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PROPOSED FRAMEWORK

BACKGROUND
Marketing literature has covered many facets of luxury brands regarding counterfeit
goods, branding, and inconspicuous consumption; but presently, theories of luxury
branding have yet to address how theories of CSR and factors such as sustainability
and social purpose can be incorporated into existing models of luxury branding.1, 2, 3
Using a model of luxury branding proposed by Beverland4 that consists of six
dimensions including: culture, marketing, endorsements, product integrity, history
and value-driven emergence; I propose five antecedents to assist in strengthening
and enhancing the selected dimensions of the model. I conclude with a discussion
about direction for future research and the benefits of CSR integration for both the
brand, consumer, and society.

LITERATURE
Luxury Brands
The consumption of luxury brands is a highly connected experience that is
augmented by the high quality of the brand's goods, exclusivity, premium pricing,
and exceptional craftsmanship. Luxury brands are exceedingly sensitive to changes
in the market and industry.5
Corporate Social Responsibility
Corporate social responsibility (CSR) is an organizational initiative to commit to the
triple bottom line; people, profit, and the planet. CSR is traditionally interwoven
throughout an organization's business model, and it has been empirically related
to increased firm market value, mediated by customer satisfaction.6

The proposed framework depicts the incorporation of CSR into a model of luxury branding using
antecedents. The proposed framework is depicted below. The original model of luxury branding
by Beverland4 is shaded in pink and the proposed antecedents appear in a white.
First, I propose that the customer, employee, and supplier domain are antecedents to product
integrity. For the employee domain antecedent, luxury brands seek the best artisans,
tradespeople, and after-purchase care employees to provide a high-quality product offering to
consumers. The supplier domain is an antecedent to product integrity as, for example, the brand
must ensure that the input materials are sourced ethically. For example, in the jewelry industry,
brands avoid associations with suppliers connected to conflict diamonds. Finally, the customer
domain acts as an antecedent to product integrity as luxury brands must ensure that they do not
engage in irresponsible practices such as mislabeling, price-fixing, or making inaccurate claims
about the product.3
The endorsement component of a luxury brand is preceded by the environmental domain,
meaning that credibility built through engagement is strengthened by brands practicing
sustainability through each step of production, purchase, and disposal process.5
Finally, the societal domain is an antecedent of culture and history, meaning that societal
contributions of brands are strengthened through a historical and social behavior perspectives of
a luxury brand. For example, the luxury brand of watches, Audemars Piguet, whose foundation,
the Audemars Piguet Foundation, has worked on more than 75 conservation projects in 34
countries since 1992.8, 9 The brand’s participation in a societal domain of corporate social
responsibility has thereby strengthening the historical and cultural dimensions of the brand.

CONCLUSION & DISCUSSION
In a brand category with high
competition, differentiation is imperative.
By proposing antecedents to a model of
luxury branding, I posit that brands can
strengthen themselves through CSR
activities in the environmental, societal,
customer, employee, and supplier
domains. To examine this further, a
program
of
research,
including
experimental design is proposed to
examine the effect that each domain has
on the culture, history, product integrity,
and endorsements dimensions of a luxury
brand from a consumer perspective. The
research will contribute to scholarship on
luxury brands and CSR, an understudied
area and in practice, provide brands with
a framework to strengthen, for example,
consumer perceptions of its product
integrity through CSR, which benefits
consumers, society, suppliers, and the
planet.

REFERENCES

Oberseder, Schlegelmilch, & Murphy7 developed a typology of corporate social
responsibility domains rooted in hard form stakeholder theory which seeks to
identify which stakeholders are affected by corporate actions; these domains
include: customer, supplier, employee, environmental, and societal domains which
are described below.

1Wilcox,

K., Kim, H. M., & Sen, S. (2009). Why Do Consumers Buy Counterfeit Luxury
Brands? Journal of Marketing Research, 247-259.
2Wu,

Z., Luo, J., Schroeder, J. E., & Borgerson, J. L. (2017). Forms of inconspicuous
consumption: What drives inconspicuous luxury consumption in China? Marketing Theory,
17(4), 491-516.
Fuchs, C., Prandelli, E., Schreier, M., & Dahl, D. (2013). All That Is Users Might Not Be
Gold: How Labelling Products as User Designed Backfires in the Context of Luxury
Fashion Brands. Journal of Marketing, 77, 75-91.
3

Customer domain:
customers are purported as
vital for long-term survival,
and therefore, a corporation
must be responsible. Firms
have a responsibility
regarding the product, in
that it must be good quality,
safe, and not exceedingly
detrimental to the
environment.

Beverland, M. (2004). Uncovering “theories-in-use”: building luxury wine brands.
European Journal of Marketing, 38(3), 446-466.
4

Employee domain: refers to
fair working conditions that
include a workplace free
from discrimination or
human rights violations and
a duty to listen and respect
employees, while not
abusing power.

Supplier domain:
includes the organization
carefully selecting and
evaluating suppliers to
reassure concerned
customers who care
about responsible
sourcing practices.

Environmental domain:
customers are concerned
about future generations
and seek to reduce waste,
‘go-green,' and support
stricter laws and regulations
to protect the environment
from corporate actions.

Fionda, A. M., & Moore, C. M. (2009). The anatomy of the luxury fashion brand. Brand
Management, 16(5/6), 347-363.
5

Luo, X., & Bhattacharya, C. B. (2006). Corporate Social Responsibility, Customer
Satisfaction, and Market Value. Journal of Marketing, 70, 1-18.
6

Oberseder, M., Schlegelmilch, B. B., & Murphy, P. E. (2013). CSR practices and consumer
perceptions. Journal of Business Research, 66, 1839-1851.
7

8 Robin,

S. (2014, January 14). Luxury brands add value with charity partnerships. Financial

Times.
Audemars Piguet. (n.d.). Foundation: Watches Serving Forests. Retrieved 2017, from
Audemars Piguet: Le Brassus: https://www.audemarspiguet.com/en/experience/foundation/
9

Societal domain:
described as the heart of
CSR, is focused on giving
back to society and those
in need; this is usually
completed through
corporate volunteering or
charitable donations.

Additional Sources:
Laczniak, G. R., & Murphy, P. E. (2012). Stakeholder Theory and Marketing: Moving from
a Firm-Centric to a Societal Perspective. Journal of Public Policy and Marketing, 31(2),
284-292.

Beverland (2004) model of the luxury brand with proposed antecedents of corporate
social responsibility for a strengthened brand.

Contact
Information

Stephanie Pankiw
J.D. Candidate, College of Law
stephanie.pankiw@usask.ca

