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The globalization of the world’s markets has forced luxury
brands to, in turn, become global and accessible in many
developing countries and emerging markets. As a result, the
demand for these luxury products has increased globally,
creating a need for an education in luxury that acknowledges
the global perspective yet, at the same time, incorporates
subtle regional nuances into luxury and fashion marketing.
Keeping this global and regional perspective, Luxury and
Fashion Marketing: The Global Perspective examines the
elements of luxury marketing that contribute to superior luxury
brand performance. Specifically, this volume focuses on
mission statements, logos, airport retailing, franchising,
challenges in luxury marketing, fashion relating to politics,
environment, and beachwear, and case studies on luxury
brands and emerging markets. Luxury and Fashion
Marketing: The Global Perspective is unique in that it is
written in a simple and engaging style to explain the theories
and concepts of luxury in relation to the ordinary in the global
context. Each chapter has to-do activities, making the book
essential reading for students, trainers, and practitioners
interested in luxury and fashion marketing and management.
Learn about the luxury brand industry from the inside out with
this masterful and insightful resource The newly revised
Fourth Edition of Luxury Brand Management in Digital and
Sustainable Times delivers a timely re-examination of what
constitutes the contemporary luxury brand landscape and the
current trends that shape the sector. Distinguished experts
and authors Michel Chevalier and Gerald Mazzalovo provide
readers with a comprehensive treatment of the macro- and
micro-economic aspects of management, communication,
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distribution, logistics, and creation in the luxury industry.
Readers will learn about the growing importance of
authenticity and sustainability in the management of fashion,
perfume, cosmetics, spirits, hotels and hospitality, jewelry,
and other luxury brands, as well as the strategic issues facing
the companies featured in the book. The new edition offers: A
new chapter on the “Luxury of Tomorrow,” with a particular
focus on authenticity and durable development A completely
revised chapter on “Communication in Digital Times,” which
takes into account the digital dimension of brand identity and
its implications on customer engagement activities and where
the concept of Customer Journey is introduced as a key
marketing tool A rewritten chapter on “Luxury Clients” that
considers the geographical changes in luxury consumption
Considerations on the emerging notion of “New Luxury” Major
updates to the data and industry figures contained within the
book and a new section dedicated to the hospitality industry
New semiotic analytical tools developed from the authors’
contemporary brand management experiences Perfect for MA
and MBA students, Luxury Brand Management also belongs
on the bookshelves of marketing, branding, and advertising
professionals who hope to increase their understanding of the
major trends and drivers of success in this sector.
This book counteracts the claim that luxury and sustainability
are conflicting concepts, and contends that they can
successfully co-exist. Discussing key characteristics of luxury
such as craftsmanship and preservation of artisan skills,
product quality and durability, and limited quantities of luxury
goods, the authors argue that luxury brands are inherently
sustainable from economic, social and environmental
perspectives. Sustainable Luxury Brands gives a
comprehensive overview of luxury to demonstrate this claim,
also focusing on sustainable luxury from a consumer
perspective. The authorsPage
furthermore
compare and contrast
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sustainability within the mass market to the luxury sector, and
present insights into current and upcoming topics in luxury
research.
What does luxury value mean? What constitutes luxury, and
what does not? While previous research has focused on
luxury as a global business and how companies have
generated, communicated and monetized luxury, this book
draws on empirical research to examine how consumers
understand and interact with it. It identifies the components of
luxury value, as seen by consumers, and the most influential
factors that shape these perceptions. Drawing on a range of
disciplinary approaches, the author investigates how
consumer segments differ in their perception of luxury
products, and how different generations understand value. A
comprehensive overview of consumer perceptions of luxury,
this book is a must-read for those students and researchers
interested in luxury studies.
This book provides fundamentally new insights into the
seemingly elusive concept of luxury using examples from real
life and precise cases. The outstanding feature is the
development of the first numerical luxury index allowing
managers to compare various categories and signaling
product opportunities. The concept of luxury signals leads to
a large variety of additional marketing opportunities. Also, a
new, precise and operational definition of luxury is developed.
Providing empirical insights for Europe, America and Asia this
book opens challenging perspectives to all those concerned
with luxury. "The book Luxury: Marketing & Management will
be of considerable interest to both managers and academics
seeking to understand and manage luxury goods in the 21st
Century." Prof. Dr. David B. Montgomery, Stanford University
& former Dean, Singapore Management University "This new
and interesting research provides insight into the unique
world of luxury and I havePage
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read for consumers and managers. Rolls-Royce Motor Cars
has been at the pinnacle of automotive luxury for over 100
years and it is enlightening to see scientific research on the
industry." Torsten Müller- tv s, CEO Rolls-Royce Motor Cars
Ltd "This book provides a large coverage of research on
luxury, combined with new practical approaches, such how to
analyze the luxury potential of a category on the basis of the
price differentials. Very enlightening reading for managers
and consumers alike." Prof. Dr. Gilles Laurent, HEC Paris
"Many asked me in the course of the year what is the
essence of luxury, and there is in my opinion a one world
answer to this: luxury is pure emotion. In their book the
authors provide an elaborated overview on luxury both from a
researcher's and a manager's perspective. It's a must-read
for those interested in luxury." Pietro Beccari, Executive Vice
President Louis Vuitton "As a maker of high-end mechanical
watches, we are impressed by the precision of this analysis
on the meaning of luxury today and the practical and valuable
conclusions for a successful management of luxury products.
Most interesting work!" Philippe Merk, CEO Audemars Piguet
"This book's development of luxury signals provides a new
and creative perspective of luxury. Reading it will amount to a
very good investment for managers and be enlightening for
consumers of luxury items around the globe. Fun to read!"
Prof. Dr. Kris Helsen, Hong Kong University of Science &
Technology (HKUST)
Using various research methodologies, such as reviews, case
studies, analytical modeling and empirical studies, this book
investigates luxury fashion retail management and provides
relevant insights, which are beneficial to both industrialists
and academics. Readers gain an understanding of luxury
fashion retailing, including proper operations and strategic
management, which now are the most crucial items on the
luxury fashion industry’sPage
senior
management agenda.
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The Management of LuxuryAn International Guide
This groundbreaking fashion branding and management text
brings an analytical business dimension to the marketing and
corporate techniques of the luxury fashion goods industry. It
will make engaging reading for anyone who wishes to learn
about the captivating business of turning functional products
into objects of desire.
Luxury Online
Creating the Ultimate Customer Experience
Global Marketing Strategies for the Promotion of Luxury
Goods
Luxury Talent Management
Leading and Managing a Luxury Brand
A Challenge for Theory and Practice
The Value of Luxury
The Road to Luxury
Sustainable Management of Luxury
Luxury Sales Force Management
Developing Customer Experience in a Digital World

The sales team can often make or break the success
of new brands or products. This comprehensive
guide provides strategies, models and checklists to
help managers and directors strengthen the
relationships of their firm's sales force with their
own or other brands, maximizing turnover and profit
in the long run.
This book shows how to build successful luxury
brands using the power of sensory science and
neuro-physiology. The author introduces – based on
inspiring business cases like Tesla, Louis Vuitton,
Chanel, Hermès, Moncler, Louboutin, or Sofitel in
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industries such as Fashion, Automotive or Leisure –
groundbreaking scientific methods - like the Derval
Color Test® taken by over 10 million people - to
predict luxury shoppers’ preferences and
purchasing patterns and illustrates common and
unique features of successful luxury brands.
Through various practical examples and
experiments, readers will be able to build, revamp, or
expand luxury brands and look at luxury from a new
angle.
Written by experts in Luxury and Fashion
Management at SKEMA Business School this
exciting new book offers a new perspective that
challenges the established rules of the luxury and
fashion industry. The authors and contributors
examine the evolution of luxury strategy and how the
luxury industry is being redefined in the twenty-first
century.
The first book focusing specifically on talent
management, retention and leadership in the luxury
industry. It explores how to lead and manage the
people this industry attracts, and the major HR
challenges the industry is about to face as the
previous generation of luxury pioneers retire and
Asia becomes a major player in the luxury world.
Strategic Luxury Management is a case-rich and
practical overview of how luxury creates value and
why some firms are more successful than others.
The focus of luxury study has traditionally centered
on the clients’ drivers of consumption, their
perception of the brand and the way to effectively
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engage with them. Luxury is rarely, however,
discussed from a strategic perspective: how luxury
managers make complex decisions relative to their
competitive environment. The book provides insight
into the luxury industry and how companies face
market complexity across three key areas. First, the
company itself, determining what defines a luxury
firm. Second, the book offers a specific framework to
assess creativity across management and not simply
as an individual talent. Third, the book considers the
competitive landscape and the principles that allow
companies to compete consistently and
meaningfully. Each chapter includes pedagogical
features to ensure comprehension, including chapter
objectives and self-study questions. With examples
and case studies from international firms illustrating
each chapter, Strategic Luxury Management is
essential reading for postgraduate, MBA and
executive education students studying luxury
management, luxury brand management, luxury
creativity and innovation, and strategic management,
as well as reflective practitioners within the luxury
industry. Online resources include chapter-bychapter PowerPoint slides.
In The Management of Luxury, 50 contributors from
11 countries and 23 top academic institutions
working at the forefront of luxury management
research provide experienced luxury managers and
luxury researchers with insightful marketing and
management perspectives on the luxury market. The
Management of Luxury is a book for those who
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marvel at the industry unlike any other; those who
consider managing in it as a constant balance
between trusting the conventional and trying the
innovative to enable the extraordinary.Including case
studies on iconic brands such as Burberry, Louis
Vuitton, and Leica, The Management of Luxury
equips readers with innovative insights and
perspectives to better understand the nature of the
luxury industry so they can more effectively manage
businesses in the luxury market.
Noted experts offer invaluable insights into the
glamorous world of luxury retail Luxury Retail
Management is your gold-plated ticket to the
glamorous world of luxury retail. Defining all the
tools that are necessary to manage luxury stores,
from the analysis of location and design concept, to
the selection, training, and motivation of the staff,
the book covers everything you need to know to
enter, expand, understand, and succeed in the world
of luxury retail. Reaching the luxury customer is no
longer the domain of the exclusive salon—the global
luxury market boom and the phenomenal growth of
luxury stores now views the retail sector as key to
driving brand profitability. In dealing with this rapid
change, luxury brands have experienced a steep
learning curve and accumulated bags of retail
expertise. And while some of the luxury retail rules
and models in this book are exclusive to the luxury
market, many have lessons for the whole retail
sector. Examines the essential aspects of luxury
customer relationship management, personal sales,
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and the customer experience Delves into the
sophisticated business models that luxury brands
have developed based on a mix of directly-operatedstores and wholesale Covers the management
essentials—distribution, location, design,
merchandising, pricing, brand promotion, and the
management agenda for success Written by
respected experts Michel Chevalier and Michel
Gutsatz, who lend their solid academic credentials
and professional expertise to the subject, Luxury
Retail Management asks and answers the questions
that retail professionals need to understand in order
to thrive in the luxury market.
Vast markets for high-symbolic-value goods serve
as an expansive worldwide arena where luxury
brands and products compete for consumer
attention. As global luxury markets have grown and
continue to grow, uncovering successful methods
for maintaining brand image and consumer desire is
critical to the success of high-end brands. Global
Marketing Strategies for the Promotion of Luxury
Goods explores the latest promotional trends,
business models, and challenges within the luxury
goods market. Focusing on strategies for achieving
competitive advantage, new market development, as
well as the role of the media in luxury brand building,
this timely reference publication is designed for use
by business professionals, researchers, and
graduate-level students.
Tools and Strategies to Manage Luxury Products in a
Profitable and Sustainable Fashion
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Break the Rules of Marketing to Build Luxury Brands
Luxury Fashion Retail Management
Styles, Systems, Strategies
Research Handbook on Luxury Branding
Trends, Tactics, Techniques
Value Creation and Creativity for Competitive
Advantage
Designing Luxury Brands
The Science of Pleasing Customers’ Senses
A Practitioner’s Handbook
Luxury Brand Management in Digital and
Sustainable Times
How the World's Top Brands Provide Quality
Product and Service Support
Online shopping has become increasingly popular due to its
availability and ease. As a result, it is important for companies that
sell high-end products to maintain the same marketing success as
companies selling more affordable brands in order keep up with the
market. Digital Marketing Strategies for Fashion and Luxury
Brands is an essential reference source for the latest scholarly
research on the need for a variety of technologies and new
techniques in which companies and brand managers can promote
higher-end products. Featuring coverage on a broad range of
topics and perspectives such as brand communication, mobile
commerce, and multichannel retailing, this publication is ideally
designed for managers, academicians, and researchers seeking
current material on effectively promoting more expensive
merchandise using technology.
Presenting a vision of the luxury sector and its management, this
edited book describes “the new luxury” through a comprehensive
view of the value chain, from concept to market. The authors argue
that the main characteristics of “luxury” are linked to specific
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resources and competencies found throughout the value chain and
that value is a result of the interaction between the brand and
stakeholders, and more precisely with their clients. Taking an
interdisciplinary approach, New Luxury Management encompasses
both strategic and functional aspects of luxury management,
providing innovative solutions to the successful creation and
management of value across the organization, from leadership,
human resources, financial management, marketing and economic
perspectives.
The meaning of luxury and the sorts of customers that buy luxury
have continually been evolving, but never as dramatically as in the
past 20 years. With more potential consumers, the luxury sector is
today healthier than ever. However luxury companies have had to
completely rethink their strategies and to rely on state-of-the-art
marketing and management tools to help them keep up with
consumers' shifting expectations, desires and dreams. Luxury
Strategy in Action presents the view of an international panel of
luxury experts on what is luxury management nowadays, how it is
evolving, and which fundamentals are necessary to manage in this
time of change. This book provides an insight into luxury
management through a strategic approach, analyzing the latest
trends in the industry, like the impact of online social networks and
the role of emerging markets. It thus provides a multicultural,
holistic perspective designed to create challenges to the established
rules of the luxury industry.
The Luxury Strategy, written by two world experts on the subject,
provides the first rigorous blueprint for the effective management of
luxury brands and companies at the highest level. It rationalizes
those business models that have achieved profitability and unveils
the original methods that were used to transform small family
businesses such as Ferrari, Louis Vuitton, Cartier, Chanel, Armani,
Gucci, and Ralph Lauren into profitable global brands. By defining
the differences between premium and luxury brands and products,
analysing the nature of true luxury brands and turning established
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marketing 'rules' upside down, it has established itself as the
definitive work on the essence of a luxury brand strategy. This fully
revised second edition of The Luxury Strategy explores the diversity
of meanings of 'luxury' across different markets. It also now
includes a section on marketing and selling luxury goods online and
the impact of social networks and digital developments, cementing
its position as the authority on luxury strategy.
Unique and timely, this Research Handbook on Luxury Branding
explores and takes stock of the current body of knowledge on luxury
branding, as well as offering direction for future research and
management in the field. Featuring contributions from an
international team of top-level researchers, this Handbook offers
analysis and discussion of the profound socioeconomic,
psychological, technological and political changes that are
affecting the luxury industry, and that will continue to shape its
future.
In The Management of Luxury, 50 contributors from 11 countries
and 23 top academic institutions working at the forefront of luxury
management research provide experienced luxury managers and
luxury researchers with insightful marketing and management
perspectives on the luxury market. The Management of Luxury is a
book for those who marvel at the industry unlike any other; those
who consider managing in it as a constant balance between trusting
the conventional and trying the innovative to enable the
extraordinary. Including case studies on iconic brands such as
Burberry, Louis Vuitton, and Leica, The Management of Luxury
equips readers with innovative insights and perspectives to better
understand the nature of the luxury industry so they can more
effectively manage businesses in the luxury market.
This book addresses the No 1 challenge of all major luxury brands
today: How can these brands pursue their growth yet remain
luxury? How do you reconcile growth and rarity? Kapferer on
Luxury offers a selection of the most recent and insightful articles
and original essays on the luxury growth challenge from Jean-Noël
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Kapferer, a world-renowned luxury analyst. Each chapter
addresses a specific issue relating to the luxury growth challenge
such as sustaining the 'luxury dream', adapting the internet to
luxury demands, re-widening the gap with premium brands'
competition, and the importance of non-delocalization. It also
explores in detail facing the demand of the Chinese clients, rising
sustainable quality and experiential standards, developing real
luxury services and managing luxury brands within groups without
diluting their equity and more. As such, Kapferer on Luxury is the
perfect and timely resource for luxury executives, communication
managers, luxury observers and advanced students willing to
deepen their understanding of this major luxury challenge.
Develop a winning customer experience in the digital world Luxury
consumers are changing – they come from all over the world, they
are young and they are digital natives. How can luxury brands that
have built themselves as pure physical players adapt their business
model and practices to address their expectations without
abandoning their luxury DNA? Luxury Retail and Digital
Management, 2nd Edition sets focus on the major retailing
challenges and customer evolutions luxury brands are facing today:
the digitalisation and the emergence of the millennials and Chinese
luxury consumers. These major changes have been affecting the
distribution and communication channels of luxury brands; they
now have to think simultaneously physical stores and e-commerce,
global marketing and digital marketing. • Defines all the tools that
are necessary to manage luxury stores including analysis of
location and design concept • Explores the selection, training and
motivation of the staff • Covers everything executives, managers
and retail staff need to know in order to enter, expand, understand
and succeed in the world of luxury retail Written by luxury retail
experts Michel Chevalier and Michel Gutsatz, who lend their solid
academic credentials and professional expertise to the subject,
Luxury Retail and Digital Management, 2nd Edition provides deep
insight into the main challenges that luxury brands are facing in
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this digital age.
An International Guide
Luxury Marketing
Luxury Retail and Digital Management
Brand Management and Marketing of Luxury Goods
How Luxury Brands Can Grow Yet Remain Rare
Luxury Strategy in Action
Digital Marketing Strategies for Fashion and Luxury Brands
An Emerging Perspective
Developing Successful Global Strategies for Marketing Luxury
Brands
The New Luxury Experience
The Evolution, Markets, and Strategies of Luxury Brand
Management
The Luxury Strategy
Examine luxury branding on a global scale, with
more than fifty cutting edge contributions from
the foremost thought leaders in luxury
management and marketing.
This second volume in the Palgrave Studies in
Practice: Global Fashion Management series
focuses on core strategies of branding and
communication of European luxury and
premium brands. Brand is a critical asset many
firms strive to establish, maintain, and grow. It
is more so for fashion companies when
consumers purchase styles, dreams and
symbolic images through a brand. The volume
starts with an introductory chapter that
epitomizes the essence of fashion brand
management with a particular emphasis on
emerging branding practices, challenges and
trends in the fashion industry. The subsequent
five cases demonstrate how a family workshop
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from a small town can grow into a global luxury
or premium brand within a relatively short
amount of time. Scholars and practitioners in
fashion, retail, branding, and international
business will learn how companies can establish
a strong brand identity through innovative
strategies and management.
Presenting some of the most significant
research on the modern understanding of
luxury, this edited collection of articles from
the Journal of Brand Management explores the
complex relationships consumers tie with
luxury, and the unique characteristics of luxury
brand management. Covering the segmentation
of luxury consumers worldwide, the specificity
of luxury management, the role of
sustainability for luxury brands and major
insights from a customer point of view,
Advances in Luxury Brand Management is
essential reading for upper level students as
well as scholars and discerning practitioners.
As this book is the first book worldwide in the
"sustainable" management of luxury area, it
highlights key aspects in the sustainable
management of luxury based on presentations
using different approaches, whether reflexive,
empirical, hands-on or applied theory and
cases.
A thorough, comprehensive guide to the luxury
goods industry for executives, entrepreneurs,
and students interested to know about the
luxury business As key new luxury markets like
Asia, Latin America and Africa continue to
expand, The Road to Luxury: The Evolution,
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Markets and Strategies of Luxury Brand
Management gives professionals interested in
the industry a holistic understanding of luxury
market dynamics around the world using
stories, experiences, relevant data and
statistics on current market trends. For
investors, the book offers valuable insight on
where the industry is headed. For industry
insiders and executives, it presents valuable
data with which to craft successful business
strategies. The definitive insider's guide to the
luxury sector by leading figures in the field
Includes rigorous academic data, including
information on the business attractiveness and
appropriateness of various country markets
Examines strategies and success factors of key
players, and insight into the systems and
operations, retail, distribution and e-commerce,
emerging markets and emerging brands, as
well as management styles For professionals in
the luxury industry, as well as those studying it
or investing in it, The Road to Luxury presents a
complete and information-packed resource
covering virtually every aspect of this growing
sector.
'Brand Management Strategies' explains how a
brand can successfully drive global business
development. The text takes an applied
approach with supporting examples from
current fashion and non-fashion brands.
Examine luxury branding on a global scale, with
more than fifty cutting edge contributions from
the foremost thought leaders in luxury
management and marketing. The Management
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of Luxury, second edition, presents a unique
snapshot of best practice insights into the
increasing challenges faced in luxury business,
with contributions shared by more than fifty
global leaders on luxury management. The
highly renowned editors draw these together
into one essential handbook, ranging from
luxury brand strategy, luxury consumer
behaviour and market positioning, through to
management succession, heritage,
counterfeiting and competing effectively as a
luxury SME. Fully updated in its second edition,
The Management of Luxury explores the newly
evolving direction of Asian market trends and
how to integrate digitalization into sales and
product strategies. Both are crucial for
competitive advantage in the luxury market,
featured alongside iconic case studies such as
Burberry, Louis Vuitton and Leica. The book's
value is not only in streamlining management
processes and return on investment; but
equally for those who marvel at an industry
unlike any other, striving to trust both in the
conventional and innovate new paths towards
the extraordinary. Highly influential, applicable
and enlightening, it is a vital addition to every
luxury business manager's collection.
Luxury is no longer a privilege of the high-networth individuals. It is now accessible to all.
This has become possible because the essence
of luxury has changed: from something based
upon materialism and conspicuous and hedonic
consumption to one that embraces enrichment
and experiences for the consumers. This
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evolution creates challenges for luxury brands
and for the managers of luxury brands. Building
Consumer-Brand Relationship in Luxury Brand
Management is a collection of innovative
research that focuses on the conception and
marketing of luxury as an experience and
explores more integrative and comprehensive
approaches to modeling and understanding the
consumer-brand relationship with luxury brands
and their sustainability in a global and
multicultural world. Highlighting a broad range
of topics including digital marketing, consumer
demand, and social responsibility, this book is
ideally designed for marketers, brand
managers, consumer analysts, advertisers,
entrepreneurs, executives, researchers,
academicians, and students.
Luxury Fashion Branding
Strategic Luxury Brand Management
Core Strategies of European Luxury Brands
Luxury Brand Management
Luxury and Mass Markets
Sustainable Luxury Brands
Luxury Retail Management
Digital Channels and Social Media Management
in Luxury Markets
The Management of Luxury
Brand Management Strategies
Luxury and Fashion Marketing
The Ghost of Luxury

The definitive guide to managing a luxury
brand, newly revised and updated What
defines a luxury brand? Traditional wisdom
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suggests that it's one that's selective
and exclusive—to such a degree that only
one brand can exist within each retail
category (automobiles, fragrances,
cosmetics, etc.). But this definition is
inherently restrictive, failing to take
into account the way in which luxury
brands today are increasingly identified
as such by their placement in stores and
how consumers perceive them. This revised
and updated edition of Luxury Brand
Management, the first comprehensive book
on luxury brand management, looks at the
world of branding today. Written by two
renowned insiders, the book builds on this
new, broader definition of luxury and
examines more than 450 internationally
known brands from a wide range of
industries. Packed with new information
covering the financial crisis's impact on
luxury brands, and looking towards a new
period of growth, the book reconciles
management, marketing, and creation with
real-life examples and management tools
that the authors have successfully used in
their professional careers. Includes
dedicated chapters focusing on each of the
main functions of a luxury brand,
including brand creation, the complexity
of managing brand identity, the
convergence of arts and brands, and much
Page 19/28

Bookmark File PDF The Management Of Luxury:
A Practitionerâ€™s Handbook
more Addresses the practical functions
that can make or break bottom lines and
affect brand perception, such as
distribution, retailing, logistics, and
licensing Focuses on brand life-cycle,
brand identity, and licensing issues A
compelling and comprehensive examination
of the different dimensions of luxury
management in various sectors, this new
edition of the classic text on brand
management is essential reading for anyone
working with or interested in making the
most of a luxury brand in the postrecession world.
Luxury industry has crumbled into
duplicated brand cores. Many brands serve
grandiloquence in the name of Identity.
Concept of 'Brand Identity' prolongs to
stay pertinent for mass and premium
brands. The book advocates 'Brand
Extremity' as a replacement to maintain
relevance.
This new book focuses on the analysis of
the online strategy and development of the
luxury industry, tracing the evolution of
the Internet from a means of communication
to a trade and distribution channel. The
author provides a comprehensive evaluation
and a critical assessment of the tactics
required for the management of luxury
brands online.
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The luxury market has transformed from
its traditional conspicuous consumption
model to a new experiential luxury
sensibility that is marked by a change in
how consumers define luxury. In a global
context, it is crucial to understand why
consumers buy luxury, what they believe
luxury is, and how their perception of
luxury value impacts their buying
behavior. This handbook aims to provide a
holistic approach to luxury marketing with
respect to the characteristics and the key
challenges and opportunities of luxury
brand management. Therefore, the
multifaceted contributions by authors from
different parts of the world will offer
both a research and management perspective
of luxury marketing and deliver a
concentrated body of knowledge with
contributions from diverse elements.
This professional book introduces
marketing and luxury brand professionals
to a new definition of luxury and the art
of designing the ultimate luxury
experience in both the physical space
(e.g., in-store, hotel, restaurant) and
the digital space (e.g., social media,
website, e-commerce). Specifically, it
offers an overview of customer experience
issues and explores big five experiential
strategies that can be applied by luxury
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houses in order to provide the best luxury
experience to their customers. Themes such
as quality of customer luxury experience,
immersion and co-production/co-creation in
luxury, creation and management, digital
and immersive marketing, and innovative
market research are also examined. How do
consumers define luxury? Is there one
luxury or several “luxuries”? What kind of
luxury experiences consumers want to live?
How can luxury houses design the ultimate
luxury experience? More than in any other
sector, luxury consumption is a response
to a search for emotions, pleasure,
uniqueness, consideration and greatest
services. The luxury consumer wants to
live luxury experiences – not just buy
luxury products or services. In this way,
this book presents the luxury consumption
experience as a combination of symbolic
meaning, subconscious processes and
nonverbal cues and characterized by
fantasies, feelings and fun. Featuring
case studies and interviews from
international luxury sectors and brand
managers such as Burberry, Dior, Porsche,
Breitling, St. Regis Hotels & Resorts, and
Louis Vuitton, among others, this book
offers both a research and management
perspective on luxury experience to
professionals in the luxury sector (e.g.,
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CEOs, brand managers, marketing and
communication professionals), as well as
marketing professors, students, and people
eager to learn more about how to design
the ultimate luxury experience. Praise for
The New Luxury Experience “This book
provides a holistic perspective on
marketing of luxury brands, offering both
useful practical advice as well as
illustrating important cases.” -- Ravi
Dhar, Director, Yale Center for Customer
Insights, Yale University “Wided Batat’s
book offers a fresh, insightful and
comprehensive analysis of the concept of
the consumer’s experience with luxury
whatever that may be. The Five
experiential luxury strategies proposed by
Wided highlight that luxury management
should go above and beyond the design and
branding of luxury goods and services. I
also commend the consideration given to
the younger generations’ approach to
luxury and to corporate social
responsibility aspects. Luxury marketers
should find this book very useful indeed.”
-- Francesca Dall’Olmo Riley, Professor of
Brand Management, Kingston Business
School, UK
In recent years, luxury goods markets have
faced significant changes that have
influenced both the dynamics of the
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competition, as well as their strategies.
The principal changes include the
following: new geographical market
development, such as in the Far East,
India, and some parts of Africa (these
countries are added to a list of already
relevant countries that are involved in
luxury goods consumption, such as the
Emirates, Russia, and South America);
diffusion of new media and new
technologies in communication, which is
characterized by a high degree of
interaction; the evolution of distribution
channels is underway – these channels are
moving towards new forms of integration
that utilize both physical digital
channels. This has forced firms to revise
their strategies and implement
multichannel marketing strategies to
continue to operate in increasingly
international markets that are
characterized by increasingly more
demanding and informed consumers. This
book will enable readers to gain a clear
insight into how the luxury goods market
operates and amongst other things, focuses
on: recent internet and social media
strategies adopted by luxury companies and
their brands; how luxury companies manage
their communication and distribution
channels to compete in the market and the
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impact of digital marketing on their
competition; the main models of direct and
indirect distribution in the digital
channels; how consumers react to
multichannel strategies; trends, social
commerce and CSR and how luxury companies
react; identifying the different social
media strategies for luxury companies.
In recent times, the advent of new
technologies, the concerns about
sustainability, and the new tastes of the
youngest generations of luxury consumers
have affected the traditional dynamics of
the luxury goods markets. These emerging
issues have caused significant changes in
the marketing of luxury goods. Sustainable
development is not a new practice in the
luxury market but is of increasing
importance. The real challenge is for
luxury companies to overcome the residual
corporate social responsibility
perspective to embrace a real integration
of environmental, ethical, and social
concerns into the corporate strategy.
Integrated output and sustainable
processes, the introduction of nonfinancial reporting as operational
practice, and a new orientation to
circular economy practices are emerging
issues that still today request for a
deeper exploration both on the academic
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and managerial point of view.
Digitalization is another relevant issue
that is reshaping the business model of
luxury companies. Big data, blockchain,
omnichannel experience, and digital
customer experience represent the main
digital challenges that luxury brand
companies are facing nowadays. Luxury
brands must keep up with these digital
demands and sustainability concerns to
maintain their position in the global
market. Developing Successful Global
Strategies for Marketing Luxury Brands
upgrades the most relevant theoretical
frameworks and empirical research about
the marketing of luxury goods. This book
is focused on contemporary issues
affecting luxury industries such as
digital transformation (blockchain, big
data, analytics, innovation processes),
sustainable development, changes in luxury
consumers’ behavior, integration between
physical and online channels, and the
development of social media marketing
strategies. Chapters will cover areas of
marketing, management, buyer behavior, and
international business, creating a
multidisciplinary approach for this book.
This book is ideal for scholars, local
government agencies and public bodies,
managers, luxury business owners, along
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with practitioners, stakeholders,
researchers, academicians, and students
who are interested in emerging issues
affecting the luxury market, such as
sustainability and digital transformation.
The marketing of luxury brands is a highly
complex and difficult task and differs
strongly from the management of ordinary
brands. At the heart of the difficulty
lies a paradox: To increase sales and at
the same time to preserve exclusivity. A
luxury brand has to be anchored in the
heads of as many people as possible and be
desired but it must remain inaccessible to
most of them. The more a luxury brand or
good gets actually purchased, the more it
loses ist aura of exclusivity, ist
attractiveness and ist 'dream value'.The
purpose of this book is to analyze the
specificities of the management and
marketing of luxury brands in comparison
to ordinary brands. The analysis will
mainly focus on the four elements of the
marketing mix, namely product, place,
price and promotion. A detailed analysis
of the four elements will disclose the
particularities of luxury brands and
present the requirements of successful
luxury brand management which is able to
overcome the difficulties resulting from
the mentioned paradox.
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