–768. 
Huddleston, P. T., Behe, B. K., Driesener, C., & Minahan, S. (2018). Inside–outside: Using eye-
tracking to investigate search-choice processes in the retail environment. Journal of Retailing
and Consumer Services, 43, 85–93. 
Istenič, S. P., & Bajec, J. F. (2021). Luxury food tour: perspectives and dilemmas on the”
luxurification” of local culture in tourism product. Acta geographica Slovenica, 61(1), 169–184. 
Jagtap, S., Bhatt, C., Thik, J., & Rahimifard, S. (2019). Monitoring potato waste in food
manufacturing using image processing and internet of things approach. Sustainability, 11(11),
3173. 
Janssen, C., Vanhamme, J., & Leblanc, S. (2017). Should luxury brands say it out loud? Brand
conspicuousness and consumer perceptions of responsible luxury. Journal of Business
Research, 77, 167–174. 
Janssen, C., Vanhamme, J., Lindgreen, A., & Lefebvre, C. (2013). The catch-22 of responsible
luxury: Effects of luxury product characteristics on consumers’ perception of fit with corporate
social responsibility. Journal of Business Ethics. https://doi.org/10.1007/s10551-013-1621-6. 
Kahn, B. E. (2017). Using visual design to improve customer perceptions of online assortments.
Journal of Retailing, 93(1), 29–42. 
Kang, E. Y., & Sung, Y. H. (2022). Luxury and sustainability: The role of message appeals and
objectivity on luxury brands’ green corporate social responsibility. Journal of Marketing
Communications, 28(3), 291–312. 
Kapferer, J. N., & Michaut-Denizeau, A. (2017). Is luxury compatible with sustainability? Luxury
consumers’ viewpoint. In Advances in Luxury Brand Management (pp. 123–156). Palgrave
Macmillan. 
Keller, C., Magnus, K. H., Hedrich, S., Nava, P., & Tochtermann, T. (2014). Succeeding in
Tomorrow’s Global Fashion Market. McKinsey Global Institute. 
Kendall, H. A., Lobao, L. M., & Sharp, J. S. (2006). Public concern with animal well-being:
Place, social structural location, and individual experience. Rural Sociology, 71(3), 399–428. 
Ki, C., & Kim, Y. K. (2016). Sustainable luxury fashion consumption and the moderating role of
guilt. Fashion, Industry and Education, 14(1), 18–30. 
King, A. J., Bol, N., Cummins, R. G., & John, K. K. (2019). Improving visual behavior research in
communication science: An overview, review, and reporting recommendations for using eye-
tracking methods. Communication Methods and Measures, 13(3), 149–177.
https://doi.org/10.1080/19312458.2018.1558194. 
Ko, E., Costello, J. P., & Taylor, C. R. (2019). What is a luxury brand? A new definition and
review of the literature. Journal of Business Research, 99, 405–413. 
Kong, H. M., Witmaier, A., & Ko, E. (2021). Sustainability and social media communication: How
consumers respond to marketing efforts of luxury and non- luxury fashion brands. Journal of
Business Research, 131, 640–651. 
Kücükgül, E., Cerin, P., & Liu, Y. (2022). Enhancing the value of corporate sustainability: An
approach for aligning multiple SDGs guides on reporting. Journal of Cleaner Production, 333,
130005. 
Kumagai, K., & Nagasawa, S. Y. (2017). The effect of selective store location strategy and self-
congruity on consumers’ apparel brand attitudes toward luxury vs. non-luxury. Journal of Global
Fashion Marketing, 8(4), 266–282. 
Lahteenmaki, L., Lyly, M., & Urala, N. (2007). Consumer attitudes towards functional foods. In
Understanding Consumers of Food Products (pp. 412–427). Woodhead.



https://doi.org/10.1533/9781845692506.4.412. 
Lee, H., Jang, Y., Kim, Y., Choi, H. M., & Ham, S. (2019). Consumers’ prestige-seeking
behavior in premium food markets: Application of the theory of the leisure class. International
Journal of Hospitality Management, 77, 260–269. 
Lee, H., Min, J., & Yuan, J. (2021). The influence of eWOM on intentions for booking luxury
hotels by Generation Y. Journal of Vacation Marketing, 27(3), 237–251. 
Lerro, M., Vecchio, R., Caracciolo, F., Pascucci, S., & Cembalo, L. (2018). Consumers’
heterogeneous preferences for corporate social responsibility in the food industry. Corporate
Social Responsibility and Environmental Management, 25(6), 1050–1061. 
Li, H., Ye, Q., & Law, R. (2013). Determinants of customer satisfaction in the hotel industry: An
application of online review analysis. Asia Pacific Journal of Tourism Research, 18(7), 784–802. 
Liu, C. C., Chen, C. W., & Chen, H. S. (2019a). Measuring consumer preferences and
willingness to pay for coffee certification labels in Taiwan. Sustainability, 11(5), 1297. 
Liu, H., Jayawardhena, C., Osburg, V. S., & Babu, M. M. (2019b). Do online reviews still matter
post-purchase? Internet Research, 30(1), 109–139. 
Lunardo, R., & Saintives, C. (2013). The effect of naturalness claims on perceptions of food
product naturalness in the point of purchase. Journal of Retailing and Consumer Services,
20(6), 529–537. 
Matzembacher, D. E., & Meira, F. B. (2018). Sustainability as business strategy in community
supported agriculture: Social, environmental and economic benefits for producers and
consumers. British Food Journal, 121(2), 616–632. https://doi.org/10.1108/BFJ-03-2018-0207. 
Maughan, L., Gutnikov, S., & Stevens, R. (2007). Like more, look more. Look more, like more:
The evidence from eye-tracking. Journal of Brand Management, 14(4), 335–342. 
McClenachan, L., Dissanayake, S. T., & Chen, X. (2016). Fair trade fish: Consumer support for
broader seafood sustainability. Fish and Fisheries, 17(3), 825–838. 
McDonough, W., & Braungart, M. (2010). Cradle to Cradle: Remaking the Way We Make
Things (pp. 153–154). MacMillan. 
Missimer, M., Robèrt, K. H., & Broman, G. (2016). A strategic approach to social
sustainability–Part 1: Exploring the social system. Journal of Cleaner Production, 140, 32–41. 
Moscovici, D., Gow, J., Ugaglia, A. A., Rezwanul, R., Valenzuela, L., & Mihailescu, R. (2022).
Consumer preferences for organic wine-global analysis of people and place. Journal of Cleaner
Production, 368, 133215. 
Oliveira, D., Machín, L., Deliza, R., Rosenthal, A., Walter, E. H., Giménez, A., & Ares, G. (2016).
Consumers’ attention to functional food labels: Insights from eye-tracking and change detection
in a case study with probiotic milk. LWT-Food Science and Technology, 68, 160–167. 
Olofsson, L., & Mark-Herbert, C. (2020). Creating shared values by integrating un sustainable
development goals in corporate communication—The case of apparel retail. Sustainability,
12(21), 8806. 
Orazalin, N. (2019). Corporate governance and corporate social responsibility (CSR) disclosure
in an emerging economy: Evidence from commercial banks of Kazakhstan. Corporate
Governance: The International Journal of Business in Society, 19, 490–507. 
Orquin, J. L., Bagger, M. P., Lahm, E. S., Grunert, K. G., & Scholderer, J. (2020). The visual
ecology of product packaging and its effects on consumer attention. Journal of Business
Research, 111, 187–195. 
Orquin, J. L., Scholderer, J., & Jeppesen, H. (2012). What you see is what you buy: How
saliency and surface size of packaging elements affect attention and choice. Paper presented at
the Society for Advancement of Behavioural Economics, Granada, Spain. 
Orquin, J. L., & Wedel, M. (2020). Contributions to attention-based marketing: Foundations,
insights, and challenges. Journal of Business Research, 111, 85–90.
https://doi.org/10.1016/j.jbusres.2020.02.012. 
Osburg, V. S., Akhtar, P., Yoganathan, V., & McLeay, F. (2019). The influence of contrasting
values on consumer receptiveness to ethical information and ethical choices. Journal of
Business Research, 104, 366–379. 
Osburg, V. S., Davies, I., Yoganathan, V., & McLeay, F. (2021). Perspectives, opportunities and
tensions in ethical and sustainable luxury: Introduction to the thematic symposium. Journal of
Business Ethics, 169(2), 201–210. 
Pearson, D., & Henryks, J. (2008). Marketing organic products: Exploring some of the pervasive
issues. Journal of Food Products Marketing, 14, 95–108.



https://doi.org/10.1080/10454440801986421. 
Peschel, A. O., Orquin, J. L., & Loose, S. M. (2019). Increasing consumers’ attention capture
and food choice through bottom-up effects. Appetite, 132, 1–7. 
Pomarici, E., & Vecchio, R. (2014). Millennial generation attitudes to sustainable wine: An
exploratory study on Italian consumers. Journal of Cleaner Production, 66, 537–545. 
Pullman, M. E., Maloni, M. J., & Dillard, J. (2010). Sustainability practices in food supply chains:
How is wine different? Journal of Wine Research, 21(1), 35–56. 
Russo, J. E. (2011). Eye fixations as a process trace. In Process Tracing Methods for Decision
Research (pp. 43–64). Psychology Press. 
Samant, S. S., & Seo, H. S. (2016). Effects of label understanding level on consumers’ visual
attention toward sustainability and process-related label claims found on chicken meat products.
Food Quality and Preference, 50, 48–56. 
SanMiguel, P., Pérez-Bou, S., Sádaba, T., & Mir-Bernal, P. (2021). How to communicate
sustainability: From the corporate web to e-commerce. The case of the fashion industry.
Sustainability, 13(20), 11363. 
Saunders, M. N. (2012). Choosing research participants. Qualitative Organizational Research:
Core Methods and Current Challenges, 35, 52. 
Schlosser, A. E. (2003). Experiencing products in the virtual world: The role of goal and imagery
in influencing attitudes versus purchase intentions. Journal of Consumer Research, 30(2),
184–198. 
Schrobback, P., & Meath, C. (2020). Corporate sustainability governance: Insight from the
Australian and New Zealand port industry. Journal of Cleaner Production, 255, 120–280. 
Sciulli, L. M., Bebko, C. P., & Bhagat, P. (2017). How emotional arousal and attitudes influence
ad response: Using eye tracking to gauge nonprofit print advertisement effectiveness. Journal of
Marketing Management, 5(1), 1–11. 
Seo, S., Ahn, H. K., Jeong, J., & Moon, J. (2016). Consumers’ attitude toward sustainable food
products: Ingredients vs. packaging. Sustainability, 8(10), 1073. 
Shukla, P., Rosendo-Rios, V., & Khalifa, D. (2022). Is luxury democratization impactful? Its
moderating effect between value perceptions and consumer purchase intentions. Journal of
Business Research, 139, 782–793. 
Siano, A., Conte, F., Amabile, S., Vollero, A., & Piciocchi, P. (2016). Communicating
sustainability: An operational model for evaluating corporate websites. Sustainability, 8(9), 950. 
Singh, K., & Misra, M. (2021). Linking corporate social responsibility (CSR) and organizational
performance: The moderating effect of corporate reputation. European Research on
Management and Business Economics, 27(1), 100139. 
Sung, B., Butcher, L., & Easton, J. (2021). Elevating food perceptions through luxury verbal
cues: An eye-tracking and electrodermal activity experiment. Australasian Marketing Journal,
18393349211028676. 
Suopajärvi, L., Poelzer, G. A., Ejdemo, T., Klyuchnikova, E., Korchak, E., & Nygaard, V. (2016).
Social sustainability in northern mining communities: A study of the European North and
Northwest Russia. Resources Policy, 47, 61–68. 
Statista. (2020). https://www.statista.com/forecasts/1093588/preference-for-premium-products-
in-food-categories-in-the-us. 
Statista. (2022). https://www.statista.com/forecasts/1298375/volume-food-consumption-
worldwide. 
Strong, E. K. Jr., (1925). The Psychology of Selling and Advertising. McGraw-Hill. 
Talukdar, N., & Yu, S. (2020). Do materialists care about sustainable luxury? Marketing
Intelligence & Planning, 38(4), 465–478. 
Tait, P., Saunders, C., Dalziel, P., Rutherford, P., Driver, T., & Guenther, M. (2019). Estimating
wine consumer preferences for sustainability attributes: A discrete choice experiment of
Californian Sauvignon blanc purchasers. Journal of Cleaner Production, 233, 412–420. 
Ting, S. L., Tse, Y. K., Ho, G. T. S., Chung, S. H., & Pang, G. (2014). Mining logistics datato
assure the quality in a sustainable food supply chain: A case in the red wine industry.
International Journal of Production Economics, 152, 200–209. 
Torkayesh, A. E., Ecer, F., Pamucar, D., & Karamaşa, Ç. (2021). Comparative assessment of
social sustainability performance: Integrated data-driven weighting system and CoCoSo model.
Sustainable Cities and Society, 71, 102975.



Tosun, P., Yanar, M., Sezgin, S., & Uray, N. (2021). Meat substitutes in sustainability context: A
content analysis of consumer attitudes. Journal of International Food & Agribusiness Marketing,
33(5), 541–563. 
Toussaint, M., Cabanelas, P., & Blanco-González, A. (2021). Social sustainability in the food
value chain: An integrative approach beyond corporate social responsibility. Corporate Social
Responsibility and Environmental Management, 28(1), 103–115. 
Truong, Y., & McColl, R. (2011). Intrinsic motivations, self-esteem, and luxury goods
consumption. Journal of Retailing and Consumer Services, 18(6), 555–561. 
Tseng, M. L., Lim, M. K., & Wu, K. J. (2018). Corporate sustainability performance improvement
using an interrelationship hierarchical model approach. Business Strategy and the Environment,
27(8), 1334–1346. 
Tuomisto, H. L. (2019). The eco-friendly burger: Could cultured meat improve the environmental
sustainability of meat products? EMBO Reports, 20(1), e47395. 
Valenzuela, L., Ortega, R., Moscovici, D., Gow, J., Alonso Ugaglia, A., & Mihailescu, R. (2022).
Consumer willingness to pay for sustainable wine—The Chilean case. Sustainability, 14(17),
10910. 
Vallance, S., Perkins, H. C., & Dixon, J. E. (2011). What is social sustainability? A clarification of
concepts. Geoforum, 42(3), 342–348. 
Van Loo, E. J., Caputo, V., Nayga, R. M., Jr., Seo, H.-S., Zhang, B., & Verbeke, W. (2015).
Sustainability labels on coffee: Consumer preferences, willingness-to-pay and visual attention to
attributes. Ecological Economics, 118, 215–225. 
Van Loo, E. J., Grebitus, C., Nayga, R. M., Verbeke, W., & Roosen, J. (2018). On the
measurement of consumer preferences and food choice behavior: The relation between visual
attention and choices. Applied Economic Perspectives and Policy, 40(4), 538–562. 
Van Loo, E. J., Grebitus, C., & Verbeke, W. (2021). Effects of nutrition and sustainability claims
on attention and choice: An eye-tracking study in the context of a choice experiment using
granola bar concepts. Food Quality and Preference, 90, 104100. 
Wang, E., Cakmak, Y. O., & Peng, M. (2018). Eating with eyes–Comparing eye movements and
food choices between overweight and lean individuals in a real-life buffet setting. Appetite, 125,
152–159. 
Wang, J., Bai, H., & Han, W. (2017). Is your brain green? An ERP based study of consumers’
choice over recycling services. In International Conference on Service Systems and Service
Management (pp. 1–5). IEEE. 
Wästlund, E., Shams, P., & Otterbring, T. (2018). Unsold is unseen… or is it? Examining the
role of peripheral vision in the consumer choice process using eye- tracking methodology.
Appetite, 120, 49–56. 
WCED. (1987). World Commission on Environment and Development: Our Common Future.
University Press. 
White, K., Habib, R., & Hardisty, D. J. (2019). How to shift consumer behaviors to be more
sustainable: A literature review and guiding framework. Journal of Marketing, 83(3), 22–49.
https://doi.org/10.1177/0022242919825649. 
Wilks, M., & Phillips, C. J. (2017). Attitudes to in vitro meat: A survey of potential consumers in
the United States. PloS One, 12(2), e0171904. 
Winston, A. (2016). Luxury brands can no longer ignore sustainability. Harvard Business
Review, February 8. https://hbr.org/2016/02/luxury-brands-can-no-longer-ignore-sustainability. 
WSSD. (2002). World Summit on Sustainable Development: Report of the World Summit on
Sustainable Development. Johannesburg, South Africa. 
Yamoah, F. A., & Acquaye, A. (2019). Unravelling the attitude-behaviour gap paradox for
sustainable food consumption: Insight from the UK apple market. Journal of Cleaner Production,
217, 172–184. 
Yang, S., Song, Y., & Tong, S. (2017). Sustainable retailing in the fashion industry: A systematic
literature review. Sustainability, 9(7), 1266. 
Yogesh, S. G., & Ravindran, D. S. (2018). Neuromarketing-an emerging trend in business.
International Research Journal of Business and Management, 4, 82–87. 



 
Exploring the Role of Sustainable Organic Food Consumption and the
Role of Organic Food as a Luxury Product 
Adhikari, J., Shrestha, M., & Paudel, D. (2021). Nepal’s growing dependency on food imports: a
threat to national sovereignty and ways forward. Nepal Public Policy Review, 1, 68–86. 
Alotaibi, B. A., Yoder, E., Brennan, M. A., & Kassem, H. S. (2021). Perception of organic
farmers towards organic agriculture and role of extension. Saudi Journal of Biological Sciences,
28(5), 2980–2986. 
Aschemann-Witzel, J., & Niebuhr Aagaard, E. M. (2014). Elaborating on the attitude–behaviour
gap regarding organic products: young Danish consumers and in-store food choice.
International Journal of Consumer Studies, 38(5), 550–558.. 
Asian, S., Hafezalkotob, A., & John, J. J. (2019). Sharing economy in organic food supply
chains: a pathway to sustainable development. International Journal of Production Economics,
218, 322–338. 
Beierlein, J. G., Schneeberger, K. C., & Osburn, D. D. (2013). Principles of agribusiness
management (pp. 1–371). Waveland Press. 
Berners-Lee, M., Kennelly, C., Watson, R., & Hewitt, C. N. (2018). Current global food
production is sufficient to meet human nutritional needs in 2050 provided there is radical
societal adaptation. Elementa: Science of the Anthropocene, 6(52), 1–14. 
Bryła, P. (2016). Organic food consumption in Poland: motives and barriers. Appetite, 105,
737–746. 
Cabigiosu, A. (2020). An overview of the luxury fashion industry. In Digitalization in the luxury
fashion industry. Palgrave advances in luxury (pp. 9–31). Palgrave Macmillan. 
Canavari, M. (2007). Current issues in organic food: Italy. In Organic food (pp. 171–183).
Springer. 
Carrié, R., Ekroos, J., & Smith, H. G. (2022). Turnover and nestedness drive plant diversity
benefits of organic farming from local to landscape scales. Ecological Applications, 32(4), 1–15. 
Chowdhury, S., Meero, A., Rahman, A. A. A., Islam, K. A., Zayed, N. M., & Hasan, K. R. (2021).
An empirical study on the factors affecting organic food purchasing behavior in Bangladesh:
analyzing a few factors. Academy of Strategic Management Journal, 20(4), 1–12. 
Christodoulides, G., & Wiedmann, K. P. (2022). Guest editorial: a roadmap and future research
agenda for luxury marketing and branding research. Journal of Product & Brand Management,
31(3), 341–350. 
Cidón, C. F., Figueiró, P. S., & Schreiber, D. (2021). Benefits of organic agriculture under the
perspective of the bioeconomy: a systematic review. Sustainability (Switzerland), 13(12), 1–19. 
Dahal, K. R., & Dhakal, S. C. (2016). The relative efficiency of organic farming in Nepal.
Working Paper-South Asian Network for Development and Environmental Economics, 107(16),
1–18. 
Ding, A., & Legendre, T. S. (2022). Managing luxury brand creation, communication and
sustainability: evidence from the four seasons hotels and resorts case. In The Emerald
handbook of luxury management for hospitality and tourism (pp. 337–352). Emerald Publishing
Limited. 
Feil, A. A., Candido, C., & Wiebusch, F. C. (2020). Profiles of sustainable food consumption:
consumer behavior toward organic food in southern region of Brazil. Journal of Cleaner
Production, 258, 1–11. 
Finley, L., Chappell, M. J., Thiers, P., & Moore, J. R. (2018). Does organic farming present
greater opportunities for employment and community development than conventional farming?
A survey-based investigation in California and Washington. Agroecology and Sustainable Food
Systems, 42(5), 552–572. 
Fjelkner-Modig, S., Bengtsson, H., Nystrõm, S., & Stegmark, R. (2000). The influence of organic
and integrated production on nutritional, sensory and agricultural aspects of vegetable raw
materials for food production. Acta Agriculturae Scandinavica, Section B-Plant Soil Science,
50(3), 102–113. 
Fraundorfer, M. (2022). Global governance and the anthropocene: an entangled history. In
Global governance in the age of the anthropocene (pp. 23–76). Palgrave Macmillan.



Górska-Warsewicz, H., Żakowska-Biemans, S., Stangierska, D., Światkowska, M., Bobola, A.,
Szlachciuk, J., Czeczotko, M., Krajewski, K., & Świstak, E. (2021). Factors limiting the
development of the organic food sector—perspective of processors, distributors, and retailers.
Agriculture (Switzerland), 11(9), 1–21. 
Gulaliyev, M. G., Abasova, S. T., Samedova, E. R., Hamidova, L. A., Valiyeva, S. I., & Serttash,
L. R. (2019). Assessment of agricultural sustainability (Azerbaijan case). Bulgarian Journal of
Agricultural Science, 25(2), 1–80. 
Guthman, J. (2003). Fast food/organic food: reflexive tastes and the making of ‘yuppie chow’.
Social & Cultural Geography, 4(1), 45–58. 
Halberg, N., Peramaiyan, P., & Walaga, C. (2009). Is organic farming an unjustified luxury in a
world with too many hungry people? In The world of organic agriculture. Statistics & emerging
trends 2009 (pp. 95–100). FiBL and IFOAM. 
Han, H. (2021). Consumer behavior and environmental sustainability in tourism and hospitality:
a review of theories, concepts, and latest research. Journal of Sustainable Tourism, 29(7),
1021–1042. 
Hansmann, R., Baur, I., & Binder, C. R. (2020). Increasing organic food consumption: an
integrating model of drivers and barriers. Journal of Cleaner Production, 275, 123058. 
Harris-Fry, H., Saville, N. M., Paudel, P., Manandhar, D. S., Cortina-Borja, M., & Skordis, J.
(2022). Relative power: explaining the effects of food and cash transfers on allocative behaviour
in rural Nepalese households. Journal of Development Economics, 154, 102784. 
Hartmann, L. H., Nitzko, S., & Spiller, A. (2017). Segmentation of German consumers based on
perceived dimensions of luxury food. Journal of Food Products Marketing, 23(7), 733–768. 
Hasimu, H., Marchesini, S., & Canavari, M. (2017). A concept mapping study on organic food
consumers in Shanghai, China. Appetite, 108, 191–202. 
Hazarika, A., Yadav, M., Yadav, D. K., & Yadav, H. S. (2022). An overview of the role of
nanoparticles in sustainable agriculture. Biocatalysis and Agricultural Biotechnology, 43,
102399. 
He, L., Fang, W., Zhao, G., Wu, Z., Fu, L., Li, R.,… & Dhupia, J. (2022). Fruit yield prediction
and estimation in orchards: a state-of-the-art comprehensive review for both direct and indirect
methods. Computers and Electronics in Agriculture, 195, 106812. 
Heckman, J. (2006). A history of organic farming: transitions from Sir Albert Howard’s “War in
the Soil” to USDA National Organic Program. Renewable Agriculture and Food Systems, 21(3),
143–150. 
Hjelmar, U. (2011). Consumers’ purchase of organic food products. A matter of convenience
and. Appetite, 56(2), 336–344. 
IFOAM, (2022). 20 years of making Europe more organic. Retrieved from
https://www.organicseurope.bio. Accessed on 19th of November 2022. 
Jansen, K. (2000). Labour, livelihoods and the quality of life in organic agriculture in Europe.
Biological Agriculture and Horticulture, 17(3), 247–278. 
Jensen, K. O. D., Denver, S., & Zanoli, R. (2011). Actual and potential development of
consumer demand on the organic food market in Europe. NJAS - Wageningen Journal of Life
Sciences, 58(3–4), 79–84. 
Joshi, D. R., Ghimire, R., Kharel, T., Mishra, U., & Clay, S. A. (2021). Conservation agriculture
for food security and climate resilience in Nepal. Agronomy Journal, 113(6), 4484–4493. 
Kautish, P., Paul, J., & Sharma, R. (2019). The moderating influence of environmental
consciousness and recycling intentions on green purchase behavior. Journal of Cleaner
Production, 228, 1425–1436. 
Koner, N., & Laha, A. (2021). Economics of alternative models of organic farming: empirical
evidences from zero budget natural farming and scientific organic farming in West Bengal,
India. International Journal of Agricultural Sustainability, 19(3–4), 255–268. 
Królak, M., Górska-Warsewicz, H., Mądra-Sawicka, M., Rejman, K., Żakowska- Biemans, S.,
Szlachciuk, J.,… & Wojtaszek, M. (2022). Towards sustainable innovation in the bakery
sector—an example of fibre-enriched bread. Sustainability, 14(5), 2743. 
Lamichhane, B. D. (2022). Agricultural development, commercialization, and job creation: does
foreign investment matters in Nepal? Retrieved from https://saraswaticampus.edu.np. Accessed
on 19th of November 2022. 
Lang, M., & Rodrigues, A. C. (2022). A comparison of organic-certified versus non-certified
natural foods: perceptions and motives and their influence on purchase behaviors. Appetite,



168, 105698. 
Lavuri, R., Jabbour, C. J. C., Grebinevych, O., & Roubaud, D. (2022). Green factors stimulating
the purchase intention of innovative luxury organic beauty products: implications for sustainable
development. Journal of Environmental Management, 301, 113899. 
Liu, S. Q., Wu, L. L., Yu, X., & Huang, H. (2022). Marketing online food images via color
saturation: a sensory imagery perspective. Journal of Business Research, 151, 366–378. 
Makaju, S., & Kurunju, K. (2021). A review on use of agrochemical in agriculture and need of
organic farming in Nepal. Archives of Agriculture and Environmental Science, 6(3), 367–372. 
Malla, S., Rosyara, U., Neupane, B., & Sapkota, B. (2021). Feasibility study of organic
vegetable farming in Baitadi district. Food and Agri Economics Review (FAER), 1(2), 88–92. 
Martindale, L. (2021). ‘I will know it when I taste it’: trust, food materialities and social media in
Chinese alternative food networks. Agriculture and Human Values, 38(2), 365–380. 
Martínez-Sabater, E., Pérez-Murcia, M. D., Andreu-Rodríguez, F. J., Orden, L., Agulló, E.,
Sáez-Tovar, J.,… & Moral, R. (2022). Enhancing sustainability in intensive dill cropping:
comparative effects of biobased fertilizers vs. inorganic commodities on greenhouse gas
emissions, crop yield, and soil properties. Agronomy, 12(9), 2124. 
Mori, D., Chaiken, S., & Pliner, P. (1987). “Eating lightly” and the self-presentation of femininity.
Journal of Personality and Social Psychology, 53(4), 693–702. 
Moshood, T. D., Nawanir, G., Mahmud, F., Mohamad, F., Ahmad, M. H., AbdulGhani, A., &
Kumar, S. (2022). Green product innovation: a means towards achieving global sustainable
product within biodegradable plastic industry. Journal of Cleaner Production, 363, 132506. 
Nafees, L., Hyatt, E. M., Garber Jr, L. L., Das, N., & Boya, Ü. Ö. (2022). Motivations to buy
organic food in emerging markets: an exploratory study of urban Indian millennials. Food
Quality and Preference, 96, 104375. 
Nandwani, D., Jamarkattel, D., Dahal, K. R., Poudel, R., Giri, S., & Joshi, T. N. (2021). Attitudes
of fruit and vegetable farmers towards organic farming in Kathmandu Valley, Nepal.
Sustainability, 13(7), 3888. 
Niggli, U. (2015). Sustainability of organic food production: challenges and innovations.
Proceedings of the Nutrition Society, 74(1), 83–88. 
Nosi, C., Zollo, L., Rialti, R., & Ciappei, C. (2020). Sustainable consumption in organic food
buying behavior: the case of quinoa. British Food Journal, 122(3), 976–994. 
Organic Trade Association, (2022). Organic industry survey shows steady growth, stabilizing
purchasing patterns. Retrieved from https://ota.com/news/press-releases/22284. Accessed on
19th of November 2022. 
Pachapur, P. K., Pachapur, V. L., Brar, S. K., Galvez, R., Le Bihan, Y., & Surampalli, R. Y.
(2020). Food security and sustainability. In: Surampalli, R. Y., Zhang, T. C., Goyal, M. K., Brar,
S. K., & Tyagi, R. D. (eds.), Sustainability: Fundamentals and Applications (pp. 357–374).
Wiley. 
Panzarini, E., Carata, E., Mariano, S., Tenuzzo, B. A., Tacconi, S., Fidaleo, M., & Dini, L.
(2022). Plant and human health: the new era of biobased nanoscale systems. In
Nanotechnology-based sustainable alternatives for the management of plant diseases (pp.
301–322). Elsevier. 
Petrescu, D. C., & Petrescu-Mag, R. M. (2015). Organic food perception: fad, or healthy and
environmentally friendly? A case on Romanian consumers. Sustainability (Switzerland), 7(9),
12017–12031. 
Potter, C., Pechey, R., Cook, B., Bateman, P., Stewart, C., Frie, K.,… & Jebb, S. A. (2023).
Effects of environmental impact and nutrition labelling on food purchasing: an experimental
online supermarket study. Appetite, 180, 106312. 
Poulston, J., Yau, A., & Yiu, K. (2011). Profit or principles: why do restaurants serve organic
food? International Journal of Hospitality Management, 30(1), 184–191. 
Rana, J., & Paul, J. (2017). Consumer behavior and purchase intention for organic food: a
review and research agenda. Journal of Retailing and Consumer Services, 38(2), 157–165. 
Rambabu, K., Avornyo, A., Gomathi, T., Thanigaivelan, A., Show, P. L., & Banat, F. (2022).
Phycoremediation for carbon neutrality and circular economy: potential, trends, and challenges.
Bioresource Technology, 367, 128257. 
Rana, J., & Paul, J. (2020). Health motive and the purchase of organic food: a meta-analytic
review. International Journal of Consumer Studies, 44(2), 162–171.



Rasheed, S., Begum, R., Amirullah, Rasheed A., Khan, A. A., & Zubair, A. (2022). Optimised
biodiesel production from waste vegetable cooking oil catalysed by green synthesised calcium
oxide nanoparticles. International Journal of Renewable Energy Technology, 13(4), 377–395. 
Reganold, J. P., & Wachter, J. M. (2016). Organic agriculture in the twenty-first century. Nature
Plants, 2(2), 1–8. 
Rizzo, G., Borrello, M., Dara Guccione, G., Schifani, G., & Cembalo, L. (2020). Organic food
consumption: the relevance of the health attribute. Sustainability, 12(2), 595. 
Rohr, J. R., Barrett, C. B., Civitello, D. J., Craft, M. E., Delius, B., DeLeo, G. A.& Tilman, D.
(2019). Emerging human infectious diseases and the links to global food production. Nature
Sustainability, 2(6), 445–456. 
Saraiva, A., Fernandes, E., & von Schwedler, M. (2021). The pro-environmental consumer
discourse: a political perspective on organic food consumption. International Journal of
Consumer Studies, 45(2), 188–204. 
Sekhar, C., Krishna, S., Kayal, G. G., & Rana, N. P. (2021). Does brand credibility matter? The
case of organic food products. British Food Journal, 124(3), 987–1008. 
Septianto, F., Kemper, J., & Paramita, W. (2019). The role of imagery in promoting organic
food. Journal of Business Research, 101, 104–115. 
Sapkota, B. K., Subedi, A. P., Tripathi, K. M., & Dhakal, S. C. (2021). Economics of organic vs
inorganic rice production: a case of Chitwan district of Nepal. Journal of Nepal Agricultural
Research Council, 7, 109–121. 
Serravalle, F., Vannucci, V., & Pantano, E. (2022). “Take it or leave it?”: evidence on cultural
differences affecting return behaviour for Gen Z. Journal of Retailing and Consumer Services,
66, 102942. 
Seufert, V., Mehrabi, Z., Gabriel, D., & Benton, T. G. (2019). Current and potential contributions
of organic agriculture to diversification of the food production system. In Agroecosystem
diversity (pp. 435–452). Academic Press. 
Sexton, A. E., Garnett, T., & Lorimer, J. (2022). Vegan food geographies and the rise of Big
Veganism. Progress in Human Geography, 46(2), 605–628. 
Shrestha, R. K., & L'Espoir Decosta, P. (2023). Developing dynamic capabilities for community
collaboration and tourism product innovation in response to crisis: Nepal and COVID-19.
Journal of Sustainable Tourism, 31(1), 168–186. 
Singh, A., & Verma, P. (2017). Factors influencing Indian consumers’ actual buying behaviour
towards organic food products. Journal of Cleaner Production, 167, 473–483. 
Solaiman, S., & Salaheen, S. (2019). Future of organic farming: bringing technological marvels
to the field. In Safety and practice for organic food (pp. 291–303). Academic Press. 
Soler, M., Ruiz-Raya, F., Sánchez-Pérez, L., & Ibáñez-Álamo, J. D. (2022). Parents
preferentially feed larger offspring in asynchronously hatched broods irrespective of scramble
competition. Animal Behaviour, 194, 193–198. 
Stanhill, G. (1990). The comparative productivity of organic agriculture. Agriculture, Ecosystems
and Environment, 30(2), 1–26. 
Staudacher, P., Fuhrimann, S., Farnham, A., Mora, A. M., Atuhaire, A., Niwagaba, C.,… &
Winkler, M. S. (2020). Comparative analysis of pesticide use determinants among smallholder
farmers from Costa Rica and Uganda. Environmental Health Insights, 14, 1–15. 
Suman, A. (2021). Role of renewable energy technologies in climate change adaptation and
mitigation: a brief review from Nepal. Renewable and Sustainable Energy Reviews, 151,
111524. 
Tal, A. (2018). Making conventional agriculture environmentally friendly: moving beyond the
glorification of organic agriculture and the demonization of conventional agriculture.
Sustainability, 10(4), 1078. 
Trewavas, A. (2004). A critical assessment of organic farming-and-food assertions with
particular respect to the UK and the potential environmental benefits of no-till agriculture. Crop
Protection, 23(9), 757–781. 
van Bruggen, A. H., Gamliel, A., & Finckh, M. R. (2016). Plant disease management in organic
farming systems. Pest Management Science, 72(1), 30–44. 
Vardarlıer, P., & Girgin, N. (2022). The role of organic products in preventing the climate crisis.
In Clean energy investments for zero emission projects (pp. 65–75). Springer. 
Veen, M. (2003). When is food a luxury? World Archaeology, 34(3), 405–427.



Vernon, R. (1974). “The theory of the leisure class” by Thorstein Veblen. Daedalus, 103(1),
53–57. 
Wijekoon, R., & Tandon, M. F. (2021). Determinants that influence green product purchase
intention and behavior: a literature review and guiding framework. Sustainability, 13(11), 6219. 
Yiridoe, E. K., Bonti-Ankomah, S., & Martin, R. C. (2005). Comparison of consumer perceptions
and preference toward organic versus conventionally produced foods: a review and update of
the literature. Renewable Agriculture and Food Systems, 20(4), 193–205. 
Yu, Z., Waqas, M., Tabish, M., Tanveer, M., Haq, I. U., & Khan, S. A. R. (2022). Sustainable
supply chain management and green technologies: a bibliometric review of literature.
Environmental Science and Pollution Research, 29 (39), 1–17. 
Zimdahl, R. L. (2022). Alternative/organic agricultural systems. In Agriculture’s ethical horizon
(Third Edition) (pp. 227–245). Elsevier. 

 
Assessing the Impact of Sustainability News Clips on Fast-Fashion
Brands Purchase Intention 
ABC News. (2017, March 28). The price of fast fashion: rivers turn blue and 500,000 tonnes in
landfill. ABC News. Retrieved November 21, 2022, from https://www.abc.net.au/news/2017-03-
28/the-price-of-fast-fashion-rivers-turn-blue-tonnes-in-landfill/8389156. 
Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human Decision
Processes, 50(2), 179–211. 
Bagher, A. N., Salati, F., & Ghaffari, M. (2018). Factors affecting intention to purchase organic
food products among Iranian consumers. Academy of Marketing Studies Journal, 22(3), 1–23. 
Bañares, A. B., Silva, M. F. S., & Rodríguez, S. R. (2021). Green but ignored? The irrelevance
of television advertisements on energy sustainability in Spain and its impact on consumer
perceptions. Energy Research & Social Science, 73, 101835. 
Brands, S. (2018). B Corp analysis reveals purpose-led businesses grow 28 times faster than
national average. Accessed on March 20, 2018. 
Brydges, T., Henninger, C. E., & Hanlon, M. (2022). Selling sustainability: investigating how
Swedish fashion brands communicate sustainability to consumers. Sustainability: Science,
Practice and Policy, 18(1), 357–370. 
Carrus, G., Passafaro, P., & Bonnes, M. (2008). Emotions, habits and rational choices in
ecological behaviours: the case of recycling and use of public transportation. Journal of
Environmental Psychology, 28(1), 51–62. 
Chabowski, B. R., Mena, J. A., & Gonzalez-Padron, T. L. (2011). The structure of sustainability
research in marketing, 1958–2008: a basis for future research opportunities. Journal of the
Academy of Marketing Science, 39(1), 55–70. 
Chapman, J. (2012). Emotionally durable design: objects, experiences and empathy.
Routledge. 
Charpail, M. (2017). Fashion & environment. SustainYourStyle. Retrieved November 21, 2022,
from https://www.sustainyourstyle.org/en/whats-wrong-with-the-fashion-
industry#:~:text=The%20fashion%20industry%20is%20the,awareness%20and%20willingness%
20to%20change. 
Dodds, W. B., & Monroe, K. B. (1985). The effect of brand and price information on subjective
product evaluations. ACR North American Advances, 12, 85–90. 
Duncan, T. (2020). Principles of advertising and IMC. Cengage Learning. 
Ellen MacArthur Foundation. (2017). A new textiles economy: redesigning fashion’s future. Ellen
MacArthur Foundation. 
From, C. Q. (2010). When Karen Larson, a mother of two in Madbury, NH, took the “New
Hampshire Carbon Challenge” she couldn’t believe the results. Issues for Debate in
Environmental Management: Selections from CQ Researcher, 73. 
Farooq, O. (2015). Financial centers and the relationship between ESG disclosure and firm
performance: evidence from an emerging market. Journal of Applied Business Research
(JABR), 31(4), 1239–1244. 
Fletcher, K. (2008). Sustainable fashion and textiles: design journeys. Earthscan.



Fleșeriu, C., Cosma, S. A., & Bocăneț, V. (2020). Values and planned behaviour of the
Romanian organic food consumer. Sustainability, 12(5), 1722. 
Gabrielli, V., Baghi, I., & Codeluppi, V. (2013). Consumption practices of fast fashion products:
a consumer-based approach. Journal of Fashion Marketing and Management: An International
Journal, 17(2), 249–262. 
Garvin, D. A. (1988). Managing quality: the strategic and competitive edge. Simon and
Schuster. 
Gauthier, J. (2017). Sustainable business strategies: typologies and future directions. Society
and Business Review, 12(3), 245–270. 
Gupta, S. S., & Wadera, D. (2020). Impact of cause-affinity and CSR fit on consumer purchase
intention. Society and Business Review, 15(1), 69–88. 
Haglund, Å., Johansson, L., Berglund, L., & Dahlstedt, L. (1998). Sensory evaluation of carrots
from ecological and conventional growing systems. Food Quality and Preference, 10(1), 23–29. 
Harth, N. S., Leach, C. W., & Kessler, T. (2013). Guilt, anger, and pride about in-group
environmental behaviour: different emotions predict distinct intentions. Journal of Environmental
Psychology, 34, 18–26. 
Henninger, C. E., Kim, Y., & Park, H. J. (2017). Design for sustainable fashion. In Fashion and
Textile Design: Theory and Practice (pp. 145–169). Springer. 
Henninger, C. E., & Oates, C. (2018). Designing fashion for social change. Fashion Practice,
10(1), 83–106. 
Hoffman, A. J. (2018). The next phase of business sustainability. Stanford Social Innovation
Review, 16(2), 34–39. 
Hofstede, H. (2018). Circulariteit in retail [circularity in the retail sector]. ABN AMRO. 
Jain, S. (2012). Marketing of vice goods: a strategic analysis of the package size decision.
Marketing Science, 31(1), 36–51. 
Johnstone, L., & Lindh, C. (2018). The sustainability-age dilemma: a theory of (un) planned
behaviour via influencers. Journal of Consumer Behaviour, 17(1), e127–e139. 
Joy, A., Sherry Jr, J. F., Venkatesh, A., Wang, J., & Chan, R. (2012). Fast fashion,
sustainability, and the ethical appeal of luxury brands. Fashion Theory, 16(3), 273–295. 
Kaiser, F. G. (2006). A moral extension of the theory of planned behavior: norms and
anticipated feelings of regret in conservationism. Personality and Individual Differences, 41(1),
71–81. 
Kanchanapibul, M., Lacka, E., Wang, X., & Chan, H. K. (2014). An empirical investigation of
green purchase behaviour among the young generation. Journal of Cleaner Production, 66,
528–536. 
Kang, J., Liu, C., & Kim, S. H. (2013). Environmentally sustainable textile and apparel
consumption: the role of consumer knowledge, perceived consumer effectiveness and
perceived personal relevance. International Journal of Consumer Studies, 37(4), 442–452. 
Kapferer, J. N., & Michaut-Denizeau, A. (2020). Are millennials really more sensitive to
sustainable luxury? A cross-generational international comparison of sustainability
consciousness when buying luxury. Journal of Brand Management, 27(1), 35–47. 
Kidd, T. (1992). Green marketing: a global legal perspective. Journal of International Consumer
Marketing, 4(2), 77–100. 
Kim, Y. J., Njite, D., & Hancer, M. (2013). Anticipated emotion in consumers’ intentions to select
eco-friendly restaurants: augmenting the theory of planned behavior. International Journal of
Hospitality Management, 34, 255–262. 
Kollmuss, A., & Agyeman, J. (2002). Mind the gap: why do people act environmentally and what
are the barriers to pro-environmental behavior? Environmental Education Research, 8(3),
239–260. 
Kumar, V., & Christodoulopoulou, A. (2014). Sustainability and branding: an integrated
perspective. Industrial Marketing Management, 43(1), 6–15. 
Laureti, T., & Benedetti, I. (2018). Exploring pro-environmental food purchasing behaviour: an
empirical analysis of Italian consumers. Journal of Cleaner Production, 172, 3367–3378. 
Leclair, M. (2017). “Dior and I”: understanding the combination of creativity and economy in
fashion industry. Society and Business Review, 12(3), 353–376. 
Lee, J. A., & Holden, S. J. (1999). Understanding the determinants of environmentally
conscious behavior. Psychology & Marketing, 16(5), 373–392.



Lee, H. J., & Yun, Z. S. (2015). Consumers’ perceptions of organic food attributes and cognitive
and affective attitudes as determinants of their purchase intentions toward organic food. Food
Quality and Preference, 39, 259–267. 
Lee, W. C. J., Shimizu, M., Kniffin, K. M., & Wansink, B. (2013). You taste what you see: do
organic labels bias taste perceptions? Food Quality and Preference, 29(1), 33–39. 
Lin, Y. C., & Chang, C. C. A. (2012). Double standard: the role of environmental consciousness
in green product usage. Journal of Marketing, 76(5), 125–134. 
Loh, L., & Tan, S. (2020). Impact of sustainability reporting on brand value: an examination of
100 leading brands in Singapore. Sustainability, 12(18), 7392. 
Luchs, M. G., Naylor, R. W., Irwin, J. R., & Raghunathan, R. (2010). The sustainability liability:
potential negative effects of ethicality on product preference. Journal of Marketing, 74(5),
18–31. 
Maichum, K., Parichatnon, S., & Peng, K. C. (2016). Application of the extended theory of
planned behavior model to investigate purchase intention of green products among Thai
consumers. Sustainability, 8(10), 1077. 
Mendelson, R., & Polonsky, M. (1995). Using strategic alliances to develop credible green
marketing. Journal of Consumer Marketing, 12(2), 4–18. 
McFall-Johnsen, M. (2019, October 17). The fashion industry emits more carbon than
international flights and maritime shipping combined. Here are the biggest ways it impacts the
planet. Business Insider. Retrieved November 21, 2022, from
https://www.businessinsider.in/science/news/the-fashion-industry-emits-more-carbon-than-
international-flights-and-maritime-shipping-combined-here-are-the-biggest-ways-it-impacts-the-
planet-/articleshow/71640863.cms. 
McNeill, L., & Moore, R. (2015). Sustainable fashion consumption and the fast fashion
conundrum: fashionable consumers and attitudes to sustainability in clothing choice.
International Journal of Consumer Studies, 39(3), 212–222. 
Martins, A. (2019). Most consumers want sustainable products and packaging.
Businessnewsdaily.com. 
Montiel, I., & Delgado-Ceballos, J. (2014). Defining and measuring corporate sustainability: are
we there yet? Organization & Environment, 27(2), 113–139. 
Nerb, J., & Spada, H. (2001). Evaluation of environmental problems: a coherence model of
cognition and emotion. Cognition & Emotion, 15(4), 521–551. 
Newman, G. E., Gorlin, M., & Dhar, R. (2014). When going green backfires: how firm intentions
shape the evaluation of socially beneficial product enhancements. Journal of Consumer
Research, 41(3), 823–839. 
Nimse, S. B., Pal, D., & Kalyane, V. L. (2007). Ethical issues and challenges in contemporary
human resource management: a conceptual analysis. Journal of Management and Social
Sciences, 3(1), 47–56. 
OECD. (2002). Glossary of statistical terms. Retrieved from
https://stats.oecd.org/glossary/detail.asp?ID=2256. 
Oliveira, P., & Sullivan, A. (2008). Sustainability and its impact on brand value. Creating and
managing brand value. Interbrand. 
Onwezen, M. C., Bartels, J., & Antonides, G. (2014). Environmentally friendly consumer
choices: cultural differences in the self-regulatory function of anticipated pride and guilt. Journal
of Environmental Psychology, 40, 239–248. 
Park, H. J., & Lin, L. M. (2020). Exploring attitude–behavior gap in sustainable consumption:
comparison of recycled and upcycled fashion products. Journal of Business Research, 117,
623–628. 
Paul, J., Modi, A., & Patel, J. (2016). Predicting green product consumption using theory of
planned behavior and reasoned action. Journal of Retailing and Consumer Services, 29,
123–134. 
Perry, P., Hui-Miller, J.-A., Enerva, K., Prabha, A., Spencer, M., & Sharuddin, S. (2018, January
3). The environmental costs of Fast Fashion. Inside Retail. Retrieved November 21, 2022, from
https://insideretail.com.au/news/the-environmental-costs-of-fast-fashion-201801. 
Pebble Magazine. (2022) How your cheap clothes are costing the Earth. Pebble Magazine.
Retrieved November 21, 2022, from https://pebblemag.com/magazine/living/cheap-clothes-cost-
the-earth-river-blue-fast-fashion-doc.



Ramli, Y., Permana, D., Soelton, M., Hariani, S., & Yanuar, T. (2020). The implication of green
marketing that influence the customer awareness towards their purchase decision. Mix Jurnal
Ilmiah Manajemen, 10(3), 385–399. 
Reints, R. (2019). Consumers say they want more sustainable products. Now they have the
receipts to prove it. Fortune, November 5. 
Shannon, L. (2020). Consumer culture and the fashion industry: the power of marketing
communications. In: Vecchi, A. (ed.), Handbook of Research on Global Fashion Management
and Merchandising (pp. 26–46). IGI Global. 
Sheth, J. N., Sethia, N. K., & Srinivas, S. (2011). Mindful consumption: a customer-centric
approach to sustainability. Journal of the Academy of Marketing Science, 39(1), 21–39. 
Schoenherr, N. (2019, January 10). How fast fashion hurts environment, workers, society.
Phys.org. Retrieved November 21, 2022, from https://phys.org/news/2019-01-fast-fashion-
environment-workers-society.html. 
Schrank, H. (2004). Organic cotton moving into the mainstream. Ecological Agriculture Projects,
Sustainable Cotton Project, 4, 2–4. 
Skov, L. (2002). A review of sustainability principles in the clothing sector. Journal of Fashion
Marketing and Management, 6(3), 259–271. 
Soyer, M., & Dittrich, K. (2021). Sustainable consumer behavior in purchasing, using and
disposing of clothes. Sustainability, 13, 8333. 
Sustainability. (2018). Fast fashion quick to cause environmental havoc. Retrieved November
21, 2022, from https://sustainability.uq.edu.au/projects/recycling-and-waste-minimisation/fast-
fashion-quick-cause-environmental-havoc. 
Swim, J. K., Stern, P. C., Doherty, T. J., Clayton, S., Reser, J. P., Weber, E. U.,… & Howard, G.
S. (2011). Psychology’s contributions to understanding and addressing global climate change.
American Psychologist, 66(4), 241. 
Tokatli, N. (2008). Global sourcing: insights from the global clothing industry—the case of Zara,
a fast fashion retailer. Journal of Economic Geography, 8(1), 21–38. 
Tucker, I. (2019, June 23). The five: ways that fashion threatens the planet. The Guardian.
Retrieved November 21, 2022, from https://www.theguardian.com/fashion/2019/jun/23/five-
ways-fashion-damages-the-planet. 
Turban, D. B., & Greening, D. W. (1997). Corporate social performance and organizational
attractiveness to prospective employees. Academy of Management Journal, 40(3), 658–672. 
Vadakkepatt, G. G., Winterich, K. P., Mittal, V., Zinn, W., Beitelspacher, L., Aloysius, J.,… &
Reilman, J. (2021). Sustainable retailing. Journal of Retailing, 97(1), 62–80. 
Van Doorn, J., Risselada, H., & Verhoef, P. C. (2021). Does sustainability sell? The impact of
sustainability claims on the success of national brands’ new product introductions. Journal of
Business Research, 137, 182–193. 
Van Doorn, J., Verhoef, P. C., & Risselada, H. (2020). Sustainability claims and perceived
product quality: the moderating role of brand CSR. Sustainability, 12(9), 3711. 
Van Zomeren, M., Spears, R., & Leach, C. W. (2010). Experimental evidence for a dual
pathway model analysis of coping with the climate crisis. Journal of Environmental Psychology,
30(4), 339–346. 
Verbeke, W., & Ward, P. (2006). A fresh look at the strategic use of corporate social
responsibility. Academy of Management Perspectives, 20(1), 5–19. 
Wang, X., Pacho, F., Liu, J., & Kajungiro, R. (2019). Factors influencing organic food purchase
intention in developing countries and the moderating role of knowledge. Sustainability, 11(1),
209. 
Wang, J., & Wu, L. (2016). The impact of emotions on the intention of sustainable consumption
choices: evidence from a big city in an emerging country. Journal of Cleaner Production, 126,
325–336. 
Well Made Clothes. (2022, October 14). Retrieved November 21, 2022, from
https://www.wellmadeclothes.com.au/. 
www.ETRetail.com. (2019, January 12). Why fast fashion is bad for people and planet - et retail.
ETRetail.com. Retrieved November 21, 2022, from
https://retail.economictimes.indiatimes.com/news/apparel-fashion/apparel/why-fast-fashion-is-
bad-for-people-and-planet/67499987. 
Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: a means-end model
and synthesis of evidence. Journal of Marketing, 52(3), 2–22.



The Present and Future of the Luxury-Sustainability Paradox 
Achabou, M. A., & Dekhili, S. (2013). Luxury and sustainable development: Is there a match?
Journal of Business Research, 66(10), 1896–1903. 
Amatulli, C., De Angelis, M., Pino, G., & Guido, G. (2017). Unsustainable luxury and negative
word-of mouth: The role of shame and consumers’ cultural orientation. Advances in Consumer
Research, 45, 498. 
Athwal, N., Wells, V. K., Carrigan, M., & Henninger, C. E. (2019). Sustainable luxury marketing:
A synthesis and research agenda. International Journal of Management Reviews, 21(4),
405–426. 
Beckham, D., & Voyer, B. G. (2014). Can sustainability be luxurious? A mixed-method
investigation of implicit and explicit attitudes towards sustainable luxury consumption. In NA –
Advances in consumer research volume 42, eds. J. Cotte, & S. Wood. Association for
Consumer Research, Duluth, MN, pp. 245–250. 
Bianchi, C., & Birtwistle, G. (2012). Consumer clothing disposal behaviour: A comparative
study. International Journal of Consumer Studies, 36(3), 335–341. 
Bramley, E. V. (2019, May 23). Prada announces it is to go fur-free. The Guardian,
https://www.theguardian.com/fashion/2019/may/23/prada-announces-it-is-to-go-fur-free. 
Bray, J., Johns, N., & Kilburn, D. (2011). An exploratory study into the factors impeding ethical
consumption. Journal of Business Ethics, 98(4), 597–608. 
Brooks, A. (2019). Clothing poverty: The hidden world of fast fashion and second-hand clothes.
Zed Books, London. 
Cavender, R. (2018). The marketing of sustainability and CSR initiatives by luxury brands:
Cultural indicators, call to action, and framework. In Sustainability in luxury fashion business,
eds. C. K. Lo, & J. Ha-Brookshire. Springer, Singapore, pp. 29–49. 
Cervellon, M. C., & Shammas, L. (2013). The value of sustainable luxury in mature markets: A
customer-based approach. Journal of Corporate Citizenship, 52, 90–101. 
Cheah, I., Shimul, A. S., & Teah, M. (2022). Sustainability claim, environmental misconduct and
perceived hypocrisy in luxury branding. Spanish Journal of Marketing-ESIC (ahead-of-print).
https://doi.org/10.1108/SJME-02-2022-0012. 
Davies, I. A., Lee, Z., & Ahonkhai, I. (2012). Do consumers care about ethical- luxury? Journal
of Business Ethics, 106(1), 37–51. 
de Kerviler, G., Gentina, E., & Heuvinck, N. (2021). Research: How to position a luxury brand as
sustainable. Harvard Business Review. https://hbr.org/2021/09/research-how-to-position-a-
luxury-brand-as-sustainable. 
De Klerk, H. M., Kearns, M., & Redwood, M. (2018). Controversial fashion, ethical concerns and
environmentally significant behaviour: The case of the leather industry. International Journal of
Retail & Distribution Management, 47(1), 19–38. 
DeLeon, J. (2019). The new luxury: Defining the aspirational in the age of hype. Gestalten,
Berlin. 
DiPasquantonio, F., Jones, D., & Gianera, D. (2021, August). Sustainability as the ultimate
luxury: How realistic? Deutsche Bank Research. https://www.dbresearch.com/PROD/RPS_EN-
PROD/PROD0000000000519692/Q%26A_series%3A_Sustainability_as_the_ultimate_luxury%
3A.pdf?undefined&realload=uQk5Qmpj4YeykNBKuajEWlc4gdbbTuzzy8G0pqRe4wbVpV5xf9V
n2xSmeVXOc40U. 
Donato, C., Amatulli, C., & De Angelis, M. (2019). Responsible luxury development: A study on
luxury companies’ CSR, circular economy, and entrepreneurship. In Gardetti, M. & Muthu, S.
(Eds.), Sustainable luxury. Environmental footprints and eco-design of products and processes,
Springer, Singapore, pp. 21-–38. 
Ehrich, K. R., & Irwin, J. R. (2005). Willful ignorance in the request for product attribute
information. Journal of Marketing Research, 42(3), 266–277. 
Eisenberg, M. (2016). The luxury brand-building canvas. Proceedings of the Global Marketing
Conference, Hong Kong, 21–24 July. 
Feng, Y., Tong, X., & Zhu, Q. (2020). The market value of sustainable practices in the luxury
industry: An identity mismatch and institutional theoretical perspective. Transportation Research
Part E: Logistics and Transportation Review, 137, 101919. 
Fernie, J., & Sparks, L. (Eds.). (2018). Logistics and retail management: Emerging issues and
new challenges in the retail supply chain. Kogan page publishers, London.



Freire, A. N., & Loussaïef, L. (2018). When advertising highlights the binomial identity values of
luxury and CSR principles: The examples of Louis Vuitton and Hermès. Corporate Social
Responsibility and Environmental Management, 25(4), 565–582. 
Gam, H. J., Cao, H., Farr, C., & Kang, M. (2010). Quest for the eco-apparel market: A study of
mothers’ willingness to purchase organic cotton clothing for their children. International Journal
of Consumer Studies, 34(6), 648–656. 
Grasso, M. M., McEnally, M., Widdows, R., & Herr, D. G. (2000). Consumer behavior toward
recycled textile products. Journal of the Textile Institute, 91(2), 94–106. 
Han, J., Seo, Y., & Ko, E. (2017). Staging luxury experiences for understanding sustainable
fashion consumption: A balance theory application. Journal of Business Research, 74,
162–167. 
Heerde, L. V. (2018). Luxury brands moving to sustainability. Luxiders.
https://luxiders.com/luxury-brands-moving-sustainability/. 
IHG (2015). IHG Green Engage™ system, Available at: www.ihgplc.com/index.asp?pageid_742
(accessed 28 September 2019). 
Jang, J., Ko, E., Chun, E., & Lee, E. (2012). A study of a social content model for sustainable
development in the fast fashion industry. Journal of Global Fashion Marketing, 3(2), 61–70. 
Janssen, C., Vanhamme, J., & Leblanc, S. (2017). Should luxury brands say it out loud? Brand
conspicuousness and consumer perceptions of responsible luxury. Journal of Business
Research, 77, 167–174. 
Janssen, C., Vanhamme, J., Lindgreen, A., & Lefebvre, C. (2014). The Catch-22 of responsible
luxury: Effects of luxury product characteristics on consumers’ perception of fit with corporate
social responsibility. Journal of Business Ethics, 119(1), 45–57. 
Jones, C. (2018). Coach follows Burberry, Versace, Gucci and Hugo Boss, pledging to go fur-
free. USA Today, October 23. https://www.usatoday.com/story/money/2018/10/23/coach-
follows-burberry-versace-gucci-saying-go-fur-free/1743788002/. 
Kapferer, J. N. (1998). Why are we seduced by luxury brands? Journal of Brand Management,
6(1), 44–49. 
Kapferer, J.-N. (2012). The new strategic brand management: Advanced insights and strategic
thinking. Kogan Page Publishers, London. 
Kapferer, J. N., & Michaut-Denizeau, A. (2014). Is luxury compatible with sustainability? Luxury
consumers’ viewpoint. Journal of Brand Management, 21(1), 1–22. 
Kapferer, J. N., & Michaut-Denizeau, A. (2020). Are millennials really more sensitive to
sustainable luxury? A cross-generational international comparison of sustainability
consciousness when buying luxury. Journal of Brand Management, 27(1), 35–47. 
Kim, J., Park, J., & Septianto, F. (2022). The impact of socioeconomic status on preferences for
sustainable luxury brands. Psychology & Marketing, 39(8), 1563–1578. 
Kumagai, K., & Nagasawa, N. (2020). Brand evaluation based on sustainable products: The
effect of perceived risk, brand trust, and luxury. Proceedings of the 33th Biannual Meeting of the
Association of Product Development and Management, Article No. 3. 
Kunz, J., May, S., & Schmidt, H. J. (2020). Sustainable luxury: Current status and perspectives
for future research. Business Research, 13(2), 541–601. 
Line, N. D., & Hanks, L. (2016). The effects of environmental and luxury beliefs on intention to
patronize green hotels: the moderating effect of destination image. Journal of Sustainable
Tourism, 24(6), 904–925. 
Mueller-Hirth, N. (2017). Business and social peace processes: How can insights from post-
conflict studies help CSR to address peace and reconciliation? In Vertigans, S. & Idowu, S.
(Eds.), Corporate social responsibility. Springer, Cham, pp. 137–153. 
Muniz, F., & Guzmán, F. (2021). Overcoming the conflicting values of luxury branding and CSR
by leveraging celebrity endorsements to build brand equity. Journal of Brand Management,
28(3), 347–358. 
Niinimäki, K., & Hassi, L. (2011). Emerging design strategies in sustainable production and
consumption of textiles and clothing. Journal of Cleaner Production, 19(16), 1876–1883. 
O'Connor, T. (2018). Stella McCartney announces UN charter for sustainable fashion. Business
of Fashion. https://www.businessoffashion.com/articles/sustainability/stella-mccartney-
announces-un-charter-for-sustainable-fashion/. 
Osburg, V. S., Davies, I., Yoganathan, V., & McLeay, F. (2021). Perspectives, opportunities and
tensions in ethical and sustainable luxury: Introduction to the thematic symposium. Journal of



Business Ethics, 169(2), 201–210. 
Paton, E. (2018). Burberry to stop burning clothes and other goods it can’t sell. New York
Times. 
Peng, N., & Chen, A. (2019). Luxury hotels going green–the antecedents and consequences of
consumer hesitation. Journal of Sustainable Tourism, 27(9), 1374–1392. 
Petersen, F. E., & Wilcox, K. (2016). Education, liberalism and consumers’ response to luxury
brands. Advances in Consumer Research, 44, 589. 
Pinto, D. C., Herter, M. M., Gonçalves, D., & Sayin, E. (2019). Can luxury brands be ethical?
Reducing the sophistication liability of luxury brands. Journal of Cleaner Production, 233,
1366–1376. 
Quach, S., Septianto, F., Thaichon, P., & Nasution, R. A. (2022). The role of art infusion in
enhancing pro-environmental luxury brand advertising. Journal of Retailing and Consumer
Services, 64, 102780. 
Rapp, J. M., & Mikeska, J. G. (2014). Doing harm while attempting good: A critical eye on
corporate social responsibility. In Hill, R.P. & Langan, R. (Eds.), Handbook of research on
marketing and corporate social responsibility. Edward Elgar Publishing, pp. 381–396. 
Rugimbana, R., Quazi, A., & Keating, B. (2008). Applying a consumer perceptual measure of
corporate social responsibility: A regional Australian perspective. Journal of Corporate
Citizenship, 29, 61–74. 
Sengabira, C. N., Septianto, F., & Northey, G. (2020). Committed to help: The effects of
frequency of corporate donations on luxury brand evaluations. Asia Pacific Journal of Marketing
and Logistics, 32(3), 681–694. 
Septianto, F., Kemper, J., & Northey, G. (2021). Slogans with negations’ effect on sustainable
luxury brand. Australasian Marketing Journal. https://doi.org/10.1177/18393349211046633. 
Steinhart, Y., Ayalon, O., & Puterman, H. (2013). The effect of an environmental claim on
consumers’ perceptions about luxury and utilitarian products. Journal of Cleaner Production, 53,
277–286. 
Teah, K., Sung, B., & Phau, I. (2021). CSR motives on situational scepticism towards luxury
brands. Marketing Intelligence & Planning, 40(1), 1–17. 
Thevenon, O., & Edmonds, E. (2019). Child labour: Causes, consequences and policies to
tackle it. OECD Social, Employment and Migration Working Papers No. 235.
www.oecd.org/els/workingpapers. Accessed 16 December 2022. 
Towers, N., Perry, P., & Chen, R. (2013). Corporate social responsibility in luxury manufacturer
supply chains: An exploratory investigation of a Scottish cashmere garment manufacturer.
International Journal of Retail & Distribution Management, 41(11/12), 961–972. 
Vigneron, F., & Johnson, L. W. (2004). Measuring perceptions of brand luxury. Journal of Brand
Management, 11(6), 484–506. 
Wang, P., Kuah, A. T., Lu, Q., Wong, C., Thirumaran, K., Adegbite, E., & Kendall, W. (2021).
The impact of value perceptions on purchase intention of sustainable luxury brands in China
and the UK. Journal of Brand Management, 28(3), 325–346. 
Wiedmann, K. P., Hennigs, N., & Siebels, A. (2009). Value-based segmentation of luxury
consumption behavior. Psychology & Marketing, 26(7), 625–651. 
Wolfe, I. (2018). How ethical is Stella McCartney? Good on You, July 23.
https://goodonyou.eco/how-ethical-is-stella-mccartney/. 
Wong, J. Y., & Dhanesh, G. S. (2017). Corporate social responsibility (CSR) for ethical
corporate identity management: Framing CSR as a tool for managing the CSR-luxury paradox
online. Corporate Communications: An International Journal, 22(4), 420–439. 
Xiao, J. J., & Li, H. (2011). Sustainable consumption and life satisfaction. Social Indicators
Research, 104(2), 323–329. 

 
Localized Luxury and Luxury Marketing 
Ahuvia, A. C., 2005. Beyond the extended self: Loved objects and consumers’ identity
narratives. J. Consum. Res. 32(1), 171–184. 
Algharabat, R., Rana, N. P., Alalwan, A. A., Baabdullah, A., Gupta, A., 2020. Investigating the
antecedents of customer brand engagement and consumer-based brand equity in social media.



J. Retail. Consum. Serv. 53, 101767. 
Arnould, E. J., Thompson, C. J., 2005. Consumer culture theory (CCT): Twenty years of
research. J. Consum. Res. 31(4), 868–882. 
Askegaard, S., Linnet, J. T., 2011. Towards an epistemology of consumer culture theory:
Phenomenology and the context of context. Market. Theo. 11(4), 381–404. 
Baptista, E., 2018. A weekend in Maotai: Inside the bizarre cult of China’s most notorious liquor.
Available at: https://radiichina.com/a-weekend-in-maotai-inside-the-bizarre-cult-of-chinas-most-
notorious-liquor/ (accessed 20 June 2019). 
BBC News, 2019. Racist D&G ad: Chinese model says campaign almost ruined career.
Available at: https://www.bbc.com/news/world-asia-china-46968750 (accessed 12 August
2020). 
Berthon, P., Pitt, L., Parent, M., Berthon, J., 2009. Aesthetics and ephemerality: Observing and
preserving the luxury brand. California Manag. Rev. 52(1), 45–66. 
Boado, C., 2012. Importance of silk. Art of silk. Available at:
https://www.artofsilk.com/blogs/news/6565365-importance-of-silk#.XRlsLIVOKUk (accessed 20
June 2019). 
Butt, R., Roberts, A., 2014. Prada falls most in 17 months as revenue growth slows in Asia.
Bloomberg. Available at: https://www.bloomberg.com/news/2014-02-12/prade-full-year-sales-
climb-9-boosted-by-asia-america-demand.html (accessed 12 August 2020). 
Catalin, M. C., Andreea, P., 2014. Brands as a mean of consumer self-expression and desired
personal lifestyle. Pro-Soc. Behav. Sci. 109, 103–107. 
Christies, 2018. Collecting guide: Moutai, China’s ‘national liquor’. Available at:
https://www.christies.com/features/Maotai-collecting-guide-Chinas-national-liquor-9335-1.aspx
(accessed 21 June 2019). 
Christodoulides, G., Michaelidou, N., Li, C. H., 2009. Measuring perceived brand luxury: An
evaluation of the BLI scale. J. Brand. Manag. 16(5–6), 395–405. 
CNBC, 2022. China’s consumers spent $73.6 billion on luxury goods at home last year, up 36%
from 2020. Available at: https://www.cnbc.com/2022/01/24/chinas-consumers-spent-73point6-
billion-on-luxury-goods-at-home-in-2021.html (accessed 11 June 2022). 
Danziger, P. N., 2020. Largest luxury market by 2025, but American brands may miss out.
Available at: https://www.forbes.com/sites/pamdanziger/2020/11/22/china-is-headed-to-be-the-
worlds-largest-luxury-market-by-2025-but-american-brands-may-miss-out/?sh=6b08fae96a3b
(accessed 12 June 2021). 
De Barnier, V., Rodina, I., & Valette-Florence, P., 2006. Which luxury perceptions affect most
consumer purchase behavior? A cross-cultural exploratory study in France, the United Kingdom
and Russia. Proceedings des Congrés Paris-Venise des Tendences Marketing, Paris, 2(3),
8–17. 
Deloitte Consulting, 2021. Global power of luxury goods 2021. Deloitte Consulting. Available at:
https://www2.deloitte.com/content/dam/Deloitte/at/Documents/consumer-business/at-global-
powers-luxury-goods-2020.pdf (accessed 11 June 2022). 
Eckhardt, G. M., Belk, R. W., Wilson, J. A., 2015. The rise of inconspicuous consumption. J.
Mark. Manag. 31(7–8), 807–826. 
Farquhar, J. D., 2012. Case study research for business. New York: Sage. 
Fogel, J. A., 2010. The recent boom in Shanghai studies. J. His. Ideas. 71(2), 313–333. 
Hamelin, N., Thaichon, P., 2016. Consumer motives and impact of western media on the
Moroccan luxury buyer. J. Retail. Consum. Serv. 32, 164–170. 
Han, Y. J., Nunes, J. C., & Drèze, X., 2010. Signaling status with luxury goods: The role of
brand prominence. J. Mark. 74(4), 15–30. 
Heine, K., Gutsatz, M., 2015. Luxury brand building in China: Eight case studies and eight
lessons learned. J. Brand Manag. 22(3), 229–245. 
Hofstede, G., 2001. Culture’s consequences: Comparing values, behaviours, institutions and
organizations across nations (2nd ed.). Thousand Oaks, CA: Sage. 
Hsu, T., Lucas, A., Qiu, Z., Li, M., Yu, Q., 2014. Exploring the Chinese gem and jewellery
industry. Gems. Gemo. 50(1), 1–29. 
Hyun, H., Thavisay, T., Lee, S. H., 2021. Enhancing the role of flow experience in social media
usage and its impact on shopping. J. Retail. Consum. Serv. 65(3), 102492. 
Jinkins, D., 2016. Conspicuous consumption in the United States and China. J. Econ. Behav &
Organ. 127, 115–132.



Kajornboon, A. B., 2005. Using interviews as research instruments. Edu. J. Res. Teachers. 2(1),
1–9. 
Kleine III, R. E., Kleine, S. S., Kernan, J. B., 1993. Mundane consumption and the self: A social
identity perspective. J. Consum. Psycho. 2(3), 209–235. 
Ko, E., Costello, J. P., Taylor, C. R., 2019. What is a luxury brand? A new definition and review
of the literature. J. Bus. Res. 99, 405–413. 
Kuang-Peng, H., Annie, H. C., Peng, N., Hackley, C., Rungpaka, A. T., Chun-Lun, C., 2011.
Antecedents of luxury brand purchase intention. The. J. Product. Brand Manag. 20(6), 457–467. 
Lao Feng Xiang, 2017. China’s oldest jewellery company: Lao Feng Xiang. Available at:
http://lfxjewelry.ca/2017/06/chinas-oldest-jewellery-company-lao-feng-xiang/ (accessed 20 June
2019). 
Li, G., Li, G., Kambele, Z., 2012. Luxury fashion brand consumers in China: Perceived value,
fashion lifestyle, and willingness to pay. J. Bus. Res. Special Iss. Fash. Mark. Luxury Brands.
65(10), 1516–1522. 
Li, N., Robson, A., Coates, N., 2014. Luxury brand commitment: A study of Chinese consumers.
Mark. Intell & Planning. 32(7), 769–793. 
Liang, Y., Ghosh, S., Oe, H., 2017. Chinese consumers’ luxury value perceptions - A
conceptual model. Qualitative. Mark. Res. 20(2), 247–262. 
Lin, Y. C. J., 2011. Fake stuff: China and the rise of counterfeit goods. London: Routledge. 
Oyserman, D., 2009. Identity-based motivation and consumer behavior. J. Consum. Psycho.
19(3), 276–279. 
Pino, G., Amatulli, C., Peluso, A. M., Nataraajan, R., Guido, G., 2019. Brand prominence and
social status in luxury consumption: A comparison of emerging and mature markets. J. Retail.
Consum. Serv. 46, 163–172. 
Reed, M., 2016. The mogao caves as cultural embassies. Available at:
https://bulletin.hds.harvard.edu/the-mogao-caves-as-cultural-embassies/ (accessed 20 June
2019). 
Rovai, S., 2016. Chinese luxury brands: The new creative phase and identity in the local market
in luxury the Chinese way (pp. 134–144). London: Palgrave Macmillan. 
Schmitt, B., 2012. The consumer psychology of brands. J. Consum. Psychol. 22(1), 7–17. 
Schroeder, J., Borgerson, J., Wu, Z., 2017. A brand culture approach to Chinese cultural
heritage brands. London: Palgrave Macmillan. 
Schuiling, I., Kapferer, J. N., 2004. Executive insights: real differences between local and
international brands: Strategic implications for international marketers. J. Int. Mark. 12(4),
97–112. 
Seo, Y., Buchanan-Oliver, M., & Cruz, A. G. B., 2015. Luxury brand markets as confluences of
multiple cultural beliefs. Int. Mark. Rev. 32(2), 141–159. 
Steenkamp, J. B. E., 2019. Global versus local consumer culture: Theory, measurement, and
future research directions. J. Int. Mark. 27(1), 1–19. 
Steenkamp, J. B. E., Batra, R., Alden, D. L., 2003. How perceived brand globalness creates
brand value. J. Int. Bus. Studies. 34(1), 53–65. 
Sun, Z. J., Hsing, I. T., Liu, C. Y., Lu, P., Tseng, L. L. Y., Hong, Y., Zhang, Z. Y., 2017. Age of
empires: Art of the Qin and Han dynasties. New York: Metropolitan Museum of Art. 
Thaichon, P., Quach, S., 2016. Dark motives-counterfeit purchase framework: Internal and
external motives behind counterfeit purchase via digital platforms. J. Retail. Consum. Serv. 33,
82–91. 
Vogel, C., 2014. Phoenixes rise in China and float in New York. Available at:
https://www.nytimes.com/2014/02/15/arts/design/xu-bing-installs-his-sculptures-at-st-john-the-
divine.html (accessed 21 June 2019). 
Vogue, C., 2022. Shang Xia. Available at: https://www.vogue.com/fashion-shows/fall-2022-
ready-to-wear/shang-xia (accessed 11 June 2022). 
Waltersdorfer, G., Gericke, K., Blessing, L., 2015. Designing meaning to change consumer
behaviour: An exploration. In: Chakrabarti, A. (ed.). ICoRD’15-research into design across
boundaries volume 1 (pp. 341–351). New Delhi: Springer. 
Walley, K., Li, C., 2015. The market for luxury brands in China: Insight based on a study of
consumer’s perceptions in Beijing. J. Brand Manag. 22(3), 246–260. 
Wang, Y., 2017. How China’s Kweichow Moutai is intoxicating liquor market. Available at:
https://www.forbes.com/sites/ywang/2017/04/13/how-chinas-kweichow-moutai-is-intoxicating-



liquor-market/?sh=93d529626e44 (accessed 12 June 2019). 
Wang, C. L., Lin, X., 2009. Migration of Chinese consumption values: Traditions, modernization,
and cultural renaissance. J. Bus. Ethics. 88(3), 399–409. 
Wang, Y., Sun, S., Song, Y., 2011. Chinese luxury consumers: Motivation, attitude and
behavior. J. Promo. Manag. 17(3), 345–359. 
White, K., Argo, J. J., 2009. Social identity threat and consumer preferences. J. Consum.
Psycho. 19(3), 313–325. 
Wiedmann K. P., Hennigs, N., Siebels, A., 2007. Measuring consumers’ luxury value
perception: A cross-cultural framework. Acad. Mark. Sci. Rev. 11, 1–21. 
Wong, N. Y., Ahuvia, A. C., 1998. Personal taste and family face: Luxury consumption in
Confucian and Western societies. Psycho & Mark. 15(5), 423–441. 
Wu, Z., Luo, J., Schroeder, J. E., Borgerson, J. L., 2017. Forms of inconspicuous consumption:
What drives inconspicuous luxury consumption in China? Mark. Theory. 17(4), 491–516. 
Yiu, E., 2017. Chinese Valentine’s Day boosts gold sales by 13pc in third quarter. South China
Morning Post. Available at:
https://www.scmp.com/business/commodities/article/2119174/chinese-valentines-day-boosts-
gold-sales-13pc-third-quarter (accessed 22 June 2019). 
Yin, R. K., 2003. Designing case studies. Qual. Res. Methods. 5, 359–386. 
Yu, S., 2016. Luxury consumption motivations of the younger generation in Wuhan, China.
Available at: https://core.ac.uk/download/pdf/80992456.pdf (accessed 10 September 2020). 
Yu, S., Hu, Y., 2020. When luxury brands meet China: The effect of localized celebrity
endorsements in social media marketing. J. Retail. Consum. Serv. 54, 102010. 
Zaidah, Z., 2007. Case study as a research method. Jurnal Kemanusiaan, 9, 1–6. 
Zhan, L., He, Y., 2012. Understanding luxury consumption in China: Consumer perceptions of
best-known brands. J. Bus. Res. 65(10), 1452–1460. 
Zhang, B., & Kim, J. H., 2013. Luxury fashion consumption in China: Factors affecting attitude
and purchase intent. J. Retail. Consum. Serv. 20(1), 68–79. 
Zhou, L., Hui, M. K., 2003. Symbolic value of foreign products in the People’s Republic of
China. J. Int. Mark. 11(2), 36–58. 

 
Luxury Marketing within a Chinese Consumers' Perspective 
Ahuvia, A. C., 2005. Beyond the extended self: Loved objects and consumers’ identity
narratives. J. Consum. Res. 32(1), 171–184. 
Atwal, G., Williams, A., 2009. Luxury brand marketing – The experience is everything! J. Brand.
Manag. 16(5–6), 338–346. 
Berthon, P., Pitt, L., Parent, M., Berthon, J., 2009. Aesthetics and ephemerality: Observing and
preserving the luxury brand. California Manag. Rev. 52(1), 45–66. 
Bian, X., Veloutsou, C., 2017. Consumers’ attitudes regarding non-deceptive counterfeit brands
in the UK and China. In Balmer, J. M.T. & Chen, W. (eds.), Advances in Chinese brand
management (pp. 331–350). Palgrave Macmillan, London. 
Burmann, C., Jost-Benz, M., Riley, N., 2009. Towards an identity-based brand equity model. J.
Bus. Res. 62, 390–397. 
Cheah, J. H., Waller, D., Thaichon, P., Ting, H., Lim, X. J., 2020. Price image and the
sugrophobia effect on luxury retail purchase intention. J. Retail. Consum. Serv. 57, 102188. 
Danziger, P. N., 2020. Largest luxury market by 2025, but American brands may miss out.
Available at: https://www.forbes.com/sites/pamdanziger/2020/11/22/china-is-headed-to-be-the-
worlds-largest-luxury-market-by-2025-but-american-brands-may-miss-out/?sh=6b08fae96a3b
(accessed 12 June 2021). 
Deloitte Consulting, 2021. Global power of luxury goods 2021. Deloitte Consulting. Available at:
https://www2.deloitte.com/content/dam/Deloitte/at/Documents/consumer-business/at-global-
powers-luxury-goods-2020.pdf (accessed 11 June 2022). 
Desmet, P. M., Hekkert, P., 2007. Framework of product experience. Inter. J. Des. 1(1), 57–66. 
Eckhardt, G. M., Belk, R. W., Wilson, J. A., 2015. The rise of inconspicuous consumption. J.
Mark. Manag. 31(7–8), 807–826.



Fairchild, A. J., Horst, S. J., Finney, S. J., Barron, K. E., 2005. Evaluating existing and new
validity evidence for the Academic Motivation Scale. Contem. Edu. Psycho. 30(3), 331–358. 
Hayes, A. F. 2018. Partial, conditional, and moderated moderated mediation: Quantification,
inference, and interpretation. Comm. Monographs. 85(1), 4–40. 
Heine, K., Gutsatz, M., 2015. Luxury brand building in China: Eight case studies and eight
lessons learned. J. Brand Manag. 22(3), 229–245. 
Hemetsberger, A., Von Wallpach, S., Bauer, M., 2012. Because I’m worth it-luxury and the
construction of consumers’ selves. ACR. North. Am. Adv. 40, 483–489. 
Herman, S., 2022. US says China remains global top source of counterfeit goods. Available at:
https://www.voanews.com/a/us-says-china-remains-global-top-source-of-counterfeit-
goods/6446528.html (accessed 11 June 2022). 
Jin, T., Prentice, C., Shao, W., 2021. Identifying antecedent conditions for luxury brand
purchase. J. Rtl. Consum. Serv. 60, 102466. 
Kapferer, J. N., 2014. The future of luxury: Challenges and opportunities. J. Brand Manag.
21(9), 716–726. 
Kapferer, J. N., 2015. Kapferer on luxury: How luxury brands can grow yet remain rare. Kogan
Page Publishers, London. 
Kapferer, J. N., Bastien, V., 2009. The specificity of luxury management: Turning marketing
upside down. J. Brand. Manag. 16(5/6), 311–322. 
Kim, B. D., Sullivan, M. W., 1998. The effect of parent brand experience online extension trial
and repeat purchase. Mark. Letters. 9(2), 181–193. 
Kim, K.-H., Park, D. B., 2016. Relationships among perceived value, satisfaction, and loyalty:
Community-based ecotourism in Korea. J. Travel & Tourism Mark. 34(2), 171–191. 
Li, G., Li, G., Kambele, Z., 2012. Luxury fashion brand consumers in China: Perceived value,
fashion lifestyle, and willingness to pay. J. Bus. Res. Special Iss. Fash. Mark. Luxury Brands.
65(10), 1516–1522. 
Lin, Y. C. J., 2011. Fake stuff: China and the rise of counterfeit goods. Routledge, London. 
Mittal, B., 2006. I, me, and mine—How products become consumers’ extended selves. J.
Consum. Behav: An Inter. Res. Rev. 5(6), 550–562. 
Ngo, L. V., Northey, G., Tran, Q., Septianto, F., 2020. The Devil might wear Prada, but
Narcissus wears counterfeit Gucci! How social adjustive functions influence counterfeit luxury
purchases. J. Retail. Consum. Serv. 52, 1–7. 
Nia, A., Zaichkowsky, J. L., 2000. Do counterfeits devalue the ownership of luxury brands? J.
Product. Brand Manag. 9(7), 485–497. 
Parasuraman, A., Grewal, D., 2000. The impact of technology on the quality-value loyalty
Chain: A research agenda. J. Acad. Mark. Sci. 28(1), 168–174. 
Park, J., Hyun, H., Thavisay, T., 2021. A study of antecedents and outcomes of social media
WOM towards luxury brand purchase intention. J. Retail. Consum. Serv. 58, 102272. 
Perez, M. E., Castaño, R., Quintanilla, C. (2010). Constructing identity through the consumption
of counterfeit luxury goods. Qual. Mark. Res.: An Int. J. 12(3), 219–253. 
Phau, I., Leng, Y. S., 2008. Attitudes toward domestic and foreign luxury brand apparel: A
comparison between status and non status seeking teenagers. J. Fash. Market. Manag: An
Inter. J. 12(1), 68–89. 
Phau, I., Teah, M., 2009. Devil wears (counterfeit) Prada: A study of antecedents and outcomes
of attitudes towards counterfeits of luxury brands. J. Consum. Market. 26(1), 15–27. 
Pope, J. A., Koch, B. J., Tremain Koch, P., 2020. Choosing between genuine luxury products
and counterfeits in China. J. Asia. Pacific. Bus. 21(4), 246–270. 
Ramaseshan, B., Stein, A., 2014. Connecting the dots between brand experience and brand
loyalty: The mediating role of brand personality and brand relationships. J. Brand Mang. 21(7),
664–683. 
Rochberg-Halton, E., 1979. The meaning of personal art objects. In Zuzanek, J. (ed.), Social
research and cultural policy (pp. 155–181). Otium Publications, Waterloo, ON. 
Roy, R., Chau, R., 2011. Consumer-based brand equity and status-seeking motivation for a
global versus local brand. Asia. Pac. J. Market. Log. 23(3), 270–284. 
Ryan, R. M., Deci, E. L., 2000. Intrinsic and extrinsic motivations: Classic definitions and new
directions. Contem. Edu. Psycho. 25(1), 54–67. 
Schroeder, J., Borgerson, J., Wu, Z., 2017. A brand culture approach to Chinese cultural
heritage brands. Palgrave Macmillan, London.



Shankar, A., Jain, S., 2021. Factors affecting luxury consumers’ webrooming intention: A
moderated-mediation approach. J. Retail. Consum. Serv. 58, 102306. 
Shao, W., Grace, D., Ross, M., 2019a. Consumer motivation and luxury consumption: Testing
moderating effects. J. Retail. Consum. Serv. 46, 33–44. 
Shao, W., Grace, D., Ross, M., 2019b. Investigating brand visibility in luxury consumption. J.
Retail. Consum. Serv. 49, 357–370. 
Sharma, P., Chan, R. Y. K., 2017. Exploring the role of attitudinal functions in counterfeit
purchase behavior via an extended conceptual framework. Psycho & Mark. 34(3), 294–308. 
Sheth, J. N., Newman, B. I., Gross, B. L., 1991. Why we buy what we buy: A theory of
consumption values. J. Bus. Res. 22(2), 159–170. 
Shukla, P., Purani, K., 2012. Comparing the importance of luxury value perceptions in cross
national contexts. J. Bus. Res. Special. Iss. Fash. Mark. Luxury Brands. 65(10), 1417–1424. 
Thaichon, P., Quach, S., 2016. Dark motives-counterfeit purchase framework: Internal and
external motives behind counterfeit purchase via digital platforms. J. Retail. Consum. Serv. 33,
82–91. 
Tynan, C., McKechnie, S., Chhuon, C., 2010. Co-creating value for luxury brands. J. Bus. Res.
63(11), 1156–1163. 
Vigneron, F., Johnson, L. W., 1999. A review and a conceptual framework of prestige-seeking
consumer behavior. Acad. Mark. Scie. Rev. 1, 1–14. 
Vigneron, F., Johnson, L. W., 2004. Measuring perceptions of brand luxury. J. Brand Manag.
11(6), 484–506. 
Walker, C. O., Greene, B. A., Mansell, R. A., 2006. Identification with academics,
intrinsic/extrinsic motivation, and self-efficacy as predictors of cognitive engagement. Learn.
Indiv Differ. 16(1), 1–12. 
Walley, K., Li, C., 2015. The market for luxury brands in China: Insight based on a study of
consumer’s perceptions in Beijing. J. Brand Manag. 22(3), 246–260. 
Wang, Y., Sun, S., Song, Y., 2011. Chinese luxury consumers: Motivation, attitude and
behavior. J. Promo. Manag. 17(3), 345–359. 
Wiedmann, K. P., Hennigs, N., Siebels, A., 2007. Measuring consumers’ luxury value
perception: A cross-cultural framework. Acad. Mark. Sci. Rev. 11, 1–21. 
Wiedmann, K. P., Hennigs, N., Siebels, A., 2009. Value-based segmentation of luxury
consumption behavior. Psycho & Mark. 26(7), 625–651. 
Wilcox, K., Kim, H. M., Sen, S., 2009. Why do consumers buy counterfeit luxury brands? J.
Mark. Res. 46(2), 247–259. 
Wu, Z., Luo, J., Schroeder, J. E., Borgerson, J. L., 2017. Forms of inconspicuous consumption:
What drives inconspicuous luxury consumption in China? Mark. Theory. 17(4), 491–516. 
Zhan, L., He, Y., 2012. Understanding luxury consumption in China: Consumer perceptions of
best-known brands. J. Bus. Res. 65(10), 1452–1460. 

 


