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Abstract

This study aims to identify current research trends and suggests potential areas
for future investigation in the field of “luxury consumption behavior.” To achieve
this, we gathered a comprehensive dataset spanning five decades, consisting of
1,289 articles from Scopus and Web of Science databases, which underwent
rigorous bibliometric analyses. Our bibliometric analysis has unveiled crucial
insights, including key performance indicators, emerging areas of study, signifi-
cant keywords, and prevailing research themes within the luxury consumption
domain. The findings emphasize the remarkable growth of luxury consumption
as a research area, leading to the identification and examination of five distinct
research clusters. Through this in-depth bibliometric analysis, our study enriches
the existing body of knowledge on luxury consumption, offering a comprehen-
sive overview of scholarly contributions in this field and paving the way for po-
tential future research endeavors.
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Introduction

The expansion of global luxury merchandise has piqued the curiosity of many
researchers. Luxury brands’ consumption differs from ordinary products because
it goes beyond satisfying utilitarian necessities (Dahm & Fassnacht, 2018). Luxury
consumption, an integral facet of consumer behavior, pertains to acquiring and
utilizing high-end products and services often associated with premium quality,
exclusivity, and elevated status (Dubois et al., 2005). According to a survey
commissioned by Italy’s Altagamma Foundation, the global luxury market
increased by almost one-third to 288 billion euros ($198 billion), bouncing back
from its lowest recorded drop owing to the pandemic lockdown (Bain & Company,
2018). Luxury consumption behavior has gained significant prominence in
academic and practical domains, reflecting its profound influence on modern soci-
eties and economies (Aliyev et al., 2019). Historical records indicate that luxury
consumption dates back to ancient civilizations, where possessing rare and extrav-
agant items symbolized social standing and affluence (Rathi et al., 2022). Over
time, luxury consumption has evolved from conspicuous displays of wealth to
encompass more nuanced dimensions, such as self-expression (Kim & Jang,
2014), identity formation (Bhanja & Mehta, 2022), and hedonistic experiences
(Shukla, 2012). The allure of luxury consumption extends beyond the tangible
aspects of products and services (Fuentes et al., 2022). It encompasses intangible
elements, including luxury brands’ narratives, values, and emotions (Han & Kim,
2020). Consumers often gravitate toward luxury goods for their utilitarian benefits
and the aspirational and emotional connections they forge with these symbols of
prestige (Park et al., 2013).

In recent decades, the landscape of luxury consumption has undergone dynamic
shifts. Globalization, technological advancements, and changing social norms
have reshaped how luxury is perceived and pursued (Aleem et al., 2022; Rathi
et al., 2022; Shukla et al., 2022). The trend toward democratizing luxury, also
known as “masstige marketing,” has expanded the accessibility of premium prod-
ucts to a diverse spectrum of consumers (Kumar et al., 2020). This phenomenon
has increased the availability of upscale goods to a broad spectrum of consumers,
encompassing both developed and emerging countries (Lim et al., 2022a). The
rise of digital platforms and social media has facilitated greater accessibility to
luxury brands while fostering new avenues for self-presentation and social com-
parison (Eastman et al., 2020; Fazeli et al., 2020). Academically, the study of
luxury consumption has garnered substantial interest from various disciplines,
including marketing, psychology, sociology, and economics. Scholars have sought
to unravel the intricate psychological and sociocultural drivers behind luxury con-
sumption choices, examining status consumption (Roy & Rabbanee, 2015), brand
loyalty (He et al., 2010), social influence (Byun et al., 2020), and conspicuous
leisure factors (Li & Stodolska, 2022).

The necessity for conducting bibliometric analysis in this field stems from the
limited number of comprehensive studies that thoroughly chart and analyze the
academic landscape of luxury consumption behavior. Bibliometric analysis offers
a wide range of data, enabling researchers to gain insights into the patterns of
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publication within a specific subject area (Jain & Dhingra, 2023). More specifi-
cally, bibliometric analysis provides a quantitative methodology for evaluating
scholarly contributions, identifying emerging patterns and exploring the relation-
ships within this field as highlighted by Donthu et al. (2021a).

This research delves into the luxury consumption behavior domain to enrich
the existing knowledge base through a thorough bibliometric analysis within the
marketing discipline. By examining the progression of research within this
domain, we aim to discern critical trends, influential authors, countries, and
emerging themes. Through this analysis, we hope to shed light on the evolving
landscape of luxury consumption behavior and provide valuable insights for
researchers and practitioners navigating this captivating and ever-evolving field.

With this objective in mind, the current study addresses two core research
questions (RQs).

1. What is the existing comprehension status concerning the realm of “luxury
consumption behavior?”

2. What are the potential future research avenues in luxury consumption
behavior research?

We explore the aforementioned RQs using bibliometric methods to analyze the liter-
ature on “luxury consumption.” To address RQ1, we employ various performance
indicators to identify growth patterns, notable articles, influential journals, authors,
and contributing countries within the field, all based on bibliographic data. Moreover,
we track the progression of key concepts in the “luxury consumption behavior”
literature by analyzing how frequently scholars reference specific ideas in their arti-
cles across different time frames. Furthermore, our assessment involves bibliometric
maps to capture the evolutionary trajectory of luxury consumption over time, aiding
in anticipation of emerging trends. Finally, in response to RQ2, on the basis of
cluster analysis, we propose future avenues of research and implications to expand
the scope of the investigation into luxury consumption.

Contribution

This comprehensive review encompasses more than five decades of extensive litera-
ture, serving as a significant and noteworthy contribution to the field of “luxury
consumption behavior.” It provides a critical and up-to-date understanding of various
research aspects, reflecting a holistic approach to examining the crucial role of luxury
consumption in the realm of marketing. The incorporation of bibliographic data for
performance analysis, which includes growth trends, key articles, prominent journals,
influential authors, and contributing countries, adds further significance to this study.
Additionally, the investigation of thematic evolution, word cloud analysis, and the
identification of keyword co-occurrences assist in defining five distinct clusters,
offering valuable insights for future research directions to scholars in this field.

As Paul and Bhukya (2021) recommended, we enlist and explain the sequence
of this review article. Subsequently, we detail the methodologies utilized in the
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research. We then present the findings derived from the performance analysis.
Additionally, we explore the outcomes of the science mapping and outline poten-
tial directions for future research. Finally, we conclude by addressing the study’s
implications and limitations.

Research Methods

As illustrated in Figure 1, our approach draws from established practices
commonly employed in standard bibliometric analysis, as elucidated by Donthu
et al. (2021a) in their recent study. Following their methodologies, we embraced
conventional procedures to conduct a comprehensive bibliometric analysis. This
approach allows us to methodically explore the intricate dimensions of scholarly
literature within our chosen domain (Mukherjee et al., 2022).

| STEP 1: DEFINE SEARCH STRATEGY |

Search String: TITLE-ABS-KEY (“LUXURY CONSUMPTION” OR “LUXURY BEHAVIO** OR
“LUXURY PURCHASE” OR “LUXURY BRAND* PURCHASE” OR “STATUS CONSUMPTION” OR
“CONSPICUQUS CONSUMPTION” OR “PRESTIGE CONSUMPTION™)

l A 4

SCOPUS WOoSs
N=2272 N=1840

STEP 2: SCREENING AND REFINEMENT

v

SCOPUS Final
N=924 Articles
included in
WOS the analysis
(n=1289)
N=861

STEP 3: ANALYSIS AND FINDINGS
Bibliometric Analysis (1289 publications, 1972-2023)

¥

o Performance Analysis
e Science Mapping

¥

IMPLICATIONS AND FUTURE RESEARCH DIRECTIONS

Figure |. Literature Search and Screening Criteria.
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Defining the Search Strategy

A crucial and demanding phase within bibliometric analysis involves identifying
pertinent research articles, which relies on establishing suitable search parameters
and choosing a suitable database (Donthu et al., 2021a). We obtained documents
from Scopus and Web of Science (WOS). Scopus and WOS were utilized because
of their widespread popularity, breadth of coverage, and high quality (Ameen
et al., 2022; Bilro & Loureiro, 2020; Dawkins et al., 2019; Mariani et al., 2018).
We performed a keyword-based search within the title, abstract, and keywords
(TITLE-ABS-KEY) sections until August 2023. This search was executed in
August 2023, yielding 4,112 records from the Scopus (2,272 documents) and
WOS (1,840 documents) databases.

Screening the Initially Retrieved Documents and
Refining the Search Results

Due to considerations of understanding boundaries and upholding the study’s metic-
ulousness, the filtering procedure incorporated explicit criteria for inclusion and
exclusion (Lim et al., 2022b). First, only journal articles within the broader marketing
realm and composed in English were encompassed. Second, our search scope was
confined solely to journal articles, with conference papers, books, and non-
peer-reviewed materials deliberately excluded from the database. Additionally,
duplicate articles were eliminated through database filtration. Furthermore, the scru-
tiny extended to the title, keywords, abstract, and introduction segments to assess
whether the emphasis revolved around “luxury consumption behavior.” Besides,
even if a solitary study within an article explored the realm of luxury consumption
in the marketing context, it was incorporated into the analysis. As a result of this
inclusive approach, the implemented search queries effectively pinpointed a total of
1,289 documents that were published prior to August 10, 2023. This substantial
dataset is a robust foundation for conducting a comprehensive bibliographic anal-
ysis, aligning with the methodology highlighted by Paul and Criado (2020).

Describing the Data Processing Procedure

Subsequently, the gathered articles underwent a thorough assessment through biblio-
metric and content analyses, allowing for an in-depth exploration of the evolving
landscape within “luxury consumption” research. The bibliometric analysis was
meticulously executed using the specialized bibliometric package within the R soft-
ware framework, facilitating a comprehensive array of bibliometric computations
across an extensive dataset from May 1972 to August 2023. Table 1 illustrates the
descriptive statistics concerning the dataset focused on luxury consumption. This
dataset comprised 1,289 peer-reviewed publications, originating from 438 distinct
journals and involving contributions from 2,554 authors representing 68 countries.
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Table I. Descriptive Information of the Data on Luxury Consumption from 1972 to
August 2023.

Information Results
Documents 1,289
Time 1972 to August 2023
Publication outlets 438
Articles 1,240
Review 49
Author(s) keywords 3,084
Annual growth rate % 9.53
Average citations per doc 28.9
Authors

Authors 2,254
Single-authored docs 225
Co-authors per doc 2.49
International co-authorship % 2227

Bibliometric Analysis

In recent times, bibliometrics has emerged as a widely accepted and reputable
approach for reviewing extensive collections of literature across various scientific
disciplines (Ellegaard & Wallin, 2015; Linnenluecke et al., 2020; Mukherjee
et al., 2022). This method reduces potential biases while managing the substantial
volume of bibliographic information (Mukherjee et al., 2022). Moreover, it aids in
observing the longitudinal developments within the existing literature (Donthu
et al., 2021a). Furthermore, it simplifies the identification of the intellectual
framework and emerging concepts (Paul & Criado, 2020). Within the bibliometric
approach outlined by Cobo et al. (2011), one component, “performance analysis,”
focuses on evaluating the contributions of different research elements to the field.
This facet aims to pinpoint leading research components and their evolving
patterns within the studied domain. The second aspect, termed “science mapping,”
involves the examination of citations, collaborative authorships, and co-words
found in publications. This process involves using bibliometric techniques such as
bibliographic coupling, co-citation analysis, co-authorship networks, keyword
frequency, and more to visually represent the interconnections within the dataset
(Cobo et al., 2011).

We utilized the “bibliometrics” package within the R software framework to
perform comprehensive bibliometric calculations on an extensive dataset from 1972
to 2023, comprising 1,289 publications. Additionally, we employed VOSviewer, a
tool created by van Eck and Waltman (2010), which serves two primary purposes:
VOS mapping and VOS clustering. This software was utilized to examine the co-
occurrence of keywords and generate visual representations.
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Performance Analysis

Publications Trend

Figure 2 illustrates the chronological evolution of scholarly articles addressing the
topic of “luxury consumption behavior” across the Scopus and WOS databases,
encompassing the years 1972-2022. The exploration of this subject initially
commenced in 1972 with one publication. However, it was only after 2012 that the
field began to witness a notable surge in activity, and this trend has continued to
progress markedly. This progression is highlighted by the fact that in 2019, a total
of 102 articles were published, a number that further increased to 122 articles by
2020 and 160 articles by the year 2022. Notably, the production of literature in this
area has seen a pronounced expansion, attributed to the escalating interest and
engagement among scholars and experts alike. This escalating growth is charac-
terized by an annual growth rate of 9.53%. Moreover, Figure 3 provides a graphical
representation of the annual average citation count spanning the years 1972-2022.
In Table 2, we emphasize the top 10 years with the most citations, revealing that
1998 stands out as the year with the highest average citation per article, at 190.8,
followed closely by 1996, which received an average of 188.67 citations, and
1989 with an average of 171 citations.

Publication Outlets

Table 3 illustrates the leading 10 journals demonstrating the highest publication
output within this field. The analysis encompasses a total of 1,289 publications,
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Figure 2. The Annual Publication Pattern of 1,289 Articles Collected from Scopus and
Web of Science Spanning the Years 1972-2022.
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Figure 3. Average Citations Per Year from 1972 to 2022.

Table 2. Top 10 Mean Citation Per Article.

Year Mean TC per Article
1998 190.8
1996 188.67
1989 171
2002 164.86
1997 103.4
2001 101.17
2004 96.17
1995 89
2005 88.85
2010 87.38

which are spread across 438 distinct journals. It is essential to highlight that
many of these journals hold prestigious ratings from the Australian Business
Deans Council (ABDC), particularly A* and A designations, signifying their
recognition as esteemed publications in business and management research.
Among the entirety of the articles examined, a noteworthy subset of 362 articles,
equivalent to 28.08% of the total, emerged from the top 10 journals. The Journal
of Business Research emerges as the most prolific outlet, boasting 84 published
articles. Following closely is the Journal of Retailing and Consumer Services,
contributing 57 articles. Psychology & Marketing secures the third spot with 39
articles, while the Journal of Fashion Marketing and Management has featured
30 articles.
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Table 3. Top 10 Leading Journals Publishing on Luxury Consumption Behavior.

Journal TP  h-Index ABDC Publisher

Journal of Business Research 84 33 A Elsevier

Journal of Retailing and Consumer 57 24 A Elsevier

Services

Psychology & Marketing 39 20 A Wiley-Blackwell

Journal of Fashion Marketing and 31 15 B Emerald Group Publishing
Management

Journal of Consumer Research 30 20 A*  Oxford University Press
Journal of Consumer Psychology 28 17 A*  Wiley-Blackwell

Asia Pacific Journal of Marketing and 25 10 A Emerald Group Publishing
Logistics

International Journal of Consumer 24 13 A Wiley-Blackwell

Studies

European Journal of Marketing 22 10 A*  Emerald Group Publishing
Journal of Product and Brand 22 10 A Emerald Group Publishing
Management

Notes: TP = total publications; ABDC = ABDC is the ranking of journal quality (provided by Austral-
ian Business Deans Council), A* = highest quality showing top 5%—7% journals in the field, A = second
highest quality showing the next 15%-25% journals in the field, and B = third highest quality showing
the next 35%—40% journals in the field.

Most Cited Publications

The identification of the most pertinent works within the realm of “luxury
consumption behavior” was carried out through an examination of the citations
garnered by each individual article. Table 4 showcases the articles with the highest
level of productivity in the field of luxury consumption, determined by both their
total citation count (TC) and the average annual sum of citations received.
According to the table’s findings, the article authored by Han et al. (2010) holds
the most significant influence in this field, accumulating 813 citations and main-
taining an average annual citation rate of 58.07 since its publication. This study
investigates the driving factors behind luxury consumption by segmenting
consumers into four categories based on their wealth and desire for social status.
Preceding this work is the research conducted by Wong and Ahuvia (1998), which
has been cited 589 times. This study probes into the cultural influences underpin-
ning the luxury consumption phenomenon, mainly through comparing Southeast
Asian and Western cultural contexts. Subsequently, the study authored by
Wiedmann et al. (2009) cited 506 times explores a comprehensive framework for
understanding luxury value as a foundational approach to identifying consumer
segments based on value-related factors.

Most Prolific Author(s)

Figure 4 provides a visual representation of how influential authors have evolved
over time in terms of their publishing and citation impact. The size of the bubbles in
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Table 4. Most Relevant Articles in Sorted by Total Citations (TC).
Title Author(s) TC () ¢
Signaling Status with Luxury Goods: Young Jee Han, Joseph 798 57.00
The Role of Brand Prominence C. Nunes, and

Xavier Dreze
Personal Taste and Family Face: Nancy Y. Wong and Aaron 589 22.65
Luxury Consumption in Confucian C. Ahuvia
and Western Societies
Value-Based Segmentation of Klaus-Peter 499 33.27
Luxury Consumption Behavior Wiedmann, Nadine

Hennigs, and Astrid Siebels
Earning the Right to Indulge: Effort asa Ran Kivetz and 487 22.14
Determinant of Customer Preferences Itamar Simonson
Toward Frequency Program Rewards
Status Brands: Examining the Effects Aron O’Cass and 370 16.82

of Non-product-Related Brand Hmily Frost
Associations on Status and
Conspicuous Consumption
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Figure 4. Authors Production Overtime.

Source: Biblioshiny, authors’ elaboration.

the graphic corresponds to the number of publications associated with each author,
while the line graph illustrates the progression of an author’s publications over the
years. The color intensity of the bubbles indicates the total yearly citations received.

Table 5 illustrates the primary contributors in order of their publication output.
Among those who have exhibited the most significant productivity in the field of
“luxury consumption behavior” are Sanjay Jain, with a total of 17 published works
and 636 citations; Ying Wang, with 15 published works and 359 citations;
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Table 5. Most Prolific Author(s) as per the Number of Publications.

Author(s) NP TC h-Index g-Index
Sanjay Jain 17 636 I 17
Yajin Wang 15 359 8 15
Jacqueline K. Eastman 14 456 8 14
Cesare Amatulli 13 333 7 13
lan Phau 12 500 10 12
Justin Paul 10 338 7 10
Junfeng Zhang 10 237 5 10
Sang Jin Kim 10 64 4 8
Russell W. Belk 9 447 7 9
Thomas Aronsson 9 103 5 9

) 8 8o
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0 | @gy

9 astman |
| Samatullic
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" O‘

»
johansson-stenman » .
iyerr  aronssont

Figure 5. Author(s) Collaboration.

Source: Biblioshiny, authors’ elaboration.

Jacqueline K. Eastman, having authored 14 works with 456 citations; and Cesare
Amatulli, whose contributions amount to 13 published works and 333 citations.
It is crucial to identify significant author networks to gain a comprehensive under-
standing of luxury consumption research. To achieve this, we utilized association
strength normalization in combination with the Louvain cluster algorithm on the top 50
documents to form the authors’ clusters. Figure 5 illustrates the emergence of six dis-
tinct, color-coded clusters among the 25 most prolific authors. The larger nodes repre-
sent authors who have contributed more publications, while the connections between
nodes are thicker for scholars who have collaborated on multiple articles. Notably, a
prominent collaboration network is observed between Eastman J. and Iyer R.
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The Scientific Production of the Countries

Examining the affiliations data reveals that the contributing organizations and institu-
tions are spread worldwide, with a concentrated presence in countries such as the
United States, China, the United Kingdom, India, and France. In Figure 6, a compre-
hensive overview is provided, showcasing the critical countries linked to authors
engaged in the study of luxury consumption. Notably, the United States takes the lead
as the foremost contributor, generating a substantial number of 619 articles. This is
followed by China, which contributed significantly to 250 articles, signifying a notable
scholarly involvement. Moreover, the United Kingdom has established itself as a note-
worthy participant in this field, producing 210 articles contributing to the luxury
consumption discourse. Additionally, India stands out with its scholarly contributions,
having generated 147 articles that explore various facets of luxury consumption. This
collective body of work highlights the global engagement and diverse perspectives
that enrich the discourse around luxury consumption. Furthermore, Table 6 presents

CANADA [ s9
SOUTH KOREA [N 68
TALY [ 73
GERMANY [ s6
AUSTRALIA [ 112
FRANCE [ 122
INDIA [ 147
uk I 210
cHiNg - I 250
usa I 619

0 100 200 300 400 500 600 700

Figure 6. Most Productive Countries in Luxury Consumption Behavior Marketing
Research.

Table 6. Countries Collaboration.

From To Frequency
USA China 26
USA United Kingdom 21
USA France 18
USA India 15
USA Canada 14
USA Korea 14
China United Kingdom Il
China Singapore 10
China Canada 9

France Germany 9
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the leading 10 instances of international collaboration concerning behaviors related to
luxury consumption.

Thematic Analysis

Thematic Map

Cobo et al. (2011) explore techniques for estimating and visually representing the
focus of a specific area of research. They introduce a thematic map as an effective
visual tool, assessing topics within a quadrant. The thematic map is structured
based on centrality (along the x-axis) and density (along the y-axis). Density signi-
fies the level of development of a chosen theme, while centrality gauges the
significance of the central theme. This thematic map is divided into four sections.
Themes positioned in the lower-left quadrant indicate either declining or emerging
subjects. These themes either fade from research or are further developed by
researchers. Themes in the lower-right quadrant represent foundational concepts
that have undergone extensive research. In contrast, the upper-left quadrant show-
cases niche concepts developed but in relative isolation. Finally, themes in the
upper-right quadrant indicate well-developed and established research areas.
Upon carefully examining the map (as shown in Figure 7), it becomes evident that
“luxury consumption, sustainability, and luxury branding” form highly developed and
isolated themes within the literature, characterized by internal solid connections.
However, their significance in this research is limited due to their sparse connections
with other themes. On the other hand, themes such as social media, brand equity, and
masstige exhibit weaker development, featuring lower density and centrality.
Conversely, themes such as status consumption, materialism, social comparison, and
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|
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Figure 7. Thematic Map of Luxury Consumption Behavior Scholarship.

Source: Biblioshiny, authors’ elaboration.
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luxury brands emerge as the most well-developed and crucial elements in shaping the
landscape of luxury consumption behavior research. These themes are pivotal because
of their significant field progress and frequent appearances in various research studies.

Thematic Evolution

The progression of themes in a particular research domain can be depicted using
alluvial graphs that segment the timeline into distinct periods (Aria et al., 2022).
Analyzing the yearly distribution of publications, the data collection is segmented
into four-time intervals, achieved by establishing three breakpoints in 2013, 2017,
and 2019. Through the segmentation of the examined timeframe into distinct
intervals, it becomes feasible to examine the progression of each theme (Donthu
et al., 2020). A longitudinal visualization offers valuable insights into the inclina-
tions of specific topics to converge with other themes or diverge into multiple new
themes throughout the study, as demonstrated in Figure 8.

From 1972 to 2013, significant keywords that gained prominence included
conspicuous consumption, consumer behavior, and luxury consumption. From
2014 to 2017, researchers delving into “luxury consumption behavior” underwent
a noticeable shift in their focus, placing greater importance on conspicuous con-
sumption, luxury consumption, luxury, status, brand consciousness, and luxury
products. Between 2018 and 2019, there was an evident change in the research
direction towards various domains, including self-monitoring, face conscious-
ness, counterfeit, and brand selection. From 2022 to August 2023, noteworthy
areas of interest have emerged, covering topics such as adaption strategies, per-
ceived value, social identity, and luxury experience.

1972-2013 2014-2017 2018-2019 2020-2022 2023-2023
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Figure 8. Thematic Evolution of Luxury Consumption Behavior Scholarship.

Source: Biblioshiny, authors’ elaboration.
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Word Cloud

Word clouds serve as a visual representation technique for text data, highlighting
the most frequently occurring words to provide a quick overview (Baker et al.,
2021). Figure 9 clearly demonstrates that the primary keywords utilized by the
author(s) in the chosen studies prominently include conspicuous consumption,
luxury consumption, status-oriented consumption, and materialism. This word
cloud provides compelling evidence that research in the realm of luxury consump-
tion places significant emphasis on topics such as conspicuous consumption, the
need for status, and materialistic tendencies.

Cluster Analysis

Data clustering is a technique used to gather a collection of articles. In the resultant
network, nodes can be organized into clusters so that the links between nodes
within the same cluster are more abundant than those between nodes in different
clusters (Husain et al., 2022c¢). An essential advantage of this analysis is its ability
to discern subfields within the research theme, which can be further identified by
thoroughly examining the papers within specific clusters.

In this section, we have conducted an examination of terms used in the realm
of luxury consumption research. We generated a term “co-occurrence network
map” on the basis of a dataset comprising 1,289 studies related to luxury con-
sumption, encompassing a total of 5,001 keywords. We established a minimum
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threshold of five occurrences for the keywords to ensure the analysis yielded
meaningful results. Among the 5,001 keywords, 200 keywords satisfied our pre-
determined threshold. Figure 10, generated by VOSviewer, displays the formation
of five distinct clusters. Nodes sharing the same color on the map are part of the
same cluster, and the proximity between nodes within the cluster signifies their
relationship’s strength.

Cluster | # Luxury Consumption and Materialism

The relationship between luxury consumption and materialism has long been a
subject of academic inquiry and societal debate. Luxury consumption involves
purchasing and possessing high-end products or experiences, often linked to
social status and exclusivity (Donthu et al., 2021b). Conversely, materialism refers
to the pursuit of possessions and wealth as a source of life satisfaction (Kim et al.,
2022). Numerous studies have explored the connection between luxury consump-
tion and materialism (Hudders, 2012; Sundie et al., 2020). However, the
relationship between luxury consumption and materialism is complex and only
partially one dimensional (de Kerviler & Rodriguez, 2019). While luxury goods
can offer esthetic pleasure and enhance self-esteem (Hudders et al., 2013).
However, they can fuel materialistic tendencies as individuals seek to project their
success and identity through possessions (Bhanja & Mehta, 2022). Research
suggests that individuals may engage in luxury consumption for a variety of
reasons, including personal enjoyment (Smit, 2022), appreciation for craftsman-
ship (Kapferer & Valette-Florence, 2021), and a desire to share meaningful
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experiences with loved ones (Shahid & Paul, 2021). In conclusion, the relation-
ship between luxury consumption and materialism is multifaceted (Duma, 2022).
While luxury consumption can exacerbate materialistic tendencies, it is not the
sole determinant of such behavior (Hemetsberger et al., 2012). By recognizing the
diverse motivations behind luxury consumption and promoting values beyond
material possessions, future researchers can navigate a more balanced approach to
consumption and well-being.

Cluster 2 # Conspicuous Consumption and Signaling

Conspicuous consumption, a term coined by economist Thorstein Veblen, refers
to purchasing and displaying luxury goods and services primarily to signal one’s
social status and wealth (Patsiaouras & Fitchett, 2012). This behavior is closely
intertwined with signaling, a mechanism through which individuals communicate
their attributes or qualities to others (Wang, 2022). Conspicuous consumption
serves as a potent signaling tool in modern consumer societies (Bradshaw et al.,
2020). By showcasing expensive possessions, individuals convey their economic
prosperity and their membership in elite social circles (Han et al., 2010). Vohs
et al. (2006) demonstrates the correlation between conspicuous consumption and
signaling, revealing that luxury goods function as effective status symbols, facili-
tating social interactions and signaling personal success. Furthermore, Han et al.
(2010) delve into the psychological mechanisms driving conspicuous consump-
tion, shedding light on how such behavior fulfills individuals’ need for social
recognition and identity establishment. Drawing from insights into evolutionary
psychology, conspicuous consumption reflects the age-old human inclination to
signal desirable traits for mate selection and social integration (Griskevicius &
Kenrick, 2013). Today, it manifests as a manifestation of this intrinsic tendency,
facilitating connections, attracting mates, and gaining social approval (Chan,
2015). Future research should explore the evolving dynamics of conspicuous
consumption and signaling in the digital age, where social media platforms offer
new avenues for status display (Sogo & Matsubayashi, 2021). Additionally, inves-
tigating cultural variations in conspicuous consumption can show how signaling
mechanisms differ across societies (Awanis et al., 2017).

Cluster 3 # Consumer Behavior and Sustainability

The intersection of luxury consumer behaviors and sustainability has gained
significant attention in recent years as society becomes increasingly concerned
about environmental and social impacts. References indicate that luxury brands
adopting sustainability initiatives enhance their reputations and attract environ-
mentally conscious consumers (Tofighi et al., 2020). Research by Amatulli et al.
(2018) shows that consumers are willing to pay more for sustainable products, a
trend likely to resonate with luxury consumers. Moreover, the rise of the circular
economy and second-hand luxury market highlights changing consumer attitudes
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toward longevity and value retention (Lou et al., 2022). Future research should
explore the intricacies of luxury consumers’ motivations and the effectiveness
of sustainable practices in shaping their behaviors (Alghanim & Ndubisi, 2022).
Investigating the role of social media, peer influence, and cultural factors
on luxury sustainability adoption could yield valuable insights. Additionally,
assessing the long-term impact of sustainable luxury consumption on brand
loyalty and market dynamics is a promising avenue for exploration.

Cluster 4 # Luxury Brands and Perception

Luxury consumption—a complex phenomenon rooted in social, psychological, and
cultural factors—is intricately tied to perception (Purohit & Radia, 2022). How do
individuals perceive luxury goods and their consumption shapes their attitudes and
behaviors (Husain et al., 2022b)? Previous research indicates that consumers’
perceptions of luxury goods can influence their self-esteem, social identity, and
aspirations (So et al., 2018). Furthermore, the perception of luxury can vary across
cultures and generations, reflecting the evolving nature of luxury consumption
(Xiang et al., 2019). Future research directions in this field could delve into the role
of digital platforms and social media in investigating how luxury brands can leverage
online spaces to enhance their perceived value and authenticity (Maman Larraufie
& Kourdoughli, 2014). Additionally, understanding how sustainable practices influ-
ence luxury perception and whether eco-consciousness can become a marker of
luxury is a compelling area for study (Pantano & Stylos, 2020). As consumer prefer-
ences and societal values evolve, continued research into luxury perception will
provide crucial insights into the dynamics of consumer behavior and the changing
landscape of luxury consumption.

Cluster 5 # Bandwagon and Snob Consumption

Luxury consumption, a hallmark of conspicuous wealth and status, is influenced
by two contrasting psychological phenomena: the bandwagon effect and the
snob effect (Kastanakis & Balabanis, 2014). The bandwagon effect propels indi-
viduals toward luxury goods as they seek to conform and align with prevailing
trends, perceiving ownership as a means to social acceptance and inclusion
(Eastman & Eastman, 2015). In contrast, the snob effect drives individuals to
embrace luxury to distinguish themselves from the masses, valuing exclusivity
and uniqueness (Kastanakis & Balabanis, 2014). Exploring how luxury brands
strategically navigate these psychological influences, whether by fostering a
sense of belonging or cultivating exclusivity, would provide valuable insights.
Additionally, investigating the impact of cultural and generational factors
on these behaviors could shed light on evolving consumer preferences.
Understanding the interplay between these tendencies and their implications for
marketing strategies and societal well-being becomes increasingly important as
the consumer landscape evolves.
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Future Research Avenues

In this section, we will focus on illuminating the gaps in the current body of litera-
ture within each cluster, with a particular emphasis on providing suggestions for
future research avenues. Table 7 summarizes the potential avenues for future
research within each cluster

Cluster | # Luxury Consumption and Materialism

Over the past five years, there have been notable advancements in the study of
luxury consumption and materialism. However, there is still room for further
improvement in this area. As Duma (2022) pointed out, the relationship between
luxury consumption and materialism is complex. While luxury consumption can
contribute to materialistic tendencies, it is important to note that it is not the sole
factor influencing such behavior (Hemetsberger et al., 2012). Future researchers
should acknowledge the diverse motivations behind luxury consumption and
promote values beyond material possessions to foster a more balanced approach
to consumption and well-being.

Commercial sharing systems are evolving into a significant business concept
within the luxury sector, offering access to product advantages without the need
for ownership (Akbar et al., 2016). It would be valuable to investigate how the
sharing economy, including services such as luxury vacation rentals and designer
clothing rentals, is reshaping the landscape of luxury consumption. Additionally,
the concept of anthropomorphism is of great significance in the context of luxury
fashion consumption (Khan et al., 2023). Subsequent research in this field should
aim to better understand how brand anthropomorphism impacts luxury consump-
tion, influencing emotional connections, identity representation, brand loyalty,
and perceptions of value.

Cluster 2 # Conspicuous Consumption and Signaling

Conspicuous consumption has always been closely linked with the concept of
signaling. In contemporary society, it continues to serve as an expression of this
inherent tendency, facilitating social connections, attracting potential partners,
and garnering social approval (Baker et al., 2020; Chan, 2015; Sundie et al., 2020).
Future research should delve into the evolving dynamics of conspicuous consump-
tion and signaling in the digital era, where social media platforms offer new
avenues for displaying one’s status (Sogo & Matsubayashi, 2021). Furthermore,
the exploration of cultural differences in conspicuous consumption can provide
insights into how signaling mechanisms vary across different societies (Awanis
et al., 2017; Kastanakis & Balabanis, 2012). Subsequent studies should investi-
gate extreme individualistic cultures, such as the United States, and collectivist
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cultures, like those found in Asia, to examine whether cultural factors contribute
to the differences in conspicuous consumption.

Cluster 3 # Consumer Behavior and Sustainability

The intersection of luxury consumer behaviors and sustainability has garnered
significant attention in recent years, driven by society’s growing concern for envi-
ronmental and social impacts. As demonstrated in research by Amatulli et al.
(2018), consumers are increasingly willing to pay a premium for sustainable prod-
ucts, a trend that is likely to resonate with luxury consumers. Furthermore, the
emergence of the circular economy and the flourishing second-hand luxury market
underscores shifting consumer attitudes toward durability and the retention of
value (Christodoulides et al., 2021; Morales & Belmonte-Urena, 2021). Future
research should delve deeper into the intricacies of luxury consumers’ motivations
and the effectiveness of sustainable practices in shaping their behaviors, as
suggested by Alghanim and Ndubisi (2022). Within this context, online communi-
ties and forums centered around luxury consumption and fashion provide
individuals with platforms to share information about their acquisitions and
engage in meaningful discussions (Anas et al., 2023). An examination of the influ-
ence of social media, peer interactions, and cultural factors on the adoption of
sustainable luxury consumption could yield valuable insights.

Cluster 4 # Luxury Brands and Perception

Luxury consumption—a multifaceted phenomenon shaped by social, psycholog-
ical, and cultural influences—is closely intertwined with the concept of perception
(Nobre et al., 2022; Purohit & Radia, 2022). Examining how luxury brands adapt
their identities and branding strategies to remain relevant in an evolving consumer
landscape can offer valuable insights. Brands frequently expand their established
brands to introduce new products, leveraging the equity established by the parent
brand in the market (Bhanja & Mehta, 2022). Future research should explore the
impact of such brand extensions into more accessible product lines (e.g., diffusion
lines and collaborations) on the perception of the core luxury brand and how these
extensions either diminish or enhance the brand’s prestige.

Additionally, brand authenticity has become a fundamental asset in contempo-
rary marketing, but there is ambiguity surrounding the definition and application
of this concept (Sodergren, 2021; Wang et al., 2019). Subsequent research should
investigate the influence of counterfeit luxury products and concerns about
authenticity on brand perception and purchasing decisions.

Cluster 5 # Bandwagon and Snob Consumption

Luxury consumption, a symbol of conspicuous wealth and social status, is under
the influence of two contrasting psychological phenomena: the bandwagon effect
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and the snob effect, as demonstrated by Kastanakis and Balabanis (2014).
Examining how luxury brands strategically navigate these psychological influ-
ences, whether by fostering a sense of inclusion or cultivating exclusivity, holds
significant potential for gaining valuable insights. Additionally, delving into the
effects of cultural and generational factors on these behaviors could provide a
deeper understanding of shifting consumer preferences.

The transformation of the Internet, technology, and the prevalence of smartphones
has brought about substantial changes in the way consumers interact with brands
(Holmqpvist et al., 2020). This shift has opened up previously unimaginable avenues for
marketers to connect with their target audiences. One of these technologies is aug-
mented reality (AR), which enables consumers to engage with brands in novel and
innovative ways (Jayaswal & Parida, 2023). The exploration of the impact of emerging
technologies, such as artificial intelligence and AR, on the shaping of bandwagon and
snob consumption experiences within the luxury industry could offer valuable contri-
butions to both theory and practical applications.

Conclusion

This comprehensive review encompasses over five decades of extensive literature,
making a substantial and noteworthy addition to the body of knowledge on “luxury
consumption behavior.” It offers a critical and contemporary understanding of diverse
research dimensions, signifying a holistic approach to examining the vital role of Tuxury
consumption within the marketing domain. Using bibliographic data for performance
analysis, encompassing growth trends, critical articles, prominent journals, influential
authors, and contributing nations, adds further significance to this study. Additionally,
the exploration of thematic frameworks that have molded this field of study holds
importance in establishing its legitimacy as a distinct area of research.

Implications for Theory and Practice

Our study, which connects diverse clusters of themes, is poised to propel the field
forward by illuminating the current landscape of knowledge and initiating a
discourse on the future trajectory of research. Scholars are embracing this para-
digm shift and aligning their studies with more comprehensive and profound
dimensions of luxury consumption. Nevertheless, most research has concentrated
on luxury fashion, jewelry, and accessories (Grotts & Johnson, 2013; Phau &
Cheong, 2009; Turunen & Leipdmaa-Leskinen, 2015), whereas domains of higher
involvement, such as luxury residences, automobiles, and yachts, remain rela-
tively unexplored. Although luxury goods have garnered substantial scholarly
attention, luxury services have received limited investigation (Klaus & Tarquini-
Poli, 2022). However, there exists significant potential for solidifying service
theories and conceptual frameworks. In conclusion, having thoroughly identified
the outcomes of research endeavors, we propose potential avenues for future
investigations, along with insights into each thematic cluster.
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Understanding the real-world consequences of luxury consumption behavior
assists businesses in effectively understanding consumer inclinations and soci-
etal shifts, thereby enabling them to forge deeper connections with their intended
customer base (Husain et al., 2022a). This examination furnishes brand manag-
ers with a structured framework for appraising, executing, and appraising criti-
cal management choices. By aggregating and visually presenting the literature
on luxury consumption behavior, this analysis provides a valuable resource for
decision-making. Additionally, the assessment advocates for an all-encompass-
ing perspective on luxury behavior, allowing companies to explore avenues for
leveraging their community connections and enhancing customer engagement
strategies.

Limitations

While the study employs a comprehensive methodology, it does exhibit certain
constraints. First, its scope is confined to a general perspective on luxury consump-
tion behavior and culminates in proposing potential avenues for future research
within each cluster. Subsequent research endeavors could delve more profoundly
into individual cluster themes, concentrating exclusively on particular aspects, such
as counterfeiting or the role of luxury on social media. Second, we focused exclu-
sively on the WOS and Scopus databases, disregarding the inclusion of other
substantial databases such as EBSCO and PUBMED. Future researchers might
consider broadening their scope by incorporating a wider array of databases for a
more comprehensive investigation. Third, our specific subject domain criteria
concentrated on publications categorized within the marketing field. Expanding the
purview of our study to encompass related subject domains could provide a more
holistic understanding of the scholarly landscape. Finally, the nature of our biblio-
metric approach hampers a more qualitative assessment of the available knowledge.
Therefore, subsequent researchers could embark on systematic literature reviews to
dissect the indicated study areas in greater depth, offering richer insights beyond the
quantitative analysis provided here.
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