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Abstract Over the past decades, the luxury sector has been constantly growing;

consequently, luxury products have attracted the interest of many scholars. Nev-

ertheless, only recently research has been started to investigate possible relations

between luxury and activities in terms of corporate social responsibility (CSR) and

sustainability. This development was overdue: as luxury products often act as

industry models, a shift towards sustainable luxury can pave the way for more

sustainable mass products on a broad scope as well. Thus, a profound understanding

of the mechanisms behind the successful combination of luxury and sustainability

can provide insights for both enhancing individual firm success and achieving a shift

towards more sustainable products, which is desirable from a societal perspective.

To foster this research stream, the present paper provides a systematic literature

review on luxury and sustainability in a broader sense, which, based on an inductive

approach, identifies the various areas covered by existing research. This allows

critical reflection of what is still missing in the ongoing discussions and shows

where priorities within research have been set. We identify several major blind spots

within extant research and discuss possible further research paths to close them.
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1 Introduction

Challenges, like climate change, declining natural diversity, scarce water and food

supply, and social imbalances, have prompted scholars to concentrate more

attention on corporate social responsibility (CSR) and sustainable activities. To

structure and foster this fast-evolving research field, several published literature

reviews have dealt with topics as diverse as the link between corporate social and

sustainable engagement and financial performance (Margolis and Walsh 2003;

Orlitzky et al. 2003; Peloza 2009), the micro-foundations of this engagement (Gond

et al. 2017), the operationalisation and measurement of CSR (Waddock 2004; Wood

2010), the different organisational levels of CSR (Aguinis and Clavas 2012), and

research on corporate social and sustainable engagement in particular disciplines

(Brammer et al. 2011).

After mainly focusing on commodity products, in recent years, scholars started to

investigate CSR and sustainability in the luxury sector, and several prevailing books

have sought to link theory and practice in this field (e.g., Amatulli et al. 2017a;

Gardetti 2017). This development has been partly fuelled by growing public interest

in issues like CSR and sustainability, as problems like climate change are given

public focus by media and science (Haunschild et al. 2019). Thus, luxury producers

are facing pressure to make their business processes more sustainable (Li and

Leonas 2019). Moreover, due to fast-growing economies like China, luxury is also a

growing sector, and this growing demand means the luxury industry is facing a

scarcity of resources, thereby driving the need for the conservation of these

resources (Kale and Öztürk 2016; Depeyre et al. 2018). Finally, in many industries

luxury brands and products have a leading position and often act as industry models

(e.g., Choi 2014). Companies that operate in mass markets copy luxury brands’

innovations, thereby influencing societal trends on a broad scale. Thus, scholars

have defined the luxury sector’s important role in the process of changing

production processes and motivating consumers to change their consumption

patterns towards a more sustainable way of living, which will be needed to

overcome the challenges identified herein (Joy et al. 2012).

To keep track of this growing research interest in sustainable luxury, Athwal

et al. (2019) recently published the first literature review considering sustainable

luxury marketing. By structuring the existing literature within this field along with

(1) consumer concerns and practices, (2) organisational concerns and practices, and

(3) international and cross-cultural issues, they provided valuable insights for theory

and practice. However, their literature review only considered the marketing

perceptive on sustainable luxury.

Sustainable luxury affects whole supply chains and goes beyond the production

of luxury products, making the incorporation of the exploitation of raw materials

like gold necessary to fully understand its idiosyncrasy compared to sustainable

commodity goods. Thus, the investigation of the link between luxury and
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CSR/sustainability requires a joint effort of scholars from different disciplines, like

marketing, production, supply chain management, engineering, and business ethics.

Research efforts across such various disciplines offer the possibility of broad

insights; however, as stressed by several authors with respect to other research fields

linked to CSR (Aguinis and Glavas 2012; 2013; Gond et al. 2017), it also contains

the ‘‘risk of fragmentation and biased allocation of research effort’’ (Gond et al.

2017, p. 225). Such a fragmentation is detrimental to the development of the

mentioned deeper understanding. To counter this fragmentation, the present paper

strives to complement the attempt by Athwal et al. (2019) to provide an overview of

the extent literature by broadening the perspective to all aspects of sustainable

luxury, including beyond the marketing sphere. Focusing on peer-reviewed articles

across all relevant disciplines, we identified 113 relevant papers—more than twice

as many as Athwal et al. (2019). In addition, as the research on sustainable luxury is

a fast-growing field, we incorporated the latest papers from 2019, a total of 15,

which were not considered by Athwal et al. (2019).

We identified three broad research streams. First, several scholars focus on

sustainable luxury products and brands as such and particularly investigate issues

around their harm, supply chain, and communication. The possibility of seeing

sustainability as a path to introduce innovations into luxury brands and products, the

additional values provided by sustainability for luxury brands and products, and the

perception of green products as luxury are also covered, but by fewer scholars.

Second, several papers cover questions related to CSR and sustainable activities of

luxury producers as such. On the one hand, they analyse the effect of these activities

on consumer behaviour. On the other hand, they discuss best practice examples for

such activities. Third, another part of the literature deals with stakeholders. A large

part of this research focuses on consumers and the effect of consumer characteristics

on the purchase of sustainable luxury, consumers’ perceived compatibility of luxury

and sustainability, and the paradox of consumerism. The few remaining papers

within this category discuss issues related to managers and staff within the luxury

industry and to regulators and researchers. Overall, research on sustainable luxury is

a fast-growing field, which has already overcome the state of mere stocktaking and

which, by spanning across many disciplines, provides rich evidence for theory and

practice. However, the review also indicates that literature has thus far rather

scarcely applied existing theory to put the provided evidence onto a theoretical

ground. Based on these results, we provide several paths for future research.

The remaining paper is structured as follows. Section 2 provides an overview of

the key concepts discussed in this article. Section 3 describes the method applied to

perform the systematic literature review. The results of the review are presented in

Sect. 4 and discussed in Sect. 5.

2 Sustainability, CSR, and luxury

Although the term sustainable luxury has been around for more than a decade

(Bendell and Kleanthous 2007), sustainability and CSR on the one hand and luxury

on the other hand are still perceived as rather conflicting ideas (Joy et al. 2012;
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Kapferer and Michaut-Denizeau 2014). Moreover, each of these terms still lacks a

clear and precise definition, which makes it difficult to capture their core aspects.

Since the first mention of the term sustainability in 1713 and the well-known

formulation in the Brundlandt report in 1987, many authors within different

disciplines have devoted considerable research effort to further clarify this construct

(e.g., Glavič and Lukman 2007; Kajikawa 2008; Dresner 2008; Swanson and Zhang

2012), yet sustainability is still understood and interpreted in different ways and

lacks a commonly accepted clear definition defining its boundaries (Partridge 2011).

Terms like ethical, green, eco, organic, and responsible are also associated with it.

Corporate social responsibility (CSR) is a company’s commitment to strive for

profitability whilst acting as a good citizen (Freeman and Velamuri 2006),

improving the liveability of its employees, their families, the local community, and

society as a whole (WBSCD 2000). CSR replaces mere compliance with regulatory

standards (Kerr et al. 2009). Although the terms sustainability and CSR are often

used synonymously (Gatti and Seele 2014), Carroll and Shabana (2010, p. 86) argue

that ‘‘CSR remains a dominant, if not exclusive term in scientific literature and

business practice’’.

In 1979 Carroll provided the basis for one of the most influential concepts of

CSR. According to his understanding, the ‘‘social responsibility of business

encompasses the economic, legal, ethical, and discretionary expectations that

society has of organisations at a given point in time’’ (Carroll 1979, p. 500). This

definition was the basis for the so-called Pyramid of Corporate Social Responsibility

(Carroll 1991; 2016; Schwartz and Carroll 2003), whose uniqueness and usefulness

were subsequently proven through a series of early empirical studies (Aupperle

1984; Edmondson and Carroll 1999; Pinkston and Carroll 1996).

Overall, research on CSR has grown considerably in different directions over the

last decades. Dahlsrud (2008) discussed more than 35 definitions of CSR. Lee

(2008) published a review of CSR theories ‘‘to trace the conceptual evolutionary

path of theories on corporate social responsibility (CSR) and to reflect on the

implications of the development’’ (p. 53). Several extant literature reviews have

provided a broad perspective for future discussions, many of them focusing on

determinants or drivers, mediators, moderators, and outcomes or reactions towards

CSR activities at different organisational levels (e.g., Aguinis and Glavas 2012;

Rupp and Mallory 2015; Gond et al. 2017).

In general, luxury products (e.g., fine art, cars, leather goods, high fashion, and

jewellery) are related to three core aspects. First, they are related to feelings and

sensual experiences (Kapferer 1997). Second, they go beyond the necessary (Berry

1994). Third, their high price is typically not related to their production costs

(Nueno and Quelch 1998). Yet, the literature emphasises that one unifying

definition of the concept of a luxury product is difficult (Berthon et al. 2009; Lasslop

2005). One major difficulty lies in the fact that the term ‘‘luxury product’’, to which

we fundamentally refer to in this review, is a relative concept. It depends on the

definition of what is actually necessary (Sombart 1922/1967), and a necessity for the

one person or society can mean luxury for another person or another society (Berry

1994). Thus, luxury has always also been a social theme as it is associated with the

useful and the useless, the social structures, local culture, aesthetics, as well as the
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distribution of wealth (Kapferer and Bastien 2009). Moreover, luxury depends on

the respective epoch, the political–economic environment, and the moral–ethical

standpoint of the observer (Berry 1994; Lasslop 2005; Valtin 2005). In addition,

culture plays a role as several comparative studies found strong intercultural

differences regarding the perception of luxury products (Tidwell and Dubois 1996;

Wong and Zaichkowski 1999). Finally, luxury constitutes a model for mass

production, and thus, has a strong impact on production and consumption patterns

(e.g., Choi 2014).

Despite the various connotations of luxury (see, for example, Bastien and

Kapferer 2013 and Kapferer and Bastien 2009), there is consensus amongst scholars

that consumers’ associations towards luxury products can be described with phrases

like good taste, classy, quality, high-priced, eye-catching, uniqueness, scarcity or

limited accessibility, aesthetics, history, self-pleasure, and non-necessity (Dubois

and Laurent 1994; Dubois and Paternault 1995; Dubois et al. 2001; De Barnier et al.

2006). The social need for prestige and recognition can be considered an important

trigger of luxury consumption, although it has become smaller over time (Amaldoss

and Jain 2002). The need for uniqueness, conformity, and self-reward also

influences buying behaviour (Amaldoss et al. 2002; Tsai 2005), and the emotional

and symbolic characteristics of a luxury product could even outweigh the rational

and product-specific ideas connected with it (Dubois et al. 2001). To structure the

different aspects of relevance in this context, Wiedmann et al. (2007) developed a

multidimensional framework of consumers’ luxury value perception that also serves

as a general basis for the identification of value-based consumer segments. Within

their framework, individual, social, financial, and functional dimensions determine

the value of luxury products and their consumption.

The shown characteristics of luxury and luxury products are partly compatible

with aspects of social and sustainable engagement and partly contradictory to it,

which can make sustainable luxury a difficult venture. According to Kapferer and

Michaut-Denizeaut (2014), ‘‘sustainability silence’’ is discernible in the luxury

industry, even if an awareness of social and ecological issues actually exists.

3 Method

To identify the relevant literature, we carried out a systematic literature review

(SLR) (Tranfield et al. 2003), which is considered the most appropriate method to

survey existing research, analyse the development of a research field, and provide

insights about existing research gaps (Fink 2005). We accomplished a three-stage

procedure comprising planning, execution, and reporting (Fink 2005; Tranfield et al.

2003). In the planning stage, we defined the explicit aims of the research. First, we

strived to summarise the state of the art of research on sustainable luxury, its various

manifestations, and its characteristics. Second, based on this summary, we sought to

uncover key areas within research and provide insights for new research streams.

To reach this objective, it was important to comprehensibly limit the search

criteria and retain the search criteria for each individual search within the various

databases. Therefore, we limited ourselves to the following criteria:
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• only articles in peer-reviewed scientific journals, because they can be considered

as validated knowledge and are expected to have the highest impact in the

research field

• articles written exclusively in English

• articles in the field of business in general

Furthermore, we clearly limited our search period according to the date of

publication as 1 January 2000 to 1 June 2019 because, before 2000, almost no

publications on the subject existed; moreover, we aimed to focus on more current

research. In addition, no book publications or anthologies were considered, nor were

any industry reports, conference reports, or articles in non-scientific journals. We

selected the document type article in each search mask.

To be considered in the review process, papers had to contain at least one of the

nine following terms along with the term luxury: (1) sustainability, (2) sustainable,

(3) CSR/corporate social responsibility (same hits on both terms), (4) responsible,

(5) responsibility, (6) ethical, (7) green, (8) eco, and (9) organic. The choice of

terms clearly shows that research in the field of sustainability encompasses a

multitude of terms (e.g., green, eco, or bio) and has a common association. This is

driven by, amongst other factors, the fashion industry (Carey and Cervellon 2014),

such as fair fashion, and can also be seen in many other industries, e.g., food, where

a large number of food labels exist to mark ecological and fair origins or shares.

Although the concepts of the terms differ considerably, they are often used

synonymously (Carey and Cervellon 2014). Accordingly, we included this wide

range of synonyms and interrelated terms in our search of sustainability.

For our search, we used the databases ABI Inform Global, Ebsco Business

Source Premier, Ingenta, Science Direct, and Scopus because they expose the most

comprehensive number of peer-reviewed journals in the fields of management,

organisation, and social science. Apart from Ingenta, all databases were subject to

the ‘‘peer-reviewed’’ restriction. Within Ingenta, we manually selected articles that

had been peer-reviewed.

The second stage of the SLR process, the execution phase, comprised two steps:

data collection and data analysis. The data collection contained the extraction of the

publications from the electronic databases. From 11 June 2019 to 19 June 2019, the

databases were screened for articles including the combinations of the previously

identified terms in the title, keyword, or abstract. Forty-five database searches

(9 9 5) were performed using the identified terms whilst considering the mentioned

criteria.

When entering the search terms, we first received a very large number of hits

([ 60,000), with the majority of hits coming from the ABI INFORM and Science

Direct databases ([ 56,000). This showed that some terms yielded considerably

more results than others (see Table 1 in Appendix). Duplets were still preserved at

that time (i.e., journal articles that appeared twice by searching with different

keywords or in different databases). We then narrowed down the hits again

(roughly), based on viewing just the first 15 result pages of the search (if that many

pages were shown), which led to a significantly reduced result of 673 hits (see again

Table 1). We quickly realised that, in the further course of the search, the relevance
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of the content decreased significantly until no more relevance was discernible. The

following analysis phase included different steps. First, the abstracts of the 673

papers were read, and only those papers relevant to our research aim were

considered for the current paper. Duplications were deleted in this phase. After this

step, we were able to select 123 articles with relevant content. The extracted

material was then named and stored.

Next, we applied a content analysis technique to analyse each article (Hsieh and

Shannon 2005). Based on the suggestions of Coviello and Jones (2004), we

transferred the extracted data to a descriptive working table to allow for easy

comparability and applied the following categories:

• reference data: year of publication, journal, country, and department (university

association) of the first author

• context issues: which industry, product, or concept is considered

• content issues: main topics of research

• methodology issues: which type of method (empirical or conceptual) and which

particular method (e.g., literature review, case study, survey) are applied

After this further thorough analysis of the selected 123 articles, another 20

articles were eliminated as inappropriate in content, leaving 103 articles. We then

checked the references of the identified articles for further peer-reviewed articles

matching our criteria. We identified six additional papers, which were also

considered in the following analysis. Three articles were added manually as they did

not appear in the systematic search, but we discovered them by chance in the course

of the research. These three articles also correspond to our criteria.

Based on this methodological procedure, we ultimately identified 112 articles

whose time distribution varies since 2000 (see Fig. 1). Academic research interest in

sustainable luxury increased in 2010 and gained attention in 2013. Since then, this

development has remained stable, with a small drop in 2014 and a stronger decline

in 2015.

The selected articles are presented in a concept matrix (Webster and Watson

2002) in Appendix (Table 2); the matrix depicts the various methodological

categories, shows the classification of the papers into empirical and conceptional

papers, and provides information on the concrete method applied within each paper.

Thus, the matrix reveals the methodological research focus over time on sustainable

luxury.

4 Results

4.1 Areas of interest

The identified papers deal with three major topics. First, many scholars focus on

sustainable luxury brands and products. In this context, they consider both hard and

soft facts. Harm chain analyses, the discussion of sustainability as a way to

introduce innovation into luxury brands and products, and the communication in the

context of sustainable luxury pertain to the first area (the hard facts) whilst the
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investigation of values linked to sustainable luxury and the perception of eco-

products as luxury products are topics of a rather soft character. Second, several

papers concentrate on CSR and sustainable activities (hereafter, shortened as CSR

activities) in the context of luxury. On the one hand, they investigate the effects of

these activities on consumers; on the other hand, they discuss best-practice

examples of these activities. Third, a large group of scholars concentrate on the

impact of stakeholders on the success or failure of sustainable luxury. On the one

hand, there are three areas, which focus on customers as the most important group.

Within this research, the effect of customer characteristics, the perception of

compatibility between luxury and sustainability, and the paradox of consumerism

are analysed. On the other hand, managers and staff as well as regulators and

researchers are considered. Figure 2 provides an overview regarding this structure.

Furthermore, the number of papers within the different areas is indicated via the font

size to demonstrate the difference between these areas in terms of scholars’

attention.

Twelve sub-categories were identified within the three main areas. Perception of

compatibility (21 papers) and effects of customer characteristics (16 papers) have

received the most attention so far. Communication (13 papers) and harm and supply

chain analysis (11 papers) formed the second strongest group. The remaining topics

were values (8 papers), best practice (8 papers), eco as luxury (7 papers), regulators

and researchers (7 papers), effect of CSR on consumers (7 papers), sustainability as

innovation (6 papers), paradox of consumerism (4 papers), and managers and staff

(4 papers).
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Sections 4.2, 4.3, and 4.4 are dedicated to the research methods used, the

industries, and the applied theories whilst the subsequent sections discuss the three

identified major topics and their respective subcategories, with corresponding

papers to structure and analyse the existing literature on luxury and sustainability.

Table 4 in Appendix provides an overview of the elaborated categories.

4.2 Research methods

A large number of the identified papers (112) are empirical (102), of which only

eight use both quantitative and qualitative methods (see Table 2 in the Appendix).

Thirteen of these papers are both empirical and conceptual. With respect to purely

qualitative versus quantitative methods, there is almost an equal split, as 43 papers

apply only a quantitative method whereas 38 papers only use a qualitative method.

Ten are purely conceptual, whilst several papers that apply an empirical method also

strive to advance theory building. For example, Yang et al. (2017) develop a model

with respect to value-creation mechanisms and further validate it by applying a case

study, and Bendell and Thomas (2013) develop a theory of elegant disruption based

on qualitative data.

The identified qualitative approaches are very diverse, ranging from content

analysis of websites and communication materials, case studies, focus groups, and

visual elicitation techniques to structured interviews. On the quantitative side,

experiments and surveys are analysed using methods like ANOVA, conjoint

analysis, and structural equation modelling. Consequently, although sustainable

luxury has only attracted attention in recent years, this field is fast growing and

disposes of a rich methodological tool set.

This methodological richness mirrors the range of different disciplines concen-

trating on the relation between CSR and luxury, which can be interpreted as an

advantage because it shows an openness for different methods and perspectives

within this research area. However, as the different methods are applied to a wide

Manager and staff

Regulators and researchers

Paradox of consumerism

Effect of
characteris�cs

CSR ac�vi�es
Effect on consumer Best prac�ce

Communica�on

Supply and
harm chain

Sustainability as
innova�on

Eco as luxury

Values Brands and
Products

Hard factsSo� facts

Percep�on of
compa�bility
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srehtOsremusnoC

Fig. 2 Identified areas of interest
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range of different research objects, the accumulation of knowledge on a particular

topic is still not given. More research is needed to cover the same research object

with different methods.

4.3 Industries

Within the identified research, the fashion and the hospitality industry clearly

dominate. Thus, research focuses on two industries, which cause considerable harm

to the environment, with the fashion industry being ‘‘the second largest cause of

pollution worldwide’’ (Woodside and Fine 2019, p. 111). Cars and jewellery are

also considered by several scholars, but to a much lesser extent. The discussed raw

materials are related to the fashion industry (leather, fur, and wool). The remaining

industries cover areas as diverse as real estate, food, and cruises. An overview of the

products and industries examined in the individual papers and the field of

investigation can be found in Table 3 in the Appendix. Several scholars do not

discuss particular industries, but instead cover the topic from a more general point

of view, focusing on sustainable luxury products or brand as such. Other important

areas of luxury, like sport boats, Hi-Fi, or electronics, are not included at all

amongst the identified papers. Thus, research has a very strong focus on only a small

set of luxury industries. Yet already within this set, the difficulty of clearly defining

luxury as opposed to mass products becomes apparent. For example, whilst Ali

(2017) focuses on diamonds, Steinhart et al. (2013) classify fancy napkins as a

luxury product. Both products differ along several dimensions (e.g., scarcity,

difficulty to produce, endurably, absolute price). This broad definition of luxury

makes it difficult to compare results of different papers. Therefore, more research is

needed to identify the differences and similarities in relation to socially and

environmentally sustainable luxury in different industries.

Moreover, several industries are completely ignored by extant research in peer-

reviewed journals. This includes several industries whose products belong to the

extraordinarily high-priced luxury products such as boats or airplanes. It would be

interesting to learn more about how consumers of such products differ or are similar

regarding their attitudes towards socially responsiveness and ecological sustain-

ability and how effective CSR activities in these industries might differ from other

luxury industries.

Finally, the majority of the identified empirical research that uses samples relies

more on younger people, higher educated people, and people belonging to the

middle or upper class, although there are some exceptions (e.g., Amatulli et al.

2018; Bendell and Thomas 2013; Kapferer and Michaut 2015). This observation

points to the need to further broaden the perspective on the relevant participants.

Thus far, research has focused primarily on participants from social classes who are

able to buy and consume luxury products or services. This is reasonable from a

marketing point of view. However, given the considerable consumption of scarce

resources by production processes within the luxury industry, their outcomes affect

also people who cannot afford to buy these produces. To promote research into the

responsibility perspective, members of other classes should also be involved to get a

full picture.
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4.4 Applied theories

Several of the identified papers apply a thorough theoretical basis. For example,

Fifita et al. (2019) apply the theory of social practice, and Gibson and Seibold

(2013) base their research on self-determination theory. Overall, mostly theories

related to aspects of signalling (e.g., Ivanova et al. 2013; Berger 2017), attitudes

(e.g., Beckham and Voyer 2014; Jin et al. 2017; Line and Hanks 2016; Pinto et al.

2019), social identity (e.g., Griskevicius et al. 2010; Shilpa and Madhavaiah 2017;

Johnson et al. 2018; Ali et al. 2019; Fifita et al. 2019; Kessous and Valette-Florence

2019; Pinto et al. 2019), and motivation (e.g., Gibson and Seibold 2013; Ali et al.

2019; Peng and Chen 2019) are used. Moreover, scholars apply frameworks related

to issues around values stemming from marketing (e.g., Hennigs et al. 2013;

Cervellon and Shammas 2013; Mititelu et al. 2014; Pinto et al. 2019). Thus,

psychological theories and marketing frameworks prevail whereas theories rooted in

business ethics are scarcely applied. Moreover, large parts of the literature do not

explicitly discuss the theoretical foundation of the conducted research.

4.5 Brands and products

4.5.1 Communication

One topic that attracted significant interest is the question of communication. The

extant literature questions if luxury producers should communicate their CSR and

sustainable activities and, if so, how they should do this and what they should

actually communicate with respect to their engagement in CSR and sustainability.

4.5.1.1 What should companies communicate? Overall, the literature provides

evidence that appropriate communication of CSR and sustainability activities

fosters brand value and consumer acceptance. In the pearl industry, correctly

formulated messages about environmental outcomes can have a positive impact on

brand value (Nash et al. 2016). Rolling and Sadachar (2018) find that the

introduction of sustainability does not change Millennials’ impression of luxury; in

other words, within this audience, sustainability does not compromise the

impression of luxury and can be communicated. Steinhart et al. (2013) find that

eco-labels can positively influence the evaluation of both utilitarian products and

luxury products; for the latter they help justify their consumption. Moreover,

communication that leads to the perception of irresponsibility is detrimental: Bryson

et al. (2013) find—albeit not articulated explicitly but implicitly by respondents—

that luxury producers should avoid efforts that lead consumers to perceiving them as

acting irresponsibly, as this might become a source of brand hate. However, how

luxury producers communicate their CSR and sustainable activities is important, as

Platania et al. (2019) demonstrate. They analyse the effect of emotions on the

consumption of eco-luxury products and find that marketers should apply strategies

to foster a symbolic and ideological change that allows consumers to ‘‘recognising

themselves in them’’ (Platania et al. 2019, p. 501). Finally, appropriate
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communication can also depend on further factors, as Sthapit et al. (2017) show.

They provide evidence of a rather complex relationship between communicating

CSR and brand evaluation dependent on the belief in benevolent company motives.

If this belief is low, a high fit between the luxury brand and the type of CSR activity

enhances brand evaluation; if the belief is high, this fit is unimportant.

Consequently, luxury companies should consider such beliefs before communicat-

ing any CSR activities.

4.5.1.2 How should they communicate? Luxury producers have different channels

through which to communicate their engagement in CSR. Arrigo (2018) discusses

the importance of flagship stores as one vehicle to communicate the engagement of

luxury producers in sustainability. They stress that a flagship store as a branded

space offers the possibility to ‘‘enhance stakeholder awareness about the luxury

fashion brand’s commitment to sustainable development’’ (Arrington 2017, p. 175).

Ivanova et al. (2013) provide a multisensory signal theory on sustainable luxury and

apply it to an eco-fashion brand. In doing so, they broaden the marketing

practitioners’ perspective on the impact of multisensory signals on consumers and

provide insights that successful communication of sustainable luxury has to go

beyond the mere visual channel. Poldner et al. (2017) provide evidence that

aesthetics can act as a mediator to communicate sustainability by translating

‘‘individual creativity into artefacts that embody sustainability messages’’ (Poldner

et al. 2017, p. 1945).

4.5.1.3 What do they communicate? Overall, communication of luxury producers

tries to transport the perception of a harmonious togetherness between sustainability

and luxury without sacrificing any promises made by luxury, like unlimited

indulgence. Thus, sustainability is communicated more to enhance the brand value

than to transfer any information with respect to the true impact of these activities.

By investigating 43 websites of luxury brands, Wong and Dhanesh (2017a) identify

two strategies luxury companies use to address the tension between being elite and

being social and sustainable on their websites. Either they communicate a

harmonious coexistence between CSR and luxury, or they indicate a convergence

of both (i.e., try to synthesise them), which ultimately results in a harmonious

merger between both. Wong and Dhanesh (2017b) find that the 43 luxury brand

websites investigated communicated discretionary CSR activities driven by

altruistic motives congruent to the brand and evoked emotions. Cherapanukorn

and Focken (2014) analyse the communication strategies of several Asian luxury

hotels to identify their CSR practices. They find that ‘‘most hotel groups underline

the importance of the environment and society; therefore, it can be concluded that

the motivations are less financial but oriented towards sustaining the basis for their

operations, i.e. the natural and cultural environment including all stakeholders’’

(Cherapanukorn and Focken 2014, p. 207). However, many of the communicated

activities are normal business practices. Freire and Loussaı̈ef (2018) analyse the

advertising strategies of Louis Vuitton and Hermès with respect to the communi-

cation of their CSR activities. By applying a semiotic analysis, they find that the use
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of adequate symbols in the advertisements of both companies add to the identity

value of their brands and the CSR principles.

4.5.2 Supply and harm chain

As luxury is associated with unnecessary consumption reserved for only a small

fraction of the population, it has always been the object of controversial discussions

(Stewart 1918). Therefore, harm chain analyses of luxury products have been

increasingly used within the field of sustainable luxury. A harm chain analysis

addresses all stakeholders harmed by a particular business model and those parties

who can affect these harming processes (e.g., Polonsky et al. 2003). It is closely

linked to the supply chain; therefore, both aspects are discussed here jointly. Within

this research field, the identified literature focuses on the jewellery, the fashion

industry, and tourism. One topic is related to questions of how sustainability can be

achieved within the supply chain. Another research stream discusses the possible

impact of particular actors within the supply chain. Finally, the question of what

sustainability actually means when considering a whole supply chain also rises.

4.5.2.1 How do companies achieve sustainability in the supply chain? Ali (2017)

compares natural and synthetic gemstones to evaluate their respective potential for

sustainability and argues for a reasonable mixture between both types as both not

only have environmental advantages but also disadvantages. Towers et al. (2013)

find less sophisticated processes in a Scottish cashmere garment manufacturer in

terms of transparency and auditability of the CSR management process than those

processes that can be found in mid-market garment manufacturers and retailers.

Thus, in this industry, luxury producers seem to lag behind and have to improve

their processes. Wang and Snell (2013) analyse the reasons for labour abuse at

Gucci in China and provide a model to prevent such abuse. Carrigan et al. (2013)

discuss several harms within the supply chain of luxury fashion and show that

luxury fashion brands should invest in more sustainable production to remain

successful. However, their analysis also reveals the complexities within this

industry to change towards more sustainable activities. Yang et al. (2017) provide

insights into value-creation mechanisms along the supply chain of luxury fashion

that benefit multiple stakeholders and could help resolve these complexities. Several

scholars point to the mentioned complexities within the hospitality industry as well.

For example, Ryan and Stewart (2009) investigate the effects of the regeneration of

the desert Al Maha as an eco-initiative of a luxury resort offering luxurious

accommodation. The regeneration of the desert fauna and flora seems to work, but it

is intensive in water use. The authors conclude that ‘‘[the] best opportunities for

environmental regeneration [lie] in the commercialization of nature rather than

altruistic motives—but commercialization can only benefit nature if it conveys

value to clients. In this instance, the value is represented by the degree of luxury

offered by the resort’’ (Ryan and Stewart 2009, p. 299). Cowburn et al. (2018)

analyse the possible negative effects of resort tourism on coral reefs in the Maldives

and identify a need for better waste management and a more environmentally
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friendly development of the infrastructure. Based on a survey de-Miguel-Molina

et al. (2014) analyse patterns of sustainability in resorts on Small Island Developing

States. From their findings, the authors conclude that the achievement of sustainable

targets depends on the willingness to sacrifice activities and services, like water

sports. In addition, the more general analysis by Roberts (2019) points to these

complexities. The author investigates the impact of luxury on welfare and finds

positive impacts by promoting economic growth, innovation, and cultural enrich-

ment as well as improved quality of environmentally sustainable business practices.

However, the author also identifies regulation and appropriate taxation as important

instruments to curtail excess luxury consumption.

4.5.2.2 What impact do small players have? Carrigan et al. (2017) focus on the

impact that small- and medium-sized enterprises (SMEs) in particular have on the

harm chain in the fine jewellery industry. They find that SMEs perceive their small

size as a disadvantage, as they are not heard in this industry, and they see economic

factors as more pressing than the introduction of CSR. Overall, for SMEs it seems

difficult to address possible changes within this industry towards CSR.

4.5.2.3 What does sustainability mean along the supply chain? Csaba and Skjold

(2018) show the difficulties with respect to deciding what sustainable luxury

actually is by discussing the case of fur as a luxury product. In this context, they

investigate the supply chain: On the one hand, fur is considered a natural and thus

theoretically renewable raw material, but on the other hand there is a high demand

for resources during the production process, and this is also ethically very

questionable.

4.5.3 Sustainability as an innovation

Similar to consumer goods producers, luxury manufacturers are also under

continuous pressure to remain competitive and cope with the changing and

increasing customer demands. Several scholars consider sustainable luxury to be

one way to cope with this pressure.

As argued by Kapferer (2014), the luxury industry has to consider sustainability

in order to remain competitive. This necessity is underscored by the analyses of

Bendell und Thomas (2013), who argue that entrepreneurs change the luxury

industry disruptively by introducing innovative sustainable luxury products. The

activities of these entrepreneurs change patterns of consumption, production, or

exchange to achieve a positive societal outcome, thereby putting inert incumbents

under pressure. This observation can be related to the findings of Nunes et al.

(2016), who analyse the reasons why luxury car manufacturers have become more

sustainable, which are rooted in the pressure of different stakeholders. In addition,

Gardetti and Torres (2013) believe in the disruptive power of entrepreneurs who

succeed in combining luxury and sustainability. They further stress the consider-

ation of local heritage and present Ainy Savoirs Des Peuple as an example of an

entrepreneurial company that succeeds in integrating the environment, innovation,
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stakeholder management, and economic value and growth potential. To provide

another example of such an innovation, Guercini and Ranfagni (2013) analyse the

innovation in the supply chain of Italian native wool production related to

sustainability. Their research ‘‘accompanied the planning stages and creation of a

textile and clothing supply chain which is sustainable-luxury based, locally

extended and grounded in the use of raw wool produced by indigenous sheep’’

(Guercini and Ranfagni 2013, p. 81). Lucà (2014) provides yet another example,

discussing in a descriptive manner the consequences of changing values and

attitudes concerning CSR in the leather industry.

4.5.4 Value

One prevailing question within extant literature concerns the values attached to

sustainability in the context of luxury. The answer to this question is of particular

importance to marketers seeking to position their sustainable luxury products

according to customers’ value perceptions. Scholars discuss issues related to the

conceptualisation and measurement of these values and particular examples of value

creation.

4.5.4.1 How can one conceptualise and measure values in the context of
sustainable luxury? To foster this positioning, Hennigs et al. (2013) provide a

comprehensive framework of luxury sustainability values by discussing financial,

functional, individual, and social value as those dimensions through which consumers

evaluate the (ethical) performance of luxury brands. Cervellon and Shammas (2013)

expand (amongst others) Hennigs et al.’s (2012) luxury value framework, which also

underlies Hennigs et al. (2013), by identifying three categories of values of

sustainable luxury: socio-cultural values (conspicuousness, belonging, and national

identity), ego-centred values (guilt-free pleasures, health and youthfulness, hedonism,

durable quality), and eco-centred values (doing good, not doing harm). Moreover,

depending on the cultural background, these values are of different importance. In

addition to this theoretical model, marketers are interested in the measurement of

values attached to sustainability. Consequently, Dogan-Sudas et al. (2019) develop a

scale containing four dimensions of consumers’ value perceptions of luxury brands in

an emerging market. One of these dimensions is normative beliefs covering

sustainable environment attributes of luxury products.

4.5.4.2 Which examples exist for concrete value assignment? Hartmann et al.

(2016) examine the determinants of consumers’ perception of the luxury value of

food in Germany. They find that, in addition to traditional values, like financial,

functional, individual, and social aspects, sustainability and authenticity also

contribute to consumers’ perceptions of the luxury value of this product. Hartmann

et al. (2017) pick up this discussion and identify different segments of consumers

with varying attention to the different dimensions. Keith and Silies (2015)

investigate the possibility of upcycling pre- and post-consumer textile waste to

create luxury textiles. By presenting several projects, they provide insights into how
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design is important to create the perception of luxury. Moreover, the investigation of

Giorgio Armani’s Acqua for Life Challenge by Mititelu et al. (2014) shows that the

social value attached to luxury brands by cause-related marketing can provide a

competitive advantage. Turunen and Leipämaa-Leskinen (2015) focus on the value of

second-hand luxury brands, a kind of sustainable consumption of luxury products.

4.5.5 Eco as luxury

Within the sample of articles, one topic arose that puts luxury and ecological

products into a broader perspective. The articles discuss the possibility to perceive

at least some eco-brands and eco-products as luxury. Scholars not only identify

similarities but also clear differences between both product types in various

industries.

4.5.5.1 What are differences between both product types? Kessous and Valette-

Florence (2019) find that different drivers trigger the purchase of first-hand versus

second-hand luxury products. In the case of second-hand luxury products, eco-

conscious concerns are also important. DiDonato and Jakubiak (2016) analyse whether

eco-friendly products can serve as substitutes for luxury products to signal attributes

relevant in a romantic context. They found that participants of their study perceived

consumers of eco-friendly products as exhibitinggreaterwarmth, competence, andgood

partner traits but less physical attractiveness compared to luxury purchasers.

4.5.5.2 What are the similarities between both product types? Fifita et al. (2019)

find that South Korean consumers of sustainable organic food follow three

consumption practices in particular: investing in long-term wellbeing, expressing

sustainability values, and signalling social status. They conclude that these practices

resemble the consumption patterns of luxury fashion and, thus, draw a close link

between sustainable and luxury consumption. Fuerst and Shimizu (2016) observe a

similar relationship between sustainability and luxury in the field of real estate,

where especially wealthier households are willing to pay a premium for eco-labelled

condominiums, which the authors attribute to intangible benefits from living in an

ecological building. Johnson et al. (2018) provide evidence that the consumption of

pro-social products, similar to luxury products, can be triggered by the need for

status in addition to the pro-social self-concept. Griskevicius et al. (2010) observe

similar results—namely, that the activation of status motives leads people to buy

green products. Finally, Berger (2017) could not find a positive signalling effect for

either green or luxury products.

4.6 CSR activities

4.6.1 Best practices

Scholars provide evidence of best practices with respect to sustainability and CSR

for a range of industries. They focus on the strategic level, discuss concrete
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examples for sustainable business practices, or investigate the financial impact of

CSR and sustainability in the luxury industry.

4.6.1.1 What are sustainable business practices? Doval et al. (2013) provide an

overview of environmentally friendly practices adopted by luxury companies along

the value chain. They discuss examples for manufacturing (e.g., organic cotton),

packaging (e.g., recycled paper packaging), operations (e.g., carbon tests), and CSR

(e.g., environmental charter) in various industries, like jewellery, fashion, and

hotels. Similarly, Karaosman et al. (2018) identify a range of different best practices

along the supply chain of two Italian fashion and footwear producers, like waste

reuse, wastewater treatment, certified raw materials, emission reductions, and

renewable energy production. Yet, they also stress supply chain complexity,

commercial pressures, and power distribution as factors impeding the implemen-

tation of sustainability in such a supply chain. Lerma et al. (2017) discuss an

example of new eco-friendly materials to replace gold in jewellery.

4.6.1.2 What are successful strategic approaches? Carcano (2013) investigates

how luxury companies effectively incorporate sustainability into their strategic

management and identifies four strategic archetypes. These archetypes differ with

respect to internally (employees, governance structure) versus externally (environ-

ment, community) oriented sustainability and with respect to the scope of the

strategic approach (either corporate or spread across the company). Cimatti et al.

(2017) discuss an example of a successful Italian brand that produces high-luxury

leather and fabric accessories with recycled materials. Strategically, they stress

craftsmanship; they do not focus on being eco, but on being exquisite.

4.6.1.3 What is the financial impact of incorporating sustainability and
CSR? Overall, the identified articles argue for a positive impact of CSR and

sustainability on financial performance. However, these articles only cover the

hospitality industry. Sharma and Mishra (2018) find a positive effect of CSR on

corporate performance of Indian luxury hotels. Thomas and James (2012)

investigate best practices with respect to CSR in luxury hotels in Kumarakom,

Kerala, and believe that the adoption of these practices will exert a positive effect on

the financial performance of these hotels. Ahn and Pearce (2013) investigate the

possibility for green building in the hotel industry, which also fosters luxury and

financial success.

4.6.2 Effect on consumers

As CSR and sustainability are typically not implemented by companies for their

own sakes but by following an economic rationale, their impact on consumers’

perceptions and purchase decisions is of high relevance. Overall, the identified

literature provides evidence that this impact is positive, albeit not always very

strong. Moreover, several scholars analyse moderating effects.
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4.6.2.1 What are the consequences of engagement in CSR and sustainabil-
ity? Based on Carroll’s (1979) four CSR dimensions, Amatulli et al. (2018)

investigate the effect of luxury companies’ CSR initiatives on consumers’

willingness to purchase their products. They observe a positive impact of initiatives

located in the legal and philanthropic dimensions. Similarly, Cheah et al. (2016)

confirm a positive impact of sustainable and ethical practices on the consumers’

judgement of products. Rosenbaum and Wong (2015) ask guests of a five-star hotel

in China about the positive influence of a green marketing program, finding that it is

weaker than the effects of its value proposition, brand image, and reputation as well

as its relationship programs. Olšanová et al. (2018) identify a positive attitude of

luxury buyers towards CSR, yet these buyers are not very knowledgeable about

CSR activities of particular brands and did not consider CSR strongly during past

purchase decisions.

4.6.2.2 What are the consequences of not engaging in CSR and sustainability? Jin

et al. (2017) provide evidence that engagement in CSR does not positively influence

consumers’ responses, but not engaging in CSR may result in negative conse-

quences in terms of brand attitude and perception of credibility.

4.6.2.3 Which moderating effects can be observed? On the one hand, CSR

activities can exert a moderating effect on other relationships. In the context of

luxury cruisers, Shim et al. (2017) find a moderating effect of the CSR image on the

relationship between other cruisers and brand distinctiveness. On the other hand,

moderators can exert effects on relationships incorporating CSR and sustainability.

Tascioglu et al. (2017) show a moderating effect of collectivism on the relationship

between consumers’ status motivation and the perception of the importance of a

retailer’s environmental and social sustainability; they also find a moderating effect

of materialism on the relationship between status motivation and the retailer’s social

sustainability.

4.7 Stakeholders

4.7.1 Effect of consumer characteristics

Extant literature provides rich evidence that consumers differ with respect to their

attitudes and purchasing decisions related to sustainable luxury. It analyses factors

as diverse as status, risk, education, interest in luxury brands, dimensions of

consciousness and values, motivation, culture, and gender.

4.7.1.1 Status Overall, status and status needs are positively related to sustainable

luxury purchase. Kapferer and Valette-Florence (2019) show that richness in terms

of ‘‘old money’’ mediated via hedonism leads to sustainable demand, whilst the

perception of self-success is not related to this demand. Richness in terms of ‘‘old

money’’ is linked to the desire to be distinct and to be sensitive to quiet signals,

which can only be decoded by peers in the same social class (Kapferer and Valette-
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Florence 2019). Similarly, Zhang et al. (2018) provide evidence that high status

positively affects attitude towards hotels’ participation in CSR programs compared

to low status needs, but only if the CSR message is easy to process. Ali et al. (2019)

show that materialism and cultural value (horizontal–vertical collectivism and

vertical individualism) positively moderate the positive relationship between status

motivation and purchase intention of a green luxury car. Moreover, Chang et al.

(2019) find that the evaluation of a luxury brand’s CSR campaign is more positive

by high-power individuals than by low-power individuals.

4.7.1.2 Risk Peng and Cheng (2019) provide evidence that perceived functional,

financial, hedonistic, and self-image risks have a positive effect on hesitating to stay

at a luxury hotel that implements green practices. Moreover, they find a moderating

effect of green product knowledge on the relationship between functional and

hedonistic risk and purchasing intentions.

4.7.1.3 Education Petersen and Wilcox (2016) find an effect of education on the

perception of luxury brands in terms of sustainability. Their results indicate that

people with higher education perceive luxury brands as being less socially

conscious than people with lower education, whereas they perceive a socially

responsible luxury brand as being more socially conscious than less-educated

people do.

4.7.1.4 Interest in luxury brands Ahn (2015) provides evidence that the pricing of

a luxury CSR product affects the perceived sacrifice of CSR motivation, although

this effect depends on the interest in luxury brands: ‘‘consumers with relatively low

interest in luxury brands perceived sacrifice of the CSR initiative to be higher than

consumers with relatively high interest in luxury brands’’ (Ahn 2015, p. 1).

4.7.1.5 Dimensions of consciousness and values Ki and Kim (2016) identify

seeking personal style and social consciousness, but not environmental conscious-

ness, as drivers of sustainable luxury purchase. Shilpa and Madhavaiah (2017) also

investigate the impact of different dimensions of consciousness on sustainable

luxury consumption, with somewhat differing results, as they find that both social

and environmental consciousness have a high impact on sustainable luxury

consumption. Jain (2019) categorises factors affecting sustainable luxury purchase

intentions into culture, self-oriented (personal) values, others-oriented (social)

values, and economic value. These values are combined with the theory of planned

behaviour and Schwartz’s (1992) value theory to predict purchase behaviour. Ho

et al. (2016) organise consumers according to their annual household income and

value expressive perceptions, defining four segments; they show that the members

of these segments respond differently to CSR initiatives of luxury brands. In

addition, value expressive perceptions affect the attention paid to CSR initiatives.1

1 This article was not accessible as full text. Thus, its discussion is based on the information provided in

the abstract.
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4.7.1.6 Motivation Scholars provide several frameworks to categorise consumers

according to their motivational drivers. Based on the self-determination theory,

Gibson and Seibold (2013) construct a model of consumer behaviour in the context

of luxury purchase that distinguishes different motivational types related to different

behavioural patterns. Henninger et al. (2017) analyse Chinese consumers’

motivational drivers with respect to the consumption of sustainable luxury fashion

and identify four consumer types in this context, which lead to different behavioural

patterns with respect to luxury. Rishi et al. (2015) explore the preferences of the

Indian transition generation (25- to 44-year old) with respect to sustainability in the

luxury lodging industry. They find three key drivers to motivating the purchase of

sustainable luxury: influence of parents, children, and travel agents; rewards for

green behaviour; and frequent communication around sustainability efforts.

4.7.1.7 Culture and gender Amatulli et al. (2017b) show that collectivist versus

individualist cultural orientation affects whether consumers initiate negative word-

of-mouth after perceiving shame triggered by unsustainable luxury products. Chen

et al. (2016) provide evidence that ethical consumption is more important for

women than for men.

4.7.2 Compatibility of luxury and sustainability

A large part of the research explicitly focuses on the compatibility between

sustainability and luxury. Several scholars observe a perceived contradiction

between luxury and sustainability, whilst others find factors that can foster the

perception of their compatibility. A third group stresses that luxury has to become

greener to remain competitive.

4.7.2.1 Perception of contradiction between luxury and sustainability In the

discussion on the compatibility of luxury and sustainability within a focus group

analysed by Beckham and Voyer (2014), respondents argue that normal luxury

buyers prefer not to buy sustainable products whilst having positive reactions to

sustainable luxury themselves. Achabou and Dekhili (2013) confirm this view of the

normal luxury buyer. In their study of French luxury clothing, they show that

incorporating recycled materials into luxury goods negatively affects consumers’

preferences. They argue that ‘‘consumers are only willing to buy environmentally-

friendly clothing if the intrinsic quality attributes, such as style and colour, are

equivalent to those of conventional products’’ (p. 1901). Janssen et al. (2017)

observe that relative brand conspicuousness negatively influences consumers’ CSR

beliefs about responsible luxury brands, in the sense that for more conspicuous

brands CSR beliefs are less favourable. Pinto et al. (2019) find a complex

relationship between luxury brands and the perception of ethicality. They show that

luxury brands are associated with sophisticated brand personality and that

sophisticated brands are perceived to be less ethical than sincere brands. The

findings of Kapferer and Michaut-Denizeau (2014) seem to support this perspective,

as many of their respondents—all of them luxury buyers—consider luxury and
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sustainability to be somewhat contradictory. Kapferer and Michaut (2015) address

this contradiction and show that the way consumers define luxury influences the

degree of perceived contradiction. In contrast, Davies et al. (2012) argue that the

tendency of consumers to consider ethics and sustainability in their purchasing

behaviour is significantly lower when purchasing luxury goods compared to other

purchases. Thus, it is a matter of not only compatibility, but also attention paid to

sustainability in luxury purchase. This observation is supported by Mathur et al.

(2019), who find that consumers do not actually consider sustainability when

selecting a luxury chain hotel in Deli.

4.7.2.2 How to achieve compatibility De Angelis et al. (2017) compare the

effectiveness of two possible strategies for luxury fashion producers to introduce

new green products. In cases when consumers with high brand knowledge are

targeted and the product is durable, their empirical results suggest making green

products similar to the luxury company’s previous non-green products rather than

similar to the products of non-luxury green companies. Hence, the perception of

luxury has to be the focus. Moraes et al. (2017) present a similar result. They

investigate the ethical luxury consumption of jewellery and conclude that ‘‘if ethics

and sustainability dimensions are to be embedded in fine jewellery consumption

practice, they must first be made an intrinsic part of the nexus of the social and

material environment of trading and consumption places’’ (Moraes et al. 2017,

p. 525). De-Miguel-Molina et al. (2011) also confirm this. They investigate a

possible link between luxury and sustainability (with a focus on the environmental

dimension) in relation to luxury resorts in the Maldives. They observe that luxury is

not necessarily linked with sustainability, but it is possible to link both. Thus, luxury

and sustainability are not related naturally, but consumers’ perception processes

have to be influenced in a manner that reveals this relationship. Several authors

provide evidence regarding possible influencing factors to achieve this. For

example, Janssen et al. (2014) investigate the effects of scarcity and ephemerality

on the perception that luxury and CSR are compatible. They observe a moderating

effect of ephemerality on the positive impact of scarcity on consumers’ perception

of fit between luxury and CSR. Aybaly et al. (2017) analyse the compatibility

between sustainability and luxury in the automotive industry and discuss Tesla as an

example where luxury and sustainability are concurrent, despite Tesla not initially

positioning its roadster as luxury. However, according to the authors, it is perceived

as a luxury due to the high price. Nationality is also important, as Dekhili et al.

(2019) observe. They find that sustainability information can negatively affect the

perceived quality of luxury goods based on the consumers’ nationality. French

consumers did not change their perceptions whereas Saudi consumers did. Torelli

et al. (2012) find that, under certain conditions, CSR information has negative

effects on luxury brands’ evaluation due to the incompatibility of luxury’s self-

enhancement concept (dominating resources and people) versus the self-transcen-

dence concept (considering the welfare of all) related to CSR. However, this

negative effect can be mitigated by particular luxury brand concepts not in conflict

with CSR. Line and Hanks (2016) observe that the compatibility of luxury and
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green management in the hospitality industry depends on the destination image.

According to their results, ‘‘while the belief that green hotels are less luxurious

translates to unfavorable attitudes toward green hotels in urban tourism destinations,

this relationship does not occur in nature-based tourism destinations’’ (Line and

Hanks 2016, p. 904). Gnjidic and Vukovic (2018) find diametrically opposite levels

of CSR practices, staff behaviour, and general managers’ attitudes in Croatian

luxury hotels. These differences result from the general difference in managing the

hotels. These results show that the compatibility of luxury and sustainability—at

least in the hospitality industry—also depends on the management approach.

4.7.2.3 Compatibility as necessity Olorenshaw (2011) discusses the consequences

of the most recent financial crisis on luxury brands and their importance of

becoming more ‘‘ethical’’. Meanwhile, Thomas (2018) stresses the need for luxury,

including luxury goods, to become more sustainable. Cervellon (2013) investigates

the meaning of sustainable luxury for wealthy customers and finds that participants

expected a brand with more luxury to be more sustainable, thereby supporting

previous arguments in favour of sustainability as a means to remain competitive in

the luxury industry. Pavione et al. (2016) examine the major drivers of the

integration of sustainability and CSR into the competitive strategies of luxury

companies. They focus on innovative sustainable business models in the luxury

industry.

4.7.3 Paradox of consumerism

The paradox of consumerism—namely, the gap between behavioural intentions and

actual behaviour in terms of sustainability (e.g., Vermeir and Verbeke 2006)—is

also an issue in the luxury literature. Several scholars provide evidence with respect

to this gap; others try to find solutions to narrow it.

4.7.3.1 Evidence regarding the paradox of consumerism Arrington (2017)

complains that many consumers in the luxury context claim to consider ethical

issues in their purchasing decisions but are not willing to spend more for ethical

products. Similarly, De Klerk et al. (2019) find that, although their participants

expressed strong ethical concerns, they almost never engaged in environmentally

significant behaviour.

4.7.3.2 Remedies to the paradox of consumerism Han et al. (2017) strive to

provide marketers with insights into how to educate consumers to engage in more

sustainable fashion products’ consumption. They state that consumers experience a

constantly imbalanced psychological state between their sustainability concerns and

their personal consumption behaviour. Marketers should provide experiences to

consumers to reduce this imbalance and encourage a more sustainable consumption.

Joy et al. (2012) investigate the gap between consumers’ attitudes towards

sustainability and their consumption of unsustainable, fast fashion products. They

further argue that only true luxury fashion is capable of satisfying the needs of these
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consumers for luxury fashion whilst simultaneously fostering environmental

sustainability.

4.7.4 Management and staff

Only a small number of papers deal with the perception of staff and managers on

CSR and sustainability in the luxury industry. They focus on the perceived

advantages and actual practices.

4.7.4.1 Perceived advantages Results reveal that initiatives in this area seem to be

beneficial in terms of staff work satisfaction, but less in terms of business success.

Cheyne and Barnett (2001) find evidence that most of the asked managers in hotels

and luxury lodges in New Zealand judge the implementation of environmental

programs as advantageous in terms of improving customer and employee

satisfaction as well as relationships with local communities, whereas fewer

managers deemed these programs to be advantageous in terms of marketing.

Sourvinou and Filimonau (2018) find that the implementation of environmental

management programs in luxury hotels, which comprise outlining the benefits of

environmental management interventions, incentivised participation, regular eval-

uation, and adequate training, exert a positive impact on hotel staff’s job satisfaction

and organisational commitment amongst hotel staff and their environmentally

responsible behaviour outside work.

4.7.4.2 Actual practices Melo et al. (2012) show that, although decision-makers

in luxury hotels in Natal/RN, Brazil, are interested in CSR, business practices still

need further improvements in this area. Wisler (2018) does not find evidence of a

moral philosophy difference between the ethical decision-making process of chief

executive officers in U.S.-led and European-led strategic business units within the

luxury goods industry. ‘‘The themes and emergent findings resulting from the

qualitative analysis indicate a profound incompatibility between the values

informing decision-makers using the luxury strategy and those employed by leaders

operating within the principles and parameters of responsible leadership and

conscious capitalism’’ (Wisler 2018, p. 443).

4.7.5 Regulators and researchers

Within this category, the implementation of trade labels and certificates is analysed.

One research instrument is introduced, and consequences of missing official

controls are discussed.

4.7.5.1 Fair trade labels and certificates Several authors focus on fair trade gold

programs in developing countries, particularly those in sub-Saharan Africa. Hilson

(2008) suggests applying fair trade labels to the gold mined in developing countries

and discusses the differences between small-scale agriculture and artisanal gold

mining, like the somewhat illegality of the latter. Hilson et al. (2018) criticise that
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these programs often do not empower or at least target impoverished mining groups

and argue that there is a high variability in terms of what constitutes ‘‘fair’’

throughout the supply chain. In contrast to fair trade initiatives for coffee, which

help different actors along the supply chain, the structures in the mining industry

inhibit the empowerment of the poor miners to a certain extent. Childs (2008) and

Childs (2014) discuss the possibility and the disadvantages of these programs and

also criticise that small-scale miners are overlooked. Moreover, Blackman et al.

(2014) analyse the effects of the Blue Flag beach certification program in Costa

Rica and find a positive impact of this program on new hotel investment,

particularly in luxury hotels and economically advantaged communities.

4.7.5.2 What to do if controls are missing Sadovy de Mitcheson et al. (2018)

argue that, in the case of shark fins, international control systems fail to stop the

uncontrolled overfishing and the possible extinction of species; therefore, fins

should be taken off the menu to stop this exploitation of threatened species.

4.7.5.3 Research instrument Woodside and Fine (2019) provide the sustainable

fashion research grid to foster research in sustainable fashion.

5 Discussion and conclusion

As argued in the introductory sections of this article, luxury is a very fast-growing

sector (Donzé and Wubs 2019); although attitudes do not always result in

corresponding actions, it cannot be denied that consumers are increasingly

demanding sustainable products (Tomkins et al. 2018). In this context, many

researchers have contributed valuable insights to various aspects of sustainable

luxury, but the structured literature analysis discussed in this article also indicates

the urgent need for a future research agenda along several paths. In the following

paragraphs, those paths will be outlined, drawing on the most important possible

future research activities.

Carrigan et al. (2017) raise the issue of small players in a luxury supply chain,

and their problems to stick to CSR and sustainable practices. If luxury companies

want to become truly sustainable, they have to establish truly sustainable supply

chains (Karaosman et al. 2018). Research should provide further evidence of how

they can afford this and which measures have to be taken to allow small players in

this supply chain as well to provide their share. Moreover, as the discussion by

Csaba and Skjold (2018) shows, what sustainability actually means along a whole

supply chain has to be clarified.

The identified literature exhibits possible parallels between luxury and green

products. However, several authors also show differences (e.g., DiDonato and

Jakubiak 2016). This mixed evidence resembles the literature on compatibility

between luxury and sustainability (see Sect. 4.7.2). Possibilities for linking both

concepts seem to be influenced by rather complex mechanisms. In this context, a

more structured analysis of which products are more suitable to combine luxury and
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sustainability is needed. Future research could identify the products with

characteristics that make a combination of luxury and sustainability promising

from both a business and societal perspective.

The expected impact of CSR and sustainability on the balance sheet is one major

issue for luxury companies across all industries. However, only three papers in our

analysis address this question. With respect to the impact of CSR on financial

performance in general (independent of the luxury industry), the evidence is mixed

(Alshehhi et al. 2018; Kumar et al. 2018; Miller et al. 2018). It would be interesting

to determine whether this result can be replicated within the luxury industry or if,

within this industry, with its particularities, a clear positive or even negative effect

can be observed.

Interestingly, several authors analyse the effects of engaging in CSR, but only Jin

et al. (2017) investigate consequences of not engaging in CSR. However, as several

authors within this review discuss (e.g., Kapferer 2014; Bendell and Thomas 2013),

becoming sustainable seems to be a necessity for the luxury industry to remain

competitive; thus, further research with respect to not being sustainable, particularly

within different industries, seems warranted. As the diversity of the covered

industries within this overview shows, the luxury industry is a large sector covering

a wide range of different products. Consumers might differ in terms of their

tolerance regarding the absence of sustainability with respect to different products.

Furthermore, the question of how luxury companies should communicate their

sustainable activities still offers room for further research activities. It has long been

known that addressing green aspects of products could evoke negative connotations

amongst buyers (Visser et al. 2018); this might be a risk amongst luxury consumers

as well. Therefore, we suggest that researchers analyse different product categories

within the luxury sector to provide suitable advice. Within this research area,

consumers’ various cultural backgrounds and their demographics (e.g., gender, age,

income) may also influence the most promising way for companies to communicate

to their target groups. Future research projects should take this into account.

Another area where more research attention is needed can be found within the

field of internal marketing. Questions about how sustainable activities influence

staff motivation and work satisfaction have been heavily discussed within various

industries (Koch et al. 2019; Barakat et al. 2016; Supanti et al. 2015), but despite the

works of Cheyne and Barnett (2001) and Sourvinou and Filimonau (2018) analysed

in our literature review, this important discussion has not yet been at the centre of

sustainable luxury research.

Finally, a possibly under-researched area constitutes the use of fair trade labels

within the luxury industry. Our literature analysis demonstrates that the use of such

labels within the luxury sector has—with the exception of Steinhart et al. (2013),

who took a more general approach—thus far only been discussed in the context of

gold and tourism. Other luxury sectors have not been considered. This offers plenty

of opportunities for further research projects.

Like any research, our review also suffers from limitations. In particular, we

focused on literature written in English, which might have led to the omission of

research published in other languages that could contain particular insights into

other cultural areas. Therefore, we see an additional path for future research in terms
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of a review of the literature published in other languages to identified insights,

which are unobservable for readers unfamiliar with these languages. Despite this

limitation, the present literature review provides profound insights with respect to

the current state of the art of sustainable luxury in the internationally visible

research and presents important paths for future research.
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Appendix

See Tables 1, 2, 3, and 4.

Table 1 The quantitative search results after 45 search runs, sorted by hits

Search Database Search words Hits Relevant

hits

29 Ebsco Business Source

Premier

Eco and luxury 1 1

32 Ingenta Eco and luxury 1 1

30 Ebsco Business Source

Premier

Organic luxury 4 0

26 ABI/INFORM Collection Eco and luxury 5 3

11 Ingenta Luxury and CSR 9 5

16 Ebsco Business Source

Premier

Responsible and luxury 23 10

37 Scopus Corporate social responsibility AND

luxury

29 16

10 Ebsco Business Source

Premier

Luxury and CSR 36 20

31 Ingenta Green luxury 40 5

44 Scopus Eco and luxury 41 13

21 Ingenta Ethical and luxury 45 6

17 Ebsco Business Source

Premier

Responsibility and luxury 51 23

42 Scopus Ethical AND luxury 51 13

18 Ebsco Business Source

Premier

Ethical and luxury 52 18

28 Ebsco Business Source

Premier

Green luxury 57 22

45 Scopus Organic luxury 57 1
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Table 1 continued

Search Database Search words Hits Relevant

hits

40 Scopus Responsible AND luxury 60 8

2 Ebsco Business Source

Premier

Luxury and sustainability 74 29

41 Scopus Responsibility AND luxury 78 17

6 Ebsco Business Source

Premier

Luxury and sustainable 83 29

43 Scopus Green luxury 93 14

33 Ingenta Organic luxury 105 1

38 Scopus Sustainability AND luxury 120 23

7 Ingenta Luxury and sustainable 127 11

3 Ingenta Luxury and sustainability 129 19

19 Ingenta Responsible and luxury 149 15

20 Ingenta Responsibility and luxury 149

39 Scopus Sustainable AND luxury 159 28

12 Science Direkt Luxury and CSR 213

9 ABI/INFORM Collection Luxury and CSR 589 24

35 Science Direkt Eco and luxury 922 15

27 ABI/INFORM Collection Organic luxury 1481 10

24 Science Direkt Ethical and luxury 1659 11

36 Science Direkt Organic luxury 2237 7

1 ABI/INFORM Collection Luxury and sustainability 2683 35

15 ABI/INFORM Collection Ethical and luxury 3019 17

25 ABI/INFORM Collection Green luxury 3618 27

34 Science Direkt Green luxury 3782 14

23 Science Direkt Responsibility and luxury 4263 13

5 ABI/INFORM Collection Luxury and sustainable 4273 45

22 Science Direkt Responsible and luxury 4688 10

13 ABI/INFORM Collection Responsible and luxury 5679 28

4 Science Direkt Luxury and sustainability 6303 16

8 Science Direkt Luxury and sustainable 6318 16

14 ABI/INFORM Collection Responsibility and luxury 6476 34

*Identical to responsible and luxury 673
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2012. What is the value of luxury? A cross-cultural consumer perspective. Psychology and
Marketing 29 (12): 1018–1034.

Henninger, C.E., P.J. Alevizou, J.L. Tan, Q. Huang, and D. Ryding. 2017. Consumption strategies and

motivations of Chinese consumers The case of UK sustainable luxury fashion. Journal of Fashion
Marketing and Management 21 (3): 419–434.

Hilson, G. 2008. Fair trade gold: Antecedents, prospects and challenges. Geoforum 39 (1): 386–400.

Hilson, G., A. Gillani, and S. Kutaula. 2018. Towards sustainable pro-poor development? A critical

assessment of fair trade gold. Journal of Cleaner Production 186: 894–904.

Ho, H.C., M.A. Awan, and H.U. Khan. 2016. Luxury brands and corporate social responsibility: A

perspective on consumers’ preferences. Journal of International Management Studies 16: 77–81.
Hsieh, H.F., and S.E. Shannon. 2005. Three approaches to qualitative content analysis. Qualitative Health

Research 15 (9): 1277–1288.

Ivanova, O., K. Poldner, and O. Branzei. 2013. Touch and feel. Journal of Corporate Citizenship 2013

(52): 102–130.

Jain, S. 2019. Factors affecting sustainable luxury purchase behavior: A conceptual framework. Journal
of International Consumer Marketing 31 (2): 130–146.

Janssen, C., J. Vanhamme, and S. Leblanc. 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., J. Vanhamme, A. Lindgreen, and C. Lefebvre. 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: 45–57.
Jin, Y.-J., S.-C. Park, and J.-W. Yoo. 2017. Effects of corporate social responsibility on consumer

credibility perception and attitude toward luxury brands. Social Behavior and Personality: An
International Journal 45 (5): 795–808.

Business Research (2020) 13:541–601 597

123



Johnson, C.M., A. Tariq, and T.L. Baker. 2018. From Gucci to green bags: Conspicuous consumption as a

signal: For pro-social behaviour. Journal of Marketing Theory and Practice 26 (4): 339–356.

Joy, A., J. Sherry Jr., A. Venkatesh, J. Wang, and R. Chan. 2012. Fast fashion, sustainability, and the

ethical appeal of luxury brands fashion theory. Journal of Dress Body and Culture 16 (3): 273–295.

Kajikawa, Y. 2008. Research core and framework of sustainability science. Sustainability Science 3 (2):

215–239.
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