
Introduction: Luxury Brand Management
Insights and Opportunities

Joachim Kernstock, Tim Oliver Brexendorf
and Shaun M. Powell

The luxury industry is large, complex and very competitive and one that
has flourished significantly in the past couple of decades (Okonkwo,
2009a; Ko et al., 2016). Luxury was once known as a quiet industry that
was driven by product excellence and managed by families. Its value
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proposition was made up of a mix of high-quality products, brand
heritage, unique knowledge, exclusivity, personalisation of services, and
bespoke communications fused with long-term relationships with
selected clientele and categorised by high prices and prestigious physical
stores (Kapferer, 2014). Most of the above is still relevant and true for
the luxury industry, but nowadays much of the industry is driven by
large conglomerates. The economic concentration is increasing with the
top ten of the largest companies accounting for more than 50 percent of
all revenues in the luxury industry (Deloitte, 2016). From a research
perspective manuscripts on luxury brand management have proven to be
historically popular amongst the readership of the Journal of Brand
Management (Powell, 2014), and the areas continuing importance
further reinforced in recent years (Brexendorf et al., 2014; Kapferer,
2014).

We start our introduction by taking the corporate brand manage-
ment perspective and provide insights into the largest luxury corpo-
rates. We then present an overview of some of the very latest
research coming to the fore in luxury brand management and con-
clude by providing an orientation for the remainder of this book and
chapters.

The Luxury Industry

First we will give an overview of what is considered as the luxury
industry. We follow the corporate brand perspective by analysing the
largest brand conglomerates within the luxury industry. Different rank-
ings are used by selecting the top ten corporates. Sometimes ‘luxury’
corporates are mixed with fashion companies. Ralph Lauren
Corporation, for example, is often included in the luxury industry
rankings. We excluded corporates focussing on fashion only and are
following the more exclusive definition provided by Kapferer (2014,
p. 717) who discusses luxury as ‘a concept, an industry and a very
specific strategy’. The manuscripts in this advanced collection book
each conform to this view on the luxury industry and their brands (see
also Chapter ‘The End of Luxury as We Knew It’ in this book).
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While analysing the corporate brands of the most prominent in the
luxury industry we present a description of the corporate self, the
mission and vision statement, if existing, and the corporate brand values
(see Table 1). Summarising some of the lessons learned from our
analysis, the major corporates of the luxury brand industry identify
themselves as ‘leaders’ and acting ‘globally’. The aspiration of ‘innova-
tion’ (Rolex) and ‘craftsmanship’ (Hèrmes) are still there but not in the
centre core of all top ten luxury corporates.

Missions and visions reflect as generally acting within the spirit of
entrepreneurs (LVMH) or in the footprint of the founder (Estée
Lauder). More importantly, reflecting the relationship to the customer,
all top ten luxury corporates are emphasising a specific relationship to
their clients, which provides the purchase of a luxury product. As
LVMH points out the ambition to refine art de vivre, as centre to the
mission of luxury.

The corporate brand values are composed of ‘craftsmanship’, ‘inno-
vative aspiration’, and ‘entrepreneurial spirit and creativity’ as typical for
the luxury industry. Additionally, we also find more corporate-oriented
values like ‘learning culture’, ‘responsibility’ or ‘quest for excellence’,
‘trustworthiness’, ‘long-term success’, and ‘authenticity’. Most of the top
luxury conglomerates are operating several luxury brands or a luxury
brand portfolio, acting independently from each other. Please find the
most popular luxury brands delineated in Table 1.

The overview provided in Table 1 serves as an industry snapshot in
2016. Comparing this list of brands with previous year’s, readers might
perceive that there has not been much change occurring in the luxury
industry. Nonetheless, luxury brands are facing challenges on the pro-
duct brand level.

Consumer Luxury Brand Perceptions

There is a limited understanding of consumer perceptions toward luxury
brands. Gaining a better understanding of the consumer behaviour
towards luxury brands is of tremendous importance for building, mana-
ging and sustaining luxury brands. Several major trends have changed
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the landscape for luxury brands. Recently emerging issues relate to
luxury, uniqueness and rarity. As highlighted by Kapferer and Bastien
(2009, p. 316) for luxury brands ‘being unique is what counts, not any
comparison with a competitor’. Luxury brand managers also ‘want to
know what are the levers of the desire today for their brands, beyond
rarity, on which they need to capitalize. How to compensate the loss of
rarity and the diluting effects of the higher penetration resulting from
their growth made through sales of accessories and second lines, more
accessible’ (Kapferer and Valette-Florence, 2016, p. 121).

Individual luxury perceptions. Cristini et al. (2017) have further dis-
cussed that the meaning of luxury is complex with more than one mean-
ing depending on the context. Additionally, Kapferer and Laurent (2016)
have identified a high diversity of luxury consumers and therefore ‘luxury
is in the eye of the consumer’ (p. 339). Hence future research needs to
investigate consumers’ own perceptions based on their own definition of
luxury to help luxury managers better decide which segment to target.

Luxury vs. non-luxury brands. Despite its growing importance, little is
known about how consumers perceive luxury brands versus non-luxury
brands. What are the similarities and differences to non-luxury brands?
Especially important is the distinction between luxury brands and pre-
mium brands and what influences their perception and motivates their
consumption. More conceptual research is needed to delineate luxury
from non-luxury and to differentiate different forms or levels of luxury.
For example, De Barnier et al. (2012) distinguish between accessible,
intermediate and inaccessible luxury.

Functional, symbolic, and experiential benefits. How do consumers of
luxury brands evaluate the functional, symbolic, and experiential bene-
fits of luxury brands? What are expected features? What is the interplay
between utilitarian and hedonic aspects of the luxury brand? How does
this interplay influence the attitude and the purchase intention towards
the luxury brand? Early research results indicate that a small utilitarian
feature to a luxury product can serve as a ‘functional alibi’ justifying the
indulgent purchase and reducing guilt (Keinan et al., 2016).

Gender and age. Initial research on luxury brands indicates that gender
plays an important role, for example that women have a more positive
attitude toward and a higher purchase intention of luxury brands versus

10 J. Kernstock et al.



non-luxury brands than men. Some research indicates that men may also
be less responsive to the uniqueness, hedonic, and status value of luxury
brands than women (Stokburger-Sauer and Teichmann, 2013). Another
study on gender influence of luxury goods proposes that men use con-
spicuous luxury products to attract mates whereas women use such pro-
ducts to deter female rivals and to tacitly signal them that their partners are
loyal to them (Wang and Griskevicius, 2014). Further research is needed
to understand the relevance of gender differences for luxury brands. This
understanding has large implications for the industry on how to develop
and market their luxury brands and products based on gender.

Ingredient Branding

Additionally within marketing an ingredient branding strategy is often used
when introducing new products to a market, via a host brand integrating
with another brand to produce a new product (Desai and Keller, 2002).
Recent research has started to consider how luxury brands might best
integrate, perhaps out of necessity, with non-luxury brands. For example,
TAG Heuer (luxury host brand) integrating with Intel and Google to
produce a luxury smartwatch (Moon and Sprott, 2016). However, potential
clashes also exist in terms of fit between the luxury brand and the technology
orientated brands, which may be dissimilar in a number of dimensions from
a consumer perspective (Moon and Sprott, 2016). With an increasing
trend, or at least opportunities for the use of wearable technologies inte-
grated into some luxury items, we foresee the need for further investigation
into the use of ingredient brand strategies in the context of luxury branding,
to help identify the potential positives and pitfalls.

Luxury Brand Experience and Journey

Luxury brands need to provide and sustain unique, exclusive and
differentiating brand experiences. Delivering strong and positive
experiences is more than ever of tremendous importance for luxury

Introduction: Luxury Brand Management Insights and Opportunities 11



brand’s success (Atwal and Williams, 2009; see Chapter ‘The End of
Luxury as We Knew It?’ of this book). Luxury brand marketers must
try to carefully control all aspects of the marketing program to ensure
the aspiration, quality, and the consumption experience is positive
with the brand (Keller, 2009). Customers interact with luxury brands
through a myriad of touch points where each of them can shape the
brand experience. Several authors argue that luxury brands should
include a hedonistic and personal component (Atwal and Williams,
2009; Kapferer and Bastien, 2009). Designing, managing, and mon-
itoring the total customer experience with the luxury brand and
enabling customers to optimise and customise the experience is an
important task for luxury brand marketers. Concurrently, it has
become increasingly complex for brands to create, manage, and
attempt to control the experience and journey of each customer,
and different touch points can be identified and differentiated
between brand owned, partner owned, customer owned and social
external touch points (Lemon and Verhoef, 2016). Store environ-
ment for example is a specific touch point that could be categorised
as brand owned (own stores) or partner owned (retailer). Each touch
point could have further distinct sub-dimensions – like design, social,
and ambient factors for store environment (Baker et al., 2002). Most
existing research focuses on parts or specific touch points of the
customer journey in isolation, providing granular insights into these
touch points. Nevertheless, for luxury brand marketers a holistic view
of touch points is of particularly importance (Baxendale et al., 2015).
Granular as well as holistic journey studies would help to gain deeper
understanding of the luxury brand experience and journey. One
interesting and important granular key touch point for many luxury
brands and interesting research area is the sales and the service
encounter. Salesperson and service provider can play a crucial role
for the customer’s experience with and evaluation of the luxury
brand. The employees of the brand epitomise, represent, and define
the brand to the customer and by this they transform and implement
a company’s brand strategy (Brexendorf et al., 2010). Here many
important research questions can be posed including: Which skills
and capabilities do luxury brand salespeople need to represent the

12 J. Kernstock et al.



luxury brand consistently? Researchers have paid little attention to
this important topic of luxury brand management to date.

Luxury Brand Co-creation in a Digitally
Connected World

It has been observed that in the past luxury brands appeared to have been
reticent, for various reasons, to engage with and integrate internet and digital
technologies (Okonkwo, 2009b). Indeed some continue to argue that ‘luxury
lags other consumer sectors when it comes to understanding and applying
digital technologies . . . the speed of technology development is endangering
their current business models’ (Boston Consulting Group, 2016).

We believe that today the question is not if luxury brands should be
present online and use online media, the question is more about how to
most effectively incorporate and use digital media. According to a study by
the Boston Consulting Group (2016) digital offers an opportunity for a
transformative difference in how to reach and retain luxury customers,
with six out of ten luxury purchases being influenced by digital channels.
The use of online channels allows sales growth, differentiation and world-
wide presence. Hence luxury brands require a presence in the physical but
also digital world. An omnichannel presence is inevitable for most luxury
brands. However, luxury brand marketers should look for new ways on
how to assert exclusivity and uniqueness of their brand in the digital
world. Possible ways are exclusive collections, exclusive platforms, and
exclusive services. Although online media allow people to decrease dis-
tances, it also allows to increase the distance between consumers.

For example, in recent years the implications of social media and the
facilitation of interaction for brand building, plus the support of online brand
communities, have come to the fore. One early line of inquiry has been how
social media may facilitate the sharing of brand stories between customers
and/or help develop relationship quality, along with the challenges and
opportunities these bring (Gallaugher and Ransbotham, 2010; Hajli et al.,
2017; Tsai and Men, 2013). Accordingly we observe that one tension of
particular interest moving forward will be the continuing challenges faced by
luxury brands to further embrace and facilitate consumer empowerment due
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to the co-creation nature of social media, while also needing tomaintain (and
not dilute) their exclusive brand identity and image (Hughes et al., 2016).
For example, the influence of YouTube vloggers on consumer luxury brand
perceptions and intentions has started to be investigated (Lee and Watkins,
2016), with implications relating to whom to choose as a vlogger in their
capacity as a luxury brand ambassador. Also the use of narrative-transporta-
tion storylines and/or storygiving may offer potential utility in such contexts
(Hughes et al., 2016; Kim et al., 2016).

Hence it is clear to us that additional research is needed on applying
digital technologies in the luxury sector, and on understanding their use
and impact, and to also focus on social media across multiple platforms
as a socio-commercial activity within the luxury sector a (Godey et al.,
2016; Hughes et al., 2016).

Luxury and Sustainability

In both, practice and theory of luxury brand management, there is a
vivid debate about the relationship between luxury and sustainability.
Can luxury be sustainable and can sustainability be luxurious? Many
luxury brand consumers expect sustainability and environmental respon-
sibility to be an integral part of luxury brands – especially within
production processes and use of materials or ingredients. However,
luxury is often more associated with unsustainability than with sustain-
ability. Many consumers often see both concepts as contradictorily
especially with regard to the social and economic facet of sustainability.
Early research shows that this contradiction is lower for customers who
define luxury as very high quality and much higher for those who define
luxury as expensive or rare (Kapferer and Michaut-Denizeau, 2014).
Chapter ‘Luxury Consumption in the Trade-Off Between Genuine and
Counterfeit Goods: What Are the Consumers’ Underlying Motives and
Value-Based Drivers?’ in this book gives deeper insights into the
results of this study. Several other studies demonstrate that consumers
are less likely to take ethical criteria into account when they bought
luxury products than when they bought FMCG products or commo-
ditised products (Davies et al., 2012; Achabou and Dekhili, 2013).
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One study also reveals an incompatibility between recycling and
luxury products (Achabou and Dekhili, 2013). Although early
empirical results have gained new insights into this important rela-
tionship, much more research is needed to understand the detailed
interplay between these two important concepts. Another important
area for further research is luxury brand counterfeits.

Luxury Brand Counterfeits

A growing number of organisations are counterfeiting luxury goods,
which fuel or satisfy an ever increasing parallel market (Nia and
Zaichkowsky, 2000; Romani et al., 2012; Valette-Florence, 2012;
Kapferer and Michaut, 2014; Randhawa et al., 2015; Wilson and
Sullivan, 2016; Wilson et al., 2016). As noted by Wilson and Sullivan
(2016) brand owners operating internationally or globally face various
difficulties in measuring product counterfeiting, due to multiple legal
systems, customs agencies and practices, alongside complicated and
frequently changing supply chains. The use of the Internet and/or digital
channels by counterfeiters to promote or even distribute counterfeit
products across various platforms adds to this complexity.
Nonetheless, the research by Wilson and Sullivan (2016) and Wilson
et al. (2016) indicates that many organisations attempt to monitor and
address counterfeiting, using whatever resources and mechanisms that
may be available to them, although some have more experience/
resources, and are more proactive (than reactive) than others.

Therefore, we are in agreement that more research is needed to better
understand and address this ever-changing landscape, particularly within
the luxury brand domain.

Outline of Chapters

In the remainder of this introduction we provide a brief outline of the
different chapters. All chapters address a variety of topics within luxury
brand management and are multifaceted in terms of methodologies
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involved, the type of contributions they make, and the authors’ affilia-
tions, which are international in scope.

In Chapter ‘The End of Luxury as We Knew It?’ Jean-Noël Kapferer
provides a thought-provoking and challenging insight of industry
challenges, which represent the current issues of the luxury brand
industry. He contests historically developed common sense of research
and rules of the industry. This chapter opens new avenues of research
needed on luxury brand management and encourages the eagerness of
the reader to delve deeper into the emergence of knowledge on luxury
brand management as also represented in this book via the following
chapters.

In Chapter ‘Luxury Brand Marketing – The Experience Is
Everything’ Glyn Atwal and Alistair Williams discuss the relevance of
experiential marketing in luxury branding, while explaining that experi-
ences are central to luxury consumption activity. In so doing they
highlight that in experiential marketing it is customer experiences and
lifestyles which provide sensory, emotional, cognitive, and relational
values to the consumer. Hence it is likely that innovative experience
design will become an increasingly important component of luxury
marketing.

In Chapter ‘The Luxury Brand Strategy Challenge’ Uché Okonkwo
outlines the increased interest in luxury brand management through to
2009, due to a number of reasons which have also driven a shift from the
‘top-down’ relationship that has existed for centuries with luxury brands
to a bottom-up affiliation. Factors discussed as driving the shift include:
globalisation, wealth-creation opportunities, new luxury markets
(China, Russia, India, the Middle East, Brazil, and Mexico), new market
segments, digital communications, international travel, and culture
convergence.

In Chapter ‘The Specificity of Luxury Management – Turning
Marketing Upside Down’ Jean-Noël Kapferer and Vincent Bastien
consider some of the counter-intuitive rules for successfully marketing
luxury goods and services, which from a marketing perspective may also
appear somewhat provocative. Taking a historical, sociological, and
anthropological perspective they further consider the functions of lux-
ury, and how to implement them.
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In Chapter ‘Luxury Consumption in the Trade-Off Between Genuine
and Counterfeit Goods: What Are the Consumers’ Underlying Motives
and Value-Based Drivers’ Klaus-Peter Wiedmann, Nadine Hennigs, and
Christiane Klarmann take a holistic view of the phenomenon of counter-
feit consumption, undertaking a review of the research on counterfeiting
in the luxury domain, leading to a model to help reduce some of the
complexity faced.

In Chapter ‘Is Luxury Compatible with Sustainability? Luxury
Consumers’ Viewpoint’ Jean-Noël Kapferer and Anne Michaut-
Denizeau investigate the level of sensitivity of luxury buyers to the
cause of sustainable development and test whether luxury consumers
perceive a contradiction between their luxury consumption and sustain-
ability. They also discuss specific drivers of any perceived contradiction.

In Chapter ‘Probing Brand Luxury: A Multiple Lens Approach’
Karen Miller and Michael Mills probes brand luxury through seven
lenses in order to provide greater clarity and to delineate brand luxury
from other similar terms and concepts. They argue that many of the
terms used in the luxury domain are not part of the construct of brand
luxury and hence should not be confused with the construct of brand
luxury.

In Chapter ‘Managing the Growth Tradeoff: Challenges and
Opportunities in Luxury Branding’ Kevin Lane Keller outline ten char-
acteristics that help to define luxury branding and identifies and dis-
cusses some of the challenges and opportunities in managing their
growth trade-offs, in order to attract new customers without alienating
existing customers.

In Chapter ‘Measuring Perceptions of Brand Luxury’ Franck
Vigneron and Lester Johnson consider high-luxury brands from those
that are low on luxury, via the development of a theoretical framework
of the brand-luxury construct that leads to a specification of the dimen-
sions of luxury as applied to brands, via the Brand Luxury Index scale.

In Chapter ‘Managing Luxury Brands’ Jean-Noël Kapferer concludes
with his pioneering piece on luxury branding within the Journal of Brand
Management from 1996, discussing how luxury brands differ from the
‘up-market’ brand or the ordinary brand, and whether the differences are
simply those of degree or if they are inherent in the luxury brand’s
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nature. In so doing he insightfully highlights that despite pressure for
change and discontinuity exerted via numerous parties involved in a
brand’s international diffusion, the identity concept remains crucial to
luxury brand management – and brands should never compromise on
the brand’s set of values or its deeply rooted identity traits.

Conclusion

This introduction has provided an up-to-date snapshot of the luxury
industry and discussed various avenues of topical luxury brand manage-
ment research including issues relating to: luxury, uniqueness and rarity;
consumer luxury brand perceptions; ingredient branding; luxury brand
experience and journey; luxury brand co-creation in a digitally con-
nected world; luxury and sustainability; and luxury brand counterfeits.

While the topics and research avenues as presented are not exhaustive,
they do indicate that these are challenging and exciting times for the
luxury industry with much still to learn about and to contribute to luxury
brand management. We therefore encourage further innovative and rig-
orous research in the various pillars of luxury brand management. The
discussion above and the chapters that follow will help by providing
advanced insights, perspectives, and inspiration for luxury brand students,
academics, and practitioners alike within one collection. It is our hope
that you enjoy reading this compendium as much as we have enjoyed
compiling it, written by renowned researchers and colleagues in the field.

References

Achabou, M. A., & Dekhili, S. (2013). Luxury and sustainable development: Is
there a match? Journal of Business Research, 66(10), 1896–1903.

Adams, A. (2013, December 5). Inside Rolex: Understanding the world’s most
impressive watch maker. Forbes Magazine. Retrieved on the 22.09.2016 at 22:20
from, http://www.forbes.com/sites/arieladams/2013/12/05/inside-rolex-under
standing-the-worlds-most-impressive-watch-maker/#6c2ac93c34ad

18 J. Kernstock et al.

http://www.forbes.com/sites/arieladams/2013/12/05/inside-rolex-understanding-the-worlds-most-impressive-watch-maker/#6c2ac93c34ad
http://www.forbes.com/sites/arieladams/2013/12/05/inside-rolex-understanding-the-worlds-most-impressive-watch-maker/#6c2ac93c34ad


Atwal, G., & Williams, A. (2009). Luxury brand marketing – The experience is
everything! Journal of Brand Management, 16(5–6), 338–346.

Baker, J., Parasuraman, A., Grewal, D., & Voss, G. B. (2002). The influence of
multiple store environment cues on perceived merchandise value and
patronage intentions. Journal of Marketing, 66(2), 120–141.

Baxendale, S., Macdonald, E. K., & Wilson, H. N. (2015). The impact of
different touchpoints on brand consideration. Journal of Retailing, 91(2),
235–253.

Bilanz. (2004, October 27). Die Rolex-story: Die Legende Rolex. Bilanz – das
Schweizer Wirtschaftsmagazin. Retrieved on the 22.09.2016 at 22:10 from,
http://www.bilanz.ch/unternehmen/die-rolex-story-die-legende-rolex

Boston Consulting Group. (2016). Digital or die. The choice for luxury brands,
https://www.bcgperspectives.com/content/articles/technology-digital-consu
mer-insight-digital-or-die-choice-for-luxury-brands/#chapter1. Accessed 25
October 2016.

Brexendorf, T. O., Mühlmeier, S., Tomczak, T., & Eisend, M. (2010). The
impact of sales encounters on brand loyalty. Journal of Business Research,
63(11), 1148–1155.

Brexendorf, T. O., Kernstock, J., & Powell, S. M. (2014). Future challenges
and opportunities in brand management: An introduction to a commem-
orative special issue. Journal of Brand Management, 21(9), 685–688.

Cristini, H., Kauppinen-Räisänen, H., Barthod-Prothade, M., &Woodside, A.
(2017). Toward a general theory of luxury: Advancing from workbench
definitions and theoretical transformations. Journal of Business Research,
70(1), 101–107.

Davies, I. A., Lee, Z., & Ahonkhai, I. (2012). Do consumers care about ethical
luxury? Journal of Business Ethics, 106(1), 37–51.

De Barnier, V., Falcy, S., & Valette-Florence, P. (2012). Do consumers perceive
three levels of luxury? A comparison of accessible, intermediate and inacces-
sible luxury brands. Journal of Brand Management, 19(7), 623–636.

Deloitte. (2016). Global powers of Luxury goods 2016. Disciplined innovation.
Diegern, Belgium: Deloitte University EMEA CVBA. Retrieved from,
http://www2.deloitte.com/content/dam/Deloitte/global/Documents/
Consumer-Business/gx-cip-gplg-2016.pdf

Desai, K. K., & Keller, K. L. (2002). The effects of ingredient branding
strategies on host brand extendibility. Journal of Marketing, 66(1), 73–93.

Fook, C. T. (2016). Our story. Retrieved on the 19.09.2016 at 17:50 from,
http://www.chowtaifook.com/en/ourstory

Introduction: Luxury Brand Management Insights and Opportunities 19

http://www.bilanz.ch/unternehmen/die-rolex-story-die-legende-rolex
https://www.bcgperspectives.com/content/articles/technology-digital-consumer-insight-digital-or-die-choice-for-luxury-brands/#chapter1
https://www.bcgperspectives.com/content/articles/technology-digital-consumer-insight-digital-or-die-choice-for-luxury-brands/#chapter1
http://www2.deloitte.com/content/dam/Deloitte/global/Documents/Consumer-Business/gx-cip-gplg-2016.pdf
http://www2.deloitte.com/content/dam/Deloitte/global/Documents/Consumer-Business/gx-cip-gplg-2016.pdf
http://www.chowtaifook.com/en/ourstory


Gallaugher, J., & Ransbotham, S. (2010). Social media and customer dialog
management at Starbucks. MIS Quarterly Executive, 9(4), 197–212.

Godey, B., Manthiou, A., Pederzoli, D., Rokka, J., & Aiello, G. (2016).
Social media marketing efforts of luxury brands: Influence on brand
equity and consumer behaviour. Journal of Business Research, 69(12),
5833–5841.

Hajli, N., Shanmugam, M., Papagiannidis, S., Zahay, D., & Richard, M. O.
(2017). Branding co-creation with members of online brand communities.
Journal of Business Research, 70(1), 136–144.

Hermès. (2016). Annual report. Retrieved on the 19.09.2016 at 19:10 from,
http://finance.hermes.com/var/finances/storage/original/application/
630394b9a95603bf81b399744dbbf044.pdf

Hughes, M. U., Bendoni, W. K., & Pehlivan, E. (2016). Storygiving as a co-
creation tool for luxury brands in the age of the internet: A love story by
Tiffany and thousands of lovers. Journal of Product and Brand Management,
25(4), 357–364.

Kapferer, J. N. (2014). The future of luxury: Challenges and opportunities.
Journal of Brand Management, 21(9), 716–726.

Kapferer, J. N., & Bastien, V. (2009). The specificity of luxury management:
Turning marketing upside down. Journal of Brand Management, 16(5–6),
311–322.

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, 332–340.

Kapferer, J. N., & Michaut, A. (2014). Luxury counterfeit purchasing: The
collateral of luxury brands’ trading down policy. Journal of Brand Strategy,
3(1), 59–70.

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., & Valette-Florence, P. (2016). Beyond rarity: The paths of
luxury desire. How luxury brands grow yet remain desirable. Journal of
Product and Brand Management, 25(2), 120–133.

Keinan, A., Kivetz, R., & Netzer, O. (2016). The functional alibi. Journal of the
Association for Consumer Research, 1(4), 479–496.

Keller, K. L. (2009). Managing the growth tradeoff: Challenges and oppor-
tunities in luxury branding. Journal of Brand Management, 16(5/6),
290–301.

20 J. Kernstock et al.

http://finance.hermes.com/var/finances/storage/original/application/630394b9a95603bf81b399744dbbf044.pdf
http://finance.hermes.com/var/finances/storage/original/application/630394b9a95603bf81b399744dbbf044.pdf


Kering. (2016a). Group. About Kering. Retrieved on the 19.09.2016 at 17:35
from, http://www.kering.com/en/group/about-kering

Kering. (2016b). Brands. Retrieved on the 19.09.2016 at 21:00 from, http://
www.kering.com/en/brands

Kim, J. E., Lloyd, S., & Cervellon, M. C. (2016). Narrative-transportation
storylines in luxury brand advertising: Motivating consumer engagement.
Journal of Business Research, 69(1), 304–313.

Ko, E., Phau, I., & Aiello, G. (2016). Luxury brand strategies and consumer
experiences: Contributions to theory and practice. Journal of Business
Research, 69(12), 5749–5752.

L’Oréal. (2016a). Brand l’oréal luxe. Retrieved on the 19.09.2016 at 18:10
from, http://www.loreal.com/brand/l’oréal-luxe

L’Oréal. (2016b). Group.Whowe are. Our ambition. Retrieved on the 19.09.2016
at 18:25 from, http://www.loreal.com/group/who-we-are/our-ambition

L’Oréal. (2016c). Group. Our mission. Retrieved on the 22.09.2016 at 21:20
from, http://www.loreal.com/group/who-we-are/our-mission

L’Oréal. (2016d). Group. Who we are. Our values and ethical principles.
Retrieved on the 19.09.2016 at 18:30 from, http://www.loreal.com/
group/who-we-are/our-values-and-ethical-principles

Lauder, E. (2016a). Who we are. Retrieved on the 22.09.2016 at 20:15 from,
http://www.elcompanies.com/who-we-are

Lauder, E. (2016b). Who we are. Culture and values. Retrieved on the
22.09.2016 at 20:10 from, http://www.elcompanies.com/who-we-are/cul
ture-and-values

Lauder, E. (2016c). Our brands. Retrieved on the 22.09.2016 at 20:15 from,
http://www.elcompanies.com/our-brands

Lee, J. E., & Watkins, B. (2016). YouTube vloggers’ influence on con-
sumer luxury brand perceptions and intentions. Journal of Business
Research, 69(12), 5753–5760.

Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience
throughout the customer journey. Journal of Marketing. http://dx.doi.org/
10.1509/jm.15.0420

Luxottica. (2016). About us. Company profile. Retrieved on the 17.09.2016 at
14:40 from, http://www.luxottica.com/en/about-us/company-profile

LVMH. (2016a). About LVMH. The LVMHmodel. Retrieved on the 17.09.2016
at 13:10 from, https://www.lvmh.com/group/about-lvmh/the-lvmh-model/

LVMH. (2016b). About LVMH. The LVMH spirit. Retrieved on the 17.09.2016
at 13:15 from, https://www.lvmh.com/group/about-lvmh/the-lvmh-spirit/

Introduction: Luxury Brand Management Insights and Opportunities 21

http://www.kering.com/en/group/about-kering
http://www.kering.com/en/brands
http://www.kering.com/en/brands
http://www.loreal.com/brand/l%E2%80%99or%C3%A9al-luxe
http://www.loreal.com/group/who-we-are/our-ambition
http://www.loreal.com/group/who-we-are/our-mission
http://www.loreal.com/group/who-we-are/our-values-and-ethical-principles
http://www.loreal.com/group/who-we-are/our-values-and-ethical-principles
http://www.elcompanies.com/who-we-are
http://www.elcompanies.com/who-we-are/culture-and-values
http://www.elcompanies.com/who-we-are/culture-and-values
http://www.elcompanies.com/our-brands
http://dx.doi.org/10.1509/jm.15.0420
http://dx.doi.org/10.1509/jm.15.0420
http://www.luxottica.com/en/about-us/company-profile
https://www.lvmh.com/group/about-lvmh/the-lvmh-model/
https://www.lvmh.com/group/about-lvmh/the-lvmh-spirit/


Moon, H., & Sprott, D. E. (2016). Ingredient branding for a luxury brand:
The role of brand and product fit. Journal of Business Research. http://dx.doi.
org/10.1016/j.jbusres.2016.04.173

Nia, A., & Zaichkowsky, J. L. (2000). Do counterfeits devalue the ownership
of luxury brands? Journal of Product and Brand Management, 9(7), 485–497.

Okonkwo, U. (2009a). The luxury brand strategy challenge. Journal of Brand
Management, 16(5/6), 287–289.

Okonkwo, U. (2009b). Sustaining the luxury brand on the Internet. Journal of
Brand Management, 16(5/6), 302–310.

Powell, S. M. (2014). Twenty-one years of the journal of brand management:
A commemorative review. Journal of Brand Management, 21(9), 689–701.

Randhawa, P., Calantone, R. J., & Voorhees, C. M. (2015). The pursuit of
counterfeited luxury: An examination of the negative side effects of close
consumer–brand connections. Journal of Business Research, 68(11), 2395–2403.

Richemont. (2016a). Corporate social responsibility. Vision. Retrieved on the
17.09.2016 at 13:40 from, https://www.richemont.com/corporate-social-
responsibility/vision/introduction.html

Richemont. (2016b). About Richemont. Retrieved on the 17.09.2016 at 13:45
from, https://www.richemont.com/about-richemont.html

Richemont. (2016c). Corporate social responsibility. Richemont as an
employer. Retrieved on the 17.09.2016 at 13:50 from, https://www.richem
ont.com/corporate-social-responsibility/richemont-as-an-employer/your-
journey-with-us.html

Rolex. (2016). Rolex history. Retrieved on the 19.09.2016 at 18:40 from,
https://www.rolex.com/rolex-history.html

Romani, S., Gistri, G., & Pace, S. (2012). When counterfeits raise the appeal of
luxury brands. Marketing Letters, 23(3), 807–824.

Stokburger-Sauer, N. E., & Teichmann, K. (2013). Is luxury just a female
thing? The role of gender in luxury brand consumption. Journal of Business
Research, 66(7), 889–896.

Swatch Group. (2016a). Group profile. Retrieved on the 22.09.2016 at 20:40
from, http://www.swatchgroup.com/en/group_profile

Swatch Group. (2016b). Group profile. Nicholas G. Hayek –message from the
founder. Retrieved on the 17.09.2016 at 14:55 from, http://www.
swatchgroup.com/en/group_profile/nicolas_g_hayek_message_from_the_
founder

Swatch Group. (2016c). Brands and companies. Retrieved on the 17.09.2016
at 15:00 from, http://www.swatchgroup.com/en/brands_and_companies

22 J. Kernstock et al.

http://dx.doi.org/10.1016/j.jbusres.2016.04.173
http://dx.doi.org/10.1016/j.jbusres.2016.04.173
https://www.richemont.com/corporate-social-responsibility/vision/introduction.html
https://www.richemont.com/corporate-social-responsibility/vision/introduction.html
https://www.richemont.com/about-richemont.html
https://www.richemont.com/corporate-social-responsibility/richemont-as-an-employer/your-journey-with-us.html
https://www.richemont.com/corporate-social-responsibility/richemont-as-an-employer/your-journey-with-us.html
https://www.richemont.com/corporate-social-responsibility/richemont-as-an-employer/your-journey-with-us.html
https://www.rolex.com/rolex-history.html
http://www.swatchgroup.com/en/group_profile
http://www.swatchgroup.com/en/group_profile/nicolas_g_hayek_message_from_the_founder
http://www.swatchgroup.com/en/group_profile/nicolas_g_hayek_message_from_the_founder
http://www.swatchgroup.com/en/group_profile/nicolas_g_hayek_message_from_the_founder
http://www.swatchgroup.com/en/brands_and_companies


Tsai, W. H. S., & Men, L. R. (2013). Motivations and antecedents of
consumer engagement with brand pages on social networking sites.
Journal of Interactive Advertising, 13(2), 76–87.

Valette-Florence, P. (2012). Luxury and counterfeiting: issues, challenges and
prospects. Journal of Brand Management, 19(7), 541–543.

Wang, Y., & Griskevicius, V. (2014). Conspicuous consumption, relation-
ships, and rivals: Women’s luxury products as signals to other women.
Journal of Consumer Research, 40(5), 834–854.

Wilson, J. M., & Sullivan, B. A. (2016). Brand owner approaches to assessing
the risk of product counterfeiting. Journal of Brand Management, 23(3),
327–344.

Wilson, J. M., Grammich, C., & Chan, F. (2016). Organizing for brand
protection and responding to product counterfeit risk: An analysis of global
firms. Journal of Brand Management, 23(3), 345–361.

Joachim Kernstock is Head of Centre of Competence for Brand Management
(KMSG) and a lecturer of marketing at the University of St. Gallen,
Switzerland. He is an experienced corporate brand strategy advisor and works
with leading Swiss and European corporates as well as SMEs. He has published
several books and articles in a number of internationally referred journals and is
also Co-Editor-in-Chief of the Journal of Brand Management. He is Professor of
Marketing and Director of the Henkel Center for Consumer Goods (HCCG)
at WHU, Otto Beisheim School of Management, Germany, and also a perma-
nent visiting researcher at Tuck School of Business at Dartmouth College,
USA.

Tim Oliver Brexendorf is Professor of Marketing and Director of the Henkel
Center for Consumer Goods (HCCG) at WHU, Otto Beisheim School of
Management, Germany, and also a permanent visiting researcher at Tuck
School of Business at Dartmouth College, US. His work has been published
in a number of leading International Journals and he is the author of an edited
book on brand management. He is also Co-Editor-in-Chief of the Journal of
Brand Management.

Shaun M. Powell is Senior Lecturer in Marketing in the Faculty of Business at
the University of Wollongong in Australia and Co-Editor-in-Chief of the
Journal of Brand Management. Following a period in industry Shaun has
worked in the higher education sector in Australia, UK, and Asia, undertaking

Introduction: Luxury Brand Management Insights and Opportunities 23



various roles including Associate Head of School, Academic Director, and
Postgraduate Course Coordinator. He undertook his PhD in the Business
School at the University of Strathclyde. Shaun has published in the field of
brand management via various books and international journals such as
European Journal of Marketing; Journal of Business Ethics; Journal of Brand
Management; Journal of Consumer Marketing; Corporate Communications: An
International Journal; Qualitative Market Research: An International Journal;
and Young Consumers. His past or present professional memberships include
American Marketing Association, Academy of Marketing Science (AMS),
Marketing Science Institute, Academy of Marketing (UK), Australian
Marketing Institute (AMI), International Association of Business
Communicators (IABC), and Fellow of the Higher Education Academy UK
(FHEA).

24 J. Kernstock et al.


	 Introduction: Luxury Brand Management Insights and Opportunities
	The Luxury Industry
	Consumer Luxury Brand Perceptions
	Ingredient Branding
	Luxury Brand Experience and Journey
	Luxury Brand Co-creation in a Digitally Connected World
	Luxury and Sustainability
	Luxury Brand Counterfeits
	Outline of Chapters
	Conclusion
	References


