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Themarketingofluxurygoodshasbecomeincreasinglyimportantovertheyears,andthenumberof
universitiesandinstitutionsaddressingthisconcepthasrecentlyincreased.Globalluxurymarketshave
grown,andtheycontinuetogrow,andthenumberofconsumerswhopurchasehigh-endgoodsisvery
relevant.Luxurymarketsarecharacterizedbythesumofglobalnichesinwhichtheprocessofinterna-
tionalizationbeganlongago.

Vastmarketsforhigh-symbolic-valuegoodsserveasalargeandglobalcompetitivearenawhere
playersthatvieforthesamecategoryofconsumersfaceoff.Thefactorsthathavefacilitatedthedevel-
opmentofaninternationalpresenceare:

1. Theexistenceofatransnationalsegmentofconsumerswhosharesimilarcharacteristics;
2. Theglobalflatteningofsociodemographic,lifestyle,andconsumptionfactors;
3. Theuniformityofconsumers’buyingbehaviorsinthetransnationalsegment;
4. Thegradualstandardizationofbrandcommunicationactivities toachieveaconsistent levelof

brandperceptioninallcountries;
5. Theneedtoextendnationalnichestowardsimilarnichesatthegloballevel,soastoensureadequate

marketpotential;and
6. Thepresenceofeconomiesof“replication”indistribution.

Theseprimefactorshaveledtomajorinternationalgrowthamongallactivitiesinfirms’valuechains.
Broadermarketsforhigh-symbolic-valuegoodscanbeconsideredasthesumofnumerousniche

markets,whicharesmallwhenanalyzedwithintheproductsectortowhichtheybelong,butlargein
termsofturnoverandthenumberofconsumerstheyattractwhenconsideredonaglobalscale.This
isanotherimportantreasonwhywecross-analyzemarketingstrategies;specifically,wedonotfocus
exclusivelyoncompaniesthatspecializeinfashion,watchmaking,orrecreationalboating.

Consumersofhigh-symbolic-valuegoodsaretransverselyuniformintheirpreferencesandbuying
behaviorineachcountry.Tosimplifythisidea,wecansaythataseniorexecutiveofamultinational
Dutchfirm,aswellasanItalianone,buythesamesetofhigh-endgoodsandhavesimilarpurchasing
models.TheaffluentconsumersofParisarecertainlymuchmoresimilartoaffluentconsumersinNew
YorkthantoothersegmentsofFrenchconsumers.Agingpopulations,decliningbirthrates,theincrease
indisposableincomeduringretirementyears,anincreaseinleisuretimeafteragefifty,andtheincrease
infemaleemploymentarephenomenathatarecommontoallindustrializedcountries.Therefore,atrend
towardthehomogenizationofconsumptionbasedonsocialclassandageattheinternationallevelis
onlynatural.
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Thecompetitivenessofacompanythatoperatesinmarketsforhigh-symbolic-valuegoodsisen-
dangeredifthecompanyisnotinapositiontomarketitsgoodsandservicesinallcountriesaroundthe
worldand,morespecifically,bothinmatureareasandinemergingareaswheretherearecustomerswith
highdisposableincometodevotetoconsumption.If,untilnow,themaingeographicareasofthemarket
forhigh-symbolic-valuegoodshavebeenEurope,Japan,andNorthAmerica,thegeographicareaof
emergingmarketswillbeSouthEastAsia,SouthAmerica,EasternEurope,andAfrica.

Thecurrentprocessofglobalizationinluxurymarketsisnotrelatedtotherelocationofmanufac-
turingactivitieswhich,inmanycases,arethesubjectofareverseprocessofareturntothecountryof
origin;rather,thephenomenonofglobalizationisrelatedtodistributionandcommunicationactivities.
Wearecurrentlywitnessingthegradualbroadeningofretailactivities,oftenunderdirectcontrolofthe
luxuryfirm,inemergingmarkets.

Inthismarket,entrybarriersarecreatedwithbrands.Toreplicateaserially-producedhigh-endgood
isnotdifficult.Thequalitycraftsmanshipoftheearlyphasesofafirm’sdevelopmentsoongiveswayto
highindustrialquality,whichismoreeasilyimitatedbycompetitors.Theonlyrealbarrierisbasedon
brandimage.Forcompaniesthatwanttoholdasignificantmarketposition,solidifyingabrand’simage
involvesdevelopingaglobalpresenceandestablishingarecognizedanddistinctivehigh-valuebrand.

Furthermore,thereisalsoglobalizationofthevaluechain.Thisaffectsthewaysinwhichbusinesses
areorganizedtoproduceandselltheirgoodsonthemarket.Theactivitiesofplanning,productdevelop-
ment,design,production,marketing,anddistributionarecarriedoutindifferentlocations,andgoods
aredistributedinallmajorglobalmarkets.Thevaluechainoftheenterpriseandthevaluechainsystems
representedbythemainbusinessanditsbusinesspartnersarede-localizedinmanycountries.Certain
designershavelongshiftedtheiractivitiestodifferentmarkets.Forexample,somefirmsthatproduce
high-endapparelentrusttheirstylingtoItaly,productiontoPoland,anddistributiontointermediaries
inmanygeographicareas.

Concurrentwith theglobalizationofvalue-chainactivities, the last fewyearshavewitnessedan
inverseprocesswheremanufacturingactivitiesareredirectedtoglobalbrands’countriesoforigin.This
phenomenonhascomeaboutforeconomicreasons,primarilyrelatedtoageneralimprovementinthe
competitivenessofthehomecountry,aswellasbasedonanumberofmarketingdecisions.Consumers
arepayingmoreattentiontothetermsandconditionsofproduction,andthelinkbetweentheproduct
andtheskillsystemsoftheterritoryoforiginisakeysuccessfactor.Forthisreason,somefirms(suchas
BrunelloCucinelli)havechosennottorelocateanyphasesofthevaluechain.Indeed,thistightlybinds
thedesignandproductionprocessestothesystemandvaluesoftheregionwherethefirmislocated.

THE CHALLENGES

Inrecentyears,luxurygoodsmarketshavefacedsignificantchangesthathaveinfluencedboththedynam-
icsofthecompetition,whicharedaringplayers,aswellastheirstrategies.Theprincipalchangesinclude
thefollowing:newgeographicalmarketdevelopment,suchasintheFarEast,India,andsomepartsof
Africa(thesecountriesareaddedtoalistofalreadyrelevantcountriesthatareinvolvedinluxurygoods
consumption,suchastheEmirates,Russia,andSouthAmerica);newconsumersarefacingtheseluxury
markets;thereisdiffusionofnewmediaandnewtechnologiesincommunication,whichischaracterized
byahighdegreeofinteraction;andtheevolutionofdistributionchannelsisunderway–thesechannels
aremovingtowardnewformsofintegrationthatutilizebothphysicalchannelsanddigitalones.
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Withrespecttonewmarketsandnewconsumerdevelopment,wearefacingasituationwherein-
creasingnumbersofconsumersareinterestedinluxurygoodsconsumption.Theseconsumersarenot
completelyeducatedaboutglobalbrands,buttheyarelookingforproductsthatareabledifferentiate
themselvesand/orguaranteeuniqueexperiences.Luxuryplayershavetounderstandthefactorsthataf-
fectpeoplewhoaremakingpurchasingdecisions,andtheyalsohavetobeawareofthedynamicsthat
characterizeconsumers’buyingbehaviors.

Concerningthediffusionofnewdigitaltechnologies,inrecentyears,theincreasingimportanceof
thedigitalchannelandtheglobalizationofmarketshaschangedbothconsumers’rolesandthenatureof
thecompetitivelandscape.Thishasforcedfirmstorevisetheirstrategiesandimplementmultichannel
marketingstrategiestocontinuetooperateinincreasinglyinternationalmarketsthatarecharacterized
byincreasinglymoredemandingandinformedconsumers.

Recoursetoapluralityofchannelshasproventobeanecessityforluxurygoods,especiallybecause
digitalplatformsnowconstitutecommunicationchannelsintheirownright.Fromthisstandpoint,the
digitalchannelservesasamediumthatinteractswithdemand,anditfurtheradoptsahybridconnota-
tion:itcanperformfunctionsthatareinformative,transactional,andrelational,anditalternatelyor
simultaneouslyusesbothphysicalandvirtualcontactmodes.Basedonthisperspective,multichannel
managementpoliciescancontributesignificantlytoestablishingabrand’sloyaltyofexistingconsumers
whileacquiringnewmarketsegments.Althoughluxuryfirmsinitiallyhadsomereservationsaboutusing
theWebasadistributionchannel–especiallygiventhattheydidnotthinkitwouldbeabletoreproduce
customers’experiencesfromthephysicalpointofsale,andthatitcreateddistancefrombuyerswithhigh
spendingpower–inrecentyears,theopportunitiesofferedbythedigitalchannelhavebecomeclearand
numerous.Inthisway,thelogicunderlyingthedevelopmentofthedigitalchannelforluxuryplayersis
oneofintegrationwiththephysicalchannel;itisnottobeviewedasastandalonedistributionchannel,
butasonethatcompletesandcomplementsthephysicalchannel.

Thetraditionalstoresettingalwaysplaysamajorroleintheexperienceofbuyingluxurygoods;
however,thehugesuccessofthedigitalchannelhasturneditintoaninescapablechannelforplayers
inthemarketforhigh-symbolic-valuegoods.AWebstrategyisthusessentialforaluxurybrand.The
developmentofnon-conventionalmarketingallowsfirmstoengagewiththeirconsumersbyfocusing
onthegoaloftransmittingthevaluesofaspecificbrandthroughinvolvement,entertainment,andfun.
Consumersbecomeleadingactors,andfirmscandevelopmeasuresofengagement,whiletakingadvan-
tageofword-of-mouthreferrals,usingbothaproactiveanddynamicapproach.

Analyzingtheevolutionofconsumerbehaviorduringthepurchasingprocessisparticularlyimportant
formanufacturersanddistributorsbecausetheInternetnowenablestwo-waycommunicationflow,thus
transformingtheclassicapproachtocommunication,whichwascharacterizedbyalackofinteraction.

Thisdigitalchannelhasenabledfirmstoextendtheirmarkettonewconsumerswhohavedifferent
sociodemographiccharacteristicsandarelocatedinemergingcountries.High-symbolic-valuegoods
are traditionallyconsidered incompatiblewith thedigitalchannel;even today,somecompanies that
maintain extreme brand positioning believe it inappropriate to develop distribution activities in the
digitalchannel.Mostluxuryplayershavedevelopedadirectpresenceinthedigitalspace;thisstrategic
distributionoptionhaslargelybeensuccessful.Thedigitalchannelisincreasinglyintegratedwiththe
activitiesofphysicaldistribution,andthisamalgamationmakesitpossibletoenhancetheconsumer’s
shoppingexperience,whilealsomaintaininglong-termrelationships.

ThelatesttrendinbranddevelopmentcentersonthegrowingintegrationbetweenUGCandthevari-
ousdistributionchannels.Brandcommunicationinluxurymarketshasundergonefurtherdevelopment
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withsocialmediamarketingthathasdovetailedintoboththedigitalandphysicaldistributionspace.The
consumerisready,eveninluxurymarkets,toreceiveinformationfromaspecificbrand,tosharethat
information,andtorespondbylikingtheproductandpurchasingitinthedigitalorphysicalchannel.
Thisgrowingintegrationbetweendistributionandeffectivecommunication(bothonlineandoffline)
followsacircularapproach,wherebyinformationchannelsandtheirflowssurroundtheconsumer.This
isoneofthefrontiersofmarketinghigh-symbolic-valuegoods.

Channelintegrationinmarketsforluxurygoodslies,inpractice,intheintroductionofinnovative
technologiestopointsofsale,intheintegrationbetweentwo-waycommunicationactivitiesinsocial
networks,andinthephysicalchannelofdistribution.Withregardtothefirstpathofintegration,theuseof
technologyinluxury-brandstoresclearlyhelpsintensifyconsumers’feelingsandstimulatestheirsenses.
Newtechnologiesmakeitpossibletoentertaincustomers,whileenhancingthecommunicationprocess.

Thevarietyofcommunicationoptionsavailableonlineallowsfirmstosendmessagesthataretailored
tocapturetheattentionofconsumersbecausetheyareabletoreflectthesebuyers’specialinterestsand
well-establishedhabits.TheInternetisthusareliablemediumtoachievethisaim,andtheeffectsof
anonlinemarketingcampaignareeasilytraceable.1Firmsarenowinapositiontodefineandconvey
anofferinanintegratedmanner–thatis,byusingmultichannelstrategies.Thisinvolvesdeveloping
acoordinatedandcomprehensivesetofmeansandchannelsthroughwhichtoreducethegapbetween
supplyanddemand.

Ultimately,itisanapproachtomanagingcustomerrelationshipsthattendstoovercomethelogistics
ofusingasinglechannel(typically,thephysicalchannel),thankstotheprogressivegrowthoftheeco-
nomicweightoftheservicesectorandtotheincreasinguseofelectronicsanddigitalnetworks,which
makeitpossibletoextendbeyondthelogisticallimitsimposedbytraditionalpointsofsale.

Withinthiscontext,rapidlychangingfirmshavereactedbyadoptingstrategiesthatarefocusedon
expandingtheirglobalpresence.Thesefirmshaveprimarilydevelopedhybriddistributionsystems,both
directandindirect,butwithincreasingweightattributedtodirectdistribution.Thisgrowthnotonly
pertainstothemajorglobalplayersintheluxurymarket,butalsotomedium-sizedcompaniesthathave
beenabletoestablishthemselvesinglobalmarkets.Thesecompaniesincreasetheirattentiontotheuse
ofthedigitalchanneltomarkettheirproducts,aswellastointegratedigitalandphysicaldistribution
channels;thisisacommunicationstrategythatfocusesonacquiringnewconsumersthroughsocialmedia.

Thethreesectionsofthepresentbookaimtodocumenttheprincipaltendenciesdescribedabove,
withparticularattentionpaidtopurchasingbehaviors,theprogressiveinteractionbetweendistribution
channelsandsocialmedia,andthemajordevelopmentsindistributionactivities.

ORGANIZATION OF THE BOOK

Thisbookisorganizedintothreesectionsandtwelvechapters.Abriefdescriptionofeachchapterfollows.
Chapter1providesanoverviewofglobalconsumerbehaviorinluxurygoodsmarkets.Thediscus-

sionisbasedontheclassictheoriesofconsumers’decision-makingprocesses,andtheimportantfactors
affectingtheseprocesses.Asglobalconsumerbehaviorinluxurygoodsmarketsisgreatlyaffectedby
culturaldifferences,Hofstede’sculturaldimensionstheoryisusedtoexplainthevariousconsumption
behaviorsdisplayedbypurchasersfromdifferentpartsoftheworld.Pastresearchfindingsaresumma-
rized,andexamplesofconsumerbehaviorsandappropriatemarketingstrategiesimplementedbyluxury
brandsarealsopresentedtoprovidereaderswithabetterunderstandingofthistopic.
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Chapter2analyzesthedifferencesinconsumerbehaviorandtheirattitudestowardluxurygoods.The
establishedbondbetweentheconsumerandtheluxurybrand,asderivedfromapsychologicalprocess,
isstrongandcharacterizedbyemotions.Theluxurybrandisasymbolofpersonalandsocialidentity;it
expressestheindividual’spersonalityandlifestyle,andstrengthenstheprojectionofself-image,status,
andself-concept.Thischapteranalyzesthebuyer’sdecisionprocess,customerretention,andloyaltyby
focusingontheroleofenvyinpurchasedecisionsassociatedwithluxurygoods,asthisfallswithinthe
contextofsocialcomparison.Furthermore,advertisingmessagesandtheirstrategies(ofwhichenvy
iscommonlyused)arealsodiscussed.Thepersonalityoftheluxuryretailstorewillbeanalyzed.This
chapterwillreviewthemostimportantscientificcontributionsinthisfield,payingspecialattentionto
researchconductedintheareaofneuromarketingandtheneurobiologyofbeauty.

Chapter3focusesonthefragrancessegmentwithintheluxurymarket.Thechapteroffersadetailed
descriptionofthebasiccharacteristicsofthissegment.Therefore,basedontheanalysisofprimaryand
secondaryinformation(quantitativeandqualitativeanalyses)intheSpanishmarket,thekeyelements
ofluxuryfragranceconsumerbehavioraredescribed,examiningtheprincipalexplanatoryfactorsthat
leadtothedecision-makingprocessesunderlyingcustomers’purchases,aswellasthemotivesthatguide
thepurchaseandconsumptionoftheseproducts.Thisknowledgewillexplainhowluxuryfragrance
brandsappropriatelydesigntheirglobalmarketingstrategiesandformulatesuitablemarketingmixes.

Chapter4attemptstofillthegapsintheinternationalmarketingliteratureregardinginternational
marketingentrydecisionsforluxuryproducts.Withthisinmind,amacro-marketingapproachisused
tosegmentcountriesaccordingtobasicluxuryconsumptioncriteria,whicharebasedonaliterature
review.Thesecriteriaincludepopulation,grossdomesticproduct(GDP),theGINIcoefficient,thetotal
femalelaborforce,andculturaldimensions.Theseindicatorsarelistedforatotalof60countriesand
multidimensionalscalinganalysis(MDS)isconducted todeterminewhethersomecountriescanbe
groupedtogetherasclusterwithsimilarcharacteristics.Finally,fivegroupsareidentifiedandarefurther
discussedfortheirluxurygoodspurchasepotential.

Chapter5analyzesthenewwaysinwhichgloballuxuryplayersintegratetheircommunicationand
salestoolstoeachother,centeringtheirattentiononWebandsocialstrategies.Sincethespreadofdigital
environmentshascertainlyhelpedbroadenthespectrumofpossibilitiesformanagingchannels–while
alsoopeningthedoortonewareasofcompetition–itisthusassumedthatnewtechnologieshavecon-
tributedtothedefinitionofahybridenvironmentinwhichpre-andpost-digitalrevolutionhabitscoexist.
Theaimofthischapteristoshowhowthiskindofhybridchannel(whichaimstobridgecommunication
andsalesthroughtheuseofintegratedmediaplatforms)iscurrentlymanaged,andhowitcanbeused
inthefuturetoreachbusinessandawarenessgoalsinluxurymarkets.

Chapter6hastwomainobjectives.First,itreviewstheexistingliteratureoncontentmarketingand
themainmetricsusedinthisfield.Second,itanalyzesthedegreeofuseandeffectivenessofcontent
marketingstrategiesbyemployinganumberoftoolsandmetricstoasampleof218luxuryfirms.The
resultsofthestudyrevealedthatcontentmarketingisregardedbyluxuryfirmsasamarketingcom-
municationsstrategythatprovidesvaluableandhelpfulinformationtoaclearlydefinedtargetaudience
withtheaimofincreasingsales.Luxurymarketingstrategieshaveundergonesomemajorchangesover
thepastcoupleofdecades.Thebalanceofpowerismovingawayfromluxuryfirmstoluxuryconsum-
ers,whoareplayingamoresignificantrolethaneverbefore.Thesechallengesinglobalmarketshave
sparkedagrowinginterestbypractitionersandacademicsinthecontentmarketingfield.Variousmetrics
arenowbeingadoptedtomeasurethistransition’simpactonluxuryfirmperformance.
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Chapter7analyzestherelativeimportanceofthedifferentrelationshipplatforms(physicalandvir-
tual)intheconsumerexperienceofluxurybrands,anditalsoaimstodevelopanunderstandingofhow
thisexperiencehaschanged.Ontheonehand,theresultsareabletoexpanduponthetheoryofluxury
branding;ontheother,theyarealsoabletohighlightsomekeyimplicationsforluxurybrandmanagers.
Managingluxurybrandsnowadaysiscomplex(Wiedmann&Hennigs,2012).Luxurybrandshavebuilt
theirfoundationonthestrategicuseofphysicalplatforms,enablingcustomerstoexperiencepointsof
sale,whichhaveconstitutedanindispensableelementforthesefirms’growth.Conversely,overthepast
10years,wehaveseenleadinggloballuxurybrandsembracevirtualplatformsinvariouswaystore-
imagineconsumerexperiences.Blendingthesenewelementstogethercanpresentnumerouschallenges.

Chapter8investigatesluxuryfashionbrands’interactionswithconsumers,especiallyonsocialmedia.
Theuseofprescribersthatidentifyconsumerbehaviorhasbeenaconstantbrandstrategy,especially
whenabrandtargetsyoungeraudiences.Theseindividualsarelargeconsumersofmusicandaudio–vi-
sualentertainmentproductsand,asfans,theyshowahighlevelofloyaltythatleadsthemtocopythe
behaviorsandconsumptionpatternsoftheiridols.Furthermore,theyarealsobigusersofsocialmedia
andtheInternet,wheretheyexpresstheirfeelings,experiences,andopinionsabouttheirmusicidols,
inadditiontothebrandsandproductstheyuse.Technologynotonlyempowersyoungpeopletoaccess
moreinformation,butitalsoprovidesthemwiththepossibilityofgeneratingtheirowncontent,thus
highlightingthetworolesplayedbythebrand.

Chapter9setsouttoexplorethephenomenonofbloggingandsocialmediacommunities,andthe
impact thesecommunitieshaveonreferencegroupculture, social identity,and thebuyingbehavior
ofatargetgroupofconsumers–womenaged18–30yearsold–whoparticipateintheonlinebeauty
community.Thisresearchhasexaminedtheimpactthatparticipationinthiscommunityhashadonthe
amountofmoneytheseconsumersspendonbeautyandskincareproducts,andtheextenttowhichthis
behaviorhasinfluencedtheirattitudetowardsluxuryproducts.Thestudyconfirmedfindingsfromthe
existingliterature,inthattheredoesappeartobeaconnectionbetweenpurchasinghabitsandthedesire
tobeconsideredamemberofthecommunity.Thestudyalsorevealedthatregularparticipationinthe
communityincreasesconsumerknowledgeofproducts,andcaneventuallyleadtoconsumerexpertise
surpassingthatofthesalesstaff.

Chapter10investigateshowluxuryglobalplayersmanagetheiroldandnewdistributionchannels
byintegratingthemtogetherintheglobalmarket.Itisclearthatthedistributionstrategiesimplemented
byfirmsoperatinginluxurymarketsaretypicalandspecificwithrespecttofirmsinothermarkets,
andtheyrepresentasourceofcompetitiveadvantage.Fourphenomenahavecharacterizeddistribution
inthisareainrecentyears:agrowinginvestmentbyluxurybrandsindirectdistributionactivities;the
integrationbetweendistributionandcommunicationactivities;thedevelopmentofthedigitalchannel
inluxurymarkets;and,lastly,thegrowingintegrationbetweenUGCanddistributionchannels.Since
distributioninfluencestheconstitutionofbrandidentity,oldandnewdistributionchannelshavetobe
differentlyarticulatedaccordingtotheexclusivityofthebrand.

Chapter11exploreshowtheluxurysectorhasbeenaffectedbythefastfashionbrandsintheUK
market.Inparticular,thischapterisaimedatexaminingtheeffectsoffastfashionactivityonluxury
brandsand,morespecifically,onhowthemarketingofluxurybrandshasbeendrawntothefastfash-
ionmodel.Thischapteralsoanalyzeshowco-brandingcollaborationsbetweenluxuryandfastfashion
brandshavepositivelyaffectedconsumers’perceptionsofluxurybrands.Theresultsofthisinvestigation
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provideinsightsintotheinternationalfashionbusiness,showinghowluxuryfashionbrandsleantoward
thefastfashionmodelandhowco-brandingcollaborationsbetweenluxuryandfastfashionbrandsare
positiveforluxurybrandsintermsofcustomers’perceptions.

Chapter12exploresMoncler’scase,anItalianfamily-owned,fast-growingluxurycompany.Inthe
luxuryindustry,familybusinessesareentitieswithastrongDNA,wherethebusinessiscreatedbya
founderorleaderandisguidedbyhisorhervisionacrossgenerations.Thestronglinkbetweenthe
founder’sDNA,thecompany,anditscustomersimpliesahighlevelofinfluenceonhowresourcesare
managedand,consequently,thischangesthecompany’sdynamicsandresults.Intherapidlychanging
luxuryindustry’sbusinessenvironment,itisnecessaryforcompaniestomaintaintheDNA’sheritage.
Tosucceed,itisnecessarytoinnovateandremainlinkedtotherootsofthepastthroughinnovationand
evolution.Monclerperfectlyillustrateshow–rangingfromthesuccessfulvisionofthefoundertothe
company’sentrenchmentinadeepcrisis–itispossibletohaveasecondlife(withanewre-founder)
thatappealstotheoriginalvaluesandDNAofthecompany.
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