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ABSTRACT 

Purpose – The goal of this study is (a) to examine how sustainable initiatives influence 

perceptions about luxury brands and products and (b) to assess the relative effectiveness of 

different types of initiatives. 

Design / Methodology – We employed an experimental approach and examined the data using 

quantitative analysis. The study evaluated if and how customers' willingness to pay for 

sustainable items varied across different types of sustainable initiatives, after being randomly 

exposed to one of five scenarios. 

Findings – The results of the study suggest that sustainable initiatives vary widely in their 

effectiveness, none of the conditions affected the consumers’ willingness to pay, except for the 

condition involving recycled materials from other luxury ateliers in which participants indicated 

a higher willingness to pay. 

Research limitations – This study was based on a hypothetical scenario, so participants were 

not spending their own money. Further, since the luxury brand chosen in the experiment is well-

known, it may have resulted in a ceiling effect in participants' judgments. Then, we were unable 

to document, when the use of recycled material from other luxury brands have a positive effect, 

why it occurs in the first place. 

Practical Implications – This study can assist brands more successfully promote sustainable 

practices in the luxury industry. Furthermore, this work helps to improve knowledge of how 

people view recycled products and may help to reduce future demand for virgin materials. 
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ABSTRACT (PT) 

Objectivo - O objectivo deste estudo é (a) examinar como iniciativas sustentáveis influenciam 

as percepções sobre marcas e produtos de luxo e (b) avaliar a eficácia relativa de diferentes 

tipos de iniciativas. 

Metodologia - Utilizámos uma abordagem experimental e examinámos os dados utilizando 

uma análise quantitativa. O estudo avaliou se e como a vontade dos clientes de pagar por artigos 

sustentáveis variava entre diferentes tipos de iniciativas sustentáveis, depois de terem sido 

expostos aleatoriamente a um de cinco cenários. 

Conclusões - Os resultados do estudo sugerem que as iniciativas sustentáveis variam muito na 

sua eficácia, nenhuma das condições afectou a vontade de pagamento dos consumidores, 

excepto a condição que envolve materiais reciclados de outros ateliers de luxo.  

Limitações da investigação - Este estudo baseou-se num cenário hipotético, pelo que os 

participantes não estavam a gastar o seu próprio dinheiro. Além disso, uma vez que a marca de 

luxo escolhida na experiência é bem conhecida, pode ter resultado num efeito de tecto nos 

julgamentos dos participantes. Então, não conseguimos documentar, quando a utilização de 

material reciclado de outras marcas de luxo tem um efeito positivo. 

Implicações práticas - Este estudo pode ajudar as marcas a promover com mais sucesso 

práticas sustentáveis na indústria do luxo. Além disso, este trabalho ajuda a melhorar o 

conhecimento de como as pessoas vêem os produtos reciclados e pode ajudar a reduzir a procura 

futura de materiais virgens. 

Palavras-chave: Iniciativa Sustentável, Reciclagem, Comportamento Sustentável do 

Consumidor 

Título: INICIATIVAS SUSTENTÁVEIS NA INDÚSTRIA DO LUXO 

Autor: Camille FREREBEAU  
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Introduction 
The world is facing major environmental challenges. Climate change, according to future 

projections, will have a severe impact on natural ecosystems, plants, and animals, accelerating 

biodiversity loss in the world (Weiskopf et al. 2020, Bellard 2012). Many towns and sectors 

that rely on natural resources, such as agriculture, fisheries, energy, and water, will be affected 

by these events (UE Commission 2021). At the center of the climate catastrophe is human 

action, and particularly, consumer behavior. In fact, not only has the United Nations established 

"responsible consumption and production" as one of its 17 sustainable development goals, but 

consumers have also become more aware of how their consumption can influence the 

environment. People's values, beliefs, and aspirations have shifted dramatically over the world 

in the last decade, and they are becoming increasingly concerned about the environmental and 

social impact of the products they purchase (Jayaraman 2011, Nielson 2014, Deloitte 2021). As 

a result, businesses are investing more and more in initiatives that promote sustainability 

(Nielsen 2014).  

Luxury brands have followed suit with major investments in sustainability practices (Deloitte, 

2019; Shim, Shin, & Kwak, 2018; Stewart & Niero, 2018; Testa, Sarti, & Frey, 2019). For 

example, Chanel launched its "Mission 1 degree 5" programme to reduce greenhouse gas 

emissions in Chanel’s operations by 50% by 2030. Likewise, Kering, a French holding 

specialized in luxury goods, promises to be carbon neutral by 2050 (Touzard 2021). There are 

also relevant initiatives like the new platform Nona Source, launched by LVMH employees, 

which allows fabric to be exchanged between companies and purchased by the young creative 

talents at competitive prices (LVMH, 2021). Notwithstanding, research on how sustainable 

initiatives influence attitudes toward luxury brands and products is limited and evidence is often 

mixed. Research has shown that linking luxury goods to environmental causes in particular 

(Steinhart et al. 2013)  or charitable issues in general (Hagtvedt and Patrick 2016) can improve 

marketing outcomes. On the other hand, studies have also found that consumers see luxury 

goods as less appealing when they are classified as sustainable (Torelli et al. 2012, Voyer and 

Beckham 2014) or made from recycled materials (Achabou and Dekhili 2013). In short, an 

assessment of the literature could equally lead us to predict a positive or a negative effect of 

green practices in the luxury industry.  

In this research, we investigate how sustainable initiatives shape attitudes towards luxury 

brands and products. Further, we will also examine what types of sustainable initiatives produce 
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more positive (or less negative) results. When implementing sustainable practices, companies 

can focus on different types of initiatives. Three relevant alternatives are efficiency practices, 

curtailment practices, and practices that are not directly related to the production process. 

Efficiency practices involve the use of new technologies that allow companies to manufacture 

products with a lower environmental impact with no need of “behavior change” (e.g., LED 

bulbs, water-saving machinery; Brooks and Wilson 2015; Jansson et al. 2010; Karlin et al. 

2014). Unlike efficiency behaviors, which include one-time purchases of efficient equipment, 

curtailment practices involve the adoption of different inputs or methods of production and 

produce qualitatively different goods with a lower environmental impact (e.g., use of recycled 

fabric; Abrahamse et al., 2005; Brooks and Wilson 2015; Jansson et al. 2010; Karlin et al. 

2014). Finally, non-production practices can be seen as an extension of company operations 

with sustainability-related initiatives, industry partnerships geared toward common 

sustainability goals, or collaborations with entities outside of the retail sector (e.g., 

governments, NGOs; Carcano, 2013). 

We offer several contributions to the literature. First, we inform the ongoing debate on the 

consequences of sustainable practices in the luxury industry (Achabou and Dekhili 2013; 

Michaut-Denizeau, 2014; Torelli et al., 2012) by providing evidence for the direction of the 

effect. Further, we extend this research by investigating whether and how the magnitude of the 

phenomenon varies across different types of sustainable initiatives (i.e., curtailment practices, 

efficiency practices, and practices that are not directly related to the production process). Our 

work also has important practical implications. The findings of this study will have managerial 

implications in that they can aid in the more effective promotion of sustainable practices among 

luxury brands.  
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Literature Review 
 

Sustainable Luxury: The Direction of the Relationship  

Since consumers are increasingly concerned about the environment (Jayaraman 2011), 

companies perceived to be more sustainable should be seen very positively. Along these lines, 

previous research has shown that consumers hold positive attitudes toward green companies 

(Nielson 2014) and report a preference for products with a lower environmental impact 

(Deloitte 2021). However, empirical evidence also revealed that green products are seen as 

having a lower quality relative to traditional ones (Skard and al. 2020, Luchs and al. 2010). The 

underlying idea is that consumers assume that there is a tradeoff between sustainability and 

other functional product attributes such that to achieve greater sustainability companies would 

have to devote less attention to aspects such as durability and performance. Because concerns 

about quality are particularly pronounced in the luxury industry (Achabou and Dekhili 2013), 

one could derive theoretical hypotheses proposing either a positive or a negative effect of 

sustainability perceptions on product attitudes and intentions. 

Indeed, studies have yielded varied results when it comes to communicating sustainability and 

Corporate Social Responsibility (CSR) initiatives. According to some studies, sustainable 

luxury goods are viewed as less desirable than non-sustainable luxury goods (Michaut-

Denizeau, 2014; Torelli et al., 2012). Achabou and Dekhili (2013) provided labels for premium 

Hermès-branded shirts to affluent male and female French participants, some of which were 

described as using recycled material. The presence of recycled fibers was found to have a 

substantial negative link with the perception of the product. Moreover, in luxury purchasing 

decisions, a brand's environmental commitment was the least important selection criterion, with 

quality, price, and brand reputation being the most important considerations (Joy and al, 2012).  

On the other hand, studies have also found evidence for a positive effect. Adıgüzel and Donato 

(2021), for instance, showed that consumers hold favorable attitudes toward upcycled and 

recycled luxury products compared to non-sustainable ones. According to Ducrot-Lochard and 

Murat (2011), the luxury industry will progress towards sustainability because luxury clients' 

high-quality expectations have expanded to encompass social and environmental 

considerations. In line with this idea sustainable development presents an opportunity to 

improve brand differentiation and corporate image (Kim, Ko, Xu, and Han, 2012).  
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In sum, one could expect the effect of sustainability on perceptions about luxury products to be 

either positive or negative. We thus adopt an inductive approach (Alba 2012; Lynch et al. 2012), 

with no specific predictions about the direction of the association, to understand the effect of 

sustainability practices on consumer outcomes in general. Our hypotheses pertain to the relative 

effectiveness of the different types of sustainable initiatives. 

The role of Type of Initiative  

Companies can use a variety of strategies to promote sustainability. In this study, we investigate 

three different strategies: efficiency practices, curtailment practices, and practices that are not 

directly related to the production process. As described earlier, curtailment practices such as 

recycling produce a qualitatively different good while having a smaller environmental impact. 

For example, Yves Saint-Laurent presented the “New vintage” collection in 2009, which was 

made using recycled fabric from prior seasons. (Brooks and Wilson 2015; Jansson et al. 2010; 

Karlin et al. 2014, Gardner and Stern, 2002). Efficiency practices albeit also related to the 

manufacturing process, are based on the purchase of an efficiency-enhancing equipment and 

provide the same good with a smaller environmental impact (Brooks and Wilson 2015; Jansson 

et al. 2010; Karlin et al. 2014). Finally, practices that are not directly related to the 

manufacturing process can be viewed as an extension of the company’s operations, including 

charitable and cause-related initiatives, as well as industry alliances aimed towards common 

sustainability goals (Carcano, 2013).  

Although all these practices represent initiatives targeted at promoting sustainability, they 

might elicit different perceptions among consumers. Previous research has shown that since 

curtailment practices involve the reduction in material consumption, it is often viewed as 

motivated by necessity rather than concern about the state of the environment. In other words, 

it is unclear whether curtailment practices are adopted by choice or financial need, and this 

ambiguity results in such behaviors being perceived as lower status (De Nardo et al, 2017). 

Along similar lines, since curtailment practices involve the production of qualitatively different 

products, this type of practice might be especially prone to “sustainability liability” effects—

that is, concerns about the quality of products emerging from their higher degree of 

sustainability (Luchs and al. 2010). Indeed, studies have shown that the use of recycled 

materials in the production process affects consumer preferences negatively (Achabou and 

Dekhili 2013). 
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In sharp contrast, efficiency behaviors have been shown to increase status, as they signal a 

concern about the environment while also demonstrating one’s ability to incur financial costs 

for others’ benefit (Griskevicius et al, 2010). Along similar lines, Hagtvedt and Patrick (2015) 

demonstrated that charity collaboration positively influenced the tendency to purchase a luxury 

brand using real products and choice behavior. They also found that being associated with 

charity raised purchase intent for the luxury brand. Thus, both practices emit positive signals to 

consumers. Critically, since neither efficiency practices nor practices that are not directly 

related to the production process influence the final good, none of them should raise concerns 

about the quality of the product to be purchased. Thus, we expect curtailment practices to be 

perceived more negatively than other practices either because it raises concerns about the 

underlying motives for sustainability or because it calls the quality of products into question.  

H1: Curtailment practices such as using recycled materials from the ocean will elicit a lower 

willingness to pay than efficiency practices or practices not directly related to the production 

process. 

Our theoretical arguments lie on the premise that consumers hold negative views about recycled 

goods, as they call the quality of the final product into question. However, the type of material 

used for recycling can also produce different reactions among consumers. For instance, while 

some companies use recycled materials from diverse sources (e.g., plastic residuals extracted 

from the sea) large luxury brands such as Kering and LVMH, use recycled materials from the 

same brand or group. We predict that using residuals from a luxury brand with attenuate 

potential concerns about the quality of the product, as doing so implies the use of materials 

already known for their quality. Formally: 

H2: The use of recycled material from a luxury brand or group (vs. other sources such as 

materials from the ocean) will reduce the negative effect of curtailment practices on the 

consumers’ willingness to pay. 
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Methodology 
 

We relied on an experimental approach to test our predictions. The study investigated whether 

and how consumers’ willingness to pay for sustainable products varies across the different types 

of sustainable initiatives. We expected that sustainable curtailment practices such as the use of 

recycled materials extracted from the ocean to be perceived more negatively than efficiency 

practices or practices not directly related to the production (H1). On the other hand, we expected 

sustainable curtailment practices such as the use of recycled material from a luxury brand or 

group to attenuate the negative view held by consumers about curtailment practices (H2). 

We used a quantitative research technique for the research methodology and created an online 

survey experiment to collect the relevant data. The survey experiment was created using the 

web application Qualtrics and was distributed online due to its time, cost, and reach advantages. 

It was also available in two languages: English and French. Participation in this study was 

completely voluntary and anonymous and there were no monetary or other inducements to 

participate in the study. The survey was pre-tested numerous times before the final version was 

sent to ensure internal validity and that all questions were phrased in an understandable manner.  

Participants  

One hundred and fifty-six participants were recruited online through the researcher’s 

social media and extended personal network. After excluding those who did not answer the 

willingness to pay measure (our main dependent variable), our final sample was of 149 

participants (35% male, Mage = 33.16 years), mostly consisting of France residents (73.05%). 

See further sociodemographic details in table 1. 

Our data suggests that, when choosing a luxury product, these respondents attach the 

greatest importance to product quality (M = 4.45, on a five-point Likert scale), price (M=3.73) 

and environmental impact (M = 3.38). Brand (M=3.32) and fashion trend (M=3.15) do not 

appear to be decisive criteria. Thus, participants in our sample seem to care a great deal about 

environmental issues when purchasing products. Brand (M=3.32) and fashion trend (M=3.15) 

do not appear to be decisive criteria. Thus, participants in our sample seem to care a great deal 

about environmental issues when purchasing products. 
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Table 1. Characteristic of respondents  

  N Mean Std. Dev. 
Sociodemographic Characteristics       
Male 141 0.35 0.48 
Age 142 33.16 14.58 
Household Income 149 50369 40910 
Education 142 4.14 1.25 
Social Class 142 2.46 0.79 
Consumption & Environmental Characteristics     
Know the brand 143 0.99 0.08 
Has purchased a luxury item 143 0.66 0.47 
Environmental values 142 3.83 0.86 
General attitudes toward the product     
Willingness to pay 149 7.25 5.54 
Attitudes towards the product 147 3,49 1.12 
Quality 147 4.2 0.8 
Perception of the product's luxury 147 4.44 0.75 
Perception of the brand's luxury 147 4.78 0.47 

 
 
Procedure  

The survey experiment comprised nineteen questions organized into four sections: 

Introduction/Consent, Experiment (five experimental conditions), Demographics, and Luxury 

Consumption & Environmental Aspects (See Appendix for a detailed description of the 

survey). Following a brief explanation of the study's goal (an assessment of consumers' 

behavior) and a consent form, participants were exposed to an advertisement for a tuxedo jacket 

by Yves Saint Laurent, a luxury fashion brand. The advertisement displayed a picture of the 

product and its description, including the materials (100% wool & silk or recycled materials), 

country of origin (Italy), color of the cloth (Black) and the brand logo (See Figure 1 for details).  
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Fig 1. Example of the control condition

 

To assess whether consumers would demonstrate different preferences according to the 

type of sustainable initiative adopted by the brand, participants were randomly assigned to one 

of five possible sustainable practice conditions: no sustainable practice (control), a practice 

unrelated to the product’s production, an efficiency practice, and two different curtailment 

practices. See below the description displayed in each condition: 

(1) Control condition: There is no description about sustainable initiative, only an 

introductive sentence on the product “Saint Laurent tuxedo jacket madewhool, featuring 

a peak lapel, flap pockets and welt breast pocket” (displayed in figure 1). 

(2) Experimental condition (Unrelated practices): 

“Saint Laurent tuxedo jacket madewhool, featuring a peak lapel, flap pockets and welt 

breast pocket. Yves Saint Laurent is committed to reducing its sustainable impact via 

the aid of key institutions. Part of the proceeds from your purchase will be donated to 

environmental NGOs.” 

(3) Experimental condition (Efficiency practices):  

“Saint Laurent tuxedo jacket madewhool, featuring a peak lapel, flap pockets and welt 

breast pocket. Yves Saint Laurent is committed to reducing its sustainable impact via 

efficient manufacturing. The technology used to produce this jacket consumes 

substantially less water and energy” 
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(4) Experimental condition (Curtailment practice / Materials recycled from the ocean):  

“Saint Laurent tuxedo jacket madewhool, featuring a peak lapel, flap pockets and welt 

breast pocket. Yves Saint Laurent is committed to reducing its sustainable impact via 

recycling. This jacket was produced using recycled materials extracted from the 

oceans and rivers” 

(5) Experimental condition (Curtailment practice / Materials recycled from other luxury 

brands):  

“Saint Laurent tuxedo jacket madewhool, featuring a peak lapel, flap pockets and welt 

breast pocket. Yves Saint Laurent is committed to reducing its sustainable impact via 

recycling. This jacket was produced using recycled materials from our ateliers and 

other brands of the Kering luxury group.” 

Willingness to Pay Measure: After being exposed to the advertisement, participants were asked 

to indicate the maximum amount they would be willing to pay for the product on a 32-point 

scale ranging from not at all to more than €3,000. The median willingness to pay was 6, which 

corresponds to the range €401 - €500 in the scale. This measure served as our main dependent 

variable. 

Product-Related Measures. Next, participants answered their attitudes towards the product by 

indicating the extent that they liked the product (1=not at all, 5=very much). Also, they provided 

their quality perceptions by indicating how would they evaluate the quality of the product and 

its material (1=very poor, 5=excellent). Lastly, they indicated how luxurious the brand and 

product itself were (1=not at all, 5=very much). These questions are to be used as potential 

mechanisms. 

Sociodemographic Questions. Finally, participants were asked about their socio-demographic 

characteristics. Specifically, they indicated their gender, age, education (1=less than high 

school, 6=doctorate), household income (1= Less than €10,000, 12 = More than €150,000), and 

the social class they consider themselves to belong (1 = upper class, 5 = lower class). 

Consumption Measures. Respondents were also asked questions about their own consumption 

habits. First, participants were asked whether they knew the Yves Saint Laurent Brand and if 

they had ever purchased luxury goods previously (yes vs. no). Furthermore, they were inquired 

about the crucial factors they usually consider while selecting a luxury item, specifically, they 

rated on a scale ranging from 1 to 5 how important Price, Quality, Environmental Impact, 
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Fashion Trends and Brand were to them (1=not at all important, 3=moderately important, 

5=extremely important). Finally, to measure environmental concerns, we asked participants 

how concerned they were about the environment (1=not at all, 5=very much).  
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(6) Data Analysis and Results 

In order to test our hypotheses, all analyses were conducted removing outliers in the willingness 

to pay measure (i.e., participants who reported a WTP 3.00 deviations above or below the mean) 

and removing those who indicated that they were not willing to pay at all for the product (i.e., 

those who answered $0 in the WTP measure). The main results remain largely unaltered if we 

analyze the full sample without exclusions. Also, although we operationalized the willingness 

to pay measure using the original 32-point scale format, the results would remain virtually 

unaltered had we replaced these figures with the bracket midpoints of each point in the scale. 

Randomization Check 
 
To claim causality between our independent variable (luxury brand’s sustainability measures 

manipulations) and our dependent variable (consumers’ willingness to pay), it is important that 

the groups assigned to the different experimental conditions are similar in terms of 

sociodemographic characteristics. To ensure this balance across groups, we used a process of 

random assignment—that is, participants were randomly displayed one of the five possible 

experimental conditions. We subsequently conducted a randomization check to verify whether 

groups were in fact similar across conditions. Specifically, we performed a series of tests 

(ANOVA and chi square) comparing the groups in terms of their sociodemographic 

characteristics (i.e, gender, age, household income, education, subjective social class). No 

significant differences emerged across experimental conditions for any of the 

sociodemographic variables, suggesting that the randomization process worked (see table 2 for 

details); 

Table 2. Randomization check 

  Unrealated 
(n=26) 

Efficiency 
(n=28) 

Curtailment 
Ocean (n=26) 

Curtailment 
Luxury (n=24) 

Control 
(n=29) P-value 

Female, No. 
(%) 15 (60) 21 (80.77) 15 (60) 15 (59) 17 (60.71) 0.42 

Age, mean (SD) 36,46 
(17.93) 

31.96 
(11.98) 29.89 (11.96) 30.69 (11.79) 36.53 

(17.33) 0.16 

Household 
Income, mean 

(SD) 

46923 
(40424) 

42678 
(42914) 

65576 
(42692) 56041 (37647) 49827 

(40432) 0.29 

Education, 
mean (SD) 4.2 (1.44) 4.26 

(1.15) 4.28 (1.1) 4.43 (0.89) 3.8 (1.44) 0.46 

Social Class, 
mean (SD) 2.6 (0.7) 2.53 

(0.81) 2.4 (0.64) 2.26 (0.81) 2.39 
(0.95) 0.6 
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Continuous variables were tested using ANOVA and categorical variables with chi-squared. 

The Influence of Sustainable Practices on WTP 
 
We first compared the average willingness to pay reported in all sustainable practice conditions 

combined against the average willingness to pay reported in the control condition using an 

independent samples t test. As displayed in figure 2, the results were not significant. People 

were as willing to pay for the jacket in the control condition (M=6.89, SE=.69) as they were in 

the combined sustainability condition (M=7.47, SE=.43, t(131) = -0.63, p = 0.52). However, 

important heterogeneities emerged. No significant differences were found between the average 

willingness to pay in the control condition (M=6.89, SE=.69) and in the efficiency practice 

condition (M = 7.42, SE = 0.74, t(55) = -.52 , p = 0.60) or the unrelated sustainability practices 

condition (M = 7.15, SE = 0.93, t(53) = -.22 , p = 0.82). Further, although the average 

willingness to pay in the curtailment ocean condition (M = 5.96, SE = .54) was relatively lower 

than in the control condition (M = 6.89, SE=.69), the mean difference across conditions was 

not significant (t(53) = 1.03, p = 0.30). Finally, when we compare the average willingness to 

pay in the curtailment luxury condition with the average willingness to pay in the control 

condition, we can observe a significant difference. Specifically, participants indicated a higher 

average willingness to pay for a luxury product when it is framed as curtailment luxury (M = 

9.5, SE = 1.09) than without any information about sustainability (M = 6.89, SE = .69, t(51) = 

-2.06, p = 0.04). Taken together these results suggest that although several sustainable practices 

may not have the desired effect in promoting higher willingness to pay for luxury goods, using 

recycled materials from luxury brands seem to be a promising initiative. 

 

Figure 2. Mean WTP per experimental condition 
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The Relative Effectiveness of Curtailment Practices  
 
In our first hypothesis, we predicted that curtailment practices such as using recycled materials 

extracted from the ocean would elicit a lower willingness to pay than efficiency techniques or 

practices not directly related to production. Although the mean willingness to pay was indeed 

lower in the ocean curtailment (M = 5.96, SE=0.54) condition than in the efficiency (M = 7.42, 

SE = 0.74, t(52) = 1.57 , p = 0.12) or the production unrelated conditions (M = 7.15, SE = 0.93, 

t(50) = 1.09 , p = 0.27), none of these differences reached significance.  

In our second hypothesis, we predicted that curtailment practices such as the use of recycled 

materials from a luxury brand or group would reduce the negative effect of curtailment practices 

on the consumers’ willingness to pay. To test this hypothesis, we directly assessed whether 

there was a difference in willingness to pay between our two curtailment conditions. An 

independent samples t-test showed that, on average, participants presented significantly higher 

average willingness to pay for a luxury product when it is framed as curtailment luxury (M = 

9.5, SE = 1.09) than when it is framed as curtailment ocean (M = 5.96, SE = .54, t(48) = -2.95, 

p=0.004). Our second hypothesis was therefore supported. 

For the sake of completeness, we also compared the effectiveness of using recycled materials 

form luxury brands against the two other sustainable initiatives. However, although participants 

in the curtailment luxury condition reported higher willing to pay values for the jacket (M = 

9.5, SE = 1.09) than those in in the efficiency (M = 7.42, SE = 0.74, t(50) = -1.60 , p = 0.11),  

or the production unrelated conditions (M = 7.15, SE = 0.93, t(48) = -1.63 , p = 0.10), the 

differences were not significant.  

Analysis of the Mechanisms  
 
To understand the drivers of the difference in willingness to pay in the curtailment luxury 

condition relative to the control condition, we conducted a series of t tests contrasting the scores 

on general attitudes toward the product (Mcontrol= 3.67, SEcontrol=0.18, Mcurtailment luxury = 3.65, 

SEcurtailment luxury = 0.26, t(49) = 0.08 , p = 0.93), perceived quality of the product (Mcontrol= 4.28, 

SEcontrol=0.15, Mcurtailment luxury = 4.17, SEcurtailment luxury = 0.14, t(49) = 0.51 , p = 0.60), perceived 

luxuriousness of the product (Mcontrol=4.35, SEcontrol=0.15, Mcurtailment luxury = 4.43, SEcurtailment 

luxury = 0.16, t(49) = -0.34 , p = 0.73), and perceived luxuriousness of the brand (Mcontrol= 4.64, 

SEcontrol=0.11, Mcurtailment luxury = 4.91, SEcurtailment luxury = 0.06, t(49) = -1.91 , p = 0.06) across 

these two conditions.  
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Although none of these results proved to be significant, the difference in perceived 

luxuriousness of the brand between the control and the curtailment luxury conditions was 

marginally significant (p=0.06). As participants indicated a higher perception of brand luxury 

when the product was framed as being produced with materials recycled from other luxury 

brands than when no sustainability information was provided, this possible mechanism should 

be worthy of further investigation in future studies.  
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Discussion 

 

Previous research on consumer behavior indicate that consumers usually emphasize 

quality and price attributes (Achabou & Dekhili, 2013). Descriptive results of our survey 

experiment seem to support this notion as participants attach the greatest importance to product 

quality and price as when choosing a luxury product. However, our results also suggest that a 

brand’s environmental commitment seems to be a criterion as essential as the brand itself on 

the purchase of luxury products.  

Along these lines, evidence indicating that consumers struggle to connect notions of 

sustainability with luxury, which, as a result, lead to fewer choices of sustainable luxury goods 

(Beckham & Voyer, 2014), were not supported by our findings. In fact, our results suggest that 

a luxury brand's environmental commitment does not have an adverse impact on consumers’ 

perceptions of the brand. For example, the average perceived quality and consumers’ attitudes 

towards the luxury product were not significantly different across experimental conditions 

reflecting different sustainable practices.  

Our findings did not provide full support to our first hypothesis as curtailment practices 

involving the use of recycled materials did not appear to negatively impact consumers’ 

willingness to pay for the product compared to efficiency and unrelated sustainable practices 

or to the adoption of no sustainable practice at all. On the contrary, our findings seem to support 

hypothesis 2: consumers were willing to pay more for the displayed luxury product when the 

brand was framed as using recycled materials from the same ateliers or luxury group compared 

to when the brand was framed as not having a commitment to the environment or to when the 

brand was framed as using materials recycled from the ocean.  

In sum, our findings suggest that curtailment sustainable practices such as the use of 

recycled materials derived from seas or rivers are not particularly negative or damaging to 

consumers’ attitudes towards a luxury brand. The use of curtailment practices such as recycled 

materials coming from the same brand’s or group’s ateliers, however, seems to be a particularly 

positive strategy to luxury brands as its adoption resulted in a net rise in the price that consumers 

are willing to pay, which was not the case with efficiency and unrelated sustainable practices.  
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Conclusion and Recommendations 
 

A big number of luxury businesses have now chosen the pathway of sustainable development 

in order to meet the expectations of consumers who are becoming more conscious of this issue. 

Since the items they buy are so costly, they tend to be more demanding than in other areas 

(Kapferer, 2010). The current study looks at consumers' preferences for sustainable practices 

in luxury clothing. This is among the most recent studies to look into the subject of sustainable 

development in the luxury product sector. 

On the one hand, the results of the current research indicate that the use of recycled materials 

do not appear to be negatively rated when compared to efficiency and unrelated sustainable 

practices, or to the adoption of no sustainable activity at all. On the other hand, when the brand 

is presented as using recycled materials from the same ateliers or luxury group, buyers are 

prepared to pay more for the luxury products than when the brand is framed as not having a 

commitment to the environment or when the brand is framed as using recycled materials 

coming from oceans and rivers.  

Limitations and Future Research. The current research has several limitations. First, given that 

we relied on a convenience sampling approach, where participants were mostly found in the 

researcher’s extended personal network, both the size and diversity of the sample are severely 

limited, making the results unrepresentative of the total target population of consumers who 

engage in luxury purchases. Second, the luxury brand used in the experiment (Yves Saint 

Laurent) is very well-known and has a high credibility in the market, therefore it may have led 

to a ceiling effect in participant’s quality and luxury perceptions, which had nearly no variation 

across experimental conditions. Therefore, future research should investigate whether the 

results found generalize across other samples and luxury brands, especially those that are not 

as well-known as Yves Saint Laurent. Third, we used a hypothetical measure of willingness to 

pay as our main dependent variable, which compromises the external validity of our results. To 

address this issue, studies on this topic exploring consequential product choices should be 

worthy of further future exploration. Lastly, even though we found a positive effect of 

curtailment practices involving the use of recycled material from other luxury brands on 

consumers’ willingness to pay, we were not able to document why this effect happens in the 

first place. Consequently, future research should examine mechanisms alternative to the ones 

we empirically examined in the current research and, specifically, whether consumers’ 
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perceptions of the brand’s luxuriousness would achieve significance as a mechanism in a larger 

sample.  

Theorical implications. First, we inform the ongoing debate on the consequences of sustainable 

practices in the luxury industry (Achabou and Dekhili 2013; Michaut-Denizeau, 2014; Torelli 

et al., 2012) by providing evidence for the direction of the effect. To begin with, the use of 

recycled materials does not appear to have a negative impact on the brand. Furthermore, 

contrary to previous studies, one of those sustainable initiatives has a positive impact on the 

brand, it appears that the use of recycled materials from the same brand or group has a positive 

effect with respondents willing to pay more for this product than for a product with no 

environmental initiative. We also note that whatever environmental initiative is communicated, 

it has no significant impact on willingness to pay or general opinions toward the product itself. 

Further, we extend this research by investigating whether and how the magnitude of the 

phenomenon varies across different types of sustainable initiatives (i.e., curtailment practices, 

efficiency practices, and practices that are not directly related to the production process). 

Indeed, we compared the various types of initiatives to see if the consumer would be more 

sensitive to one of them. As a result, it appears that there is no significant difference between 

the initiatives communicated by the brand except between the two conditions using recycled 

materials. Participants are willing to pay significantly more if the brand indicates that the 

recycled materials used are from their own factories or those of the luxury group to which they 

belong. 

Managerial implications. Our research has significant practical consequences. The findings of 

this research can help brands promote sustainable practices more effectively in the luxury 

industry. Luxury houses have recently begun to speak more about these practices and should 

continue to communicate more in order to educate consumers as the implementation of 

sustainable practices increases in the coming years. Our study shows that mentality towards 

sustainable initiatives seems to have clearly evolved in the space of 10 years and no longer 

seems to have negative effects on the brand. Moreover, our work contributes to a better 

understanding of how people perceive recycled products and may assist to reduce future 

demand for virgin materials. When using recycled materials, luxury businesses, where quality 

is still the most important criteria for consumers, should pay attention to the origin of the 

materials by focusing on the materials that are already available in these ateliers or that are 

accessible to the interior of the group to which they belong if this is the case.  
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