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Foreword

Luxury and sustainability have long been perceived as opposing forces in
the world of consumer behavior. On the one hand, luxury is often associ-
ated with exclusivity, indulgence, and an aura of excess. On the other,
sustainability advocates for resource conservation, ethical production,
and a reduction of environmental and social harm. At first glance, the
two concepts appear incompatible. However, this new book, “Aesthetics
and Sustainable Luxury Consumption: Evidence from Scientific
Literature, Consumer Neuroscience, and Case Studies,” challenges this
traditional dichotomy. It presents several compelling arguments that lux-
ury and sustainability not only can coexist but also can complement each
other, leading to a new conceptual paradigm. Authored by a team of
scholars with extensive research experience in sustainable luxury, this
book offers a rich and evidence-based exploration of the intersection
between luxury goods and sustainability.

One of the central arguments of the book is that the evolving nature of
luxury consumption is enabling an overlap between luxury and sustain-
ability. Historically, luxury consumption was primarily driven by the
desire for conspicuous consumption—the need to display wealth and sta-
tus through extravagant purchases. However, this dynamic is progres-
sively shifting. Today, a growing segment of consumers, particularly
younger generations, is moving toward what scholars have termed “con-
scious consumption”, including a deep interest in high-end goods with a
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sustainability angle. This gradual shift reflects a deeper concern for the
social and environmental impact of one’s choices, which is reshaping the
luxury market.

Millennials and Generation Z consumers are driving this change.
These younger generations demand greater transparency, traceability, and
ethical production practices from luxury brands. For them, luxury is no
longer defined solely by opulence but by its alignment with sustainability
principles. Corporate social responsibility initiatives, once seen as periph-
eral, now play a central role in shaping brand perception and consumer
loyalty. This generational change underscores the growing expectation
that luxury products must not only be beautiful and exclusive but also
ethically produced and environmentally responsible.

The book also delves into how the very meaning of luxury is being
redefined in certain product categories. Innovations like lab-grown dia-
monds and mushroom leather illustrate how sustainability and luxury
can converge. Lab-grown diamonds, for instance, offer the same bril-
liance and allure as mined diamonds without the environmental and
ethical concerns associated with traditional diamond mining. Similarly,
mushroom leather represents a sustainable alternative to animal leather,
combining high-end aesthetics with eco-conscious production. These
examples highlight how the luxury industry can innovate to meet con-
sumer expectations while minimizing its environmental footprint.

One of the most striking aspects of the book is its focus on the role of
aesthetics in sustainable luxury consumption. Luxury goods and service
environments are inherently linked to the concept of art, and their looks
and feel are key drivers of consumer desire. However, the authors argue
that aesthetic choices made by luxury brands can either enhance or
diminish perceptions of sustainability. Recent advancements in
Neuroaesthetics—the study of how the brain perceives and processes art
stimuli—offer insights into how consumers unconsciously interpret the
sustainability of luxury products. By integrating findings from the litera-
ture, the book provides a novel perspective on how aesthetic dimensions
can influence sustainable consumption.

I believe one of the book’s most significant contributions is its explora-
tion of how luxury brands have embraced various facets of sustainability,
such as diversity, product durability, and the preservation of local
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traditions. For example, a compelling case study discussed in the book is
Rihanna’s Fenty Beauty brand, part of the LVMH Group. Fenty Beauty
has redefined inclusivity in the luxury cosmetics market by offering prod-
ucts that cater to all skin types and tones. This approach to inclusivity
extends to sustainability, as the brand emphasizes ethical production,
eco-friendly packaging, and vegan ingredients. The book also examines
the philosophy of Brunello Cucinelli, a luxury brand that embodies the
principles of humanistic capitalism and human sustainability. Brunello
Cucinelli’s approach to product design combines the highest quality raw
materials, specialized craftsmanship, and timeless elegance. This philoso-
phy of “longevity by design” ensures that the brand’s garments transcend
fleeting trends and seasons, promoting a more sustainable approach to
fashion. By prioritizing durability and timelessness, Brunello Cucinelli
demonstrates that luxury can be both aesthetically pleasing and environ-
mentally responsible. Finally, the authors also emphasize the importance
of “Made-In” aesthetics in shaping consumer perceptions. Certain aes-
thetic dimensions, such as the use of local materials and traditional crafts-
manship, are more effective in driving sustainable choices. For example,
the book showcases the philosophy of Borgo Egnazia, a luxury hospitality
brand rooted in the local land and culture of the Apulia region in Italy.
Borgo Egnazia’s approach to design and hospitality embodies sustainabil-
ity through its use of local materials, such as tuff stone, which is both
authentic and energy efficient. This case study illustrates how aesthetic
choices, whether in products or services, can reflect a brand’s commit-
ment to sustainability while enhancing its appeal to conscious consumers.

The inclusion of these real-world cases and different interpretations of
sustainability enriches the book and makes its arguments highly relevant
to both academic and managerial audiences. By showcasing how leading
luxury brands have embraced sustainability, the authors provide action-
able insights for other brands aiming to navigate the sustainable transi-
tion. These examples also serve to inspire consumers, encouraging them
to view luxury as a vehicle for positive change rather than as a symbol
of excess.

In conclusion, “Aesthetics and Sustainable Luxury Consumption:
Evidence from Scientific Literature, Case Studies, and Consumer
Neuroscience” is a timely and essential contribution to the field of
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consumer behavior. It challenges the traditional notion that luxury and
sustainability are incompatible and offers a new framework for under-
standing how the two can coexist. Through its analysis of the literature,
case studies, and consumer neuroscience, the book provides valuable
insights into the motivations behind sustainable luxury consumption
and the aesthetic dimensions that influence it. At a time when the fast
fashion industry continues to thrive, despite growing concerns about sus-
tainability, this book underscores the importance of promoting high-end,
sustainable alternatives. By cementing the idea that luxury and sustain-
ability can go hand in hand, the book has the potential to shift consumer
behavior toward more responsible and mindful consumption and is an
indispensable resource for scholars, practitioners, and anyone interested
in the intersection of aesthetics, sustainability, and luxury.

Columbia Business School Silvia Bellezza
New York, NY, USA
January 31, 2025
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Introduction

The luxury business is increasingly playing a crucial role for sustainable
development. Traditionally linked to exclusivity, magnificence, excess,
and indulgence, luxury is currently experiencing a paradigm shift that
incorporates values of minimalism, inclusivity, and sustainability. At the
same time, the evolving values of modern consumers, especially among
younger generations, are undermining the conventional foundations of
luxury. Consumers are increasingly demanding openness, authenticity,
and purpose. Although apparently oxymoronic, a growing number of
scholars agree on the idea that luxury is sustainable by definition: luxury
products and experiences have historically been distinguished for their
craftmanship, high-quality, sophistication, and beauty, which in turn
affect their functional endurance over time (Amatulli et al., 2017).

The present book proposes a novel perspective on sustainable luxury
consumption emphasizing the key role of aesthetic dimensions in shap-
ing responsible choices. Indeed, luxury goods and service environments
are beautiful, refined, and aesthetically pleasing, which makes them
intrinsically linked to the concept of “art” (Kapferer, 2014). However,
both luxury and aesthetics are subjective constructs and different aesthet-
ics choices made by luxury brands can either strengthen or decrease
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