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Abstract  
Luxury brands have historically benefitted from engagement with the artistic community. 
There is a robust academic literature on the specific benefits for luxury brands of using 
mechanisms like art infusion and artification as a means of enhancing brand image and 
overcoming challenges associated with modern market conditions. Less clear, however, is 
how luxury brand involvement with the arts can benefit the artistic community and contribute 
to societal well-being more generally. In this paper, we argue that some means of artistic 
engagement should be considered more socially responsible than others and show how Porter 
and Kramer's (2011) creating shared value framework can help brands develop strategies that 
use art to simultaneously benefit brand and society. We highlight three specific means by 
which luxury brands can create shared value through their artistic engagement: 1) through 
reconceiving products and markets, 2) by redefining productivity in the value chain, and by 
enabling local cluster development, including the promotion of underrepresented artists. We 
close by considering how these engagements with art may play a larger, more transformative 
role in the CSR strategies of a luxury brand, enabling it to transcend from a corporate entity 
to a purveyor of culture, art, and well-being. 
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Introduction 
 
The luxury industry has a long history of turning to art and artists for inspiration (Baumgarth 
et al 2014, Baumgarth et al 2018). However, establishing and maintaining connections 
between the worlds of art and luxury is now more than ever considered an essential part of 
luxury brand strategy (Jelenik 2018, Soito 2018, Okonkwo, 2009). In fact, the creative 
directors of today’s luxury brands are often characterized as artists themselves, whose 
creative vision, leadership, and charisma are viewed as being essential to the company's 
success (Dion & Arnould, 2011). In many respects, this seems like a natural pairing. Like 
fine art, luxury goods are the product of craftsmanship and expertise and are created with the 
aim of evoking emotional connection (Heine & Berghaus, 2014; Poelina & Nordensvard, 
2018, De Angelis et al, 2020). But the reasons for this convergence go beyond natural 
affinity: luxury brands seek out involvement with art and the artworld, whether through artist 
collaboration, sponsorship, corporate museums, or other means, to elevate the esteem, status, 
and value of the brand (Chailan, 2018; Kapferer, 2014).  
 
Though while the collaboration between art and luxury has only become a major focus of 
study in recent years, the two share a long, intertwined history. In one of the earliest 
collaborations of this kind, in the 1930s, Salvador Dalì partnered with the Italian fashion 
designer Elsa Schiaparelli to reinvigorate her clothing designs (Gibson, 2003). In 1965, Yves 
Saint Laurent would draw heavily (and famously) from Piet Mondrian’s artworks in 
launching his iconic haute couture (Kim, 1998). In 1966 he would release another art-inspired 
collection, this time by the pop art of Andy Warhol (Kapferer, 2014). These are but two of 
many examples of luxury designers taking creative inspiration from the work of trendsetting 
artists throughout the 20th Century. However, it was not until the 1980s that luxury brands 
truly began to treat fine art as a potential brand asset above and beyond its value as a source 
of raw creative inspiration, a shift that correlates with the increasingly popular trend of 
creating foundations to preserve and promote their artistic legacies and broader connections 
to the art world.  
 
More generally, the incorporation of art and artistic vision within a brand’s products and 
narratives elevates its status and value (Kapferer 2013) and associates it in the minds of 
consumers with attributes commonly valued by those with high status tastes (Kapferer 2013, 
Kapferer and Bastien 2012). In particular, luxury brands benefit from the fact that channeling 
the creative power of renowned artists imparts an aura of rarity and uniqueness to products 
and the brand itself (Chalian 2018), which helps to satisfy the demand of luxury consumers 
for these features in their products (Kapferer and Laurent, 2016, Rucker et al., 2011) and 
experiences (Cuny et al 2020, Batat 2019a, Shukla et al., 2016). Finally, associating luxury 
with art may also provide a stiff barrier to entry for would-be competitors, who are unable to 
overcome the challenge of building these connections with the art world, which are 
oftentimes complex, nebulous, and tacit (Chailan, 2018).  
 
There are two related ways that these effects tend to be generated, via art infusion and/or 
artification.  
 
From art infusion to artification 
 
Unlike art infusion, which is about using the power of art to generate useful effects like the 
art infusion effect described above, luxury artification is the process by which luxury brands 
seek to secure the perception of their products as art (Batat 2019b, Shapiro 2019, Kapferer, 



 
 

2014). What does or does not count as art is effectively a social construct, meaning that, 
while artification does tend to rely in practice on collaboration with established artists, its 
success or failure depends on how those collaborations, along with other means of 
influencing public opinion, lead to a social transformation in how their products are viewed 
(Shapiro, 2019). The design of retail spaces, sponsorship and curation of museums housing 
their products, and broader marketing profile are therefore as much a part of the artification 
process as the design of the goods themselves.  
 
Luxury brands often create art through collaboration, with some brands relying to a far 
greater extent on the cache of artist partnership. For example, LVMH engaged the process of 
artification with Japanese artist Takashi Murakami in their "Speedy Bag" collection. The 
collaboration blurred the line between artist and product line, not only by virtue of its 
duration and consistency (spanning 2003 - 2015), but because of the privileged artistic 
freedom that LVMH allowed. Not one to downplay the artification of his brand, LMVH 
Creative Director Marc Jacobs remarked of the collaboration, “It has been, and continues to 
be, a monumental marriage of art and commerce. The ultimate crossover – one for both the 
fashion and art history books.” (Milligan 2009).  
 
Arguably the finest and most ambitious example of this effect is the recently completed 
Fondation Louis Vuitton in Paris (Mase and Cedrola, 2017). Erected in 2014, the 126,000 
square foot art museum was designed by Frank Gehry and cost nearly $900 million to create 
(Faynaed, 2014). The museum’s permanent collection includes works owned by Founder and 
CEO Bernard Arnaud from a range of influential artists including Jean-Michel 
Basquiat, Gilbert & George and Jeff Koons (Moore 2014). The Fondation has made a 
concerted effort to ensure the museum is not merely a platform for direct brand promotion by 
housing and hosting a truly extensive and diverse collection of art and artistic voices and 
developing programs to promote young and emergent artists. The museum is now home to a 
range of educational programs relating to the arts and provides special scheduling and pricing 
for school trips, along with steep discounts for teachers and professional artists. The aim is 
for the space to become an iconic, public museum in the spirit of Paris’s other great art 
institutions, helping to secure public perception of the LVMH brand as fundamentally 
committed to the value, promotion, and production of art, culture, and taste (Riot 2017). 
While early controversy in the museum’s construction and development may have delayed 
that process, the authenticity behind its mission distinguishes it from many other luxury brand 
competitors. 
 
The difference between this approach and that taken by direct competitors like Gucci is stark. 
Gucci’s broader artification strategy has involved producing a series of public exhibitions 
including, among other things, the “The Artist is Present” exhibition at the Yuz Museum of 
Shanghai and the creation of a series of collaborative murals or “artwalls” painted in London, 
Milan, New York, Taiwan, and Hong Kong (Sepe & Anzivino, 2020). However, their own 
foray into the museum world has been markedly brand-focused. Whereas the Prada and 
LVMH museums are dedicated to the broader public promotion of art and artists, Gucci 
Garden (formerly Museo Gucci) in Florence serves exclusively as a shrine to the history of 
the brand and emblem of its artistic vision for the future. Visitors to the museum can dine at 
the Osteria, where they will pay high prices for food prepared in the kitchen of a three 
Michelin Star awarded chef. They can browse Gucci-related books and other media in the 
bookstore and even purchase clothes in the Garden boutique. Furthermore, they can explore 
displays cataloguing a history of the Gucci brand and the phenomenon of “Guccification” 
through its codes and symbols, its “historical jet-set customer,” and – most importantly from 



 
 

the perspective of this paper – the sources of creative inspiration for its past, present and 
future. 
 
Clearly, there are some significant differences among brands in terms of how their art 
infusion and artification strategies connect with a broader commitment to promoting and 
actively participating as creative forces within the arts. The rest of the paper views these 
differences through the lens of social responsibility, arguing that, as tastemakers with the 
power to shape public perception of the arts, luxury brands have an opportunity to generate 
significant social value through their interventions in the art world. 
 
Instrumental Benefits to Society 
 
How do art experiences and participation in the arts contribute in general to human well-
being in society? There are many possible ways to answer this question. It goes without 
saying that art has intrinsic value above and beyond its capacity to generate such effects, in 
the form of aesthetic pleasure experienced by those who create and experience it. 
Corporations can and should take this value into account in considering the role they may 
play in promoting the arts in society. However, beyond these intrinsic sources of its value, 
which are deeply personal and can be difficult to quantify, there are some clear instrumental 
benefits of art for individuals and society at large.  
 
Art experiences not only provide us a means of creative expression but deepen and enrich 
one's emotional life by engaging us to adopt new perspectives, deepening the reflection on 
personal experience, and even stimulating reflection on the meaning of life. One landmark 
study out of Scotland identified a strong link between attendance at artistic and cultural 
places and events and perceived life satisfaction (Leadbetter & O’Connor, 2013). The study 
involved analysis of survey data from nearly 10,000 respondents, and the result held even 
when accounting for other factors, including age, economic status, income, and education. 
Specifically, the authors found that those who had visited such a place or event in the 
previous 12 months were nearly 60 percent more likely to report good health that those who 
had not. Similar findings have been found to hold in Sweden (Bygren et al., 2009), Norway 
(Cuypers et al., 2011), and Finland (Hyyppa et al., 2005).  
 
Beyond the direct contributions of arts participation, exposure, and education for human well-
being, the arts contribute considerable instrumental value in society as a source of economic 
stimulus. A recent National Endowment for the Arts study found that “the value of arts and 
cultural production in America in 2019 was $919.7 billion, amounting to 4.3% of gross 
domestic product” (NEA, 2021: 1). Moreover, from an employment standpoint there were 5.2 
million “arts and cultural sector” jobs in America in 2017, which amounted to 3.3% of all 
U.S. jobs. Those jobs are estimated to have paid workers a total of $446.7 billion dollars 
(NEA, 2021). These numbers include 35 arts and culture fields, including broadcasting, 
movies, streaming, publishing, the performing arts, and arts-related retail, meaning they far 
outstrip the scope of the discussion in the paper so far (Florida, 2019). Nonetheless, they do 
provide a clear indication of the significant role that the arts and adjacent industries play in 
one's daily economic life. 
 
Though the mainstream media and entertainment industries play a prominent role in driving 
these numbers, it is important not to underestimate the powerful impact that investing in the 
arts can have at a local level. Arts festivals and events can have a particularly dramatic 
positive impact on local economies by attracting visitors, creating jobs and developing skills, 



 
 

attracting and retaining businesses, revitalizing places, and developing artistic talent and 
investing in future value (LGA, 2013). 
 
Beyond these benefits of immediately investing in local level initiatives, additional knock-on 
effects of all forms of arts and culture investment (including supply chain effects) extend 
within and beyond the immediate communities in which such activities occur (Five Lines 
Consulting, 2012). For example, a report on the arts and culture industries by the British 
Center for Economics and Business Research (CEBR) concluded that these effects alone 
contribute as much as 1 percent to the UK GDP (CEBR, 2013). Evidence of such effects is 
well-substantiated in the U.S. as well, where the impact of the arts and culture sector is 
diffuse, adding over $72 billion to eighteen rural state economies, which are those states in 
which 30 percent or more of the population live in rural setting  
 
Using Art to Create Shared Value 
 
The central motivating idea behind CSV is that corporations have historically taken a 
damagingly narrow view of value creation. Porter and Kramer argue that modern 
corporations “continue to view value creation narrowly, optimizing short-term financial 
performance in a bubble while missing the most important customer needs and ignoring the 
broader influences that determine their longer-term success” (Porter & Kramer, 2011). As a 
result, they argue, companies “overlook the well-being of their customers” and, among other 
things, ignore “the depletion of natural resources vital to their businesses, the viability of key 
suppliers, [and] the economic distress of the communities in which they produce and sell” in 
the name of promoting short-term profitability (Porter & Kramer, 2011). The alternative they 
propose is for us to cease viewing business and society as being “pitted against each other” 
and instead recognize that “societal needs, not just conventional economic needs, define 
markets.” Moreover, they emphasize that “social harms or weaknesses frequently create 
internal costs for firms – such as wasted energy or raw materials, costly accidents, and the 
need for remedial training to compensate for inadequacies in education” (Porter & Kramer, 
2011). Therefore, solving these problems through innovative strategies and technology can 
often be viewed as a means of increasing productivity and expanding markets rather than 
merely a source of increased costs. 
 
Ultimately, Porter and Kramer identify three primary strategies for promoting shared value. 
Reconceiving products and markets involves focusing primary attention on developing 
products and services that meet important societal needs. As the authors put it, “An ongoing 
exploration of societal needs will lead companies to discover new opportunities for 
differentiation and repositioning in traditional markets, and to recognize the potential of new 
markets they previously overlooked” (Porter & Kramer, 2011).  Redefining productivity in 
the value chain involves identifying those places within a company’s value chain where 
increased efficiency, policy changes, and internalization of externalities may provide benefits 
to society at large while improving the bottom line. Finally, enabling local cluster 
development involves supporting and building physical and human capital necessary to 
sustain growth and development among “geographical concentrations of firms, related 
businesses, suppliers, service providers, and logistical infrastructure” that support a 
company’s core business. They argue that pursuing the creation of shared value by refining a 
company’s practices in these three areas will not only improve social outcomes but ensure 
long-term business success. 
 



 
 

Of course, no account designed to assign the social responsibilities of business will be 
perfect, and CSV has at times been criticized. For example, critics have argued that, in posing 
the possibility of “moving beyond” tradeoffs between economic and social value creation, it 
ignores the very real situations in which choosing to pursue one will come at the expense of 
the other. Furthermore, CSV has been said to place undue focus on the role of reconceiving 
new products and markets, without offering guidance for companies that “produce products 
that are of questionable social good” (e.g., tobacco companies) and to gloss over the scale and 
complexity of value chains in its aim to identify “win-win” scenarios that will require little 
sacrifice on the part of global corporations (Crane et al., 2014).  Another important criticism 
relates to the potential impact of CSV’s broad promotion of “local cluster development” 
which, when uncritically implemented, can disrupt local economies and lead to “migration 
issues, overcrowding, and precarious [local] dependencies on a particular industry” (Crane et 
al., 2014; Martin & Sunley, 2003).  
 
Two Routes to Transformation 
 
At this point in the paper, the attention turns to understanding what it really means for luxury 
brands to embrace the practical value of art in general, by taking concrete steps to use it as a 
means of creating shared value. There are two main directions they may take to do so: by 
deepening art infusion and broadening artification.  
 
Deepening art infusion. The phenomenon of art infusion need not only apply to products but 
may also involve the transformation of ordinary management processes by introducing art as 
a medium for reflection and engagement. As described in significant detail below, art can 
play an important role within business organizations by disrupting ordinary routines and 
patterns and facilitating new and exciting forms of engagement among internal and external 
stakeholders.  
 
Broadening artification. Like art infusion, luxury brands should view the artification process 
as being not merely about the transformation of products. Rather, the transformation of 
products into art requires using the market power these brands command as tastemakers to 
create a world within which their products will be more broadly recognized and received as 
works of art. Part of this involves telling the brand’s story to the world in artistic terms, 
cataloguing the creative direction of the brand and its legacy for the world to see. However, it 
should also involve combining genuinely creative artistic output with efforts to proliferate 
arts awareness and a broader receptivity among the public to the value and importance of art 
in its increasingly diverse forms. Using the power and influence of luxury brands to cultivate 
such an audience is not only good for the brand and part of the artification process, but also 
potentially good for society in many ways.  
 
Reconceiving Products and Markets 
 
Strategies that involve deepening art infusion and broadening artification both provide 
potentially valuable means of reconceiving products and markets and thereby creating shared 
value in society. The discussion begins by considering the use of art infusion strategies in the 
workplace to promote so-called interspaces within which the usual norms of interaction 
among individuals and groups are “temporarily suspended, thereby enabling the expression 
and exploration of new ideas and behaviors, which individuals and groups can choose to take 
forward afterwards” (Paolino & Antal, 2020, para. 16).  



 
 

Art has the ability to function as a means of bridging gaps in communication and facilitating 
new forms of communication that would be difficult or impossible to cultivate without it 
(Antal, 2014; Antal & Strauß, 2015; Paolino & Antal, 2020). This applies to the workplace 
and stakeholder engagement as well as it does in other areas of civil society (Taylor et al., 
2015). Barry and Meisek (2010) identify art collection, artist-led interventions, and artistic 
experimentation as the three primary ways that arts-based initiatives are typically introduced 
within organizations. Any of these means can be used to upend conventional workplace 
norms by creating “interspaces” that empower new forms of communication among 
employees, management, and stakeholders. These shared experiences can lead to new 
insights that inform a luxury brand’s product development and marketing approaches, 
contributing to the role they play in promoting shared value. This is an example of deepening 
art infusion, through extension of arts engagement and participation to new social spheres.  
 
Some companies have used art collections or the infusion of workspaces with works of art as 
a means of disrupting expectations and fostering renewed communication, supposing it will 
function as a means of transforming the way that members of the organization see and think 
about their working lives. Executives at EA Generali, an Austrian insurance company, 
introduced art collections into the workplace that “provoke and irritate” with the aim of 
spreading “creative unrest” throughout the company (Breitwieser, 1995). Following a similar 
strategy, Mads Øvlisen the former CEO Danish pharmaceutical company Novo Nordisk 
intentionally sought to acquire “difficult” artworks from unknown artists and exhibited them 
through the company workspace, which many employees found appalling and controversial. 
His hope in doing so was that “people would stop and think, and…start asking questions 
about themselves, their ways of noticing things, and their work” (Aunstrup et al., 2000; Barry 
& Meisiek, 2010, p. 8). Despite unrest that initially followed the art’s introduction to the 
workplace, researchers report that employees did ultimately take inspiration from the art, 
describing it as a kind of “symbol of being able to undertake weird projects” (Barry & 
Meisiek, 2010, p. 8). In fact, years later when Øvlisen retired and workers were given the 
opportunity to move the art, they would ultimately decline to do so. 
 
A recent case study cataloguing such a process at Bruno Rossi, an Italian luxury shoe 
producer, offers particularly useful insight into the potential value of such events. In that 
case, CEO Riccardo Sciutto brought three artists representing past, present, and future to 
learn from employees and produce separate pieces of art for the company space that would 
re-establish a sense of pride in the shoe production process that had been lost as the scale of 
the company’s production had increased (Paolino & Antal, 2020). Through a process of 
engaging with employees, members of the local community, and competitors, the artists drew 
on the history and culture of the business to produce work that became a source of meaning 
and pride for the employees. The process drove continual conversation among stakeholders 
about the company’s legacy and its future. Furthermore, the artworks became, not only 
meaningful symbols of the company story, but emblematic of the shared experiences through 
which the art had been created, about which there was widespread enthusiasm (Paolino & 
Antal, 2020).  
 
These findings suggest that creating interspaces through different kinds of artistic 
interventions can facilitate reconceiving markets and products in at least two ways. First, by 
facilitating new forms of communication that are not bound to conventional workplace norms 
and providing a means for stakeholders within and outside of companies at different levels to 
engage and interact with one another, the use of art in this way promotes creativity and cross-
pollination of ideas that is bound to generate constructive change. The outcome is even more 



 
 

likely if firms specifically use art as a means of stimulating discussions about the company’s 
future direction, including discussions about product development and corporate identity.  
 
So far, the primary focus has been on how art infusion can impact internal company 
dynamics and the product development process. However, if the artification process is truly 
to be part of a broader effort to create shared value in society, luxury brands will need to 
undertake a dramatic reconception of how they cultivate and address the market for their 
products. Specifically, luxury brands committed to CSV must dedicate significant resources 
to promoting and supporting the arts within communities. Deepening this artification process 
involves luxury brands moving beyond merely cultivating the standing of their own products 
as art, to focus on promoting the value of creating, engaging with, and enjoying art more 
generally. By using their market-shaping power to open access to and stimulate public 
appreciation for the arts, brands can help create a society with stronger tastes for artified 
products and ensure the success of their brand strategy over the long-term. By taking 
genuinely public-spirited action through arts philanthropy and sponsorship, the cultivation of 
social and educational programs dedicated to the arts, and creation of shared spaces for arts 
experiences and enjoyment, luxury brands will not only benefit society, but create market 
conditions for their own success.  
 
Redefining Productivity in the Value Chain 
 
Many of the beneficial features of extending art infusion into the workplace can also help 
luxury firms to begin redefining productivity in the value chain. Fostering improved 
stakeholder engagement and transforming the relationship of workers and management 
through artistic interventions can not only stimulate reflection on the nature of the business’s 
products, but on the inefficiencies and social costs imposed by current supply and production 
processes. Therefore, art interventions might be used strategically, as a medium for engaging 
employees and suppliers, to spur reform of production and supply chain processes by 
engaging workers and contractors to participate in identifying and solving problems.  
 
This approach, in which employees, technicians, and suppliers are treated as a resource for 
improving productivity, shares philosophical features with the “Toyota Way.” The latter 
revolutionized manufacturing by introducing “Just-In-Time” production to assembly line 
processes and – more importantly from the current perspective – facilitating vastly improved 
employee relations and morale, by prioritizing collaborative partnerships among and across 
workers and managers of different elements in the production process. Toyota’s approach 
abolishes the oppositional norms of traditional factory relations between workers and 
managers, normalizing teamwork and continual feedback loops between floor workers and 
management. This facilitates “continuous process flow” by ensuring that managers in charge 
of resolving production challenges can act based on full information, and with authentic buy-
in from workers, who are consulted as active participants in developing solutions.  
 
Given the evidence suggesting that regular use of art as a medium for engaging employees 
can stimulate cross-sectoral discussion that breaches established hierarchies and humanizes 
social relationships in the workplace, it seems that using such methods has potential to help 
promote efforts to redefine productivity in the value chain. The best resources for managers 
to learn about and understand inefficiencies and sources of lost value within the supply, 
production, and distribution process are employees and other internal and external 
stakeholders. As discussed previously, under the right circumstances, using well-designed 
artistic interventions to foster tighter and more open communicative relationships among 



 
 

these parties is a potentially powerful strategy, and one that can help companies truly 
understand their own business operations from the inside out. 
 
Enabling Local Cluster Development 
 
As Porter and Kramer note in their discussion of local cluster development, “The success of 
every company is affected by the supporting companies and infrastructure around it” (Porter 
& Kramer, 2011, p. 12). For luxury brands deploying artification as a strategy, local cluster 
development must involve designing the infrastructure that will empower future artists and 
foster a creative network and culture. Doing so will not only provide a range of profound 
benefits for society, but also allow them to secure channels through which to find and work 
with the best and brightest emerging artists. Consistent with the previous discussion, luxury 
brand investment in the arts often involves the creation of museums and other venues for 
public consumption of art. However, broad investment in educational and training programs 
for aspiring artists and designers to develop their talents will also be essential. By creating 
and fostering the growth and nurturing of emerging artists through such programs and 
securing space for local art appreciation and community engagement, luxury brands can 
create the conditions out of which the next wave of creative inspiration will emerge to shape 
and influence their products. Authentic engagement with these communities ensures that 
luxury brands will retain the cutting-edge artistic bona fides that drives their status as 
tastemakers and preserves the value of their brand.  
 
It will be particularly important for brands to attend to the important value of diversity and 
inclusion in developing their approaches to enabling local cluster development. Although 
there is growing attention to empowering diverse artistic voices, the reality is that the art 
world remains a space that is often dominated by whiteness. Even as art shows and museums 
have seen an increase in the representation of people of color, ethnic minorities, and 
LGBTQ+ art and artists, these cultural spaces – including their management, staff, 
employees, and patrons – continue to remain less diverse than the general population. 
Furthermore, public education about art remains primarily focused on historically 
“canonical” figures while art and artists from minority race, culture, gender, and sexual 
orientation categories and communities are significantly underrepresented (Arts Council 
England, 2018). The net effect of these deficiencies is that, in spite of much progress, these 
minorities continue not to see themselves reflected in world of art – not only to their own 
detriment, but to that of the artworld itself.  
 
Luxury brands therefore have an opportunity to advocate for and foster a more inclusive 
artistic community. There are many possible ways to do so, but two stand out as particularly 
important. The first involves directing targeted funding and lobbying efforts to arts education 
and support programs that redefine the artworld in more inclusive terms and provide minority 
students with opportunities to not only see themselves reflected in the history of art but to 
bring their own artistic visions to the world. Second, luxury brands must continue taking 
steps to ensure that their own endeavors involving art infusion and artification not only 
feature a panoply of diverse and underrepresented artistic voices, but that the artworld itself, 
including the infrastructure through which it is implemented, is equally open and inviting to 
minority populations.         
 
 
 
 



 
 

Conclusion 
 
Luxury brands have historically benefitted from engagement with the artistic community. 
There is a robust academic literature on the specific benefits for luxury brands of using 
mechanisms like art infusion and artification as a means of enhancing brand image and 
overcoming challenges associated with modern market conditions. Less clear is how luxury 
brand involvement with the arts can benefit the artistic community and contribute to societal 
well-being more generally. This paper argues that some means of artistic engagement should 
be considered more socially responsible than others and showed how Porter and Kramer's 
(2011) creating shared value framework can help brands develop strategies that use art to 
simultaneously benefit brand and society.  
 
Further attention must also be dedicated to emerging technologies such as Non-Fungible 
Tokens (NFTs), which provide both artists and brands the ability to collaborate in the digital 
domain, and allow consumers to purchase a kind of exclusive ownership over these digital 
creations (Javornik et al 2021). Owing to the exclusive nature of this digital ownership, 
luxury brands have shown inordinate interest in this technology and several luxury brands, 
including LMVH, Burberry, and Gucci were among some of the first to auction NFTs 
(DeAcetis 2021). Given the clear differences between physical and "internet" art, it's unclear 
how if and how shared value can be cultivated in the digital domain.  
 
Finally, while art is generally considered non-zero sum, some have argued that there are 
negative consequences for a society that becomes overly reliant on corporate art (Wu 2003, 
Vitaly 2004). For example, as luxury brands become increasingly integrated within the 
artworld, it could crowd out other potential artistic sources. This is especially threatening 
given that even well-intentioned luxury brands may be predisposed to engage (intentionally 
or not) in promoting and creating art which is biased, self-serving, and supportive of luxury 
ideals such as status-seeking and ostentation at the expense of other virtues. In sum, there are 
many ways in which the art of luxury brands may produce unintended consequences, and 
future work is needed to better understand these pitfalls and how to address them.  
 
 
  



 
 

References 
 
Achabou, M. A., & Dekhili, S. (2013). Luxury and sustainable development: Is there a 

match? Journal of Business Research, 66(10), 1896–1903. 
 
Allport, G. W. (1979). The nature of human prejudice. Basic books. 
 
Amatulli, C., De Angelis, M., Costabile, M., & Guido, G. (2017). Sustainable luxury brands: 

Evidence from research and implications for managers. Springer. 
 
Amatulli, C., De Angelis, M., Korschun, D., & Romani, S. (2018). Consumers’ perceptions 

of luxury brands’ CSR initiatives: An investigation of the role of status and 
conspicuous consumption. Journal of Cleaner Production, 194, 277–287. 

 
Angelis, M. D., Amatulli, C., & Zaretti, M. (2020). The artification of luxury: How art can 

affect perceived durability and purchase intention of luxury products. In Sustainable 
Luxury and Craftsmanship (pp. 61-84). Springer, Singapore. 

 
Antal, A. B. (2014). When Arts Enter Organizational Spaces: Implications for Organizational 

Learning. In A. Berthoin Antal, P. Meusburger, & L. Suarsana (Eds.), Learning 
Organizations: Extending the Field (pp. 177–201). Springer Verlag. 
https://doi.org/10.1007/978-94-007-7220-5_11 

 
Antal, A. B., & Strauß, A. (2015). Multistakeholder perspectives on searching for evidence of 

values-added in artistic interventions in organizations. In U. Johansson Skoldberg, J. 
Woodilla, & A. Berthoin Antal (Eds.), Artistic interventions in organizations (pp. 37–
59). Routledge. 

 
Arts Council England. (2014). The Value of Arts and Culture to People and Society: An 

Evidence Review. https://www.artscouncil.org.uk/sites/default/files/download-
file/The_value_of_arts_and_culture_to_people_and_society_an_evidence_review.pdf 

 
Aunstrup, K., Rasmussen, M., Vlisen, L., & Fisher, A. (2000). You do not have to like the art 

at Novo Nordisk, but I hope it makes you stop and ask a few questions. Novo A/S. 
 
Athwal, N., Wells, V. K., Carrigan, M., & Henninger, C. E. (2019). Sustainable Luxury 

Marketing: A Synthesis and Research Agenda. International Journal of Management 
Reviews, 21(4), 405–426. https://doi.org/10.1111/ijmr.12195 

 
Balzer, W. K., & Sulsky, L. M. (1992). Halo and performance appraisal research: a critical 

examination. Journal of Applied Psychology, 77, 975–985. 
 
Batat, W. (2019a). The new luxury experience: Creating the ultimate customer experience. 

Springer. 
 
Batat, W. (2019b). Transforming luxury brand experiences through artification: A marketing 

and consumer research perspective. Marche et organisations, (2), 135-151. 
 
 
 



 
 

Batat, W., 2020. Pillars of sustainable food experiences in the luxury gastronomy sector: a 
qualitative exploration of Michelin-starred chefs’ motivations. J. Retailing Consum. 
Serv. 57, 102255.  

 
Baumgarth, C., Lohrisch, N., & Kastner, O. L. (2014). Arts meet luxury brands. In B. 

Berghaus, G. Müller-Stewens, & S. Reinecke (Eds.), The management of luxury: A 
practioner’s handbook (pp. 157–171). London: Kogan Page Limited. 

 
Baumgarth, C. (2018). Brand management and the world of the arts: Collaboration, co-

operation, co-creation, and inspiration. Journal of Product & Brand Management, 
27(3), 237–248. 

 
Barry, Daved, & Meisiek, S. (2010). Seeing More and Seeing Differently: Sensemaking, 

Mindfulness, and the Workarts. Organization Studies, 31(12), 1–26. 
https://doi.org/10.1177/0170840610380802 

 
Barry, David. (1994). Making the invisible visible: Using analogically-based methods to 

surface unconscious organizational processes. Organization Development Journal. 
 
Beard, R. L. (2011). Art Therapies and Dementia Care: A Systematic Review. Dementia, 

11(5), 633–656. https://doi.org/10.1177/1471301211421090 
 
Bennett, M., & Parameshwaran, M. (2013). What factors predict volunteering among youths 

in the UK? 
 
Bergenstock, D. and Maskulka, K. (2001), "The De Beers Story: Are Diamonds Forever?", 

Business Horizons, vol. 44, no 3, 5/6. pp. 37-44 
 
Bhaduri, G., & Stanforth, N. (2016). Evaluation of absolute luxury: Effect of cues, 

consumers’ need for uniqueness, product involvement and product knowledge on 
expected price. Journal of Fashion Marketing and Management: An International 
Journal. 

 
Billington, J., Carroll, J., Davis, P., Healey, C., & Kinderman, P. (2013). A literature-based 

intervention for older people living with dementia. Perspectives in Public Health, 
133(3), 165–173. 

 
Billington, J., Dowrick, C., Hamer, A., Robinson, J., & Williams, C. (2010). An investigation 

into the therapeutic benefits of reading in relation to depression and well-being (Issue 
November). 

 
Bitane, L. (2019). Luxury Consumer Identity Projects-A Study of Moral Sensitivity in 

Luxury Consumption Practices. Eurasian Journal of Business and Management, 7(4), 
1-9. 

 
Breitwieser, S. (1995). Report: EA-Generali Foundation. 
 
Brun, A., and Castelli, C. (2013) The nature of luxury: A consumer perspective, International 

Journal of Retail and Distribution Management, 41 (11/12) (2013), pp. 823-847 
 



 
 

Bygren, L. O., Institutet, K., Johansson, S.-E., Grjibovski, A. M., & Wilkinson, A. V. (2009). 
Attending cultural events and cancer mortality: A Swedish cohort study. Arts & 
Health, 1(1), 63–71. https://doi.org/10.1080/17533010802528058 

 
Cachon, G. P., & Swinney, R. (2011). The value of fast fashion: Quick response, enhanced 

design, and strategic consumer behavior. Management Science, 57(4), 778–795. 
https://doi.org/10.1287/mnsc.1100.1303 

 
Carlucci, D., & Schiuma, G. (2018). The power of the arts in business. Journal of Business 

Research, 85(October 2017), 342–347. https://doi.org/10.1016/j.jbusres.2017.10.012 
 
Carpenter, G. S., & Barlier, X. (2021). Legendary luxury brands: inventing the future by 

reaching to the past. AMS Review, 1-7. 
 
Carù, A., Ostillio, M. C., & Leone, G. (2017). Corporate museums to enhance brand 

authenticity in luxury goods companies: The case of Salvatore 
Ferragamo. International Journal of Arts Management, 19(2), 32–45. 

 
CEBR. (2013). The contribution of the arts and culture to the national economy (Issue May). 
 
Chailan, C. (2018). Art as a means to recreate luxury brands’ rarity and value. Journal of 

Business Research, 85, 414–423. https://doi.org/10.1016/J.JBUSRES.2017.10.019 
 
Chernev, A., & Blair, S. (2021). When sustainability is not a liability: The halo effect of 

marketplace morality. Journal of Consumer Psychology, 31(3), 551-569. 
 
Choi, H. J., Hwang, S. J., & Yeo, J. S. (2015). Art infusion effect on fashion products 

according to self-monitoring and the luxury level of fashion brands. Journal of the 
Korean Society of Clothing and Textiles, 39(2), 175-189. 

 
Codignola, F., & Rancati, E. (2016). The blending of luxury fashion brands and 

contemporary art: A global strategy for value creation. In A. Vecchi & C. Buckley 
(Eds.), Handbook of research on global fashion management and merchandising (pp. 
50–76). Hershey: IGI Global. 

 
Comunian, R. (2009). Toward a new conceptual framework for business investments in the 

arts: Some examples from Italy. The Journal of Arts Management, Law, and Society, 
39(3), 200–220. 

 
Consilium. (2013). What do we know about the role of arts in the delivery of social care? 

(Issue April). 
 
Costa-Giomi, E. (2004). Effects of Three Years of Piano Instruction on Children’s Academic 

Achievement, School Performance and Self-Esteem. Psychology of Music, 32(2), 
139–152. https://doi.org/10.1177/0305735604041491 

 
Coste-Manière, I., Guezguez, H., Ramchandani, M., Reault, M., & van Holt, J. (2018). 

Detoxifying Luxury and Fashion Industry: Case of Market Driving Brands. In Detox 
Fashion (pp. 29–43). Springer. 

 



 
 

Crane, A., Palazzo, G., Spence, L. J., & Matten, D. (2014). Contesting the Value of “Creating 
Shared Value.” California Management Review, 56(2), 130–153. 

 
Cuypers, K. F., Knudtsen, M. S., Sandgren, M., Krokstad, S., Wikström, B. M., & Theorell, 

T. (2011). Cultural activities and public health: research in Norway and Sweden. An 
overview. Arts & Health, 3(1), 6–26. https://doi.org/10.1080/17533015.2010.481288 

 
Davies, I. A., Lee, Z., & Ahonkhai, I. (2012). Do consumers care about ethical-

luxury?. Journal of Business Ethics, 106(1), 37-51. 
 
DeAcetis, J. (2021) How The NFT Boom And Luxury Fashion Brands Are Aiming For 

Success, Forbes 
 
De Angelis, M., Amatulli, C., Zaretti, M., 2020. The artification of luxury: how art can affect 

perceived durability and purchase intention of luxury products. In: Gardetti, M., 
Coste-Mani`ere, I. (Eds.), Sustainable Luxury and Craftsmanship. Environmental 
Footprints and Eco-Design of Products and Processes. Springer, Singapore.  

 
De Angelis, M., Adıgüzel, F., Amatulli, C., 2017. The role of design similarity in consumers’ 

evaluation of new green products: an investigation of luxury fashion brands. J. Clean. 
Prod. 141, 1515–1527. 

 
De Barnier, V., Rodina, I., & Valette-Florence, P. (2006). Which luxury perceptions affect 

most consumer purchase behavior? A cross-cultural exploratory study in France, the 
United Kingdom and Russia. Proceedings des Congrés Paris-Venise des Tendences 
Marketing, Paris, 2(3), 8-17. 

 
Dion, D., & Arnould, E. (2011). Retail Luxury Strategy: Assembling Charisma through Art 

and Magic. Journal of Retailing, 87(4), 502–520. 
https://doi.org/10.1016/j.jretai.2011.09.001 

 
Estes, Z., Brotto, L., & Busacca, B. (2018). The value of art in marketing: An emotion-based 

model of how artworks in ads improve product evaluations. Journal of Business 
Research, 85(April), 396–405. 

 
Five Lines Consulting. (2012). Turner Contemporary - Year 1 Economic Impact Assessment 

Report. 
 
Fleming, M., Merrell, C., & Tymms, P. (2004). The impact of drama on pupils’ language, 

mathematics, and attitude in two primary schools. Research in Drama Education, 
9(2), 177–197. https://doi.org/10.1080/1356978042000255067 

 
Florida, R. (2019). The Economic Power of American Arts and Culture. Bloomberg CityLab. 

https://www.bloomberg.com/news/articles/2019-03-28/arts-and-culture-is-an-800-
billion-u-s-industry 

 
Fuchs, C., Prandelli, E., & Schreier, M. (2010). The psychological effects of empowerment 

strategies on consumers’ product demand. Journal of Marketing, 74(1), 65–79. 
https://doi.org/10.1509/jmkg.74.1.65 

 



 
 

Gebhardt, G. F., Carpenter, G. S., & Sherry, Jr., J. F. (2006). Creating market orientation: A 
longitudinal, multi-firm, grounded analysis of cultural transformation. Journal of 
Marketing, 66(4), 37–55. 

 
Ghauri, P., Wang, F., Elg, U., & Rosendo-Ríos, V. (2016). Market driving strategies: Beyond 

localization. Journal of Business Research, 69(12), 5682–5693. 
https://doi.org/10.1016/j.jbusres.2016.04.107 

 
Giesler, M., & Fischer, E. (2017). Market system dynamics. Marketing Theory, 17(1), 3–8. 

https://doi.org/10.1177/1470593116657908 
 
Grassi, A. (2019). Art to enhance consumer engagement in the luxury fashion domain. 

Journal of Fashion Marketing and Management, 24(3), 327–341. 
 
Grassi, A., Swindells, S., & Wigley, S. (2019). The Art Foundations of Luxury Fashion 

Brands: An Exploratory Investigation. In Engaging with Fashion (pp. 60–74). Brill 
Rodopi. 

 
Grassi, A. (2020), Art to enhance consumer engagement in the luxury fashion 

domain, Journal of Fashion Marketing and Management, Vol. 24 No. 3, pp. 327-
341. https://doi.org/10.1108/JFMM-09-2019-0194 

 
Griskevicius, V., Tybur, J. M., & Van den Bergh, B. (2010). Going green to be seen: status, 

reputation, and conspicuous conservation. Journal of Personality and Social 
Psychology, 98(3), 392. 

 
Hagtvedt, H., & Patrick, V. M. (2008a). Art and the brand: The role of visual art in enhancing 

brand extendibility. Journal of Consumer Psychology, 18(3), 212–222. 
https://doi.org/10.1016/j.jcps.2008.04.010 

 
Hagtvedt, H., & Patrick, V. M. (2008b). Art infusion: The influence of visual art on the 

perception and evaluation of consumer products. Journal of Marketing Research, 
45(3), 379–389. https://doi.org/10.1509/jmkr.45.3.379 

 
Heine, K., & Berghaus, B. (2014). Luxury goes digital: how to tackle the digital luxury 

brand–consumer touchpoints. Journal of Global Fashion Marketing, 5(3), 223–234. 
 
Heinich, N., & Shapiro, R. (2012). De l’artification: enquêtes sur le passage à l’art (Vol. 

20). Éditions de l’École des hautes études en sciences sociales. 
 
Hennigs, N., Wiedmann, K. P., & Klarmann, C. (2013). Consumer value perception of luxury 

goods: a cross-cultural and cross-industry comparison. In Luxury marketing (pp. 77-
99). Gabler Verlag, Wiesbaden. 

 
Hüttl-Maack, V. (2018). Visual art in advertising: new insights on the role of consumers’ art 

interest and its interplay with the hedonic value of the advertised product. Journal of 
Product & Brand Management. 

 
 
 



 
 

Hyyppa, M. T., Maki, J., Impivaara, O., & Aromaa, A. (2005). Leisure participation predicts 
survival : A population-based study in Finland. Health Promotion International, 
21(1), 5–12. https://doi.org/10.1093/heapro/dai027 

 
Ishiguro, C., & Okada, T. (2020). How Does Art Viewing Inspires Creativity?. The Journal 

of Creative Behavior. 
 
Jaatinen, P.-M. (2015). Rethinking Visual Art Practice in Relation to Well-Being. 
 
Janssen, C., Vanhamme, J., Lindgreen, A., & Lefebvre, C. (2014). The Catch-22 of 

responsible luxury: Effects of luxury product characteristics on consumers’ perception 
of fit with corporate social responsibility. Journal of Business Ethics, 119(1), 45-57. 

 
Javornik, A., Duffy, K., Rokka, J., Scholz, J., Nobbs, K., Motala, A., & Goldenberg, A. 

(2021). Strategic approaches to augmented reality deployment by luxury 
brands. Journal of Business Research, 136, 284-292. 

 
Jaworski, B. J., Kohli, A. K., & Sahay, A. (2000). Market-driven versus driving 

markets. Journal of the Academy of Marketing Science, 28(1), 45–54. 
 
Jelinek, J. S. (2018). Art as strategic branding tool for luxury fashion brands. Journal of 

Product and Brand Management, 27(3), 294–307. 
 
Joy, A., Sherry, J. F., Venkatesh, A., Wang, J., & Chan, R. (2012). Fast Fashion, 

Sustainability, and the Ethical Appeal of Luxury Brands. Fashion Theory, 16(3), 273–
296. 

 
Joy, Annamma, Wang, J. J., Chan, T. S., Sherry, J. F., & Cui, G. (2014). M(Art)worlds: 

Consumer perceptions of how luxury brand stores become art institutions. Journal of 
Retailing, 90(3), 347–364. https://doi.org/10.1016/j.jretai.2014.01.002 

 
Kapferer, J. N. (2010). All that glitters is not green: The challenge of sustainable luxury. 

European business review, 2(November-December), 40-45. 
 
Kapferer, J.-N. (2014). The artification of luxury: From artisans to artists. Business Horizons, 

57(3), 371–380. https://doi.org/10.1016/j.bushor.2013.12.007 
 
Kapferer, J.-N., & Bastien, V. (2012). The luxury strategy: Break the rules of marketing to 

build luxury brands. Kogan page publishers. 
 
Kapferer, J. and Laurent, G. (2016) Where do consumers think luxury begins? A study of 

perceived minimum price for 21 luxury goods in 7 countries, Journal of Business 
Research, 69 (1) (2016), pp. 332-340 

 
Kapferer, J. N., & Valette-Florence, P. (2016). Is luxury sufficient to create brand 

desirability? A cross-cultural analysis of the relationship between luxury and 
dreams. Luxury Research Journal, 1(2), 110-127. 

 
 
 



 
 

Kapferer, J.N., Michaut-Denizeau, A., 2020. Are millennials really more sensitive to 
sustainable luxury? A cross-generational international comparison of sustainability 
consciousness when buying luxury. J. Brand Manag. 27 (1), 35–47.  

 
Kastner, O. L. (2013). When luxury meets art: Forms of collaboration between luxury brands 

and the arts. Springer Science and Business Media. 
 
Kendall, L., Morrison, J., Sharp, C., & Yeshanew, T. (2008). The Impact of Creative 

Partnerships on Pupil Behaviour (Issue July). 
 
Kim, K., Ko, E., & Lee, Y. I. (2012). Art infusion in fashion product: The influence of visual 

art on product evaluation and purchase intention of consumers. Journal of Global 
Fashion Marketing, 3(4), 180-186. 

 
Kim, P., Chang, H., Vaidyanathan, R., & Stoel, L. (2018). Artist-brand alliances to target new 

consumers: Can visual artists recruit new consumers to a brand? Journal of Product & 
Brand Management, 27(3), 308–319. 

 
Kisida, B., Bowen, D. H., & Greene, J. P. (2018). Cultivating interest in art: Causal effects of 

arts exposure during early childhood. Early Childhood Research Quarterly, 45, 197–
203. https://doi.org/10.1016/j.ecresq.2017.12.003 

 
Koivisto, E., & Mattila, P. (2020). Extending the luxury experience to social media–User-

Generated Content co-creation in a branded event. Journal of Business Research, 117, 
570-578. 

 
Koronaki, E., Kyrousi, A. G., & Panigyrakis, G. G. (2018). The emotional value of arts-based 

initiatives: Strengthening the luxury brand–consumer relationship. Journal of 
Business Research, 85(April), 406–413. 

 
Kotler, P. (2011). Philip Kotler’s contributions to marketing theory and practice. Review of 

Marketing Research, 8, 87–120. https://doi.org/10.1108/S1548-
6435(2011)0000008007 

 
Kotler, P. (2020). The Consumer in the Age of Coronavirus. Journal of Creating Value, 6(1), 

12–15. https://doi.org/10.1177/2394964320922794 
 
Kumagai, K., & Nagasawa, S. Y. (2017). The effect of selective store location strategy and 

self-congruity on consumers’ apparel brand attitudes toward luxury vs. non-
luxury. Journal of Global Fashion Marketing, 8(4), 266-282. 

 
Kumar, N., Scheer, L., & Kotler, P. (2000). From market driven to market driving. European 

Management Journal, 18(2), 129–142. https://doi.org/10.1016/S0263-2373(99)00084-
5 

 
La Ferla, R. (2011) The Artist’s Fall Collection, The New York Times 
 
LaRocca, D. (2014). A New Philosophy of Clothes: Brunello Cucinelli’s Neohumanistic 

Business Ethics. Journal of Religion and Business Ethics, 3(1), 1–24. 
 



 
 

Laufer, W. S. (2003). Social accountability and corporate greenwashing. Journal of business 
ethics, 43(3), 253-261. 

 
Leadbetter, C., & O’Connor, N. (2013). Healthy Attendance? The Impact Of Cultural 

Engagement And Sports Participation On Health And Satisfaction With Life In 
Scotland. 

 
Leclair, M. (2017). “Dior and I”: understanding the combination of creativity and economy in 

fashion industry. Society and Business Review. 
 
Lee, H.-C., Chen, W. W., & Wang, C.-W. (2008). The role of visual art in enhancing 

perceived prestige of luxury brands. Marketing Letters, 26(4), 593–606. 
 
 
Lee, J., & Han, Y. (2011). Effects of art infusion on luxury perceptions: Focus on the 

moderating effects of product and brand concept types. The Korean Journal of 
Advertising, 22(5), 69–97. 

 
Lee, J., & Han, Y. (2010). Effect of art infusion on consumer evaluation: Focusing on 

product types. Korean Journal of Consumer and Advertising Psychology, 11(4), 792–
821.  

 
Lee, J., & Han, Y. (2011). Effects of art infusion on luxury perceptions: Focus on the 

moderating effects of product and brand concept types. The Korean Journal of 
Advertising, 22(5), 69–97.  

 
Lee, H. C., Chen, W. W., & Wang, C. W. (2015). The role of visual art in enhancing 

perceived prestige of luxury brands. Marketing Letters, 26(4), 593–606. 
 
Liu, Y., Li, K. J., Chen, H. (Allan), & Balachander, S. (2017). The Effects of Products’ 

Aesthetic Design on Demand and Marketing-Mix Effectiveness: The Role of Segment 
Prototypicality and Brand Consistency. Journal of Marketing, 81(1), 83–102. 
https://doi.org/10.1509/jm.15.0315 

 
LGA. (2013). Driving growth through local government investment in the arts. 
 
Lonsdale, A. J., & North, A. C. (2009). Musical taste and ingroup favouritism. Group 

Processes & Intergroup Relations, 12(3), 319-327. 
 
Mandel, N., Petrova, P. K., & Cialdini, R. B. (2006). Images of success and the preference 

for luxury brands. Journal of Consumer Psychology, 16(1), 57–69. 
https://doi.org/10.1207/s15327663jcp1601_8 

 
Masè, S., & Cedrola, E. (2017). Louis Vuitton’s art-based strategy to communicate 

exclusivity and prestige. In Fashion branding and communication (pp. 155–184). 
Springer. 

 
Masè, S., Cedrola, E., & Cohen-Cheminet, G. (2018). Is artification perceived by consumers 

of luxury products? The research relevance of a customer-based brand equity 
model. Journal of Global Fashion Marketing, 9(3), 223-236. 



 
 

Masè, S., Cedrola, E., Davino, C., & Cohen-Cheminet, G. (2020). Multivariate Statistical 
Analysis of Artification Effect on Customer-Based Brand Equity in Luxury Brands. 
International Journal of Arts Management, 22(3), 55–66. 

 
Massi, M., & Turrini, A. (2020). When Fashion Meets Art: The Artification of Luxury 

Fashion Brands. In The Artification of Luxury Fashion Brands (pp. 1-32). Palgrave 
Pivot, Cham. 

 
Massi, M. (2020). From arts to marketing: The relevance of authenticity in contemporary 

consumer culture. London: Palgrave. 
 
Martin, R., & Sunley, P. (2003). Deconstructing clusters: chaotic concept or policy panacea? 

Journal of Economic Geography, 3(1), 5–35. https://doi.org/10.1093/jeg/3.1.5 
 
Morales, A. C., & Fitzsimons, G. J. (2007). Product contagion: changing consumer 

evaluations through physical contact with ‘disgusting’ products. Journal of Marketing 
Research, 44, 272–283. 

 
Morphy, H. (2020). Becoming art: exploring cross-cultural categories. Routledge. 
 
McCarthy, K. F., Ondaatje, E. H., Zakaras, L., & Brooks, A. (2001). Gifts of the muse: 

Reframing the debate about the benefits of the arts. Rand Corporation. 
 
McCarthy, K. F., Ondaatje, E. H., Zakaras, L., & Brooks, A. (2004). Gifts of the Muse: 

Reframing the Debate About the Benefits fo the Arts. Rand Corporation. 
 
Milligan, L. (2009). Marc and Murakami, Vogue Magazine 
 
Mutz, D. C. (2006). Hearing the other side: Deliberative versus participatory democracy. 

Cambridge University Press. 
 
Naletelich, K., & Paswan, A. K. (2018). Art infusion in retailing: The effect of art 

genres. Journal of Business Research, 85(April), 514–522. 
 
Napier, E., & Sanguineti, F. (2018). Fashion merchandisers’ slash and burn dilemma: A 

consequence of over production and excessive waste? Rutgers Business Review, 3(2), 
159–174. 

 
Nenonen, S., & Storbacka, K. (2018). Smash : using market shaping to design new strategies 

for innovation, value creation, and growth. Emerald Publishing Limited. Retrieved 
November 19, 2021 

 
Nenonen, S., Storbacka, K. (2021) Market-shaping: navigating multiple theoretical 

perspectives. AMS Rev (2021). https://doi.org/10.1007/s13162-021-00209-9 
 
Newbold, A. (2020) This Was The Defining Fashion Collaboration Of The Noughties, Vogue 

Magazine 
 
NEA. (2021). The U.S. Arts Economy in 2019: A National Summary Report (Issue March). 
 



 
 

Okonkwo, U. (2009). The luxury brand strategy challenge. Journal of Brand 
Management, 16(5–6), 287–289. 

 
Osburg, V. S., Akhtar, P., Yoganathan, V., & McLeay, F. (2019). The influence of 

contrasting values on consumer receptiveness to ethical information and ethical 
choices. Journal of Business Research, 104, 366-379. 

 
Paolino, C. (2019). Il valore delle collezioni per la vita dell’impresa. Il ruolo dell’autenticità e 

della Corporate Social Responsibility [The value of corporate collections for company 
(also social) performance. Authenticity, CSR, and the audience of company museums 
and ar. Economia Della Cultura, 29(1), 29–42. 

 
Paolino, C., & Antal, A. B. (2020). Sergio Rossi and Its Magic Kingdom: Artistic 

Interventions, Brand Identity Renewal, and Stakeholder Awareness. In Marta Massi & 
A. Turrini (Eds.), The Artification of Luxury Fashion Brands (pp. 33–61). Palgrave 
Macmillan. 

 
Park, S. H., & Luo, Y. (2001). Guanxi and organizational dynamics: Organizational 

networking in Chinese firms. Strategic management journal, 22(5), 455-477. 
 
Park, J., Ko, E., & Kim, S. (2010). Consumer behavior in green marketing for luxury brand: 

A cross-cultural study of US, Japan and Korea. Journal of Global Academy of 
Marketing, 20(4), 319-333. 

 
Peluso, A. M., Pino, G., Amatulli, C., & Guido, G. (2017). Luxury advertising and 

recognizable artworks: New insights on the “art infusion” effect. European Journal of 
Marketing, 51(11/12), 2192–2206. 

 
Pettigrew, T. F. (1997). Generalized intergroup contact effects on prejudice. Personality and 

Social Psychology Bulletin, 23(2), 173–185. 
https://doi.org/10.1177/0146167297232006 

 
Phau, I., & Teah, M. (2016). The influence of brand mimicry on luxury brands. Luxury 

Research Journal, 1(2), 93-109. 
 
Pinto, D. C., Herter, M. M., Gonçalves, D., & Sayin, E. (2019). Can luxury brands be ethical? 

Reducing the sophistication liability of luxury brands. Journal of cleaner production, 
233, 1366-1376. 

 
Poelina, A., & Nordensvard, J. (2018). Sustainable luxury tourism, indigenous communities 

and governance. Environmental Footprints and Eco-Design of Products and 
Processes, 147–166. https://doi.org/10.1007/978-981-10-6716-7_8 

 
Porter, M. E., & Kramer, M. R. (2011). Creating Shared Value. Harvard Business Review, 

89(1), 62–77. https://hbr.org/2011/01/the-big-idea-creating-shared-value 
 
Puccinelli, N. M., Goodstein, R. C., Grewal, D., Price, R., Raghubir, P., & Stewart, D. 

(2009). Customer Experience Management in Retailing: Understanding the Buying 
Process. Journal of Retailing, 85(1), 15–30. 
https://doi.org/10.1016/j.jretai.2008.11.003 



 
 

Purinton, E. F. (2008). A girl’s best friend: Engagement rings, expectations, and consumer 
behavior. Advances in Marketing: Issues, Strategies and Theories, 114. 

 
Putnam, R. D. (2016). Bowling alone: America’s declining social capital. In Culture and 

Politics: A Reader. https://doi.org/10.1007/978-1-349-62397-6 
 
Putnam, R. D., Leonardi, R., & Nanetti, R. Y. (1994). Making democracy work: Civic 

traditions in modern Italy. Princeton University Press. 
 
Quach, S., Septianto, F., Thaichon, P., & Nasution, R. A. (2022). The role of art infusion in 

enhancing pro-environmental luxury brand advertising. Journal of Retailing and 
Consumer Services, 64, 102780. 

 
Rarick, C. A., & Angriawan, A. (2017). Innovative Disruption: The Case of the Diamond 

Industry. Journal of Strategic Innovation & Sustainability, 12(2). 
 
Riot, E. (2017). The Louis Vuitton Foundation: The Gift of a CSR Leader and Art Lover to 

the World. In CSR, Sustainability, and Leadership (pp. 237-272). Routledge. 
 
Roos, J., Victor, B., & Statler, M. (2004). Playing Seriously with Strategy. Long Range 

Planning, 37, 549–568. https://doi.org/10.1016/j.lrp.2004.09.005 
 
Rucker, D. Dubois, Galinsky, A. (2011) Generous paupers and stingy princes: Power drives 

consumer spending on self vs others, Journal of Consumer Research, 37 (2011), 
pp. 1015-1029 

 
RSPH. (2013). Arts, Health and Wellbeing Beyond the Millennium: How Far Have We Come 

and Where Do We Want To Go? (Issue June). 
 
Sepe, G., & Anzivino, A. (2020). Guccification: Redefining Luxury Through Art—The 

Gucci Revolution. In M. Massi & A. Turrini (Eds.), The Artification of Luxury 
Fashion Brands (pp. 89–112). Palgrave Pivot. 
https://doi.org/https://doi.org/10.1007/978-3-030-26121-4_4 

 
Sexton, S. E., & Sexton, A. L. (2014). Conspicuous conservation: The Prius halo and 

willingness to pay for environmental bona fides. Journal of Environmental Economics 
and Management, 67(3), 303–317. 

 
Shapiro, R. (2019). Artification as Process. Cultural Sociology, 13(3), 265–275. 

https://doi.org/10.1177/1749975519854955 
 
Shapiro, R., & Heinich, N. (2012). When is Artification? Contemporary Aesthetics, 4(April 

5), 1–12. 
http://www.contempaesthetics.org/newvolume/pages/article.php?articleID=639 

 
Sheth, J. N., & Sisodia, R. S. (1999). Revisiting marketing’s lawlike generalizations. Journal 

of the academy of marketing science, 27(1), 71-87. 
 
Sherrard, C. (1995). Social identity and aesthetic taste. Philosophical psychology, 8(2), 139-

153. 



 
 

Sipilä, J., Alavi, S., Edinger-Schons, L. M., Dörfer, S., & Schmitz, C. (2021). Corporate 
social responsibility in luxury contexts: potential pitfalls and how to overcome 
them. Journal of the Academy of Marketing Science, 49(2), 280-303. 

 
Steinhart, Y., Ayalon, O., & Puterman, H. (2013). The effect of an environmental claim on 

consumers’ perceptions about luxury and utilitarian products. Journal of Cleaner 
Production, 53, 277–286. https://doi.org/10.1016/j.jclepro.2013.04.024 

 
Sullivan, J. C. (2013). How diamonds became forever. The New York Times. 
 
Szubielska, M., Ganczarek, J., Pietras, K., & Stolinska, A. (2021). The impact of ambiguity 

in the image and title on the liking and understanding of contemporary 
paintings. Poetics, 101537. 

 
Taylor, P., Davies, L., Wells, P., Gilbertson, J., Davies, L., & Cooley, E. (2015). A review of 

the Social Impacts of Culture and Sport. March. 
 
Teah, H. M. (2013). Brand mimicry of luxury brands (Doctoral dissertation, Curtin 

University). 
 
Torelli, C. J., Monga, A. B., & Kaikati, A. M. (2012). Doing poorly by doing good: 

Corporate social responsibility and brand concepts. Journal of Consumer Research, 
38(5), 948–963. https://doi.org/10.1086/660851 

 
Turunen, L. L. M. (2018). Perceived Uniqueness. In Interpretations of Luxury (pp. 137-152). 

Palgrave Macmillan, Cham. 
 
Vitali, V. (2004). Corporate art and critical theory: On Shirin Neshat. Women: a cultural 

review, 15(1), 1-18. 
 
Vogel, A. T., & Watchravesringkan, K. (2017). Consumer evaluations of trend imitation: 

brand equity, consumer attitudes and preference. Journal of Product & Brand 
Management. 

 
Voyer, B., & Beckham, D. (2014). Can Sustainability Be Luxurious? Journal of Consumer 

Research, 21(1), 215–219. http://www.jstor.org/stable/10.1086/429607 
 
Vukadin, A., Lemoine, J.-F., & Badot, O. (2019). Store artification and retail performance. 

Journal of Marketing Management, 35(7–8), 634–661. 
 
Wiedmann, K. P., Hennigs, N., & Siebels, A. (2007). Measuring consumers' luxury value 

perception: a cross-cultural framework. Academy of Marketing Science Review, 2007, 
1. 

Winston, A. (2016). Luxury brands can no longer ignore sustainability. Harvard Business 
Review.  

 
Wu, C. T. (2003). Privatising culture: Corporate art intervention since the 1980s. Verso. 
 
Zaretti, M. (2019). The artification of luxury: how art can affect perceived durability amd 

purchase intention of luxury products. 



 
 

Zhang, W., Teah, M., & Phau, I. (2018, July). Brand Mimicry Of Luxury Cosmetics: 
Consumer Evaluation And Purchase Intention. In 2018 Global Marketing Conference 
at Tokyo (pp.1425-1425). 

 
 
 


