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An insight into fine watchmaking that combines scientific rigor with industry expertise. Time to change is the first book to
explore in depth the world of fine watchmaking from a 360? perspective. The book will help you to gain a comprehensive
understanding of the unique rules to succeed in the market and the different values and cultures of fine watchmaking
around the globe. Comprehensive and authoritative, it investigates every aspect of fine watchmaking, a core business of
hard luxury, including: fine watch as a symbol with multiple meanings; Designing and implementing fine watchmaking
strategies; Nurturing your company's profit engine; Learning from emerging, growing and mature markets; Facing
upcoming challenges for local marketers and retailers; Fine watchmaking in the post-crisis landscape; Looking ahead to
future challeng
The Luxury StrategyBreak the Rules of Marketing to Build Luxury BrandsKogan Page Publishers
This book explores the luxury industry and how it has undoubtedly been one of the fastest-growing sectors since the
1970s, and one in which Europe has managed to strengthen its competitiveness in the world market. While many
aspects of globalization remain abstract and intangible, the luxury industry has created markets where previously there
were none, by educating Japanese about the history of French handbags, Chinese about the finest wines, and setting
global standards for an elite, inspirational lifestyle. In this edited volume, a wide range of scholars comes together to
analyze the history of the business and the innovations in management and marketing that have emerged from it.
Invaluable for scholars, industry figures, and dilettantes alike, it will define the field of study for years to come.
Using various research methodologies, such as reviews, case studies, analytical modeling and empirical studies, this
book investigates luxury fashion retail management and provides relevant insights, which are beneficial to both
industrialists and academics. Readers gain an understanding of luxury fashion retailing, including proper operations and
strategic management, which now are the most crucial items on the luxury fashion industry’s senior management
agenda.
This book explores omnichannel fashion and luxury retailing with a particular emphasis on the role of computer-mediated
marketing environments in determining a consumers purchase and post-purchase trajectories. The fashion industry has
evolved rapidly over the last few years with the diffusion of fast fashion and luxury democratization, not to mention the
advent of ICT and the development of communication. Today, fashion companies face new challenges, such as how to
manage brands and how to choose between marketplaces and digital marketspaces. While some companies focus on
one channel selection, others embrace the omnichannel choice and look for a balance between the two environments.
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Whatever the strategy, it is essential to manage these touch-points in order to create interaction between consumers and
brands, provide meaningful customer experiences, and to maximize customers engagement. An insightful read for
scholars in marketing, fashion and retail, this book investigates the triangulation between branding, marketplace, and
marketspace and its impact on the organization. Wilson Ozuem teaches and supervises research projects in a number of
UK universities, including City, University of London, Warwick University, University of Birmingham and the University of
Cumbria. His general area of expertise lies in digital marketing and fashion marketing. His specific research interest is
understanding the impacts of emerging computer-mediated marketing environments (CMMEs) on the fashion industry.
Professor Ozuem is acknowledged as one of the international leaders in the study of digital marketing and multichannel
retailing. His research has been published in key journals, including the European Journal of Marketing, Journal of
Business Research, Information Technology & People, Psychology & Marketing, and many others. Silvia Ranfagni is
Associate Professor of Marketing at the Department of Economics and Management at the University of Florence, Italy.
Her research interests include innovation, internationalization, and brand management with special reference to the
fashion and cultural industry. She has participated in international marketing conferences, and has published in national
and international journals such as Journal of Fashion Marketing and Management, Management Decision, European
Journal of Marketing, Journal of Consumer Behaviour, Journal of Business Research, and Journal of Interactive
Marketing.
Online shopping has become increasingly popular due to its availability and ease. As a result, it is important for
companies that sell high-end products to maintain the same marketing success as companies selling more affordable
brands in order keep up with the market. Digital Marketing Strategies for Fashion and Luxury Brands is an essential
reference source for the latest scholarly research on the need for a variety of technologies and new techniques in which
companies and brand managers can promote higher-end products. Featuring coverage on a broad range of topics and
perspectives such as brand communication, mobile commerce, and multichannel retailing, this publication is ideally
designed for managers, academicians, and researchers seeking current material on effectively promoting more
expensive merchandise using technology.
The first volume of this handbook explores different aspects of sustainable luxury textiles and fashion, broadly based on
the following topics: Sustainability and business management, Value chain management, Use of materials and
Sustainable production processes.
Why do some fashion organizations succeed and others don’t? How do the best fashion brands achieve long lasting
success? What do the best fashion companies do that set them apart? Why some companies make it to the top only to
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go bankrupt a few years later? Is fashion dying? Some seem to think so. Or is it merely a matter of mismanagement?
Ralph Lauren closed his flagship Polo store. But Amancio Ortega’s fashion empire is still strong, making him one of the
richest men in the entire world across all industries. In this book, we will examine what makes a great fashion company
and brand. We look at five key dynamics from various perspectives: • Leadership • Problem solving • Vision • How we
see our people • Building creativity and innovation There is no magic bullet that solves everything. There is no overnight
success. But there are tested techniques that, when used consistently, build the momentum of an organization until it is
unstoppable. It takes a certain amount of toughness to get there, and Michael Kors said it best, “fashion is not for
sissies.” Collaborators include: Albert Puyol - CEO - LVMH, Women'secret, Brownie Nikhil Nathwani - Retail Director CH Carolina Herrera, Swarovski, The Body Shop Camilla Amalie Wildfang - Design Manager - Bestseller HK Limited
Fashion has been steadily moving from the brick and mortar to the digital market. As such, it is increasingly vital to research new methods
that will help businesses to grow and succeed in this new sphere. Advanced Fashion Technology and Operations Management is a pivotal
reference source for the latest development management strategies, fashion marketing, international business, and fashion entrepreneurship.
Featuring extensive coverage across a range of relevant perspectives and topics, such as online shopping behavior, digital fashion, and ecommerce, this book is ideally designed for professionals, entrepreneurs, students, and researchers.
Presenting a vision of the luxury sector and its management, this edited book describes “the new luxury” through a comprehensive view of
the value chain, from concept to market. The authors argue that the main characteristics of “luxury” are linked to specific resources and
competencies found throughout the value chain and that value is a result of the interaction between the brand and stakeholders, and more
precisely with their clients. Taking an interdisciplinary approach, New Luxury Management encompasses both strategic and functional
aspects of luxury management, providing innovative solutions to the successful creation and management of value across the organization,
from leadership, human resources, financial management, marketing and economic perspectives.
"This study is focused on understanding the concept of "luxury" in the choice of cars in Germany. Therefore it has a closer look at the luxury
brands and the luxury customer. The author researches and analyses the concept of "luxury" in the choice of car brands with a closer look at
BMW and Mercedes in Germany. The author has chosen these two brands, because they are the most luxurious German brands and
represent best the model of luxury brands."--Abstract.
In recent times, the advent of new technologies, the concerns about sustainability, and the new tastes of the youngest generations of luxury
consumers have affected the traditional dynamics of the luxury goods markets. These emerging issues have caused significant changes in
the marketing of luxury goods. Sustainable development is not a new practice in the luxury market but is of increasing importance. The real
challenge is for luxury companies to overcome the residual corporate social responsibility perspective to embrace a real integration of
environmental, ethical, and social concerns into the corporate strategy. Integrated output and sustainable processes, the introduction of nonfinancial reporting as operational practice, and a new orientation to circular economy practices are emerging issues that still today request for
a deeper exploration both on the academic and managerial point of view. Digitalization is another relevant issue that is reshaping the
business model of luxury companies. Big data, blockchain, omnichannel experience, and digital customer experience represent the main
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digital challenges that luxury brand companies are facing nowadays. Luxury brands must keep up with these digital demands and
sustainability concerns to maintain their position in the global market. Developing Successful Global Strategies for Marketing Luxury Brands
upgrades the most relevant theoretical frameworks and empirical research about the marketing of luxury goods. This book is focused on
contemporary issues affecting luxury industries such as digital transformation (blockchain, big data, analytics, innovation processes),
sustainable development, changes in luxury consumers’ behavior, integration between physical and online channels, and the development of
social media marketing strategies. Chapters will cover areas of marketing, management, buyer behavior, and international business, creating
a multidisciplinary approach for this book. This book is ideal for scholars, local government agencies and public bodies, managers, luxury
business owners, along with practitioners, stakeholders, researchers, academicians, and students who are interested in emerging issues
affecting the luxury market, such as sustainability and digital transformation.
???????????????????? ??????????????????????? ? ????????logo?????????????????????????Chanel?Salvatore Ferragamo?Armani?Herm?
s?Dior?LV?YSL……??????????????????????????????????????????????????????????????????????????????????????????
?????????????????????????????????Style Marketing???????????????????????????????????????? ?CUHK????????????????????????????
???????????????????????????????????????????????????????????????????????????????????????????????????????????????? ???????
????????????????????????????????????????????????????????????????????????????????????????????????????????????????????????
???
This collection of key articles offers insights across a range of sectors. Some of the things the book will explain include: - The influence of
social media on the building of luxury brands - The effect of the consumption of counterfeit luxury goods on identity - The value of brand
extension as a strategy in regards to luxury fashion brands
Vast markets for high-symbolic-value goods serve as an expansive worldwide arena where luxury brands and products compete for
consumer attention. As global luxury markets have grown and continue to grow, uncovering successful methods for maintaining brand image
and consumer desire is critical to the success of high-end brands. Global Marketing Strategies for the Promotion of Luxury Goods explores
the latest promotional trends, business models, and challenges within the luxury goods market. Focusing on strategies for achieving
competitive advantage, new market development, as well as the role of the media in luxury brand building, this timely reference publication is
designed for use by business professionals, researchers, and graduate-level students.
? The luxury market has transformed from its traditional conspicuous consumption model to a new experiential luxury sensibility that is
marked by a change in how consumers define luxury. In a global context, it is crucial to understand why consumers buy luxury, what they
believe luxury is, and how their perception of luxury value impacts their buying behavior. This handbook aims to provide a holistic approach to
luxury marketing with respect to the characteristics and the key challenges and opportunities of luxury brand management. Therefore, the
multifaceted contributions by authors from different parts of the world will offer both a research and management perspective of luxury
marketing and deliver a concentrated body of knowledge with contributions from diverse elements.

Simplified Chinese edition of Midnight Sun
The Luxury Strategy, written by two world experts on the subject, provides the first rigorous blueprint for the effective management
of luxury brands and companies at the highest level. It rationalizes those business models that have achieved profitability and
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unveils the original methods that were used to transform small family businesses such as Ferrari, Louis Vuitton, Cartier, Chanel,
Armani, Gucci, and Ralph Lauren into profitable global brands. By defining the differences between premium and luxury brands
and products, analysing the nature of true luxury brands and turning established marketing 'rules' upside down, it has established
itself as the definitive work on the essence of a luxury brand strategy. This fully revised second edition of The Luxury Strategy
explores the diversity of meanings of 'luxury' across different markets. It also now includes a section on marketing and selling
luxury goods online and the impact of social networks and digital developments, cementing its position as the authority on luxury
strategy.
Focussing specifically on city branding this is an invaluable text as city branding becomes increasingly important across the world
and has a direct impact on public and private sector practice
???????20?????????????????,?????????????,??????????,????????????????.????????????,??,??,?????????????????.?????????
?,????????????????????????,?????????????????.
Over the past two decades, through unprecedented levels of prosperity and changing values, luxury tourism has transformed into
a new consumption pattern. This book analyzes the topic in detail with contributions from both recognized scientists and prominent
executives in the luxury business. It shows how the concept of luxury has shifted from material to immaterial dimensions, and
outlines new trends that will shape the luxury market in the future. The content includes carefully selected leading examples from
the most important segments of the tourism market, along with concrete recommendations and best practices. Sharing unique
insights, the book is a must-read for those working in the tourism industry, as well as lecturers and university students of tourism.
??????,??????:??????????;??????????;??????????;??????????;??????????;??????????;????????????.
This book highlights the latest research articles presented at the second Digital Marketing & eCommerce Conference in June
2021. Papers include a diverse set of digital marketing and eCommerce-related topics such as sser psychology and behavior in
social commerce, influencer marketing in social commerce, social media monetization strategies, social commerce characteristics
and their impact on user behavior, branding on social media, social media-based business models, user privacy and security
protection on social media, social video marketing and commerce, among other topics.
Luxury is no longer a privilege of the high-net-worth individuals. It is now accessible to all. This has become possible because the
essence of luxury has changed: from something based upon materialism and conspicuous and hedonic consumption to one that
embraces enrichment and experiences for the consumers. This evolution creates challenges for luxury brands and for the
managers of luxury brands. Building Consumer-Brand Relationship in Luxury Brand Management is a collection of innovative
research that focuses on the conception and marketing of luxury as an experience and explores more integrative and
comprehensive approaches to modeling and understanding the consumer-brand relationship with luxury brands and their
sustainability in a global and multicultural world. Highlighting a broad range of topics including digital marketing, consumer
demand, and social responsibility, this book is ideally designed for marketers, brand managers, consumer analysts, advertisers,
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entrepreneurs, executives, researchers, academicians, and students.
Exploring the elements that constitute the perceived luxuriousness of a brand, this book addresses the changing definitions of the term
‘luxury’ in today’s world. Taking the approach that the concept of luxury evolves from the consumer, the author introduces a conceptual
model which explains how the consumer interprets the luxuriousness of a brand. This innovative study analyses the key elements that
influence luxury branding, such as extended product, perceived uniqueness, authenticity and context specificity. By critically reflecting on the
existing definitions of luxury and its challenges, this book makes a unique contribution to research and an essential read for marketing
students and scholars.
The meaning of luxury and the sorts of customers that buy luxury have continually been evolving, but never as dramatically as in the past 20
years. With more potential consumers, the luxury sector is today healthier than ever. However luxury companies have had to completely
rethink their strategies and to rely on state-of-the-art marketing and management tools to help them keep up with consumers' shifting
expectations, desires and dreams. Luxury Strategy in Action presents the view of an international panel of luxury experts on what is luxury
management nowadays, how it is evolving, and which fundamentals are necessary to manage in this time of change. This book provides an
insight into luxury management through a strategic approach, analyzing the latest trends in the industry, like the impact of online social
networks and the role of emerging markets. It thus provides a multicultural, holistic perspective designed to create challenges to the
established rules of the luxury industry.
This book is an invaluable repository of knowledge that brings clarity to key issues and trends for practitioners, academics and students of
luxury brands. It sets out to decode the luxury markets in the primary emerging markets (BRICs) and provide a rich resume of the key factors
that influence the effectiveness of luxury brand strategies.
This book highlights ten cases of entrepreneurship that – in the context of circular economy – have redefined the paradigm of luxury and the
notion of exclusivity that it requires. It shows how, by using technology and a new consumption model, the ten companies have created novel
business models for luxury, and more intelligent forms of use better-suited to modern times.
This book presents and analyzes aspects that, within the framework of luxury, have been or are currently being redefined by sustainability
considerations. It also presents and reviews cases from industry and entrepreneurs in connection with this ongoing redefinition process.
This book highlights different roles in entrepreneurship and innovation, based on the act of setting up a new venture in the area of sustainable
luxury and fashion, which also involves cognitive and motivational characteristics. It also discusses the fact that many sustainability-promoting
innovations require substantial technological advances.
This book explores new approaches and strategies that luxury fashion brands could adopt in their operations toward sustainability goals. It
addresses the unique challenges faced by luxury fashion brands, given that concepts of luxury and sustainability may be conflicting. In doing
so, it elaborates on how fashion brands need to manage their suppliers to comply with and improve social and environmental conditions, the
pressure to fulfill the triple-bottom lines, consumer demands for transparency, and social media and its advantages in achieving sustainability
goals. Exploring the notion that luxury fashion brands are in a better position to pursue superior sustainability performance, it presents
research that highlights how the consequences of non-compliance could have more devastating effects on luxury brands than on massmarket brands. The book is a valuable resource for academics and practitioners in the field of business, sustainability, and fashion.
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Despite being vastly different both socially and economically, art and fashion are increasingly converging to collaborate in mutually
advantageous ways. This book discusses the mutual benefits of collaboration through analysis of successful case studies,
including corporate art collections and museums, patronage and sponsorship initiatives, and art-based brand management in the
fashion sector. It provides a categorization of the strategies that fashion firms employ when they join the art world and illustrates
how art and fashion brands can interact strategically at different levels. This book will be a valuable resource to researchers,
providing an enhanced understanding of the potential of artification for managing brands and products.
Rumors may be the oldest medium of mass communication of information or ideas. Even before there were newspapers, radio, or
television, rumors communicated by word-of-mouth made and shattered reputations, and set off riots and wars. Yet contrary to
predictions, rumors continue to thrive, in spite of and parallel to mass media. What accounts for the puzzling persistence and
continuing significance of this little-studied social phenomenon? Jean-NÃ¶el Kapferer examines the theory and practice of rumors,
focusing on specific areas such as entertainment, criminal behavior, business and finance, and politics. He describes the kinds of
conditions that give birth to rumors, why we believe them, and the hidden messages they convey. Kapferer points out that rumors
frequently serve useful social purposes and present rich examples. He speculates about how rumors can be controlled, changed,
and prevented. Drawing upon contributions of disciplines ranging from psychology to history, and integrating the insights of
Europeans with the latest work of American researchers, this is the most comprehensive examination of rumors, gossip, and urban
legends yet published. Translated into nine languages, this edition was updated with advances in theory and research since the
book's original French publication in 1987. Its brisk, accessible style makes the book of interest to psychologists, economists,
political scientists, sociologists, and folklore analysts, as well as the general reader who is curious about the origins of this
fascinating social phenomenon.
????????????????????????????????????????????????????????????
This book provides a contemporary theoretical insight into the fashion and luxury industry, addressing potential gray areas within
the literature. The authors analyze the luxury and fashion industry using multiple perspectives, allowing for a critical
comprehensive overview of the phenomenon across diverse streams. The book provides insight into fashion and luxury retailing in
the context of both online and brick and mortar retailers based on a variety of market scenarios. It deciphers the rationale of
customer behavioral and decision making in online and offline luxury and fashion purchasing contexts. It provides an overview of
the challenges that the industry faces with the advent of the evolving omni-channel environment. The multiple theoretical and
practical nuances of the fashion and luxury industry are presented. In this sense, the book is a fundamental reference point for the
students and academics. This book will be of interest to practitioners in the fashion and luxury retailing sectors. Also, many policy
makers will find the conceptual and exploratory insight of this book relevant to their organizational and retailing policies. The new
knowledge that is produced in this book is a ground breaker in the fashion and luxury literature. It offers insight from both
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theoretical and practical perspectives from both retailer and customer perspectives.
Presenting some of the most significant research on the modern understanding of luxury, this edited collection of articles from the
Journal of Brand Management explores the complex relationships consumers tie with luxury, and the unique characteristics of
luxury brand management. Covering the segmentation of luxury consumers worldwide, the specificity of luxury management, the
role of sustainability for luxury brands and major insights from a customer point of view, Advances in Luxury Brand Management is
essential reading for upper level students as well as scholars and discerning practitioners.
Luxury is in fashion and is now to be found within almost every retail, manufacturing and service sector. New terms qualifying
luxury regularly appear such as 'premium', 'ultra-premium' and 'hyperluxe'. Today, luxury is everywhere - but if everything is 'luxury'
then surely the term itself has no meaning? What really is a luxury product, a luxury brand or a luxury company? The Luxury
Strategy is a definitive new work that sets the record straight. Luxury is as old as humanity and it is only by a thorough
understanding of the genuine concept, that it is possible to define a rigorous set of rules for the effective management of luxury
brands and products. The Luxury Strategy rationalizes the management of this new business concept based on the highly original
methods that were used to transform small family businesses such as Ferrari, Louis Vuitton, Cartier, Chanel, Bulgari, Gucci and
Prada, into global brands. The Luxury Strategy explains the difference between 'premium' and 'luxury', and sets out the rules to be
applied to the luxury marketing mix (the opposite of those for classic marketing). It describes how to implement a luxury strategy
within a company and delivers clear principles for becoming - and remaining - 'luxury'.
A thorough, comprehensive guide to the luxury goods industry for executives, entrepreneurs, and students interested to know
about the luxury business As key new luxury markets like Asia, Latin America and Africa continue to expand, The Road to Luxury:
The Evolution, Markets and Strategies of Luxury Brand Management gives professionals interested in the industry a holistic
understanding of luxury market dynamics around the world using stories, experiences, relevant data and statistics on current
market trends. For investors, the book offers valuable insight on where the industry is headed. For industry insiders and
executives, it presents valuable data with which to craft successful business strategies. The definitive insider's guide to the luxury
sector by leading figures in the field Includes rigorous academic data, including information on the business attractiveness and
appropriateness of various country markets Examines strategies and success factors of key players, and insight into the systems
and operations, retail, distribution and e-commerce, emerging markets and emerging brands, as well as management styles For
professionals in the luxury industry, as well as those studying it or investing in it, The Road to Luxury presents a complete and
information-packed resource covering virtually every aspect of this growing sector.
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