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Foreword  

The 21st century, digital (retail) transparency, and increasing worldwide inequality brought a 

new consumer category: Humanistic Luxury. This consumer category of products and services 

caters to educated, middle-class consumers, promising them a chance to acquire status goods, 

while, at the same time, to participate in humanitarian efforts; an oxymoron that is worthy to 

investigate. To expose key functions and consequences of the category, a grounded theory 

methodology research was conducted. Fourteen global consumers from eleven countries were 

deep interviewed to define the status group, its values, and its functions. The findings unveiled 

three district subgroups within consumers who are seeking moral superiority, that is, consumers 

of the Americas (“I must consume to change”), consumers of Europe (“I must change to keep 

consuming”), and the third group of consumers from the Global South (“I consume as normal to 

support my community, and to belong to the Global North”). These findings shed light on the 

consequences of Humanistic Luxury, and some of the unlikely sources of local and global 

inequality reproduction in the sphere of consumption. This category is no longer providing a 

sense of distinction on the base of financial, but on cultural and moral capital. While Humanistic 

Luxury may help to eliminate artisan vulnerability, it also cements social hierarchies confirming 

who is “worthy”, and who is not, ultimately hindering social mobility on both local and global 

levels.  
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I. Introduction: Problems and Prospects of Humanistic Luxury

“Where the Old Luxury served preliminarily as a marker, a means of discriminating between 

people, times, and places, the New Luxury served more to communicate cultural meaning, 

permitting reciprocal relations- a kind of sociability- among participants in consumption” (Berg 

and Eger, 2008, p. 43) 

The 21st century not only presented the peak of abundance in available consumer 

products but brought light onto the harmful environmental and social impact, that came with 

unlimited choices to which consumers had access. And so, the global recession, growing 

concerns of worker and animal welfare, and climate change led to a significant re-evaluation of 

consumption in the West. As a consequence, the last decade bore groups of (non-)consumers on 

the spectrum of consumption seeking to battle the environmental and social vices of 

overconsumption. Among the groups, one tackles these grave matters by embracing the luxury 

industry, reaching for a new consumer category: Humanistic Luxury. This new type of luxury 

became preoccupied with sustainable production, transparency in regards to worker welfare and 

community development, and increasingly centered branding messages around intrinsic values. 

In the global culture of consumerism, some of the world’s Michelin star restaurants, most 

expensive fashion lines, and coveted jewelry brands altered their mission. In addition to catering 

to the rich, they also emphasized providing livelihood and well-being to the artisan communities 

in rural communities around the world, preserving their cultural values. 



Humanistic Luxury is an emerging niche luxury consumer category that rests on two 

oppositional, and mutually exclusive ideas. Humanism is a progressive secular life-stance that is 

rooted in Western thought and directs the individual’s thoughts and actions towards the greater 

welfare of humanity, on the bases of Western frameworks, that is loosely based on the definition 

of the American Humanist Association. Luxury, on the other hand, is rooted in social distinction. 

It works through the accumulation of rare prestige goods and services that carry social meaning, 

with the aim of associating with some and creating distance from others, and ultimately in order 

to differentiate oneself in social status. The marriage of this oxymoron breeds Humanistic 

Luxury, a form of inconspicuous consumption.  

Wealth and prosocial activities have a long tradition to be intertwined. Philanthropic 

giving has been prevalent amongst the wealthy since antiquity, however, charitable giving as a 

form of consumer luxury category had been unprecedented until recently. While prior initiatives 

of philanthropic giving mark the effect of power and resource, Humanistic Luxury directly taps 

into the effects of status consumption and, as a consequence, social dominance and distinction.  

As a consumer category that functions under the guise of positive transformation, 

Humanistic Luxury becomes a social marker, essentially differentiating not only between the 

giver and the receiver but also between the educated and the undereducated, the socially 

sensitive and the unresponsive, and between the worldly and the unsophisticated. Humanistic 

Luxury, under the dynamics of status, legitimizes social hierarchy on the local level, ultimately 

disenfranchising classes and class fractions. Furthermore, Humanistic Luxury injects Western 

thought of social uplift, inescapably rendering cultures into superior and inferior positions, 

virtually with no awareness. 



While current marketing research brings light to social and cultural trends culminating in 

consumer insights, these findings fall short of explaining the underlying social functions and 

consequences of luxurious consumption. In addition, there is an increasingly rich academic 

research on luxury and luxurious giving; however, a rigorous study on the emerging Humanistic 

Luxury in the field of sociology is still lacking. Luxury is an evergreen human concept, and 

though shapeshifting, it denotes dominant values and groups at any given time. Studying 

Humanistic Luxury would shed light to a peculiar desire to combine inequality, domination, and 

social harmony, and its motivational engine must be studied closely in order to not only 

understand the function but also the consequences of the Humanistic Luxury consumer category 

precedent.  

The aim of this thesis is to critically approach and understand the sociological consumer 

drivers behind the paradox of Humanistic Luxury, and to understand what is at stake from a 

sociological perspective. 

The benefits of this doctoral research are two-folded, complying with needs both from the 

side of academia, as well as marketers. Humanistic Luxury is a significant and real upper-

middle-class consumer category that is in constant growth and transformation. Its mission is to 

alter social order, while happens to reenforce a certain consumer identity. Hence, sociologists 

must pay attention to analyzing the determinants and functions of the category in order to deeply 

understand what social consequences it brings upon local Western, and global social orders. On 

the other hand, marketers need to understand what differentiates idealism from sustainability to 

minimize the damage they pose, and to raise their very own awareness of social inequality before 

they reproduce structures of inequality, in the name of Humanitarian Luxury. 



This examination applies a constructivist grounded methodology, that allows exploring 

emerging patterns of thought and behavior. Grounded Theory Methodology provides a 

systematic approach to data analysis in which openness to and interpretation of complex and 

diverse topics are possible. Working through constant coding and comparison of the generated 

codes, this methodology fosters the organic distillation of meaning and results in theory creation. 

It is marked for its capability to allow the emergence of novel ideas, which is essential when 

studying a theme, that has largely been overlooked due to its novelty. Nevertheless, while 

encouraging the discovery of new information rather than seeking to confirm existing ones, it 

also takes previous, relating research into account. This is crucial, as researchers do possess pre-

existing intel. This pre-existing intel influences data harvest as well as data recognition.  

Embracing the inductive nature of grounded theory methodology, as a conceptual frame 

of reference, sensitizing concepts were applied to explore the rich field of luxury. These concepts 

provided the base and background to understand and organize the research and its structure, and 

aid to interpret the interviews that took place throughout the research. It is vital to emphasize that 

while sensitizing concepts certainly laid the foundation to analysis, they merely served as starting 

points to build it, rather than used to provide an instant, unilateral answer to why global 

consumers gravitate towards this new category. 

Proceeding this chapter, Chapter Two reviews the discourse on luxury, providing a brief 

historical outline from antiquity to modern days. This is done to show that luxury is a symbolic 

category that is ever-present in virtually every civilization at all times. Moreover, it is deeply 

reflective of given social orders, powers, and desires. Luxury has an enormous capacity to show 



the haves and have-nots, the deserving and undeserving of societies, as well as the source of 

capital corruptions at any given place and age.  

Chapter Three focuses on key social theories in luxury studies, making sense of the social 

purpose and determinants of the category. 

Chapter Four outlines the methodology used for the dissertation. It outlines the suitability 

and merits of Charmaz’s grounded research methodology, from its origin through philosophical 

underpinnings to specific methods. It details the process of sampling, specific research questions, 

as well as the limitations and generalizability of the outcome.  

Chapter Five lays out the results of the deep interviews and analyzes the data. It proposes 

three separate tendencies in relation to Humanistic Luxury: consumers of the Americas (“I must 

consume to change”), consumers of Europe (“I must change to keep consuming”), and a third 

group of consumers from the emerging world (“This had been my norm so long”). 

And finally, Chapter Six provides the thesis with a  conclusion. It contextualizes all the  

findings in their contribution to academia.  

Expected results. In this chapter, the aim of this dissertation was laid down: studying the 

consumer motivations behind the oxymoron of Humanistic Luxury. Grounded theory 

methodology, a rigorous approach to data analysis that keeps an open mind to uncharted research 

territories, will be applied to test a set of working hypotheses designed to uncover the links 

between Humanism and Luxury; and ultimately expose the inner workings of this concept. This 

is an emerging and sound consumer category that, along with its effects on the individual and 

society, as well as what the individual can gain and lose, and for which individual and societal 

reasons, are all scarcely studied in academia. Therefore, marketplaces are warranted to be studied 



more deeply than previously done through market reports. The findings will support both 

academics researching inequality through the daily conducts of life, and marketers keen on 

understanding the motivations of this niche, as well as the fate of Humanistic Luxury.  

Humanistic Luxury is only a small part within the complex sphere of consumption as it 

concerns a very narrow segment of consumers. Nonetheless, what makes this topic worthy to 

study is the oxymoron behind the premise, and its unintended and unrecognized social impact. 

As the interviews and interviewee demographics of this dissertation show, the population 

involved in the category are part of the so-called “progressive” middle class. They are part of the 

secular, educated millennial population who live in big cities, lead evolving careers, and have 

purchasing power (and the desire) that allows them to translate their worldview into 

consumerism. There is also a smaller portion of interviewees who is even younger, part of 

generation Z. They share identical characteristics with the former group, except for the 

purchasing power, and it is only a question of time for them to join their older peers. They 

understand this form of consumption not only as a symbolic way to assert themselves in 

representation, but continue establishing and confirming their identities as social change makers. 

This social change, however, does not reflect the intricacies of local and global socioeconomic 

dynamics (foundation of the intellectual capital they wish to exhibit), but an understanding that is 

entirely based on beliefs rather than facts. This can be observed not only in the narratives and 

rationale, but the very language the category is described through. In effect, Humanistic Luxury 

will no only enforce social fragmentation locally (marking who is a sophisticated “change 

maker”), but also carry troubling resemblance to (unintended) colonialism, globally. 



II: The Discourse on Luxury: A Brief Historical Outline.        

Luxury is a multifaceted concept; it is an aesthetic, economic, cultural model, both 

concrete and immaterial. Luxury dates back to the beginning of virtually every civilization and, 

as a symbol-based sector that changes over time and space, it needs to be understood within its 

context. It is an essential part of our material culture, and therefore it reflects attitudes, mindsets, 

values. The motivational engine of luxury is the search for identity, within self and in relation to 

others, and consequently, it needs to be studied always with respect to society. Since luxury by 

definition represents the highest prestige value attainable in any segment, it will be tied to 

scarcity in  the environment in which the object is meant to be communicated. It is both self-

identification and an instrument for differentiation. Luxury redefines what our capabilities are, 

whether those are imagined or real. It is a symbol of excellence of all kinds, and a body of 

pioneering, as luxury is, and had been, an essential trigger of technological, economical, and 

leisurely innovations over history. 

In the following section, a historical overview of the luxury discourse is reviewed, 

focusing on the West (United States, Great Britain, France). Studying secondary sources on 

luxury from  antiquity until contemporary times provided the understanding of how, through time 

and space, luxury goods helped to channel distinction and dominance, and how societies 

assessed luxury as a medium for power, and inevitably, a source and indicator for social 

inequality.  

At times, a significant gap may be observed between theory and practice, distinguishing 

what people thought about luxury and how they acted upon it. For example, in the Dutch Golden 

Age, puritan Calvinism has dictated the discourse, nevertheless, the material culture and 



emergence of the first wave of consumerism suggests something else in terms of human 

behavior. What we can see throughout the course of history, is the discrepancy between theory 

and practice. Since luxury is limited to the riches and the powerful, a continuous attempt to 

control and limit access can be observed. Hence, while luxury can be traced in all eras and 

virtually all societies, it is perpetually accompanied with cautionary tales. The following sections 

largely focus on the normative concepts as opposed to reality reflected in material culture. This 

was done to depict how discourse on luxury changed over time, but maintained its function to 

serve as the legitimization of barriers around luxury, marking elite groups and outsiders, on the 

base on societally desired values such as equity or modesty, from the ancient greeks until 

progressive 21st century middle class Humanistic Luxury consumers. This is not the revision of 

material culture in transition, but a search and preservation of social distinction through luxury 

under the disguise of changing and desired societal values. 

1.1. Ancient Greece 

“When did it become a bad thing to have stuff?” (Gorman and Gorman, 2014, p.1). 

According to Robert J. and Vanessa B. Gorman the very understanding of the 

word “luxury”, closest to the ancient greek “truphe”, is commonly traced back to Hellenic 

Greece. They argue that while it is most commonly mistranslated as “soft”, “delicate”, 

“feminine”, due to common assumptions rather than precise translation, its meaning is much 

more complex (Gorman and Gorman, 2014). In reality, “‘truphe’ designates the kind of 

relationship in which the possessor expects that his or her wants will be fulfilled by others... A 



psychological attitude to material entitlement, which is attended by, but not defined as, the 

physical paraphernalia of luxury” (Gorman and Gorman, 2014, p.2.).  

Thus, the original meaning of the word does not carry negative connotations, unless 

carried to an extreme. It refers to social order, more specifically, to be in harmony with the 

natural order of social stratification. In other words, “truphe” alone is not a general moral or 

physical weakness brought on by participating in luxury. “Rather than a reference to creature 

comforts per se, it is a strong-minded presumption or willfulness that assumes one’s needs and 

wants to be fulfilled by others” (Gorman and Gorman, 2014, p.74.). Thus, where it is 

appropriate, such as kings, it can be a positive quality. This is a significant observation because it 

proves that luxury was fundamentally differently experienced as it is today. As opposed to a 

source of pleasure or even an instrument to display power, this idea reflects a sentiment towards 

social structure, that is based on the acceptance of a cemented social structure and hierarchy 

rather than social mobility. Truphe, luxury, therefore, was accepted and judged only in regard to 

the nature of rulers. To summarize, only condemned if it paired with an attitude, undesirable in 

terms of actions and directions (Gorman and Gorman, 2014). Wealth, as a result, or the desire of 

luxury, was not a bad thing alone as long as it was not abused in overindulgence. 

When it comes to literature depicting the subject, in the Hellenistic period Homer assigns 

characteristics of heroism to coveted material goods. Fearlessness, masculinity, and heroism are 

tied to one of-a-kind objects, as his poetry introduces the reader into a “treasure house of 

beautiful objects of art: swords, cups, robes, bows, beds, shields” (Atchity, 2014, p.31.). All of 

them unique talismans of craftsmanship, signifiers of special powers, carriers of exceptional 

roles within society.  



A slow but striking change in attitude towards luxury can also be observed: rarified goods 

are celebrated at the time, Sybaris, the infamous port city that was destroyed by the desire to 

accumulate those material goods, is equally the product of the ancient Greek era (Cohen, 1995). 

What can be seen is a paradigm shift driven by the changing perception of individual and societal 

values; what changed between Homer and Sybaris was the emergence of the first democracy in 

Athens. While personal power contributed to social cohesiveness and development earlier, this 

sentiment and philosophy has shifted to a search in more democratic ideals. Standing out from 

the community, therefore, had no longer a moral appeal and, evidently, the perception of material 

objects, and the values to those, have changed, too. 

The shift from the acceptance of cemented social structure to the search for democratic 

values can be further understood from Sybaris. Sybaris represented a cautionary tale for the 

coming centuries and as such, the beginning of this narrative needs to be understood in depth. To 

begin with, the origins of the cautionary tale’s narrative needs to be traced back.   

Archeological findings do not show evidence of  a significant activity that should signal  

the assigned economic power, as Condello points out (Condello, 2014). The fall of Sybaris 

barely affected the cities nearby, leading to the conclusion that this lack of influence is a sign of 

exaggerated measurements (Condello, 2014). In addition to modern-day archeological studies, 

the Gormans had found that the first reports of Sybaris’s unusual wealth did not take place until 

the first century BC when Diodorus Siculus notes: “it achieved rapid growth because of the 

excellence of the land [...] The inhabitants, sharing a large and fertile country, gained possession 

of the gear riches” (Gorman and Gorman, 2014, p.12.). Almost three centuries later, at t e end of 



the second century AD, Athenaeus provides a number of examples to show the decadence of 

Sybarites, and comes to the conclusion that their excessive luxury and sins led to their doom: 

“But they had carried their luxury to such a pitch that they had taught even their 

horses to dance at their feasts to the music of the flute. Accordingly, the people of 

Crotona, knowing this, and being at war with them, as Aristotle relates in his 

History of the Constitution of Sybaris, played before their horses the air to which 

they were accustomed to dance; for the people of Crotona also had flute players in 

military uniform. And as soon as the horses heard them playing on the flute, they 

not only began to dance but ran over to the army of the Crotonians, carrying their 

riders with them” (Athenaeus, 1854, p.834.). 

As history progresses, these reports become more common, and in synchrony with the 

discourse of their time, both in terms of politics, and philosophy. Around the same time as 

Sybaris falls, Plato approaches the question of luxury while investigating the nature of justice 

and injustice in the polis (Plato, 1974). During this course of study, he originates the city in a 

communal effort to provide common necessities as no individual is self-sufficient. To meet 

common needs, there needs to be some degree of co-operative interdependence in which he 

identifies the polis. To do so, each citizen has to develop a particular skill to contribute to 

common needs: food, dwelling, and clothing (Plato, 1974). These are the three factors that are 

seen to make up the basic needs, and ultimately set differentiation between necessities and 

desires. 

Plato evokes the moral dilemma between necessity and luxury when he depicts 

discussions between Socrates and Glaucon. Socrates is keen on exploring the meaning of the 



ideal city, as an embodiment of political justice. He concludes that simplicity and moderation are 

the key to satisfy people’s needs. Glaucon, on the other hand, insists on maintaining luxury 

(Plato, 1974). 

Aristotle follows Plato’s ideals, when he assigns self-control at the head of virtues to 

avoid the “luxurious” city, as Adams states: “It is the pleasures of the body, the, at the center of 

licentiousness and corruption, that are the concerns of temperance” (Adams, 2012, p.26.). He 

believes that luxuries are merely distractions from the art of living well. (Adams, 2012). Cloutier 

expands on this line of thought:  

“the self-indulgent person is said to ‘delight either in the wrong things, or more 

than most people do, the wrong way’, and thus ‘is led by his appetite to choose 

[pleasant things] at the cost of everything else’. He then goes on to note that we 

call “prodigal” those ‘who are incontinent and spend money on self-indulgent, for 

they spend lightly and waste money on their indulgences, and incline toward 

pleasures because they do not live with a view to what is noble’” (Cloutier, 2015, 

p.1.).

Prodigality, as Cloutier points out, turns out to be complex: 

“‘The mean or miserly person simply cares too much for wealth; the prodigal is 

careless in his giving and is neglectful of “taking”’. This, of course, leads to the 

problem that one cannot be prodigal for too long, so prodigality the turns to 

‘taking recklessly and from any source’. Prodigality leads eventually to social 

conflict” (Cloutier, 2015, p.28.). 



Where Aristotle differs from Plato is his assessment of the “magnificent”. According to 

Aristotle, the “magnificent” man always spends for the benefit of the public, even when it is 

done in private. He can spend on housing, ornamented objects, or art but it needs to be for the 

benefit of others. Hence, he is less rigid in terms of the accumulation of goods than his master, 

Plato. 

This is, as Berry points out, the basic moral assumption driving all classical criticism of 

luxury in which “needs have fixed limits” and exceeding these limits is ultimately destructive of 

both the person and the polis: 

“Luxury names a “fastidious” and excessive attention to private goods that 

detrimentally diverts attention and resources from the city. The idea of the priority 

of the common good reflects the general sense that civic life is  a noble calling of 

the propertied class; the wealthy elite should not turn inward toward the luxury of 

private life” (Cloutier, 2015, p.2.). 

Thus, the differentiation between luxury used for private and public manners are distinct. 

In order to contribute to social goods, luxury can be beneficial, as long as it is not a tool to assert 

one’s personal wants. Aristotle takes this notion going as far as the individual’s use of luxury to 

his own benefit can cause the emergence of the “luxurious” city and the end of the polis. 

Through channeling individual wealth into things that benefited the whole community, ancient 

Athens found ways to harness luxury and stop it running wild.  

Stoic thinkers shift away from the polis-centered thinking of Plato and Aristotle, 

according to Cloutier, focusing more on external goods, which were considered ultimately to be 



“indifferent”. Alongside the Epicureans, Adams further adds, they endorsed the dichotomy 

between necessary and natural, as well as material excess (Adams, 2012). 

Epicurean philosophy is based on the notion that all good and bad come from sensations 

that we define in pain and in pleasure. Good is defined in all things pleasurable while pain 

signifies bad. However, Epicurus does not encourage to partake in the excess of pleasures, rather 

in the absence of pain and suffering in order to avoid bad. To restore a sense of moral integrity in 

hedonism, a true Epicurean must be virtuous as well as sober, for it “is not possible to live 

pleasurably without living sensibly, justly and temperately” (Adams, 2012, p.20.). A person, who 

strives to live a good life, works to remove, not moderate emotions, which allows utmost rational 

activity. The Stoic makes decisions based on reason and not on emotions. Since emotions are tied 

to external factors, such as desiring status, a person, or luxuries, one must work to get rid of these 

desires. Epictetus provides an example of an irrational person, who values external goods too 

much and depends on others to gain his luxuries. 

To sum up this section, we see luxury at the beginning as a signifier of social 

stratification, and there is a general attitude of harmonious acceptance that pairs with it. 

However, as democracy develops luxury (the signifier of self-appointed exceptionalism) is seen 

with increased skepticism, and later with rejection. It is important to underline that this 

skepticism and rejection happens on a moral basis, while in practice, luxury has social functions 

that are closely tied to the seizing of power and exhibitions of prestige and social influence. 

1.2. Ancient Rome 

“I would choose sickness rather than luxury, for sickness harms only the body, 



but luxury destroys both body and soul, causing weakness and impotence in the 

body and lack of self-control and cowardice in the soul... So then, as being also 

the cause of injustice, luxury and extravagance must be shunned in every 

way” (Rufus, 2015, p.48.). 

The central role that luxury had played in ancient Greece remained crucial for the 

Romans, both in ideologies and in practice. While the etymology of the words luxuria, luxuries 

and luxus is uncertain, as Miles notes, the concept established in the Greek era is carried through 

and is an essential part of the ideology “which had evolved as a response to immense social and 

economic change at Rome” (Miles, 1987, p.119.). Thus, while no Roman theorist explicitly 

defined what luxury meant, they expressed negative connotations and suggest roots to ancient 

Greece; when looking at the material culture, however, one can find expensive foreign garments, 

precious stones, and perfumes: traces of hedonism (Miles, 1987). 

When it comes to the analysis of luxury discourse, the utter rejection of luxury was the 

foundation for Roman cynic and stoic philosophers. In each, theorists drew distinction between 

things that are in one’s power and things that are not, using luxury as a common reference point 

to depict unnatural desires. Cicero describes this moral tradition with exercising control and 

willpower against these unnatural desires over the human mind: 

“There is a proper limit to meeting the body’s requirements because the 

fulfillment of these requirements is itself naturally limited. Humans have bodily 

needs, but nature herself fixes a boundary to their satisfaction since ‘it is self- 

evident (aperta)’ that Nature’s requirements are few, small and expensive, then it 

follows that the ‘natural life’ is also the simple life” (Berry, 1994, p.64.). 



Thus, natural life is the establishment of boundaries between necessities and luxuries. 

Plato’s basic set of needs for the individual (clothing, shelter, food) are commonly portrayed as 

universal examples where manners of functional use need to be exercised in order to allow them 

to become outlets to desires. These activities, alongside others, promote the practice of the virtue 

of self-control over the indulgence in luxury. Furthermore, “natural life” stands as a contrast of 

desire, representing the other end from unnatural, corrupt life. 

According to Berry, over time, the stoics have toned down their messages and Rome 

appeared to have gone “soft” (Berry, 1994). Throughout the Republican period, according to 

Dari-Mattiacci and Plisecka, due to the expansion of Roman power over the Mediterranean Sea 

and surrounding territories, and under the influence of the cultivated Hellenistic way of living, 

the Roman aristocracy acquired a taste for luxury, while the city of Rome doubled in population 

in the last two centuries BC (Dori-Mattiacci and Plisecka, 2012, p.1.). Simultaneously, the 

population of the entire Roman world grew to include about 55-65 million people, a million just 

in the city of Rome during Augustus’s time, causing large-scale urbanization brought upon these 

demographic changes, both in what is modern Italy and in the provinces (Scheidel et al, 2017). 

The result of this expansion and urbanization was the significant movement of goods, including 

wine, pottery, and rare commodities within the Mediterranean region (Johal, 2012). Between 200 

BC and 200 AD saw a drastic rise in the number of Mediterranean shipwrecks, which, “given 

that there had been no significant change in shipping technology that would increase the 

probability of accidents at sea, indicates a significant increase in the volume of goods traded 

across the Mediterranean” (Johal, 2012, p.20.).  



According to Johal, this increase in commerce was signifying a larger population to be 

served, but he saw this volume of circulation was only possible if habits and tastes were forming 

to have a preference for the non-local products (Johal, 2012, p.20.). Consequently, this also 

reflects choice for consumer goods which reflects expressing identities in the form of consumer 

goods, rather than just getting bare necessities, promoted by cynics and stoics earlier. Social 

imitation, through these early cases of consumerism, is a behavioral phenomenon widely 

observable in almost every society, and thus, status and status aspirations both are implied, for 

example, when a wide range of olive oil is being offered. 

After the destruction of Carthage in 146 Sallust notes: “Romans were generous in divine 

worship, frugal at home, true to their friends; afterward ‘leisure and riches, thought so desirable, 

were a curse and a misery. Lust for money grew, then lust for power; these were the foundation 

of all evils” (Dalby, 2000, p.11.). 

Luxury was sought out at the time in practice, drawing attention to what was considered 

misuse of wealth by moralists. They have called out this new lifestyle, and warned the public for 

its corrupting impact: the straightening of prominent families, and loss of democracy (Berry, 

1994). Once again, luxury as a corrupting force to society was recognized. Moreover, as Berry 

points out, it was broken down to three key components. 

Firstly, self-indulgence, which could be expressed in extravagance. A prime example for 

this could be Lucullus’ infamous villa complexes their built-in gold, mosaics and marble; 

sculptures and pavilions in spacious gardens, and big libraries have all contributed to the creation 

of the term: “Lucullan” (Condello, 2014.). This has set a wave to express luxury through the 

buildings, and what happened behind its walls. The villas soon became infamous not only for 



their wastefulness but for the excessive events they hosted. A home to excessive bathing and 

banquets, these spaces soon became locations for public corruption. Lucullus’ library, however, 

catered to extensive intellectual pursuits and, therefore, was recognized as a distinguished 

exception by Plutarch. Ultimately, among others, Lucullan banquets also led to the effemination 

of virtue and “what is more vile or disgraceful than an effeminate man?” (Berry, 1994, p.85.). In 

order to avoid effemination by extravagance, private efforts in luxury had to be paired with 

efforts to serve the  public. The public architectural luxury of the Augustan Age is an example for 

this idea: the grand Colosseum had a public function, providing labor for masses, as well as 

entertainment. As a response, Cicero claimed: “The Roman populace hates private luxuriousness, 

but loves public magnificence” (Condello, 2014, p.44.).  

Secondly, private luxury could mean greed. As Cicero states, in the Republic, when 

Romans led frugal lifestyles, all the surplus went into public splendor. As wealth was 

increasingly available for private consumption, public service became corrupted.  

Thirdly, it could also mean ambition, in which personal wealth could be used to gain 

personal power. The increasingly intertwined  private and public lives in politics presented a 

problem. To maintain a political role, and thus, wealth and social position, banquets became 

important elements of the roman socio-cultural life, as they provided outlet for social prestige 

and a platform to use this as an instrument to achieve personal goals by entertaining guests, show 

them influence, and gain favor, leading to corruption and greed for attainable power. Each 

extravagance, greed, and ambition, adds Berry, “perverts the good and political order” (Berry, 

1994, p.85.). They are the outcome of desire, and as such, the more one acts on these pleasures, 

the less responsibility and commitment will be displayed towards the public good, as opposed to 



private, which would result in poisoning the soul. As Seneca describes the evolution of private 

wealth in use of corrupting desires:  

“Where prosperity has spread luxury over a wide area of society, people start by 

paying attention to their personal turnout. The next thing that engages people’s 

energies is furniture. Then pains are devoted to the houses themselves, so as to 

have them running out over broad expanses of territory, to have to walls glowing 

with marble shipped from overseas and the ceilings picked out in gold, to have the 

floors shining with luster matching the panels overseas. Splendor then moves onto 

the table” (Berry, 1994, p.72.). 

Like Seneca, Cicero assumed that luxury represented a high potential of destruction, 

emerging from human desire that needed to be controlled. Luxury at that point had been 

established beyond dispute and rather than to analyze the concept furthermore in-depth, his aim 

was to create a rhetoric that influenced both the law and public administration. This would lead 

to the suppression of the destructive behavior that luxury had imposed while creating an 

instrument to guard against its moral effects (Sekora, 1977). The roots of the idea to defend the 

public from moral decline with the help of  sumptuary laws can be found in ancient Greece. 

However, it was in the second century BC Rome, where the systematic use of such laws was 

truly decisive: the  legislation limited extreme luxurious spendings in the last two centuries of the 

Republic (Sekora, 1977). The beginning of the Empire marked the end of sumptuary laws, 

which, in turn, resulted in an escalation of conspicuous consumption. 



In an attempt to reinforce public morals by regulating private consumption and various 

aspects of personal life such practices were subjected to legal scrutiny. As banquets were 

especially scrutinized, the Lex Fannia (161 BC), for example,  

“required the leading citizens to take an oath not to spend more than 120 asses on 

feast days, and restricted expense on other days to tens asses, though thirty asses 

were allowed on ten days in the month. Also, foreign wine should not be served, 

and the value of the silverware was regulated along with the number of extra-

familial guests” (Dari-Mattiacci and Plisecka, 2012, p.10.).   

According to Berry, while these laws do not make explicit reference to “classes”, it was 

not due to an unstratified Rome (Berry, 1994). On the contrary: on the one hand, they were 

created to protect the public good, on the other hand, they also ensured that said public good took 

place within the frame of politically controlled desire to preserve the self-perpetuating oligarchy 

that had been established in the Republic and remained solid in the years of the Empire. 

Manifested in senatorial orders, conscious of their diminished political importance, they 

clamored for the regulation of dress-codes, articles of conspicuous consumption and 

“participation in public exhibitions and games-the most tangible, outward signs of a status that 

was in such danger of erosion” (Miles, 1987, p.16.). Miles, however, emphasizes that the severity 

of sumptuary laws fluctuated throughout the Empire:  

“Caligula adopted a more relaxed attitude […] waiving restrictions on the number 

of gladiators at public shows […] Claudius made great play of his censorial 

duties, and he took steps to bridle luxury travel, to abolish taverns, to check cults 

and to bar the sale of hot water and boiled meats in cookshops […] Nero’s 



personal extravagance led to no abatement in the flow of laws. His celebrated act, 

from motives of self-display, was to ban the general use of amethystine or Tyriari 

purple dyes” (Miles, 1987, p.17.). 

In summary, the discourse throughout the Roman era is preoccupied by the societal cost 

of personal gains. But while theorists and policy makers emphasize ideals of equity, once again, 

palatial residences, sumptuary laws show practices otherwise, prompting the very existence and 

preference for these signals. As Mary Beard best puts it, “apart from a very few philosophical 

extremists, no-one in the Roman World believed that poverty was honorable” (Beard, 2016, p. 

472). In fact the Roman society was a sophisticatedly rendered social system where luxuries 

clearly provided paths to transfer social status and getting closer to the top of the hierarchy of 

wealth and power. Those who wished to remain competitive in the in the social setting 

(everyone) clearly had no choice but to inevitably aspire the tokens of the higher up rendering 

signifying more than merely ostentatious goods, but the very evidence of belonging to higher 

resources. 

1.3. Medieval and Renaissance World 

The close link between luxury and corruption, that was developed by the ancient Greeks 

and Romans, had remained the same in the Western medieval discourse. In addition to the moral 

base, developed in antiquity, the Christians have “also added a dimension of vices as 

sins” (Berry, 1994, p.88.). Luxury, as stated by Berry, came to take its place as a sin opposed to 

sobriety and chastity (Berry, 1994). While these virtues were not essential for Roman thinkers, 

they signaled absolute necessities in the Christian worldview  that identified  luxury as  lechery 



(Berry, 194). This led to a major discrepancy between stoic and Christian philosophies: while the 

stoics saw the “natural”, virtuous man in self- denial, the Christians did  in the obedience of God. 

According to Berry, the City of God by Augustine (426 AD) was written in response to 

those pagans, who blamed the fall of Rome on the Christianization of the Empire after  

Constantine’s conversion in 312 AD (Berry, 1994). One obvious tactic against pagans was to 

prove that Rome had been weak before the conversion. Luxury served this purpose, for example, 

when Augustine depicted Nero’s excesses in luxury as a force to lose touch with his role as a 

virtuous leader. By shifting the emphasis from virtues to vices, Augustine pushed further and 

relied on  the Stoic tradition of living purposefully. Augustine took “luxuria as a shorthand for 

the complex of avarice, ambition and sensual indulgence” that was an indestructible human 

quality to fight  against (Berry 1994, p.94.). The age of Augustine, as Sekora points out, was  

when most probably the condemnation of luxury became universal in Western Europe ; “with a 

partial shift in emphasis to the personal, the classical attack had been embraced by the church 

and its secular instruments” (Sekora, 1997, p.42.). 

Refraining from the vices determined the moral discourses of the era tremendously. First 

by breaking from the Aristotelian tradition of focusing on the virtues by introducing vices, then 

by further developing them into the deadly sins. Prudentius is commonly claimed to be the most 

influential in creating the theory of the deadly sins. By describing a personified battle of virtues 

and vices over the human soul, Psychomania (410 AD) depicts allegories central to the Christian 

thinking. When Pride appears in Prudentius’s poem, Luxuria is her counter-attribute. Her image 

is as sensual and voluptuous, just like Eve in Eden, as she invokes temptation of desire. Her hair 

is perfumed and she rides a golden chariot entrusted with jewels (Sekora, 1997). Her power 



softens strength, undermines virtue, rather than trumps it through force. Indeed, the power of the  

vice of luxury manifests through the psyche. Nevertheless, in Prudentius’s work Luxuria does 

not triumph over Pride. It is Temperance, who overturns Luxuria’s chariot by holding a cross in 

front of the horses, causing them to rear. This personification of Luxuria is the most consistent of 

all chief sins, as she almost exclusively appears as female, including works by Dante, Chaucer, 

or Marlowe (Sekora, 1997). 

In the next two hundred years, the concept of the deadly sins remains in constant change, 

both in their numbers and their exact meaning. It was not until Pope Gregory I. that the seven 

deadly sins were standardized. In his list, “luxuria” was substituted for formation is the seventh 

place with the meaning of moral blindness and self-love, closely associated with both lust and 

gluttony (Berry, 1994). As David Cloutier quotes John Sekora in regards to the medieval 

discourse “luxury is understood as a fundamental vice […] from which other subordinate vices 

would ensue” (Cloutier, 2015, p.7.). This will be the meaning that is carried throughout the 

period: Luxuria, a woman titivating herself in front of a mirror, as represented in the rose 

window of the Notre Dame of Paris in the 13th century. Nevertheless, according to Sekora, 

Augustine, Gregory, and Thomas Aquinas all agree that luxury can be seen firstly as the most 

visible sign of the devil, secondly as a comprehensive sin of humanity, and thirdly as the devil’s 

strongest type of temptation (Sekora, 1977). Moreover, in its iconographic representation, luxury 

can be seen as Eve, Worldly Temptation, and Dame Luxury. The latter threatens the pilgrim soul 

at least twice: first at a young age, when he is most vulnerable to female charm, and later in life, 

when worldly power is the most attractive (Sekora, 1977). 



Parallel to these moral discourses, the Church became a major consumer of luxuries in 

the service of God, in the form of refined churches and ornamented manuscripts. Luxury also 

appeared in the upper medieval society as well: they traded and cherished a wide range of 

luxuries, including clothing, spices, and pattern-welded swords. As Christopher Dyer points out, 

commercialization spread through the whole medieval world (Dyer, 2011). According to Sekora, 

“as the Christian church survived the presumptive millennium and saw the need to accommodate 

itself to a sturdy world, it came to accept the institutions of the state as valuable instruments for 

doing God’s work and extending its own influence into secular affairs” (Sekora, 1977). Thus, the 

church and the state have moved to a relationship in which they have mutually supported each 

other, and in which luxury served as a crucial platform to conduct social, political, economic, and 

moral policies in the stipulation of status (Sekora, 1977). 

The feudal system is commonly known for its social divisions between landed aristocracy 

and landless peasantry, as “the entire culture of aristocracy, from its codes of honor to its cult of 

courtly love, depended on exploiting "lowly" peasants” (Dyer, 2011, p.89.). According to Dyer,  

“to maintain their social standing, gift culture and prestigious display was an 

essential part of the maintenance of social distinctions, and that social 

competition, both with other groups and among the aristocrats, played an 

important part in their motivation [... ]The aristocratic life-style helped to 

reinforce bonds of loyalty and the mutual transfer of favors. The lord, his retainers 

and his guests enjoyed companionship within the household. The lord’s 

hospitality and liberality were freely given but belonged to a system of gift 

exchange, in which some reciprocal act was expected” (Dyer, 2011, p.89.).  



So demesne production, along with material possessions, were crucial to impressing 

fellow aristocrats and establishing connections, that may have led to marriages, receipt of royal 

patronage and thereby an increase in the family’s income (Dyer, 2011). Cowell analyses the 

warrior-aristocratic culture in the medieval times and finds that material wealth and gifts were 

seen as symbolic as honor and “acquired through actions that bring the honor which it 

symbolizes”, vital both through accepting and refusing them (Andrew Cowell, 2007, p.45.). 

While the public display of wealth was a characteristic of the time, according to Dyer, 

contemporaries have also noted that the domestic lives of lords became increasingly private and 

exclusive towards the renaissance. Rather than eating in the hall with the household, they began 

to prefer eating in their private room, and by the fifteenth century, archeological findings show 

that the halls had been scaled down and chambers had multiplied. Consumption of small 

quantities of special luxury items, such as sweet wines and marten fur, followed the trend that 

thrived on the now physical separation between the  of different classes leading plain or 

sophisticated lives. 

By the 1300s, cities were becoming centers of government administration. Trade, 

including trade in luxury goods, stimulated the growth of ports, market towns, and great market 

fairs. Most luxury goods came from Asia (spices, silks, etc), through port-cities in northern Italy. 

The Crusades became a means to bypass Islamic control over trade routes for Asian luxury 

goods. While statistics in 1300, 1688, 1759 and 1801-3 show that only 14-16% of the actual 

English national income was received by landed and clerical aristocracy, it still allowed the 

wealthy to devote a substantial proportion of wealth to non-necessities, and keep trade flowing, 



stimulating urban economy (Dyer, 2011). As the Middle Ages progressed, and urbanization 

intertwined with progress in economy:  

“a new banking class emerged, for there was a growing need for money exchange 

and the conversion of coins [...] A major obstacle to the growth of banks in the 

Middle Ages was the Church's prohibition of usury, the charging of interest on 

loans. As economic activity expanded, however, the papacy became one of the 

first to insist that interest should be paid on investments made at a risk. Because 

they were forbidden to hold land or engage in more "acceptable" sources of 

economic enterprise, money changers in the Middle Ages were typically Jews... 

By the end of the thirteenth century, Florentines, as papal treasurers and tax 

collectors, spurred Florence to become the banking center of Europe (Applied 

History Research Group, 2016. p.1).” 

Sumptuary regulation, as noted by Hunt, once again came to embrace a variety of 

objectives in addition to hierarchical ordering, as it’s reflected in a number of sixteenth-century 

English statutes:  

"the commons of the said realm, as well Men as Women, have worn and daily do 

wear excessive and inordinate Array and Apparel to the great displeasure of God, 

and impoverishing of this realm of England and to the enriching of other strange 

Realms and Countries to final the Destruction of Husbandry of this said Realm 

(Hunt, 2004, p.1.).”  

This statement combines issues of luxury, economic protectionism, and a counterposing 

of consumption and production with a moral admonition. Dyer notes that a “sumptuary law in 



1363 was designed to prevent members of the lower orders from dressing above their customary 

standard in order so lords and servants would not be similar in their outward appearance” (Dyer, 

2011, p.88.). A new feature of sumptuary discourses emerged in the sixteenth century as a result 

of complaints about the increasing difficulty of distinguishing the social rank of individuals 

amongst legislators (Hunt, 2004). A Nuremberg law of 1657 candidly asserted: "it is, 

unfortunately, an established fact that both men and womenfolk have, in an utterly irresponsible 

manner, driven extravagance in dress and new styles to such shameful and wanton extremes that 

the different classes are barely to be known apart” (Hunt, 2004, p.210.).  

A consumer revolution took place in 18th century England, where more people than ever 

before were able to acquire goods (McKendrick, 1982). While the personal desire and the ability 

to buy had not been novelties before, by now the acquisitive part of society was largely expanded 

throughout all social classes, generating class competition across all of its segments 

(McKendrick, 1982).  

On the whole, power in the Middle Ages concentrated in two areas: aristocracy and 

clerical class. Luxury not only was accepted and encouraged in these two areas, but strictly 

forbidden to spread further, on the basis of morality. In this manner, luxuries ad effectively 

reproduced social hierarchies and, at the same time, cemented them. This technique was 

successful until change was brought upon by the first commercial revolution, providing access to 

social mobility that was unlimitable, and as a consequence moral arguments needed to be 

readjusted accordingly.  

1.4. Enlightenment to the Industrial Revolution 



“The Enlightenment debate about luxury was conducted in the language of economic welfare 

and social benefit, not of personal salvation or philosophical detachment from gross materiality” 

(Williams, 1982, p.41.). 

Under the reign of Queen Elizabeth I, luxuries served as a political instrument for the 

Queen to develop a centralized court, in the same manners as under the consumer king, Louis 

XIV; moreover, this encouraged nobility to enter the social competition by acquiring material 

possessions (McKendrick, 1982). The Post-Elizabethan age is marked most notably by a gradual 

divorce in the linking of luxury solely with the celebration of power. Throughout the seventeenth 

century, with the proliferation of a centralized, international commerce brought upon by the East 

India Trading Company and the rise of a middle class, social competition expanded onto a 

broader populous. What used to concern nobility, gradually opened up to the wider society. 

While the roots of the bourgeoisie can be traced back to the 11th century, it was not until the 18th 

century that this politically progressive social class became a politically and philosophically 

influential force. 

While the age of enlightenment set a philosophical movement into motion, it was the 

industrial revolution that unlatched a surge of access to goods to both the middle and lower 

classes, making opulence prevailing in the entire society (McKendrick, 1982). Russian writer 

Karamzin described England in the 1780s as:  

“everything presented an aspect of [...] plenty. Not one object from Dover to 

London reminded me of poverty […] in the 1790s England surpasses all the other 

nations of Europe in [...] luxury [...] and the luxury is increasing daily! All classes 



enjoy the accumulation of riches, luxury, and pleasure” (McKendrick, 1982, 

p.10.).

As a result, McKendrick observes that:  

“‘luxuries’ came to be seen as mere ‘decencies’, and ‘decencies’ came to be seen 

as necessities […] even ‘necessities’ underwent a dramatic metamorphosis in 

style, variety, and availability. Where once material possessions were prized for 

the i r durab i l i ty, they were now increas ing ly pr ized for the i r 

fashionability” (McKendrick, 1982, p.1.).  

New ideas about possessions and materialism emerged, altering social cues, lifestyles, 

class mobility, diffusion patterns of decision making. 

Luxury took forms in private houses, beautiful gardens filled with exotic animals; as well 

as new foods such as sugar, coffee, chocolate, and tea (McKendrick, 1982, p.10.). Novel goods 

also led to new ways of socializing for the middle and upper classes with the emergence of 

coffee houses, providing a home to intellectual debates. 

The written discourse of the time reflected both fear and hope in regards to this increased 

accessibility of luxuries. One the one hand, fear over maintaining social hierarchies through the 

iconography of sin was still prevalent, yielding the early modern period with the excess 

expenditure of the very rich: kings, aristocrats, and the court (Berg and Eger, 2003). On the other 

hand, “moralistic” discourse gave its place to “political” luxury (Berry, 1994). A newfound 

positivity began to frame the debate over the role of luxury: 

“Enlightenment culture adapted itself to luxury as a positive social force, viewing 

it with confidence, as an instrument (and indication) of the progress of 



civilization. On the other hand, it feared luxury as a debilitating and corrosive 

social evil, clinging to classical critiques of excessive indulgence and wanton 

profligacy, urban chaos and plebeian idleness” (Berg and Eger, 2003 p.2.).  

Validation in the name of the economy stood on one side, fear of social destruction on the 

other.  This discourse directly tackled the social fractions of the time, assessing socially 

acceptable and unacceptable types of wealth, depending on their redistribution.  

“By 1730, Roche shows, a defense of luxury had been articulated that attacked 

‘ancient frugality’ as a myth and argued that luxury created work and thus 

engendered rather than squandered wealth. Whereas the attack on luxury was 

propelled primarily by political change, the defense of luxury was a validation of 

an expanding economy” (Berg and Egber, 2003, p.73.).   

By 1740, when the first French translation of Bernard Mandeville’s Fable of Bees 

appeared, the ground was already laid for its reception. Mandeville’s radical refusal to moralize 

economic behavior stimulated a debate of economic matters in the salon, academy, and print that 

continued to 1789. Voltaire, amongst others, also argued that a hedonistic worldly living may 

serve as a positive force for society. Divorcing the concept of luxury from a corrupting element 

that the traditional Christian morality held it to be, he linked “luxury” to antiprivitimist 

principles, adding the dimension of taste as a necessity, to foster civilization to the discourse: 

“We have finally arrived at the point where luxury resides only in taste and in comfort [...] We 

have left vain and exterior pomp to the nations who still know only how to display themselves in 

public and where the art of living is unknown” (Berg and Eger, 2003, p.74.). Various 

encyclopedists and physiocrats dominated the discussion in the 1750s, within and outside of  the 



pages of the Encyclopedia; while at the same time, Rousseau staked out his position against the 

Enlightenment as an attack on luxury (Berg and Eger, 2003). He heavily criticized the benefits of 

luxury. In his eyes, luxury is linked to greed, which is a “form of slavery of the human 

instincts” (Mortelmans, 2005, p.500.). According to Williams, where:  

“Voltaire praises luxury as an abstract level of social activity; Rousseau disdains it 

as a concrete tool of political tyranny […] Voltaire defines liberty as the 

individuals freedom to grasp whatever superfluities he can afford, but Rousseau 

sees this grasping as slavery to the instincts and submissions to the powers that be 

[…] Voltaire accepts, and, indeed, praises inequality as the basis of general 

welfare, since the rich consume what the poor produce, Rousseau affirms that 

consumption can be conducive to virtue only when all share its benefits 

equally” (Williams, 1982, p.43.).  

By the 1760s, according to Goodman, the Rousseauian reaction seemed to have won the 

argument as “luxury” was not so much the key term as a stimulus to the economy, but a marker 

for anxiety to society’s perceived problems (Berg and Eger, 2003). St Lambert captures the 

complexity of the luxury debate in the eighteenth century, when he decides not to give a 

definition to luxury in his article in the L’Encyclopedie. Instead, he lists six arguments that 

benefit luxury, such as “it encourages population and the well-being of states; it facilitates the 

circulation of money; it reforms manners; it favors the progress of knowledge and fine arts and it 

increases the happiness of individuals and the power of nations” (Berry, 1994, p.136.). After each 

argument, he lists the objections of the contemporaries as well. On the other hand, in his essay 

‘Of Luxury’, first published in 1752 but it 1769 retitled as “Of Refinement in the Arts” Hume 



discusses his views on the role of luxury (Berry, 1994). He has generally been seen as a partisan 

of luxury as the availability and pursuit of material and luxurious commodities benefit both the 

individual members of a society and the society as a whole. Hume does however believe that 

luxury, if restrained by laws, administration and social order, helps society advance their skills, 

pushing citizens forward and that private property is justified (Berry, 1994). As all humans are 

motivated by attainable luxuries if they can acquire them by working hard, hence even the poor 

proletariat becomes more eager to work. “Humans are motivated, are roused to activity or 

industry by a ‘desire of a more splendid way of life than what their ancestors enjoyed’ and by the 

hope of attaining the ‘pleasure of luxury’” (Berry, 1994, p.145.). Furthermore, on a moral level, 

he believes that luxury strengthens the morale that is supporting work ethic and the nation’s 

prospects. In addition, in his essay ‘Of Luxury’ he mentions ancient Rome, and states that its 

downfall was not directly due to the defiling force of luxury, but to inadequate and corrupt 

administration, and thus, in addition to history, he brings politics into his economic thought 

(Berry, 1994). To conclude, Hume’s work on luxury depicts how the economic thought of the 

eighteenth century was connected to the study of human nature, as well as to ethics, politics, and 

history. 

Berg points out that the role of consumption is highly indicative of a society’s emulation. 

Hence, in a society where distance between classes is too great to bridge (such as landed 

aristocracy and landless peasantry), or impossible to bridge, for example in the case of the caste 

society, “new patterns of increased expenditure on consumer goods are extremely difficult if not 

impossible to induce” (Berg and Eger, 2003, p.20.). By the time the court had been disassembled, 

its standards of consumption had been adopted by greater society: “luxury moved out of the 



private realm of noble households to the public marketplace, a movement already underway 

before 1789, but greatly accelerated by the revolution itself” (Williams, 1982, p.48.). In short, the 

function of social dominance was diffusing through available luxury goods which “gradually lost 

its former associations with corruption and vice, and came to include production, trade and the 

civilizing impact of superfluous commodities” (Berg and Eger, 2004, p.7.). Rather than through 

governmental intervention, as Adam Smith points out, luxury became an instrument, an 

“invisible hand”, through which individuals tried to maximize their own good (and become 

wealthier). And by doing so, he further continues, history can progress into its final stage: the 

commercial age, after the age of hunters, shepherds, and farmers, where citizens establish a 

network of interdependency. Thus, independence is achieved through an interlocking social 

system (market) so that individuals (merchants) are interdependent. The bigger the market the 

greater the specialization and the greater specialization the higher the productivity.  

All in all, while the enlightenment challenged power structures and traditional 

authorities, yielding power to the middle class increasingly, it was the industrial revolution that 

brought widely available luxury goods, confirming the growing status of bourgeoise. While 

luxuries at this point were by no means available to all, they certainly became an instrument for a 

newly uplifted class to demonstrate their now prideful social status. 

1.5. Nineteenth-century Into Modernity 

The second industrial revolution introduced a dramatic transformation in transportation, 

communication, and urbanization, leaving a pronounced effect on the individual psyche, and 

customs of society. Along with the first department stores, masses of French luxury houses, such 



as Louis Vuitton, Hermes, and Cartier emerged in the mid-nineteenth century. They employed 

innovations to serve both the changing lifestyles, as well as the new rich commercial class 

(Kapferer, 2009). The nouveau riche emerged from manufacturers, traders, and bankers, 

underpinned by the ideas of social equality in the possibility of acquiring knowledge and power, 

redefining what the elite class meant. What once was hereditary, it was now meritocratic, and 

thus, the role of consumption was unprecedented both in attainable status and in pleasures. A 

wave of “democratization of luxury” introduced “equalization of enjoyments” without 

corresponding “equalization of incomes” (Williams, 1982, p.99.). However, as d’Avenel points 

out: 

“the pleasure of the illusion of wealth disappears into the distance as the mass 

market keeps encroaching, transforming the rare into the commonplace. When 

anyone can afford an imitation or cheap Oriental rug, then people want a 

handmade tapestry. The genuine continues to signify wealth, and common people 

continue to suffer from the vision of unattainable merchandise. There can be no 

authentic democratization of luxury because by definition luxury is a form of 

consumption limited to a few” (Williams, 1982, p.102.). 

According to Pinkhasov, the rise of the new privileged class during the nineteenth century 

brought light to the ones who lacked, and the economic improvement that took place after World 

War I further polarized society. Social tensions reached their peak in the Roaring Twenties, when 

“a boom of new luxury brands arrived which explore morality in favor of 

materialism” (Pinkhasov and Nair, 2014, p.14.). Fitzgerald’s moral critique of luxury describes a 

serious social tension that was the norm until the late 1920s:  



“They were careless people, Tom and Daisy- they smashed up things and 

creatures and then retreated back into their money or their vast carelessness, or 

whatever it was that kept them together, and let other people clean up the mess 

they have made” (Pinkhasov and Nair, 2014 p.16). 

In 1929, Wall Street crashed, and the ensuing Great Depression demonized luxury once 

again. The aftermath of World War II  resulted in a massive industrial machinery and production 

capacity,  

“and the science and technology that was developed during wartime now was to 

set to be used for civilian use. Combined with the physical and psychological 

needs of the healing world, this was to set the stage for the fastest acceleration in 

business processes and economic growth the world had ever known” (Pinkhasov 

and Nair, 2014, p.17.). 

The economy, and thus, consumption, regenerated by the 1950s giving way to  the Mad 

Men era originating in the United States. Promoting new modes of sales and marketing, was now 

facilitated by mass communication in a more psychological manner (Pinkhasov and Nair, 2014, 

p.20.). During this time, Kapferer notes, the luxury business became an industry of its own,

increasingly expanding internationally (Kapferer, 2009, p.16.). The luxury houses began to 

integrate into conglomerates in the 1970s and 1980s, marking the Wall Street era of 

“stockbrokers and investment banks rising to prominence” (Pinkhasov and Nair, 2014, p.20.). 

Simultaneously with the growth of the luxury houses, their funds rose in order to invest in 

increased production and retail capacities, leading to public trading and, thus, to a new 

management and corporate culture. 



Luxury went through a tremendous stage of transformation both on a practical level, as 

well as in terms of theoretical perspectives. From the nineteenth century onwards, the 

development of the luxury discourse can be characterized by the fragmentation of approaches 

brought upon by emerging new disciplines. Efforts to understand luxury resulted in economic, 

societal, and sociocultural proposals until the late twentieth century, and eventually as a mere 

facet of commercialization going into the twenty-first century. 

“Luxury had become a social and symbolic phenomenon”, which, in the nineteenth 

century “explicitly involved the mechanisms of capitalist accumulation and which therefore 

needed to be legitimized and justified with benefit of reason, in the passage from the old to the 

new dominant classes” (Calefato, 2014, p.9.). The rise of social sciences focused attention on the 

deeper motives “that had animated luxury since the advent of capitalist means of 

production” (Calefato, 2014, p.9.), as the analyses of Werner Sombart and Karl Marx 

demonstrate, from two different perspectives.  

“In a strictly economic sense, luxury is thought to have had a fundamental social and 

cultural function in favoring the modes of capitalist production ever since the phase of the 

original accumulation of wealth under capitalism” (Calefato, 2014, p.9.). 

Sombart believed that Europe in the Renaissance went through a significant societal 

transformation in values as a result of commercial activities primarily in Asia, as well as 

diversification in accessible materials. This spurred demands for luxuries within the courts and 

led to new standards in the desirability of food, clothing, and housing, generating new industries 

and expanding trade even further. “By the eighteenth century more than “industries due to 

luxury”- manufacturing silks, laces, and porcelain- were transformed into capitalistic enterprises” 



(Stehr et al, 1968, p.554.). While luxury may helped to establish capitalism, Sombart believed 

that it was not a negative concept by itself, as it also served as a growth engine to the national 

economy. 

Both Sombart and Marx studied capitalism as a result of luxury production. However, 

while Sombart focuses on the social history of capitalism, Marx is preoccupied with the 

dynamics of the capitalist society from an economic perspective largely on the production side. 

In Capital, Marx clearly takes a standpoint in relation to luxury, when expressing its lack use 

value both for production and subsistence. He continues by distinguishing the bourgeoisie from 

the proletariat when describing luxury as the ultimate aim for capitalism. Luxury provides 

hedonism for the few, while workers are left to barely survive. Through juxtaposing necessities 

and luxuries, Marx depicts the capitalist social system, its class roles and mechanisms to both 

cement and regenerate themselves. As for the bourgeois class, he depicts their social motivations 

to conspicuously consume as a result of "commodity fetishism' where commodities carry values 

that are believed to be conferred to their holders, and their classes. 

Rather than studying it within the production framework, Gabriel Tarde approached the 

concept of luxury from a consumer-oriented angle, studying how goods themselves are 

secondary next to the idea of the pleasure gained from the ability to attain those. Williams points 

out that Tarde’s approach to understanding the role of luxury “signals a profound awareness of 

consumer psychology, a perspective unprecedented up until this point” (Williams, 1982, p.353). 

Tarde continued to work on consumer behavior driven by his interest in the intersection of 

sociology, psychology and economics. Contrary to his predecessors, Gabriel Tarde has shifted 



focus from group to individual, and applied psychological assumptions that motivated people in 

the fabric of consumption.   

Also interested in the individual behavior within society, Georg Simmel focuses on 

fashion, as a vessel for social emulation. He argues that fashion is essentially a way to facilitate 

and maintain a class system - much like luxury consumption. He writes, “the elite initiates a 

fashion and, when the mass imitates in in an effort to obliterate the external distinctions of class, 

abandons t for a newer mode- a process that quickens with the increase of wealth. Fashion does 

not exist in tribal and classless societies” (Simmel, 1957, p. 541). By adopting styles, and 

attitudes, one seeks recognition and awareness from the perspective of others. On the one hand, 

fashion expresses individuality, on the other hand, it assists an individual in asserting to group 

norms. 

Similarly to Tarde and Simmel, Veblen also applies a consumer-driven approach when 

understanding the wealthy “leisure class”. In The Theory of the Leisure Class, he dissects the 

economic behavior of the segment by carefully studying the choice of consumer habits and 

customs, resulting in the “conspicuous consumption”. 

“The quasi-peaceable gentleman of leisure, then, not only consumes of the staff of 

life beyond the minimum required for subsistence and physical efficiency, but his 

consumption also undergoes a specialisation as regards the quality of the goods 

consumed. He consumes freely and of the best, in food, drink, narcotics, shelter, 

services, ornaments, apparel, weapons and accoutrements, amusements, amulets, 

and idols or divinities [...] for personal comfort and well-being. But that does not 

remain the sole purpose of their consumption. Since the consumption of these 



more excellent goods is an evidence of wealth, it becomes honorific; and 

conversely, the failure to consume in due quantity and quality becomes a mark of 

inferiority and demerit [...]in order to avoid stultification he must also cultivate 

his tastes, for it now becomes incumbent on him to discriminate with some nicety 

between the noble and the ignoble in consumable goods. He becomes a 

connoisseur in creditable viands of various degrees of merit, in manly beverages 

and trinkets, in seemly apparel and architecture, in weapons, games, dancers, and 

the narcotics. This cultivation of the aesthetic faculty requires time and 

application, and the demands made upon the gentleman in this direction, 

therefore,  tend to change his life of leisure into a more or less arduous application 

to the business of learning how to live a life of ostensible leisure in a becoming 

way” (Veblen, 1994, p.73.). 

Thus, as Trigg observes, for the “transformation of wealth into status” an individual 

social performance must reflect members of the leisure class, through “extensive leisure 

activities and through lavish expenditure on consumption and services” (Trigg, 2001, p.100.). 

The idea of the public display of wealth remained a key theme throughout the twentieth 

century, hence Veblen’s theory of “conspicuous consumption” has been modernized since. In 

1949, James Duesenberry argues that an individual’s “utility form any given level of 

consumption depends not only on the absolute level of spending but also on how that spending 

compares with others” (Page, 1992, p.82.). And so, consumption patterns would be developed as 

a response to their reference group with the aim to replicate those patterns. A year later, in 1950, 

Harvey Leibenstein writes about the type of consumer behavior that “seduces” the masses 



(Leibenstein, 1950). Analyzing perceptions of desired products according to their price and 

availability level, the group’s consumer behaviors are grouped into “Veblen”, “snob” and 

“bandwagon effects”. He defines the “bandwagon effect” as “the extent to which the demand for 

the commodity is increased due to the fact that others are also consuming the same 

commodity” (Leibenstein, 1950, p.189.). Therefore the “snob effect” is its foil, one individual 

refusing a certain consumer good, service or behavior on the basis of commonality, constantly 

looking for their scarce counterpart in the aim of social prestige.  

Furthermore, according to Christine Page, throughout the twentieth century, “other 

explanations, offering insights as to why people behave pretentiously include: social class 

identification; social class mobility; and pear or aspirant group influence” (Page, 1992, p.82.). 

She also points out that according to some scholars, the behavior of conspicuous consumption is 

more likely a biological phenomenon than a social one. Hence, rather than assuming that this is a 

social phenomenon, one need to acknowledge that humans are genetically inclined to turn to 

abundance, and the signaling of it. 

Page argues that conscious consumption, although the term was coined by Veblen, had 

encompassed European experience for the last four thousand years. It modified according to its 

setting. She distinguishes between “Traditional Societies”, “Achieving Societies” “Affluent 

Societies”, “Post Affluent Societies” and “When to Much is Passe” (Page, 1982, p.82). In the 

“Traditional Societies” (European, from 1000-1700 AD), social mobility is extremely limited and 

all wealth is concentrated in the top of the social pyramid.  

“Conspicuous consumption was reserved only for those who, either by inheritance 

or by office hold, enjoyed ascriptive status and power. In order to keep the wealth 



in the hands of an elite few, it was rarely distributed downward. The only 

exception to this, was when wealth was given to the less advantaged of society in 

the form of 'feasts, ceremonies, gift exchange or alms giving" as a means of 

securing loyalty to those at the top of the social hierarchy” (Page, 1982, p.82).  

“Achieving Societies” emerged in the nineteenth century as a result of the Industrial 

Revolution’s aftermath. Capable of achieving social status through work, a new class appeared, 

and had a desire to signal its success with social markers. “Affluent Societies” are “highly 

technologically advanced, compete in the global market arena, and utilize extremely 

sophisticated communication systems” (Page, 1982, p.82.). Compared to the “achieving 

societies”, they provide increased educational opportunities and career possibilities, and as a 

consequence, publicly dismayed wealth is considered to be vulgar (Page, 1982, p.82.). Over 

time, this has become a middle-class, wide-spread phenomenon: possessions now not only reveal 

status, but also identify the taste and values of the possessor. Objects of conspicuous display can 

disclose the ideal self, whether congruent or not with the real self. Sartre (1956) proposed that 

possessions give not only people the means to act a certain part, but also the confidence to carry 

it out. Specifically, he argues that possessions are instrumental in giving us identity and the 

ability to feel more capable of doing and being. Furthermore, Belk (1988) suggests that 

possessions symbolically extend our sense of self.  

“They allow us to convince ourselves that we can be different from what we 

would be without them […] Therefore, in one form or another, Sartre, Balk, and 

Solomon all place significance on material possessions in heightening self 



confidence and providing individuals with the ability to move or compete in 

different social positions” (Page, 1982, p.82.). “ 

Post Affluent Societies” are characterized by the heightened materialism of the 1980's. As 

Page notes, conspicuous consumption has not peaked so high since the 1920s. Nevertheless, 

while the 1920s’ conspicuous consumers emerged from the elite, in the 1980s, they originated 

from the middle class. By 1990, the conspicuous consumption that dominated the previous 

decade had died down due to the economic environment giving way to the age of “When Too 

Much Is Passe”. “The aging baby boomers that lead their generation headlong into debt are 

turning their attention away from self indulgence to concerns for family, community, and the 

environment” (Page, 1982, p.82.). Rather than having, “doing characterized these eras and 

increasingly, status seekers in society are becoming involved in volunteerism, recycling, and 

promoting affairs for the good of their community or society in general” (Page, 1982, p.82.). 

While Veblen and his successors believe that an individual is capable of  independently 

choosing who they become, Bourdieu states that social standing is maintained and passed down 

from one generation to the next. In Distinction: A Social Critique of the Judgement of Taste, 

Bourdieu writes that social stratification and taste are inseparable, due to the aesthetic 

predispositions that an individual internalizes from childhood. He claims that the class system 

consists of class fractions based on the individual’s social, economic, and cultural capital. These 

fractions develop their aesthetic criteria in a person’s consumption choices. Schwartz states that 

while Bourdieu draws attention to the economic capital, he also argues that “income tends to be 

credited with a causal efficacy which it in fact only exerts in association with the habitus it has 



produced” (Schwartz, 1997, p.375.). Thus, examining one’s income will not be revealing in 

regards to his social standing. Bourdieu believes that class distinction and preferences are  

“most marked in the ordinary choices of everyday existence, such as furniture, 

clothing, or cooking, which are particularly revealing of deep-rooted and long-

standing dispositions because, lying outside the scope of the educational system, 

they have to be confronted, as it were, by naked taste” (Bourdieu, 1984, p.77.).  

The difference between the economic and cultural capital is crucial, because whenever “a 

change in social position puts the habits into new conditions, so that its specific efficacy can be 

isolated, it is taste- the taste of necessity or the taste of luxury- and not high or low income which 

commands the practices objectively adjusted to these resources” (Bourdieu, 1984, p.175.). 

Similarly, working-class lifestyle is characterized by both:  

“the absence of luxury goods, whisky or paintings, champagne or concerts, 

cruises or art exhibitions, caviar or antiques […] the presence of numerous cheap 

substitutes for these rare goods “sparkling white wine” for champagne, imitation 

leather for real leather, reproduction for paintings, indices of a dispossession at 

the second power” (Bourdieu, 1984, p.386.).  

Because they lack the forms of cultural capital that drive the new modes of automation 

and communication in the advanced societies, “ordinary workers are dominated by the machines 

and instruments which they serve rather than use, and by those possess the legitimate, i.e., 

theoretical, means of dominating them” (Bourdieu, 1984, p.387.). Therefore, according to 

Bourdieu, taste and aesthetics are the results of the material conditions of one’s existence, and as 

such, they are more revealing and constant than any other social signifier. 



Appadurai, who studies luxury from a cultural perspective, too, finds  meanings that 

people attribute to “things” through human transactions and motivations. 

“I propose that we regard luxury goods not so much in contrast to necessities (a 

contrast filled with problems), but as goods whose principal use is rhetorical and 

social, goods that are simply incarnated signs. The necessity to which they 

respond is fundamentally political. Better still, since most luxury goods are used 

(though in special ways and at special cost), it might make more sense to regard 

luxury as a special “register” of consumption (by analogy to the linguistic model) 

than to regard them as a special class thing” (Schwartz, 1997, p.98.) 

He thus proposes that luxury goods should be seen as signs, whose predominant functions 

are rhetorical and social. Luxury goods, as he points out, are man-made and only exist if 

individuals can recognize them. Key characteristics of luxury reside in limiting their 

consumption to the  elites by law or price; the complexity of acquisition – which may or may not 

reflect real “scarcity” -; semiotic virtuosity; codes for “appropriate” consumption demanding 

specialized knowledge; and a high degree of linkage of their consumption to the body, person 

and personality. Consequently, the meaning that people attribute to things necessarily derive 

from human transactions and motivations, particularly from how those things are used and 

circulated. 

In summary, the industrial revolution brought new consumer goods at a fraction of the 

price, making material goods accessible to a wide population. Simultaneously, the leisure class 

was replaced by a new elite, swapping the prerequisite of birthrights to entry with meritocratic 

values, rooted in the acquisition of knowledge and skills. Classes and class fractions were 



distinguished by dynamics of work, leisure, and consumption linked to status. Foremost, as 

consumption became available as a means of social mobility to many, the subtle manifestations 

of taste began to spread first conspicuously, then inconspicuously, to embody the unspoken 

determinants and values of classes. The more easily the repetition of embodiment became, the 

determinants of  luxury became more understated. As we step into the second decade of the 21st 

century, the global social classes are extremely fragmented, but their customs can be observed 

through their patterns of (luxury) consumption. Segments define their values, dreams, and goals, 

and translate them into types of consumer luxuries.  

And so, here is the question for the sphere of sociology: if Humanistic Luxury is an 

answer, what is the question? 



III. From Luxury to Luxuriousness: a Conceptual Framework

Seeing luxury’s pervasiveness over time and across cultures, it must be understood as a 

signifier for something deeper than frivolous adornments. To understand this need, the following 

sections are set to provide an overview of the definition, history, mechanism, determinants, and 

implications of luxury. Hence, the second part of the literature review is an overlook of the 

semantic field in which luxury lives. It was warranted to understand why this concept and 

experience takes place in virtually every civilization, and what is the impact it leaves on both the 

individual and on society. 

This examination is vital in order to understand the development and meaning of the new 

luxury form, Humanistic Luxury, and to examine the paradox that it presents, and its place within 

the existing body of literature. Luxury is not an isolated concept, therefore, in addition to the 

chronological overview of the previous chapter, the idea must be explored within its semantic 

field. Hence, this section is  going to give an overview of definitions and determinants, as well as 

the foundation and review of theory and relevant research, including relating sociological 

research. The ultimate aim of the section is to create a context in which the functions of luxury 

could be understood properly, and introduce frames of references through which the idea and 

impact of Humanistic Luxury may be investigated. 

1. Defining Luxury

Given the fluidity of the concept, luxury has rarely been defined in academic literature. 

As Sekora states, it is “not susceptible to ready definition […it] embraces a network of 

fluctuating social, philosophic, and theological presuppositions” (Sekora, 1977, p. 4.). Moreover, 



thought leaders throughout the course of history have often defined the term by describing  what 

luxury is not, rather than what it is. As a result, the understanding of “anything beyond necessity” 

became a staple interpretation (Berry, 1994, Kapferer 2015). This viewpoint is pervasive and 

dates back to  the Bible, which asserts that luxury is anything unneeded  (Sekora, 1977). The idea 

of luxury being anything outside of necessity is a common understanding, however, it fails to 

bring substance to the discourse. This issue seems to suffuse beyond academia. As Ko et al.  

(2007) point out, even the American Marketing Association’s dictionary of terms does not 

contain a definition for ‘luxury’, ‘luxury brand’, or ‘luxury marketing’. The Webster’s Third 

New International Dictionary is equally elusive stating that luxury is “non-essential items or 

services that contribute to luxurious living; an indulgence or convenience beyond the 

indispensable minimum” (Gove, 2002, p.). 

Against defining the very meaning of “luxury”, some academics, such as Turunen (2018), 

argue that the term “luxuriousness” may lead to more adequate meaning, revealing the possibility 

of multiple meanings of luxuries, co-existing today, reflecting diversity in socioeconomic reach. 

Hence, this approach steps away from a market dictated outlook, and closer to the emphasis of 

the the “symbolic to self’ facet of luxury” as it “relate[s] to something that is defined from 

personal premises, and positioned ‘high’ in terms of individuals’ personal experiences” (Turunen, 

2018, p.85.). Luxuriousness, thus, “evolves from the interpreter- the consumer. It gets its value in 

relation to the receiver or interpreter, and thus cannot be separated from the person who is 

making sense of the world (Turunen, 2018, p.94.).” As a result, luxuriousness is a quality that 

emphasizes the ‘symbolic for self’ facet, but a brand is not necessarily regarded to contain 

luxuriousness in a social context; thus, a brand perceived to contain luxuriousness for some, may 



not evoke the same perception from another. Consumers perceive and interpret the meanings of 

goods round them from their subjective perspectives. For example, one may perceive a hand-

made cashmere scarf found on an off-the-beaten-path trip in Mongolia as an article of luxury, 

others, potentially due to the lower price local artisans charge or the lack of opulent storefront, 

would disagree with this observation, and would rather identify luxury with  a European heritage 

house such as Loro Piana or Hermes. This approach reflects a more fragmented marketplace, in a 

more fragmented social fabric where expected determinants, such as price or location as 

indicators for value, may not be foremost acknowledged. By nature, this approach also takes the 

idea of “inconspicuous consumption” into account, in which there is an element of consumer 

need of a subtle, sophisticated luxury, and the desire to be seen as ‘insiders’ of a small but elite 

group. These consumers refuse  to imitate taste and preferences and act out of the belief that they 

do not have to rely on brand conspicuity to claim status, and, therefore, divorce from the 

mainstream.  They tend to be motivated to seek “quiet” luxuries that convey connoisseurship and 

social sensibility to maintain status, yet strive for separation from the nouveau riche. This 

perspective leads to understanding why some of the determinants of Humanistic Luxury align 

with the traditional attributes of luxury, and how others, such as perhaps a lower price, may 

differ. 

It is worth to hereby explore the terminology of Humanistic Luxury, a subcategory under 

luxury that combines the determinants of luxury products and services, but lays emphasis on 

human components of the supply chain (strike opposite from traditional luxury), ensuring their 

fair treatment, which they then communicate centrally in their brand communication. Ethical 



luxury is also a synonym that is currently in use, however, its formation came after Humanistic 

Luxury, and well into the process of this dissertation.  

Fair-trade Luxury is the umbrella for luxury brands that possess the Fair Trade Certified 

label. In addition to Fair Trade Certified labels, the last decade has presented new certificates 

include the Butterfly Mark or the Fair Wear Trademark.   

Conscious/Positive Luxury is a luxury subcategory that combines the determinants of 

luxury products and services but seeks social and sustainable improvements along the supply 

chain, which they then communicate centrally in their brand communication. Thus, while 

Humanistic Luxury solemnly focus on the human components and human uplift, Conscious and 

Positive Luxury focus on the larger context of improvements through luxurious consumption 

including both environment and social dimensions. Green/Eco-Luxury is a similar concept to 

Conscious/Positive Luxury but focuses on environmental issues and improvements. This term 

seems to be increasingly obsolete in the marketplace. 

Sustainable Luxury is a luxury subcategory that combines the determinants of luxury 

products and services but seeks to avoid all social and environmental harm along the supply 

chain, which they then communicate centrally in their brand communication. In addition, the 

broadly acknowledged definition of sustainable development as “development which meets the 

needs of the present without compromising the ability of future generations to meet their own 

needs” (WCED 1987, p. 43). Its foundation is based on the notion that resources are limited and 

have to be managed to sustain future generations. 

Greenwashing, the disinformation disseminated by an organization so as to present an 

environmentally responsible public image. (For example depicting a pair of jeans made of 



recycled plastic bottles as environmentally friendly, even though it has significantly higher water 

usage than the ones made of fabric). 

Conscious, Ethical, Humanistic, Positive Luxury were all denominations at first, existing 

simultaneously, as this category was emerging in the early 2010s, following the economic crisis. 

These terms all signified some degree of involvement in sustainable efforts, which then luxury 

labels used as the central theme to their branded storytelling, and operational chain. In the 

following years, Conscious and Ethical Luxury began to signify both socially and 

environmentally sustainable efforts, while Positive Luxury became synonymous with a stand-

alone initiative and certificate provider: Positive Luxury. Humanistic Luxury is the sole term that 

signifies socially conscious efforts. Nevertheless, as this category is still growing and shaping, 

and an official syndicate does not exist in the subject, there is no uniformity of use within 

consumers and the general population, leaving some space for interchangeability. 

2. Previous Research Approaches

“I shop, therefore I am” (Barbara Kruger, 1987) 

Throughout the twentieth century, consumption became widely available, not only to 

access objects with multilateral functions, but to provide a highly symbolic media for identity, 

success, dreams, and lifestyle. As a result, many theorists began to see the phenomenon as a 

system of signs or meanings (Appadurai, 1986, Baudrillard, 1988; Douglas and Isherwood, 

1979).  

Objects are immensely powerful; we rely on material goods to express ourselves and to 

understand others. As sociologist Russell Belk puts it: 



“an inescapable fact of modern life that we learn, define, and remind ourselves of 

who we are by our possessions… we seek to express ourselves through 

possessions and use material possessions to seek happiness, remind ourselves of 

experiences, accomplishments, and other people in our lives, and even create a 

sense of immortality after death. Our accumulation of possessions provides a 

sense of past and tells us who we are, where we have come from, and perhaps 

where we are going” (Belk, 1988, p.160.)  

Possessions signify more than their utility value, and are innate to human expression, 

regardless of class, race, or sex. Luxury goods, in particular, exist in the context of symbols, 

whether consumed conspicuously or inconspicuously. Through consumption, one can express 

values, motivations that construct her self-identity, an entity that is continuously changing and 

evolving (Eirini and George, 2017).  

“Consumers do actually define themselves through their consumption and form 

what they perceive as ideal self with the assistance of purchases. This means that 

changes in the prevailing ideals and beliefs will have the power to affect 

consumers’ behavior, according to consumer culture theory […] in fact, they 

provide individuals assistance to build their ideal selves and construct their actual 

ones in a much easier and quicker way, considering that they can function as 

reminders and confirmers of their identities. Their ability to function as such is 

grounded upon the reason that products are always associated with personal and 

social attributes” (Eirini and George, 2017, p. 470)  



The ideal self does not stay stable throughout time and space but determined by culture 

and time. Because humans exist in a web of social connections, goods became not only 

instruments of self-identification but also of group membership. This can be the case because 

reference groups carry values that are shared by their members and because economic capital can 

be transformed into cultural capital in the sphere of consumption, in order to reinforce group 

identities. As a result, members may possess symbolic goods that are not widely attained, but 

which are also possessed by other members of the same group, creating a bond with in-group 

members and social distance from outgroup members. Taste and refinement, however elusive 

they may be, become base for social meaning, signifying worth and status, deserving and 

undeserving. 

Once functional needs are stripped away from consumption, the theme of luxury remains.  

To put it simply, luxury is a very small part of consumer studies, focusing on an elite, symbolic 

subset of the entire arena. Luxury provides a lens to study the impact of symbolic consumption, 

both for groups and for individuals. Hence, luxury, and Humanistic Luxury furthermore, both fall 

under the complex studies of consumption, embodying a small part of the field. The remainder of 

the chapter will focus on providing an overview of the existing literature and derive working 

hypotheses to serve as the base for data collection and analysis. 

Luxury has traditionally been scarcely studied in the academic realm, and almost 

exclusively from a sociological or economic perspective. In the early 2000s, a number of factors 

have changed the way research had previously been conducted on luxury. First, the 

democratization of luxury began to take place. As a result, previously independent luxury houses 

increasingly bundled into publicly-traded conglomerates, bearing increased pressure to generate 



quarterly revenues, which they  achieved by creating abundant accessories and lower-tier product 

lines. Second, the globalization and growth of wealth in developing countries created  a new 

wave of luxury consumers, ultimately boosting luxury consumption. What had once been studied 

as part of the sociological, economical, philosophical, and historical discourse, now fell both 

under the inquiry of consumer behavior and marketing management, and the intersection of the 

former and latter. Rather than the elusive definitions literature may hold, one needs to look at the 

specific prisms under which luxury was studied. While these approaches may not offer specific 

boundaries of where luxury starts and ends, they have the capacity to explain the subjective 

meaning and multi-functionality of the term in the world.  

Consequently, luxury has so far  been associated and investigated through its economic 

implications on society (Veblen, 1899, Sombart 1913); social prestige and status (Vigneron and 

Johnson 2017, Truong et al, 2008, Bourdieu, 1984); non-essentiality (Hennigs, Nadine, et al., 

2012); premium price (McKinsey, 1990); symbolic value (Belk 1988, McCracken 1988); 

perceptions (Dubois and Laurent, 1994); social marking capabilities (Appadurai 1986)); quality 

and perceived quality (Silverstein et al, 2008; 2000, Vigneron and Johnson 2017); uniqueness or 

exclusivity (Atwal and Williams, 2009; Christodoulides et al, 2009); gifting (Mauss, 1989); 

rarity (Catry, 2003); innovative technologies (Atwal and Williams 2009); sustainability (Kapferer 

et al, 2017; Amatulli et al, 2017; Lo et al, 2018). 

Beyond recognizing key luxury themes, scholars have also developed key sociological 

theories to deeper understand the motivations and social functions of luxury within society in 

order to explore: if luxury is the answer, what is the question? Theorists of social sciences have 

long tried to answer this question, tackling the problem from a variety of angles. The most cited 



work on luxury is Veblen’s study on conspicuous consumption, a pioneering study on the 

wasteful consumption patterns of the affluent class, with the sole intention to demonstrate class 

and status (Gurzki, 2017).  

Gurzki further assists on the large areas that the number of citations peak at (Gurzki, 

2017). Veblen states that individuals consume in a highly visible manner to signal wealth and to 

convey their social status to others, infer in status and power to them. Another prevalent theory in 

luxury consumption motivation is the social comparison theory. This theory examines the 

inferences and perceptions of others and is used to study luxury consumption motivation. This 

cluster includes studies on reference groups (Escalas and Bettman, 2003, Bearden and Etzel, 

1982), social utility (Leibenstein, 1950), social status (Rucker and Galisnky 2008, Sivanatthan 

and Pettit 2008, Ridgeway, 2014), success (Mandel et al, 2006), amongst other subtopics. The 

third large theory in luxury studies is the self-concept theory, investigating how one feels about 

herself, a making one’s self-concept a potential motivation for luxury consumption. Identity 

signaling (Berger et al, 2007) is a key work under the cluster. The fourth large theory is 

consumer culture theory. Belk describes the extended-self (1988) as the use of possessions to 

form and alter identities to fit the person they hope to be. This approach connects economics, 

social psychology, and marketing to gain an understanding of the formulation of self-concept. 

Expanding on Belk’s theory, the value of luxury consumption lays in the extended-self facet. The 

key to nuanced differences within consumers lays both in Bourdieu’s work (1984) on economic, 

social, and cultural capital affecting social and cultural realms, as well as in consumer value 

theory (Wiedmann et al, 2009). A number of research initiatives were also set out to understand 

the difference between luxury consumption as affected by cultures in the West and the East, most 



notably by Wong and Ahuvia (1998) and by Dubois and Paternault (1997). Finally, the fifth 

theory is the theory of uniqueness. This theory argues that consumers seek differentiation when 

too much similarity is found in one social environment. Tian et al. (2001) state that consumers 

look for differentiation to enhance one’s self and social image. When attempting to understand 

the motivation behind Humanistic Luxury, these sociological theories prove useful for 

sensitization. Indeed, as a subcategory of luxury, Humanistic Luxury is expected to serve a signal 

for individuals to establish, articulate, and perceive their social identities, and place it in a larger 

context. In other words, it will yield them a weapon in their social competition for success, 

whatever that may mean in their unique environment. 

According to Bian and Forsythe (2012), the luxury sector is an especially strong field in 

which one can study this theory, as the goods are inherently scarce due to their high price and 

scarce distribution, providing a display of uniqueness to others. The theory of impression 

management focuses on the idea that consumers acquire goods in order to create a favorable 

social image (Eagly and Chaiken, 1993). This theory, while certainly has its merits, falls short on 

the nuanced web of elements that affect behavior and consumer psychology (Vigneron and 

Johnson 2017. In addition, a number of business studies took place in the mission to seek out 

luxury brand types (Dubois and Duquesne, 1993), or the determinant of luxury goods purchase 

(Mason, 1992, Dubois and Laurent 1993). 

How Humanistic Luxury consumers come to terms with their need to find distinction and, 

at the same time, united others, touches up on all these research areas. It is connected to social 

distinction and comparison, and the idea of self-concept and projection, while also tapping into 

inequalities between post-growth and emerging economy societies. Consumers are ultimately 



motivated by improving their self-image by finding uniqueness and establishing their social 

distinction based on their unique set of values. Nevertheless, Humanistic Luxury appears to be 

one of the most ambivalent concepts in the sphere of commercial activity, combining prosocial 

and  exclusionist values at the same time. Further research is warranted to reveal how this group 

of consumers depict inequalities, success, and status, while inevitably embracing their privileges, 

further contributing to local and global social imbalances.  

One feature that seems to be a distinguishing character for this luxury category, is its 

“other-centric-ness”. While luxury is traditionally understood to be sought out for self-

indulgence, it appears as though Humanistic Luxury breaks ties with this tradition. In order to 

verify this promise, the idea of human need must be investigated. According to Ward and Lasen, 

the psychological definition of a need is the following: “a trait that impels an individual to pursue 

a goal through an action that also gives purpose, meaning, and direction for the behavior of the 

individual”(Ward and Lasen, 2009, p.1.).  

The traditional hierarchy of needs is based on Abraham Maslow’s model, developed in 

1943 (Maslow, 1943). It is structured the following way. First come biological and physiological 

needs (at the bottom), for example, air, food, drink, shelter, warmth, sex, or sleep. Second is 

safety needs, such as protection from elements, security, order, law, limits, or stability. Third is 

belongingness and love need, for example workgroup, family, affection, relationships, and so on. 

Then esteem needs, as in self-esteem, achievement, mastery, independence, status, dominance, 

prestige, managerial responsibility, and, finally, self-actualization needs (at the top). This can 

encompass realizing personal potential, self-fulfillment, seeking personal growth and peak 

experiences. 



As the West solidifies welfare societies, its consumption, and the consumers’ needs also 

reflect on the psychology of Maslow’s hierarchy of needs. As basic goods are easy to reach, 

marketers are progressively satisfying the top of the pyramid of needs, self-actualization. Hence, 

stepping away from purely utilitarian consumption, it seems that individual (self) worth is 

intertwined with its pattern of consumption. As Richard Will puts it, “no modern traditions 

recommend that everyone drop their worldly possessions and take the road, begging bowl in 

hand. What most moralists argue instead is that some kind of consumption is good, others are 

bad” (Wilk, 2001, p.273.). In the last decade, moralism (concerned with the norms, values and 

beliefs embedded in social processes which define right or wrong for an individual or community 

(Crane and Matten, 2004)) in consumption emerged as a central theme, not only tackling ethics 

but how it transforms consumer goods into objects of desires. More consumers are “ethical”, 

“green”, or even “voluntary simplifiers”. Amongst external benefits, these types of consumer 

behaviors also establish a differentiation in identity from the mainstream consumers’. Voluntary 

simplifiers avoid consumption, while ethical consumers are set to refine, and re-define it. They 

have already achieved a high level of personal growth and self-fulfillment, so through their 

redefinition, they effectively tap into consumerism, and at the same time, they  also strike for 

transcendence by helping others. Humanistic Luxury is the evocation of this need, in the luxury 

sector. While by no means do all luxury consumers seek the uplift of others, this theory provide 

context to understand the reason what in the zeitgeist could have shaped what the elite desires, 

and what are the gaps they long to fill in. 



Source: Kenrick et al, 2010 

It is important to emphasize that not all luxury consumers seek transcendence in their 

luxury consumption. To define this curious group of consumers, the very social fabric of the 

21st-century Western World needs to be investigated. The twenty-first century brought strike 

changes both on the producer and the consumer side, creating new patterns and forms of 

consumption. Algorithms, social platforms, and branded contents have brought narratives to the 

fringes that were not, or were scarcely, previously addressed. This proliferation of subcultures 

have swept away gatekeepers who previously dictated social and cultural norms. This 

democratization of voices and ideas have impacted the luxury arena as well. No longer striving 

to imitate the customs, tastes, and values of centralized status groups, classes and class fractions 

started to define their own aspirations changing the landscape of luxury how we have come to 



know and expect it. Previously a homogenous segment, luxury became heterogenous, reflecting 

different stories and longings, as luxury is a reflection on how one imagines the notion of 

extraordinary. It is only natural that the possessions and experiences we seek are induced by 

different stories and longings.  Hence, as different groups, and therefore different luxuries coexist 

and overlap, their prices and values are no longer defined by a central authority, but by a variety 

of popular cultural role-models and their followings. These coexisting luxuries can be visible or 

hidden, expensive or affordable, moral or hedonistic. What one person regards as luxury may 

still be sold as such, but may not be defined as a luxury for another. Nevertheless, there is one 

commonality across the board: development may symbolize economic, intellectual, or social 

transformations, depending on the aspired values of our chosen reference groups. There is no 

longer a unified industry. To understand why we will turn to the research of Elizabeth Currid-

Halkett. 

According to Currid-Halkett, the manufacturing economy’s collapse can be  explained by 

three forces (Currid-Halkett, 2017). First, markets are becoming  saturated. There is a limit to 

how many of the same product one can have. Second, technology and automation led to the 

deindustrialization of Western economies through a shift to service economies. And finally, 

globalization allowed employers to outsource work to emerging economies. As a result, the 

workforce that had been  employed by the manufacturing sector shrank drastically over the last 

30 years. Whereas the manufacturing sector provided good life for relatively unskilled workers 

constituting a middle class, in the service economy, where workers are more concerned with 

ideas than production itself, and where they are required to innovate on the basis of their 

knowledge, that became the basis for social mobility, and the new elite (also part of the middle 



class) became “what Robert Reich has called ‘symbolic analysts’ or Richard Florida has termed 

‘creative class’- are the winner in the new economy” (Currid-Halkett, 2017, p.17). 

Many of the new elite are employed in the sector with high earning potential, but even 

more of them are not. Regardless of their financial capital, they share status, and a set of cultural 

practices and social norms: 

“They use knowledge to attain a higher social, environmental, and cultural 

awareness. The process by which they obtain knowledge and subsequently form 

values is what reveals social position. This new group is thus defined, more than 

anything else, through its shared cultural capital- they speak the same language, 

acquire similar bodies of knowledge, and share the same values, all of which 

embody their collective consciousness. Reading cultural commentary, being up-

to-date on the news (preferably via the New York Times, Wall Street Journal, or 

Financial Times), and eating organic food are but a number of ways by which 

they connect with one another irrespective of their economic means. And there is 

a well-intentioned meaning behind these efforts: The knowledge and cultural 

capital are used to make informed decisions around what to eat, how to treat the 

environment, and how to be better parents, more productive workers, and more 

informed consumers. This new, dominant cultural elite can be called, quite simply, 

the aspirational class…” (Currid-Halkett, 2017, p.17). 

They distance themselves from traditional material goods, with the aim of letting their 

purchases depict their knowledge of socially and environmentally considerate values, that they 

ultimately want to be identified and differentiated by:  



“In short, this new intellectual and social formation is elite by virtue of the 

material and symbolic trappings required to be a member, but ultimately those 

who are members of this new cultural and social formation aspire to be their 

version of better humans in all aspects of their lives, with their economic position 

taking a back seat” (Currid-Halkett, 2017, p. 26).  

Because consumer goods are widely available to the mainstream market, consumers of 

luxury turned to a new way of inconspicuous consumption, that often does not come with high 

price tags. Instead, they require cultural knowledge and hidden costs that set a barrier to most 

consumers, such as health care, college tuition, or high-level job entry expenses in the form of, 

among other things, multiple unpaid internships. To give a concrete example, a handmade 

necklace made from clay may not be expensive, but to trace it and find value in keeping a 

generations-old handicraft alive costs a considerable amount of upfront investment. This type of 

inconspicuous consumption is a new class divide, ultimately posing differentiation between 

classes based on access to rarified information (Currid-Halkett, 2017). 

“The members of today’s aspirational class fully embrace their cultural omnivore 

status through many different forms of cultural capital and totemic objects. They 

pride themselves on going to hole-in-the-wall ethnic restaurants instead of 

Applebee’s, buying local farmers’ eggs, and wearing TOMS shoes because these 

signifiers of cultural capital reveal social and environmental consciousness, surely 

acquired in the pages of the New Yorker and at the elite universities they attended. 

Even if they have full-time careers, the attainment of such knowledge implies that 

they either have the conspicuous leisure time to read or stroll farmers’ markets or 



that they value the acquisitions of this type of information as a worthy use of their 

time” (Currid-Halkett, 2017, p.53). 

Luxury consumers seek authenticity, which they perceive to be found in a small batch of 

products. These products tend to be inconspicuous by nature. But Humanistic Luxury possesses a 

fistic story, in which conspicuous production is central. Production processes, materials and 

artisans are specified and centralized, serving as a backbone for brand stories. The implication is 

that Humanistic Luxury consumers want to do good and be good. They are not interested in 

ostentatious goods that were produced harming others. Rather, in awareness of environmental 

and social problems attached to consumption, they seek brands that tap into social uplift and 

sensitivity. Partially, so consumers would be able to materialize their guiding values, shape and 

confirm their identities, but also in order to signal those to their peers. 

As a result of the changing values of the new leisure class (cultural capital over financial 

capital), the aftermath of the financial crisis (internalization of luxury), and the digital revolution 

(extreme transparency) Humanistic Luxury began to quietly rise.  

According to Gladwin et. al., business has become the most powerful institute throughout 

the last century;  

“faster, more creative, better resourced and more influential than either 

government or the non-profit sector. According to one view, ‘business is the only 

mechanism on the planet today powerful enough to produce the changes 

necessary to reverse global environmental and social degradation’” (Gladwin et 

al., 1995, p. 37).  



The growing dominance of business combined with the current sociological forces gave 

birth to a new platform for change. Social and environmental programs had been prevalent in the 

past of luxury strategy and communication. But they were always considered as an added 

advantage to be communicated in their CSR reports (Corporate Social Responsibility). 

Humanistic Luxury brands gradually came to the realization that consciousness can move to 

become the backbone of holistic brand communication, dictating the brand’s mission, values, 

sentiment. 

This came organically. With its limited number of production, carefully sourced materials 

and respect for craftsmanship, sustainability could be innate to luxury. Humanistic luxury brands 

emerged and began to reach for social uplift through luxury production in areas that thrived in 

high cultural but low economic resources. They provided healthcare and education, limited work 

hours, and kicked off community development projects in exchange for craftsmanship. They 

adopted transparency for authentic practices, pairing with independent organizations that 

provided sustainably driven guidance and certifications. This evoked the millennial desire to join 

forces for a good cause. Less was more, with an emphasis on intrinsic values.  Humanistic luxury 

brands, with the availability of online marketplace, also managed to cut out the middle man and 

sell their products and services at a broader range of price points. Missing the exposure 

traditional brands obtain, they turned their obscurity into their advantage, linking unattainability 

with inside knowledge, sparking the attention of the millennial, and furthermore staying true to 

the blueprint of luxury.  

When comparing sustainable values to luxury values, Kapferer and Michaut come to a 

similar realization:  



“By comparing the components of sustainable development with those of luxury, 

it becomes possible to identify potential elements of contradiction. For example, 

all elements related to ostentation will oppose the fairness or social harmony facts 

of sustainable development. Similarly pleasure, superficiality is opposed to 

altruism, moderation, ethics. However, unlike fast fashion- also called waste 

couture or fast-moving consumer goods, the word luxury is also associated with 

high quality, know-how, slow time, the preservation of hand made traditions, 

transmission from generation to generation of timeless products: these 

associations will be in agreement with sustainability. One of the fundamental 

principles of a true luxury strategy is to produce locally by talented artists and 

respect the sources of new materials. Unfortunately, the rapid growth of the 

luxury sector has attracted new brands, looking for volume and margins: they are 

mass-tige brands (with an image of luxury but mass-produced) and derogate from 

the strict luxury rules to increase margins. The problem is that their names can be 

associated with the luxury sector and as such impact the luxury industry 

image.” (Kapferer and Michaut, 2015, p.6) 

It is vital to mention that prosocial forms of consumption are by no means novel categories, as 

they have ben around both as a form of activism, and as a form of philanthropy.  

“‘Fairtrade’, ‘ethical’ and ‘sustainable’ consumption emerged in response to rising 

concerns about the destructive effects of hedonic models of consumption that are 

typical of late capitalist societies. Advocates of these ‘markets for virtue’ sought 

to supplant the insatiable hedonic impulse with a morally restrained, self-



disciplining disposition to consumption. With moral markets currently losing their 

appeal, we respond to the tendency to view hedonism as an inhibitor of moral 

market behavior and view it instead as a potential enabler” (Caruana et al, 2019, 

p.1.).

This is in opposition to earlier tendencies where globalization presented social and 

environmental ills. Societal ills were recognized but solutions were rarely, if ever, sought through 

consumption practices, and almost never across borders. As Feldman (2018) points out, boycotts 

and buycotts targeted local factories and local shops, making caring provincial. In contrast, fair 

trade and other prosocial consumer initiatives target the instant other primarily.  

“Here lies a fundamental difference between boycotts in the early twentieth 

century and those today. The earlier generation was looking towards the state to 

help put things right at home, with welfare measures and legislation on wages and 

hours. Today’s shoppers grew up after the welfare state and largely take for 

granted that such domestic social problems are (or should be) the domain of 

public policy, and not of consumer choice […] In the half-century since the 

Second World War, when welfare measures and public spending were expanding 

rapidly in the industrial West, caring could be directed to fields further away 

where the power of the state did not reach. In this sense, Fair Trade added a new 

variation to consumer boycotts as substitutes of state power, by taking former 

battles to a supranational level. Welfarism thus left behind a new division of 

ethical labor between state and consumers” (Feldman, 2018, p.32.). 



Anthony Giddens writes that the choice is the defining feature of the reflexive self in late 

modernity (Giddens, 1991). The plurality of choice is the hallmark of everyday life: “we have no 

choice but to choose” (Giddens, 1994, p.75.). Dress and diet, bodily regimes, and lifestyles thus 

produce a new kind of politics. And, by extension, buycotts and boycotts emerge as dominant 

ways to express political voice and accomplish political objectives. Consumer activism is the 

beneficiary of this shift in politics from institutional structures to individual choice. 

Consumption is often seen as a source of destruction, alienation, and inequality. Moral 

consumerism came as a response to that, and has traditionally been tied with the idea of personal 

and aesthetic sacrifice. However, this notion began to change in the last decade, through the 

combination of morality and pleasure. In this line of thought, a new category of consumer 

medium becomes an enabler to access a level of hedonism and pleasure, while also tapping into 

the moral market, ultimately legitimizing pleasure derived from consumer behavior.  

Soper (2008) argues that the restriction that comes with moral consumerism also comes 

with a certain pleasure, and that “there is an inclination to view ethical consumption as motivated 

at least in part by an interest in acquiring status and distinction” (Soper, 2007, p. 209.) Hence, in 

limitation, and sacrifice alone there is a certain type of hedonism found. 

The central tenet of this alternative hedonism lays the possibility of a new political 

imaginary that is neither hedonistically repressive nor socially and/or ecologically destructive. 

Nevertheless, moral hedonism, alternative consumerism is not free from environmental and 

social harms, as it comes with status-claiming. Humanistic Luxury may be a form of alternative 

hedonism. But whether violent, neutral, or outright positive in its impact on societies, may be yet 

to be determined.  



3. Luxury Value and Determinants

Since many characteristics of Humanistic Luxury are not novel, but existing in more 

traditional forms of consumption, it is worth to explore the value and determinants luxury, and 

this specific subcategory of it exhibits. What is it that make certain products luxurious today in 

one culture, and staple years ago in another? 

Luxury is an elusive concept, however, virtually anyone can recognize a version of it, 

even if their versions may differ. This can happen because in order for a good or service to 

qualify as luxury, it needs to carry certain features, also know as determinants. The following 

section will provide an overview of luxury determinants. For the sake of simplicity, this section 

is going to utilize a product-centric approach, rather than a consumer or immaterial approach. A 

product-centric perspective of brand luxury assumes that the target consumer possesses 

seemingly stable and predetermined perceptions about luxury brands, and describes this 

consumer as  

“a connoisseur, a person of good taste, savvy and [one who] does not need to look 

at the label to recognize the brand or designer, and [who] is willing to be put on a 

waiting list to receive a limited edition, and purchases luxury for himself and/or to 

share with a selected few” (Seo and Buchanan-Plover, 2017, p.2.). 

To continue, a crucial distinction between production and consumption side must be 

established. While the production perspective looks at the business and marketing principles, the 

consumption perspective investigates the consumers’ side. As this dissertation seeks to explore 

and understand what drives the consumer to Humanistic Luxury, this dissertation employees the 

latter perspective. Nevertheless, there may be some overlaps. 



Researchers of the “product-centric” school tend to agree that a “code of luxury” can be 

observed through solid scholarly foundations and characteristics that are applicable on a broad 

variety of brand products and services, including fashion, hospitality, automobiles etc. (Atwal et 

al, 2009; Kapferer, 2009). According to Kapferer, synthesizing this observation of traits, seven 

concrete and abstract characteristics can be defined, that determine whether a product or a brand 

can be classified as luxurious for the consumer emerge (Kapferer, 2009). While these seven traits 

may seem somewhat anachronistic in the quickly changing realm of luxury, it is worth to revisit 

them, as they still serve as foundation for both professionals and academics in approaching and 

recognizing the sector, and shape the expectations of consumers. 

First and foremost, quality. Quality determinants can be both concrete product attributes 

and abstract product benefits. Concrete product attributes include materials and components, 

construction and function, workmanship, features, product size, and service. Abstract product 

benefits are durability and value, comfortability and usability, functionality, and safety. 

Humanistic Luxury consumers will evaluate products based on these characteristics. 

Secondly, traditionally price had been crucial to recognize a product or service as a 

luxury, both inter-categorically (a luxurious watch amongst luxury watches) and intra-

categorically (a luxury watch in a department store that carries mass-market watches). This is 

one point where Humanistic Luxury consumers appear to have diverged from their classic 

counterparts. Perceiving high prices as vulgar and against democratic values, they seek scarcity 

on the basis of cultural capital rather than financial. 

Thirdly, luxury must project a prestigious image on the market- whether prestige is based 

on craftsmanship or service quality. In the case of Humanistic Luxury, its prestige is derived 



from its rare origins, cultural territories that are difficult and costly to access, and artisan methods 

that are on the verge of extinctions exuding intellectual capital. 

Fourthly, rarity is in the heart of luxury, as otherwise there would be no longing but 

accessible possession. Natural limitations, personalization, or small-batch artisanship can all 

foster a sense of rarity. In the hyper-connected, industrial world, personal stories behind products 

are scarce. Humanistic Luxury builds on the very human relevance, and personable production 

techniques. Since these products are rooted in small batch, multi-generational craftsmanship, and 

artisan production, they provide a prompt for consumers to communicate cultural narratives that 

they relate to, support, and ultimately conserve. 

Fifth, an inevitable characteristic is aesthetics. Kapferer and Bastien argue that "money is 

not enough to define luxury [products (…) because it] is not a measure of taste” (Kapferer et al, 

2014, p.349). The aesthetics of luxury products respond to the taste of the upper class, inevitably 

becoming charged with social meaning (Kapferer et al, 2009). Dubois et al. emphasize the 

polysensuality of luxury products as they "not only look beautiful but also are (and should be) 

pleasant to hear, smell, taste or touch and therefore offer a source of sensual pleasure’” (Dubois 

et al, 2001, p.13.). In the case of the Humanistic Luxury category, aesthetics frequently evoke 

places and people that consumers perceive as “exotic”, modest, imperfect. They carry the 

features of foreign cultures without making loud statements. These are items that do not draw 

attention to all clusters of society. Part of the appeal, and base for superiority, is its inconspicuous 

facade, that could easily go unnoticed if not for the trained, educated eyes, who are in the known, 

and understand its relevance.  



Six, symbolism. Humanistic luxury brands confer values that are unique to this luxury 

category. Luxury products generate non-functional, abstract associations referring to human 

values and lifestyles. Once again, floral dyed textiles, stoneware coffee mugs, or clay jewelry are 

not inherently luxurious. What elevates them are ideas of rarified knowledge, human elevation, 

one-of-a-kind items, and distant generational know-hows. 

And finally, extraordinariness which can be derived from innovation, unique history or 

manufacturing process, or a strong brand image. Humanistic luxury applies the myth of the 

hidden gem, both as in rarified access, dying arts and crafts, exoticized communities. In a 

consumerist world where branded items are abundant, and accessible through financial capital, 

Humanistic Luxury presents an alternative route for thoughtfully perceived consumption. This 

mode is considered to be not based on the accumulation of goods, but the mobilization of 

goodwill, and display of intrinsic values, both perceived to be remarkable in these consumers’ 

social contexts.  

These seven focal characters are based on the idea of shared group values. While it is not 

entirely clear where values come from, research indicates that their development can be traced 

back to multiple factors including family background, nationality, education, or religion amongst 

others. Nevertheless, their function is to provide goals and a sense of right or wrong. As a result, 

values have benefits for both individuals and groups. 

To better understand consumers’ luxury value perceptions Hennings et al. developed a 

luxury value segmentation framework based on social, individual, functional, and financial 

aspects, highlighting ten essential luxury consumer values. These values can help explain why 

luxury consumers choose or avoid buying certain goods or services. It is essential to highlight 



this luxury value theory, as luxury brand consumption is not solely determined by the display of 

status (and the motivation to impress others) at any cost. Luxury consumption also depends on 

other values that are tied to “financial, functional and individual utilities of the certain luxury 

brand”, ultimately reflecting a more holistic understanding, underlying both cognitive and 

emotive considerations (Hennings et al., 2012 p.4.). 

Financial Luxury Value addresses monetary value, and the amount of sacrifice required to 

buy into the luxury segment. Here, an important distinction must be made. Humanistic Luxury is 

not necessarily much more expensive than their non-luxury counterparts. However, it requires 

financial investments upfront in education and culture to understand the intrinsic worth this 

segment conveys. Oftentimes the lower entry price misleads people to think of the category as a 

democratic range that welcomes all with a heart of change. In reality, consumers develop the 

cultural context of Humanistic Luxury over time through activities that require time, materials, 

and efforts, all connected to financial capital. 

Functional Luxury Value addresses core benefits, and utility such as quality, usability, and 

durability. While luxury products are rarely, if ever, sought out purely for their ability to last, it is 

essential that they do. Functionality is linked investment, thus the very ability of the decision-

making skills of the consumers, rooted in previous experiences. These previous experiences help 

guide people to make judgements on the rational level, validating the extraordinary choice of 

consumption. Humanistic Luxury is rooted in functionality, as artisan goods with 

intergenerational traditions were foremost invented for their usability, and were perfected over 

time. While many of these items are not chosen for their functionality but aesthetics, their 

functionality is a consideration for their ability of storytelling.  



Quality Value addresses the idea that consumers associate luxury brands with higher 

quality deriving from the degree of separation from mass production. Mass production is 

ubiquitous and carry no distinguishing factor when it comes of social distinction. The value of 

quality provides a sense of fantasy, one that is associated with indulgence as well as considerate 

modes of consumption. Quality of Humanistic Luxury products is derived from the individual 

makers, and their attentiveness concerning each good.  

Uniqueness Value refers to the innate human need for distinction. It addresses exclusivity 

and rareness, and consequently justifies the product’s higher value. Uniqueness in Humanistic 

Luxury is fundamental. This value is triggered by the remote origin, multi-generational artisan 

maker, near-to-extinct technique behind the products, as well as the slight imperfections 

highlighting the difference between industrial commodity, and human history encapsulated in a 

singular item. 

Self-identity Value addresses consumers’ personal identity elements and possibilities to 

integrate symbolic meaning into their identity, or to develop it through luxury products. As part 

of the symbolic realm, all luxury products evoke self-identity values. In the case of Humanistic 

Luxury, personal identity elements include global sensibility, cultural preservation, social 

sensitivity, and quiet escapism. 

Hedonic Value addresses property to satisfy an emotional desire for sensory gratification. 

Sensory gratification may come for a multitude of sources, including scent, touch, sight, taste, 

and sound. The most common sensory gratification of Humanistic Luxury is concerned with 

sight, as these objects most often meant to be admired from afar, but scent, in perfumes derived 



from rare foraged florals and oils, and taste, served at high end fusion restaurants are 

increasingly sought out, as well. 

Prestige Value addresses luxury products and services as symbolic signs that can translate 

into memberships to consumers’ reference groups. In other words, prestige refers to the societal 

dimension of a luxury product or service, one that is a signal to both the self, and to others. 

Humanistic Luxury is an inconspicuous form of luxury that is prestigious for in-group members, 

but its prestige value may not be apparent for out-group individuals, further marking this in the 

inside from the ones outside. It confers membership to elite group of middle class consumers 

who root their identities in intellectual capital, and seek to consume with good conscience. 

Conspicuousness Value addresses the perceived conspicuousness of the product or 

service, as an indicator of wealth or privilege. As societies developed multiple status groups 

parallel to one another with access and permission to luxury consumption, the value of 

conspicuousness has developed a kindred value, inconspicuousness. While the former is 

concerned to signal universally understandable signs of success, the latter seeks to convey a 

more coded form of prestige, only understandable for the ones in the know. This is done as an 

attempt to quietly signal the language, customs, and values of elite social milieus, rooted in 

cultural capital.  

Social Value addresses the perceived utility consumers derive from products or services 

in relation to their own social groups. While prestige is specifically looking at social standing, 

social value is more of an umbrella term, preoccupied with a wider understanding of functions 

that are prompted by goods. 



And finally, Materialistic Value addresses consumers’ level of materialism, the varying 

degree to which possessions play a central role in consumers’ lives. 

It must be emphasized that classic types of luxury goods and services are still existent. 

Nevertheless, simultaneously new kinds of luxuries are also present. These new kinds may have 

differing determinants, tapping into a new set of consumer values, ultimately confirming, 

building, and maintaining social and group identities through distinction. 

4. Sensitizing Concepts to Understand the Oxymoron

The previous section described what luxury was, and how it was evaluated over time in 

light of socially prevalent values and goals, and elites at the given era. Luxury is virtually 

omnipresent in Western history, as well as the fact, that it does not have a stagnant physical 

signifier, but an organically changing one. The following section is intended to understand why 

individuals and status groups are drawn towards conspicuous or inconspicuous rarities, and 

where these objects gain their social power from. Moreover, as Fisk et al. argue: “there has long 

been an implicit concept that consumers can be defined in terms of either the products they 

acquire or use, or in terms of the meanings products have for them or their attitudes towards 

products”, in addition, packaging, prices, and brand messages also support the self-concept one 

forms and maintains in capitalism, especially in luxury, the highest symbolic sector, rather than a 

utilitarian commodity (Fisk et al, 1957, p. 139). Central to any group or society, there is a set of 

values that are shared by its members.   

To explore the semantic field in which Humanistic Luxury operates, the thesis has 

applied Charmaz’ framework of sensitization. First, the following concepts were selected for 



deep study: consumption, culture, distinction, elite, freedom, generosity, gifting, happiness, 

Homo Ludens, identity, influence, materialism, morality, necessity, power, prestige, society, 

status, symbolic dominance, The Good Life, and values. 

After extensive research, the exploration was narrowed down to five key concepts: status, 

gifting, generosity, vanity, and western saviors, ideas that elucidate different dimensions of 

Humanistic Luxury. Status is the invisible force and evaluator that positions individuals in the 

social hierarchy, validating their worth in the eyes of their peers, the foundation and very reason 

for Humanistic Luxury to exist. Generosity is the principle identity that individuals aim to 

achieve by buying into Humanistic Luxury, establishing and fortifying a thoughtful persona who 

is in tune with the distress of world. Gifting is the action in which the concept happens, the 

activation of an idea. Rather than more traditional, passive forms of luxuries, Humanistic Luxury 

gifting provides a way to prolong the luxury consumer experience, and to add an additional 

phase into the transaction which is not directed to the consumer, but to the making of the good, 

and the faith of the distant artisan, the dislocated other who validates the generous identity. 

Vanity is the very synthesis that holds the oxymoron of Humanistic Luxury together,  and, 

finally, Western Saviorism is the unintended social consequence of the synthesis. In the 

following section, the five concepts will be described and justified on a deeper level, in order to 

provide strategic underpinnings for the working hypotheses. While traditionally grounded theory 

does not allow the stipulation of hypotheses before, its constructivist approach allows to clarify 

the researchers worldview beforehand, indicating the theoretical hunch that serves as the 

foundation for qualitative research design. 



4.1. Status: Validating Social Position through Haves and Have-Nots 

“Our class walks around in the jeans and T-shirts inherited from our supposedly 

humble beginnings. We prefer to signal our status by talking about our 

organically nourished bodies, the awe-inspiring feats of our offspring, and the 

ecological correctness of our neighborhoods. We have figured out how to launder 

our money through higher virtues … These special forms of wealth offer the 

further advantages that they are both harder to emulate and safer to brag about 

than high income alone... Inequality necessarily entrenches itself through other, 

nonfinancial, intrinsically invidious forms of wealth and power. We use these 

other forms of capital to project our advantages into life itself. We look down from 

our higher virtues in the same way the English upper class looked down from its 

taller bodies, as if the distinction between superior and inferior were an artifact 

of nature. That’s what aristocrats do (Craig Cutler, 2018, p.1.)” 

According to Edgar and Sedgwick, “social status refers to the prestige and honor publicly 

ascribed to particular positions and occupations within society” (Edgar and Sedgwick, 2007, p. 

380). It determines who is worthy, better than others, and as a consequence, deserves access to 

tangible resources, social support; “and enjoy better physical health, a longer life span, and better 

reproductive success” (Anderson and Kilduff, 2009, p.295).  

Status is based on cultural beliefs, and, thus, what “types” of people or qualities are 

worthy to be respected socially compared to others. Hence, it can only be effective, if individuals 

share the same set of cultural beliefs and recognize and accept them as a natural prerequisite of 



social life. As a result, social status is incredibly powerful: not only does it lay the foundation of 

social stratification, but it shapes people’s expectations for themselves. The deeper, more 

enduring these cultural beliefs are, the more they affect the control of resources and power. 

Status groups are relative and can be found across society. As a consequence, status shapes what 

people’s expectations are for themselves, and in turn, it forms their actions in all social context. 

Status groups may be expected to have distinct lifestyles, “including patterns of behavior, belief 

systems, and patterns of preference and consumption” (Edgar and Sedgwick, 2007, p. 380). 

Ridgeway points out that while Weber writes about three factors (power, resources, and 

status) that result in inequality, status itself is scarcely addressed (Ridgeway, 2013). However, 

status is central to luxury, as it materializes the concept that taps into inequality based on 

differences in honor, esteem, and respect. Thus, status, and the study of status through luxury, is 

not to be neglected. A deep study helps to understand why individuals are compelled to associate 

or dissociate with groups and organizations. Moreover, societally, it expands our ability to 

understand how a class is being reproduced independently from resources and power. 

Status is manifested in three social phenomena: status biases in judgments and behavior, 

associated preference biases, and reactions to status challenges (Ridgeway, 2013). Status biases 

shape unspoken assumptions about who is ‘better’ and more deserving of resources. 

Associational preference biases shape who people wish to associate with in the aim to gain 

status. And finally, resistance reactions to status cements lower class people. These processes 

come to life to facilitate social competition, and maintain existing hierarchies.  

In contrast to power and resources, status differences, as Ridgeway observes, exist purely 

to express superiority over the one with less resources (Ridgeway 2013). This is manifested in 



the choice of lifestyle, manners, and surrounding material culture, such as sophisticated speech, 

clothing, and taste in art.  

Status legitimizes social inequality because it depicts status worthy people as more 

deserving, as opposed a mere view of resource or power as a source of capabilities and 

prohibition. Once status beliefs about a certain group gain social acceptance, the associations 

about what set the group apart will be validated, too.  

Researchers widely agree that status is the primary societal force behind luxury (eg. 

Leibenstein, 1950; Kapferer, 2009; Mason, 1992). From ancient ceremonies through gilded age 

mansions, to contemporary artisan handbags, people sought symbols communicating prestige 

and high social status. As an instrument to evoke social prestige, luxury goods have a long line of 

history to tap into inequality on the bases of knowledge, taste, and access. The desire to 

accumulate social prestige through luxury runs through the entire social world. As Belk points 

out, “even in third-world countries people are often attracted to and indulge in aspects of 

conspicuous consumption before they have adequate food, clothing and shelter” (Nash, 2011, 

p.68.). Luxury, however, comes in many shapes and forms depending on the consumers’ socio-

economic background and individual attributes. Thus, Humanistic Luxury needs to be studied 

under its very own lens. The ethical consumer is predominantly middle class and, as a result, 

Humanistic Luxury needs to be investigated as an instrument for class distinction (Adams 2008). 

Bourdieu’s sociological class analysis depicts distinction as a force that permeates 

through all areas in the conduct of life, including consumption. It is a source of self-

identification, signifying more than political stances, but also complex sets of tastes and 

preferences. These tastes and preferences serve as the basis of assessments of a person’s moral 



worth and social position. Thus, their origins are arbitrary, but their social meaning is always 

consequential, rendering classes and class fractions into social hierarchy.  

Pierre Bourdieu’s elaborations on the subject of ‘distinction’ first appeared in France in 

1979, impacting discourses on lifestyle, taste, and social class. Bourdieu depicts social sphere in 

a multi-dimensional space in which social groups are expressed in types of lifestyles, construed 

by their financial and cultural resources. Hence, as Bourdieu depicts, material embodiments of 

cultural resources are deeply ingrained in people’s everyday lives, skills, tastes, and habits. It is 

emphasized that value is subjective, however, not individual. Groups gather based on the cultural 

and economic resources they have, or rather the material embodiments that those are distilled 

into. 

Thus, distinctions manifest themselves in how we appear, what we consume, what we 

struggle for, what activities we engage in, and what aesthetics we value. Overall, this is 

positioning ourselves on an unconscious level, predisposing everyday social judgements of self 

and others, and ultimately articulating a hierarchy of taste, and triggering social reproduction.  

Sociological research has long explored the distaste the middle class keeps from  

working-class lifestyle (McRobbie, 2004; Nayak, 2006; Skeggs, 2005). According to Adams 

(2008), in the democratic world legal systems there is no longer a division of classes. However, 

to distance themselves culturally, economically, and spatially, the middle class dated tastes in 

order to create a distinction between themselves and the working class, ultimately creating and 

preserving social status. The cultural imagery of a distant working class reflects this distinction 

from a middle-class perspective. Humanistic Luxury narratives “represent a ‘deserving’ poor 

who are immediately recognized as such within the global system of representations accessible 



to the middle class” (Adams, 2008, p.1174.). He explains that the local working class was able to 

make an association with hard labor historically, even in times of economic hardship, rendering 

them as deserving, but only until the decline of industrialization (Adams, 2008).  

Hence, what Humanistic Luxury carries a main aspect of Fair-trade, providing an outlet 

for middle-class compassion but moves from the local “undeserving” working class to a distant 

“deserving” working class. The cultural imagery of Humanistic Luxury follows this idea: 

“deserving” workers from distant lands are pictured as active, engaged workers, who value and 

enjoy their work. They are working hard, but struggle to reach their aspired independence. 

“Undeserving” local workers, on the other hand, are often depicted as “un-modern, anti-

cosmopolitan, backward and worthless”’ (Adams, 2011, p.83.. They are work-shy and 

unambitious, and tasteless and ostentatious in their consumption practices. Moreover, Adams 

points out that on the one hand, with Fair-trade there is a validation for middle class status, but at 

the same time, there is a growing number of “losers”, not longer only in resources, but status as 

well (Adams, 2008). 

Hence, Humanistic Luxury may offer a way for consumers to reconcile the gaps between 

the haves and the have-nots by creating abstract exchange relations. Humanistic Luxury 

essentially allows consumers to expand their social context, at least for the time they interact 

with the brand, with the aim to distance themselves from lower classes locally through taste, and 

exhibit generosity towards the distant other with whom they are not in status competition in 

practice. This practice  also legitimizes their aspirations for power and resources on the basis of 

status, without explicitly being complicit in the growing societal inequality. Taste and personal 



values in consumption become points of judgments between consumers and their peer groups, as 

well as across reference groups.  

Today, consumption is drastically more inconspicuous than it once was, in Veblen’s time. 

Inconspicuous consumption includes categories of travel, wellness, quite aesthetics that 

emphasize quality, representing a way to success, a path to possibilities, and ultimately to social 

mobility.  Conspicuous consumption, on the other hand, is merely an end goal, a momentary 

pleasure for the sake of display. In this day of age there is an abundance of available consumer 

goods, however, social mobility seems to be restricted. Consequently, modes of inconspicuous 

and conspicuous consumption forms are sought out by different groups of consumers.  

This choice between inconspicuous and conspicuous consumption goes beyond the 

individual matter. Cobb noted earlier, too, that status may inflict hidden injuries to class and class 

members through a validating system of values through badges of ability, also known as status 

goods. This can only work if there is a scarcity of badges; or in the case of inconspicuous luxury, 

there are barriers to enter the marketplace of moral consumption as luxury brands today insinuate 

additional accomplishments and validation for social sensibility. Inside knowledge, information 

that is kept by a group that they know others don’t know, strengthens in-group identity. Products 

that constitute in this category do not need to be expensive for them to be luxury.  

As we have seen, status provides the foundation and backbone to Humanistic Luxury. 

There is not much inevitably luxurious in woven baskets, leather wallets, or stone vases. But by 

attaching rare and coveted values to those items, it is implied that only those who are in the know 

will have the cultural literacy to apprehend the value. Moreover, status also explains why 

Humanistic Luxury must tap into the distant working class, rather than searching social equity at 



home. Remaining local to uplift lower classes contradicts the desire to distance one self from the 

same lower classes. To mitigate this gap, Humanistic Luxury employs dislocation, ascribing 

prestige to one type of working class, and condemnation on another.   

Definition: the prestige and honor publicly ascribed to particular positions and occupations 

within society. 

Role: to create distance culturally, economically, and spatially from lower classes and class 

fractions. 

Working hypotheses: 

1. Humanistic Luxury consumers are aware of the growing inequality in the current class

system, and seek to exempt themselves from complicity in it. 

2. The aesthetics and cultural imagery of Humanistic Luxury reinforce the consumers’

sense of cultural and social sensitivity, ultimately elevating them above to those who are not 

receptive to these features. 

4.2. Generosity: Establishing Benevolent Personas in a Fragmented World 

“I think there’s an inner peace that you receive from it, if nothing else, knowing that you have 

been able to help somebody. You may never know ‘em. You may never see ‘em, but at least you 

have a good feeling, I guess, from the idea of helping somebody.” (Smith, 2014, p.55.) 

Generosity is “the disposition of freely giving one’s possessions, money, time, attention, 

and acts of kindness (the small acts of generosity that often go unnoticed) and more to 

others” (Rojas, 2014, p.9.). There are nine specific forms of the construct of generosity, 



according to Herzog and Price, that serve to enhance the well-being of others. The three most 

prominent are: giving time (volunteering for charitable causes), giving money (donating for 

charitable causes), and giving action (taking political action for charitable causes). In addition, 

there are six more forms: giving blood, giving organs, giving the property, lending possessions, 

giving sustainability, and giving attention (Herzog and Price, 2016).  

As several generosity-related research points out, it is essential to distinguish the concept 

from other, closely related terms, such as altruism, philanthropy, volunteerism, and helping 

behavior. Generosity is “person-focused and internal, meaning that each individual has her own 

perception of how generous she is independent of specific interactions or situations” (Gur and 

Olien, 2015, p.500.). Moreover, it is a learned character trait; rather than a situational behavior, it 

is a personal and moral orientation in life. Lastly, it is not only about giving but giving the things 

needed by others since generosity is always motivated by the enhancement of wellbeing. On the 

other hand, altruism, helping behaviors, and volunteerism occur outside of the individual, and are 

all situational. Philanthropy, as Gur and Olien note, is considered to be a pro-social act; however, 

it is driven by self-interest (Gur and Olien, 2015). Nevertheless, philanthropy and generosity are 

not mutually exclusive as a “generous person may engage in philanthropic behavior solely in 

order to promote the wellness of others” (Gur and Olien, 2015, p.500.). 

Individuals who adopt generosity as their core personal identity will exhibit a ‘generous 

identity’, according to Gur and Olien (2015). Nevertheless, generosity does not necessarily 

require an identity, as it can also be triggered by situation, mood, or calculation (Gur and Olien, 

2015). Nevertheless, it always serves as a social image. It is deeply rooted in our history; for 

example, in pre-archaic societies, among hunters and gatherers, high status was achieved not 



based on the quantity of the prey for personal use, but on how much the hunter was able to 

distribute back to his tribe (Hart, 1978). Generosity can reinforce a positive social reputation, as 

it helps to avoid the appearance of selfishness and greediness. Although the previous theory 

asserted that the intimidation and oppression of others lead to a higher status, according to 

Anderson and Kilduff, individuals can only pursue status by enhancing the apparent value they 

provide to the group, as dominance and the need for power are not socially valued (Anderson 

and Kilduff, 2009). Higher status can be achieved through “acting confidently, which suggests 

superior task competence, or by acting generously toward others, which suggests a strong 

commitment to the group” (Anderson and Kilduff, 2009, p. 295). This also suggests that status 

differences will be uniquely assigned by specific groups, as how they are judged will determine 

desired values based on their very own socioeconomic and cultural norms and needs. 

Furthermore, not only do status seekers provide help to others in the group, but they also seek 

less help, which will, in turn, make them appear to help to increase the total value of the 

collective. In addition, the higher an individual’s social connectedness is, the more likely his 

group will be aware of his competence and generosity. But while all of this is true for a close-

knit circle, an individual first needs to be accepted into such a group. And so, in the height of this 

urban-global era, signaling value and social identity are arguably more crucial than ever before. 

Humanistic Luxury brands propose a model in which they seek out artisans for 

production in areas that are low in economic but high in cultural resources. These brands justify 

their higher luxury margins not only by the luxury value they provide but by the value they bring 

to artisan communities, by essentially engaging them in ethical production. In the realm of 

Humanistic Luxury, it is essential to investigate the concept of generosity, as it provides access to 



middle-class consumers to enhance social status by a public display of generosity. This luxury 

category provides consumer goods and services founded on classic luxury frameworks, but 

rather than promising focus on the self, its brand communication underlines the value consumers 

create to wider society, ultimately showcasing their generosity rather than selfishness, leading to 

value proposition within a larger scale.  

Generosity is by no means a novel concept to luxurious consumption. Philanthropy and 

generosity have long been intertwined, but the central implicit promise of Humanistic Luxury is 

the assignment of a generous identity to its consumer, as well as the permission to consume 

without feeling guilt. By providing a facet of generosity, Humanistic Luxury effectively 

eliminates culpability is social fragmentation, actively encouraging a consumption in the name of 

benevolence. In other words, why status is the reason for the existence of Humanistic Luxury, 

generosity is the permission. 

Definition: the disposition of freely giving one’s possessions, money, time, attention, and acts of 

kindness and more to others. 

Role: to reinforce a positive social reputation by seeking less help and providing more value to 

the collective. 

Working hypotheses:  

1. Consumers seek Humanistic Luxury as permission to enjoy luxurious consumption,

while also validating their generous identity. 

2. Humanistic Luxury consumers do not have the financial and social capital to set up

humanitarian foundations but wish to identify with charitable giving publicly. 



4.3. Gifting: Shifting Theory into Action 

“The unreciprocated gift still makes the person who has accepted it inferior, particularly when it 

has been accepted with no thought of returning it.” (Marcel Mauss, 1954) 

The act of gifting has been long explored in the works of sociologists, anthropologists, 

philosophists, and archeologists as a medium to study kinship relations, social reciprocity, power, 

and economics. Mauss identified gifting as a practice that runs through archaic and modern 

societies, underlining the establishment and maintenance of social relations through its reciprocal 

nature. Gift exchange has a variety of functions and is what Marcel Mauss depicts as a ‘total 

social phenomenon’, connecting economic, social, aesthetic, religious, and juridical motivations. 

Through its threefold structure (giving, receiving and reciprocating), gifts serve as a medium to 

express love and appreciation, as well as to dominate, bribe, or manipulate, amongst others. As 

gifts may hold several types of values including economic, functional, social, expressive and 

sentimental, they are powerful to initiate group interaction, or facilitate rivalry; to maintain 

harmony, or trigger separation. Hence, the role of gift is less about the receiver but more about 

mutuality. A refused gift is a denied relationship, and so is an unreturned one. Reciprocation, 

however, is the confirmation of mutuality, and stability. 

There are four basic types of human relationships which underline the phenomenon of the 

gift exchange (Mauss, 1989, p.17.).  

“Human activities as diverse as arranging a marriage, performing religious rituals, 

making choices, judging what is morally good or wrong, or dealing with things or 



gifts, can be ordered into four fundamental models: ‘community sharing’, 

‘authority ranking’, ‘equality matching’ and ‘market pricing’” (Komter, 2007, 

p.21.).

First, in ‘community sharing’, exchanges are motivated by connectedness and so gifts are 

“markers of ‘community’”. These types of gifts are either based on the giver’s perception of 

what the receiver may need (food, care, services), or based on identification with the receiver 

(sentimental). Komter notes that this type of exchange is altruistic since its aim is to express our 

feelings towards the recipient (Komter, 2007). Nevertheless, while positive, it can consciously or 

unconsciously have a strategic aim as it can serve as an instrument to ask forgiveness, flatter, or 

in the case of charity giving another person, while the real recipient is the giver herself.  

Second, in ‘authority ranking’, an exchange is “motivated by a (conscious or 

unconscious) desire to emphasize one’s own status or power position” and so gifts are markers of 

“superiority in power relations” (Komter, 2007). Conspicuous consumption and prestige items 

are commonly instrumented here. As gifts are high in symbolic value, giving may confer high 

status, and the ability (or failure) to reciprocate affirms superiority or inferiority. Necessarily, 

symbolic value, as always, will be paired with social esteem (and ultimately socially accepted 

and encouraged values): both former and latter can be perceived and expressed in a variety of 

ways across classes and class segments. As a consequence, gift-giving is honor searching across 

society since it allows givers and receivers to channel economic wealth into symbolic power, and 

as such, receiving becomes an obligation. Relations of power inherently underline gifting, and as 

luxury, by definition, is the most difficult to attain, it may also be the most significant type of 

gifting in terms of the status establishment.  



Third, in ‘equality matching’, people exchange patterns are reciprocal and gifts are 

“tokens of balance” (Komter, 2007). Exchange is not influenced by need, merit, or status, but the 

desire to be equal.  

And fourth, in ‘market pricing’, gifts are mere tokens of economic value. 

To conclude, the motivation of gift exchange ranges from genuine generosity to pure 

personal gain. As such, its significance lays not in whether its morally good or bad, but on how it 

is able to maintain, develop and break social ties, both consciously and unconsciously. “The 

moral meaning of the gift depends on the nature of the social relations within which it is given, 

and on the conscious and unconscious purposes and motives of those involved in that 

relationship” (Komter, 2007, p.104.).  

Gifts and their givers can never be separated: gifts are expressions and confirmation of 

already existing or pursued dynamics. As a result, gifts are high in symbolic value. The act of 

giving may confer high status, and the ability (or failure) to reciprocate affirms superiority or 

inferiority. Necessarily, symbolic value will be paired with social esteem (and ultimately socially 

accepted and encouraged values): both former and latter are perceived and expressed in a variety 

of ways across classes and class segments. As a consequence, gift-giving is honor searching 

across society, since it allows givers and receivers to channel economic wealth into symbolic 

power, and as such, receiving becomes an obligation. 

Hence, consumers can perceive giving as luxury when 

“giving triggers significant transformations of non-related others (outward 

transformations), transforms the sense of self in relation to others (outward 

transformations), elevates the status of the self (upward transformations), and 



ultimately transforms the self (inner transformations)”, as Llamas and Thomsen 

observe (Llamas and Thomsen, 2016, p.2.).  

Thus, giving provides a crucial practical lens to study the transformation of self and, as 

such, it deeply correlates with the promise of luxury and the elevation of self through 

consumption. 

The idea of self-transformation, as Bauer and al. point out, pervades the luxury consumer 

category, both temporarily and permanently. “Luxuries in general have the potential to change 

individuals and transform them into their ideal self, as for instance making them ‘a better rider’, 

or ‘a better person’. Individuals feel magically transformed by what they drink, wear and use, 

which is independent of social approval” (Bauer et al, 2011, p.64). Hence, luxuries are symbolic 

resources that support individuals in defining themselves, and their social position and status in 

the social world. But as a segment of consumers do not want to be recognized for what they own, 

but for who they are, the act of luxurious gifting provides a tangible outlet to reach their aspired 

identities. 

At any rate, generous giving must be impactful enough to be perceived as something that 

results in a significant change in the life of the distant other. A few coins may not serve as the 

backbone of Humanistic Luxury, but the knowledge that a luxury good supported a person in 

need for a significant time, is. It essentially needs to be a voluntary act giving out resources that 

are significant enough to make an impactful difference in the lives of non-related others and the 

planet. In practice, luxury as giving away can be categorized into three categories: economic, 

cultural, social capital. 



The promise of transformation is set to happen across multiple touch-points in the 

Humanistic Luxury dynamic. Firstly, the non-related other’s (recipient) life will be ultimately 

improved as a consequence of the significant funds that are spent on improved working 

conditions, and other social programs tied to brand initiatives. Secondly, nature is perceived to be 

preserved for other living beings and future generations, according to the Humanistic Luxury 

brand promises. And thirdly, and most importantly, the ultimate transformation happens through 

the self. 

Thus, rather than understanding Humanistic Luxury as a notion of having, it can be 

depicted through the promise of Humanistic Luxury, which is ultimately giving, and the 

transformation of self through the transformation of others. Transformations are bound to take 

place outward (circumstance of the recipient, and as a ripple effect societally), inward (fulfilled 

sense of the giver and identity construction), onward (linking giver and recipient and ultimately 

strengthening humankind by finding common ground), and upward (conspicuous generosity may 

elevate the social status of the giver, and communicate her economic/intellectual capital). Giver 

as an identity is also a factor to consider as self-enhancement through gifting may be motivated 

by the enhancement of public image rather than a privately augmented feeling of self-worth. 

All in all, gifting is the activation of generosity. Without an actionable item, generosity 

remain a mere promise. Furthermore, the kind of giving that Humanistic Luxury entails appears 

to be one unreciprocated. Hence, consumers are able to uplift distant workers, but in return, they 

are not able to do the same, rendring them into an unequal dynamic. Gifting assures Humanistic 

Luxury consumers of their generous identity, a socially desired value, while adding another layer 

of intricacy and distinction to their social status both locally and remotely. Exploring this concept 



in greater detail shows that not only does the category create distance between Humanistic 

Luxury consumers and lower classes locally, but by creating a one sided activation through 

gifting, this unreciprocatable gesture will also present a subordinate rendering. 

Definition: a practice that runs through archaic and modern societies, underlining the 

establishment and maintenance of social relations through its reciprocal nature. 

Role: the practical application of generosity. 

Working hypotheses: 

1. Humanistic Luxury consumers seek to give to the distant other, but not to members of

local, lower classes, in the aim to tackle generosity and distinction at the same time. 

2. Humanistic Luxury consumers feel that the act of giving provides a tangible outlet for

symbolic transformation. 

4.4. Vanity: Uncovering the Synthesis 

“Empowerment today is something you gain through what you buy, what you 

wear to work out in, what you eat. That’s not empowerment. That’s purchasing 

power. That we can be a better, more liberated version of ourselves if we just buy 

this thing we don’t need that was probably made by women who are not 

empowered themselves is not feminism. It’s a con… Don’t get me wrong: the 

personal is political, and self-empowerment is a real and important thing. But 

when we’re sold the idea of power as a purely individual force rooted in buying 

stuff rather than a collective one with the potential to drive forward change, all 



that results is a kind of tokenistic personal brand politics that doesn’t go much 

further than the square crops of our IG feeds” (Allwood, 2018, p.1.) 

According to Hennings et al, vanity is  

“a personality trait that is mediated by social influences and social pressure. In 

this context, advertising media facilitate socio-cultural standards that portray 

physical appearance and professional success as a way to happiness. Some 

individuals try to conform to this ideal and demonstrate their own achievements 

and professional success by consuming prestige products” (Hennings et al, 2012, 

p.155.).

As luxury is a highly symbolically driven segment, consumers of this category are highly 

affected by an internal drive to create a positive social image through their luxury purchases. 

While it is certainly an important factor, buying to impress others is not the only reason behind a 

luxury purchase. As Hennigs et al. point out, consumer vanity plays an equal role in luxury 

consumption, explaining why certain individuals are more prone than others to consumer luxury 

goods. Consumer vanity describes a person’s definition of self-identity in terms of the perception 

of social achievements and physical appearance (Hennings et al, 2012). Cultures with a high 

degree of uncertainty avoidance and a high degree of power distance emphasize appearance 

aspects, while individualistic societies with more of an orientation towards performance aspects 

emphasize more individualistic performance. Accordingly, achievement-oriented individuals 

demonstrate their status through the consumption of products as a visible sign of their success, 

conspicuously or inconspicuously. Inconspicuous goods differ from conventional status goods 

because rather than signaling financial success, they serve to convey cultural capital. As Currid-



Halkett observes, inconspicuous status goods can only be accessed through rarified information, 

such as subtle symbols, cultural capital, or language:  

“aspirational class members shape and demonstrate their position through 

information they can attain only through their peers as purveyors of cultural 

capital… Nonmonetary, nonfunctional goods may cost the same in price, but the 

cost of information, rather than the actual cost of the good, is what creates the 

barrier” (Currid-Halkett, 2017, p.51.) 

Thus, it appears as inconspicuous luxury goods are equally translatable into images of 

achievements and success. But instead of concentrating on financial capital, they emphasize the 

importance of cultural capital, a choice of a set of values they desire to dignify and be associated 

with. 

Humanistic Luxury brings together two opposing components: one that emphasizes social 

status through achievements overtly (vanity), and another one that draws importance on social 

harmony. Dialectics serves as a framework to resolve the paradox that constructs Humanistic 

Luxury, bringing reconciliation to the tension that rises from an overt display of status and yet 

wants to avoid appearing self-centered. The concept of humanism and the concept of luxury 

seem to contradict one another, and yet, they give rise to a niche, a flourishing luxury category. 

Hence, while the two concepts stand as two opposites, there is a need to explore the compromise 

between the two. 

Hegel, in his dialectics, states that ideas are constructed in partial truths, and they need to 

be studied in their completeness, rather than as separate, culminating ideas. Thus, while at first, 

elements may appear opposing each other, investigating them in their totality allows the 



researcher to understand the subject matter in its entirety. Thus, a thesis appears to be one single 

idea. This single idea, nevertheless, is incomplete but gives rise to the antithesis, a clashing idea. 

The synthesis emerges from this conflict, reconciling the truths contained in the thesis and 

antithesis, ultimately bringing them together in resolution, generating a new thesis.  

To come to the point, vanity is the synthesis that holds together Humanism and Luxury. 

Humanism alone is concerned with the dignity of others, while Luxury emphasizes the dignity of 

the self, before others’. Humanistic Luxury is a bargain between these oppositional values 

mitigated by vanity, a concept that is the importance of validation from others. And so, while 

generosity is permission, gifting is activation, status is the social reason, vanity is the personal 

motivation that sets the idea into motion. 

Definition: a person’s definition of self-identity in terms of the perception of social achievements 

and physical appearance. 

Role: external validation  for achievements and appearance 

Working hypotheses: 

1. Humanistic Luxury corresponds to the Humanistic Luxury consumers’ definition of personal

success. 

2. Humanistic Luxury consumers value artifacts produced by the distant other because it

confirms their perception of success while also confirms their social distinction, locally. 

4.5. Western Saviorism: The Ultimate Misunderstanding   



“One song we hear too often is the one in which Africa serves as a backdrop for 

white fantasies of conquest and heroism .... Africa has provided a space onto 

which white egos can conveniently be projected. It is a liberated space in which 

the usual rules do not apply: a nobody from America or Europe can go to Africa 

and become a godlike savior” (Straubhaar, 2014, p.384.) 

“In the terrain of cultural studies, what is important to consider in this context is how 

certain inequalities and relationships of domination are constructed and maintained and how 

different populations are disempowered and marginalized in the process” (Aronson, 2017, p.41.). 

Uniquely Western features are a classical legacy: Western Christianity, European 

languages, separation of spiritual and temporal authority, rule of law, social pluralism and civil 

society, representative bodies, and individualism (Huntington, 2014). As Huntington points out, 

while individually none of these factors are unique to the West, it is the combination of factors 

that culminate into the distinctive quality of the West, as opposed to other cultures (Huntington, 

2014). Moreover, many of the above features contribute to the “emergence of a sense of 

individualism and a tradition of individual rights and liberties unique among civilized 

societies” (Huntington, 2014, p. 33). This observation is crucial because it provides a key to the 

perception of humankind and its problems. The core idea implies that each individual is equally 

important and thus equally responsible for the welfare of the society, providing a crucial 

foundation to the notion of Human Rights, which is understood based on the Universal 

Declaration of Human Rights adopted by the General Assembly of the United Nations in 1948.  

But what is the foundation of one culture does not translate automatically into the 

foundation of another. Thus, applying Human Rights, a Western Concept emphasizing the 



welfare of an individual as the prerequisite of the welfare of a society, to an already existing 

culture built on a set of strikingly different values will be problematic. Pannikar suggests that 

instead of approaching cross-cultural and social matters through mere analogies, one should turn 

to the homeomorphic equivalent as no culture, tradition, ideology, or religion can speak for the 

whole humankind, let alone solve its problems (Pannikar, 1982). If, for instance, “Human Rights 

are considered to be the basis for the exercise of and respect for human dignity, we should 

investigate how another culture satisfies the equivalent need” (Pannikar, 1982, p. 78): 

“Perhaps a suggestion here may prove helpful. Playing on the metaphor of the 

knots (individuality) and the net (personhood) we could probably affirm that 

traditional cultures have stressed the net (kinship, hierarchical structure of the 

society, the function to be performed, the role of each part in relation to the 

whole), so that often the knot has been suffocated and not allowed sufficient free 

space for its own self-identity. On the other hand, Modernity stresses the knots 

(individual free will to choose any option, the idiosyncrasies of everyone, the 

atomization of society) so that often the knot has been lost to loneliness, alienated 

by its own social mobility, and wounded (or killed) in a competition with other 

more powerful knots Perhaps the notion of personhood as the interplay between 

the knots and the net, as well as the realization that freedom is not just the 

capacity to choose between given options but also the power to create options, 

could provide a starting point for the proposed fecundation” (Pannikar, 1982, p. 

102). 



This is the ideological context in which the Western consumer of Humanistic Luxury 

seeks meaningful economic exchange. She seeks to uplift distant communities, but her 

motivations are not entirely clear since luxury and social status are inherently intertwined. 

Research is required to see whether the consumer is purely seeking to gain status through 

becoming what Maurantonio (2017) calls the “white savior”, the redeemer of the weak.  

“This idea that it is the role of the White outsider to ‘lift’ the poor and oppressed 

in developing countries seems universal in the Western world and its thinking, 

with a continual reflection in literature (Cornett 2010) and film (Hughey 2010; 

Vera and Gordon 2003) from the colonialist British novel (McInelly 2003) to the 

2009 film Avatar (Cammarota 2011; Ketchum, Emrick, and Peck 2011). 

Moreover, the notion of the White Saviour is in line with an extended history 

from the heroic colonizing force to civilizing primitive tribe, intimately tied to a 

sense of moral responsibility, rooted in paternalistic racism” (Maurantonio, 2017. 

p. 4).

In short, there is an overstatement of the white development, and a creation of narrative 

that emphasizes white individuals as the sole providers of information and resources that 

contribute to significant change, and a higher quality of life. According to Freie, practitioners 

need to give up their “expert” status- otherwise expert status, opinion that was developed from an 

outside perspective will widely be seen as more valuable than local, insider knowledge.  

In Pedagogy of the Oppressed, Paulo Freire (1970) first identifies where such individuals 

are coming from in their upbringing, drawing a clear line between those who are benefited by 

structural social inequalities and those who are the victims thereof, calling them (respectively) 



the oppressor and the oppressed. From a Freirean perspective, there is a great deal of personal 

transformation that must be undergone by socially privileged individuals who decide to join in 

progressive work towards radical social action alongside marginalized groups or peoples. Freire 

has often warned that such individuals can reinforce the violent dialectic between the oppressors 

and the oppressed if they insist on their own leadership and the implementation of their own 

ideas within the revolutionary struggles of the oppressed, failing to trust the capacity of those 

who have not received access to the same education and resources that they have enjoyed. As he 

states: 

“Our converts, on the other hand, truly desire to transform the unjust order; but 

because of their background they believe that they must be the executors of the 

transformation. They talk about the people, but they do not trust them; and 

trusting the people is the indispensable precondition for revolutionary change. A 

real humanist can be identified more by his trust in the people, which engages him 

in their struggle, than by a thousand actions in their favor without that 

trust” (Freie, 1970, p.60.). 

Humanistic Luxury employs exclusively remote, non-Western communities for 

production, while both brand professionals and consumers of the niche are distinctly Western. 

From this observation, a key implication arises. Executive and consumer perceptions of what a 

good life is may be disconnected from the distant other’s social habitus. Moreover, it is not part 

of standard practice for brand professionals to apply ethnographic research prior to, or work 

through collaboration throughout the production chain. Further research on  perceptions of the 



consumers is essential to understand their viewpoint on the type of social change they are 

compelled to support.  

When studying Humanistic Luxury, one can not neglect the unintended exploitation that 

takes place under the disguise of social uplift. This category is catered to Western, wealthy, white 

consumers who wish to elevate people of color and struggling nations, without necessarily 

understanding what those are in need for. Humanistic Luxury brands rarely, if ever, provide 

detailed sets of data on their undertakings or results. Narratives are based on Western beliefs of 

what is needed for a better (implicitly Westernized) life, and proof is portrayed through 

storytelling, idealized visuals. Since there is no known methodological research on specific 

social programming unpacking the unique sets of needs of distant communities, neither specific 

figures on the impact of the commercialization of their craftsmanship, consumers are left to 

make decisions based on their beliefs and hopes, rooted in their projections more so than in 

reality. 

Definition: the quest to redeem the weak in a battle for their dignity and higher quality of life-

based on the notion of Human Rights to gain social prestige, without taking local social systems, 

or cultural philosophy, into account. 

Role: provides an emotional experience that validates privilege 

Working hypotheses: 

1. Humanistic Luxury provides a short-lived emotional experience that validates the consumer’s

privilege.  



2. Humanistic Luxury consumers believe that Western models and philosophies need to be

applied to non-Western cultures to tackle vulnerability. 

5. Discussion

In short, there is a new luxury consumer category on the rise: Humanistic Luxury. It is an 

inconspicuous segment, that combines moralism and status-seeking. It compasses young, 

educated, and globally-minded professionals, creating a sense of belonging, a sense of purpose, a 

sense of pride in the realm of capitalism. But behind the facet of the betterment of the world with 

the help of goods, there are other, deeper, and perhaps more troubling ideas that are worthy of 

further investigation. If Humanistic Luxury is validating, what are the exact values it provides 

through monetary actions? How do they want to be seen as, and what are the ideas that they seek 

alienation from? And most importantly, what are the hidden injuries inflicted on those with no 

access?  

As we have seen, luxury has been used as an instrument to obtain and hold power for the 

last 3000 years. As Western societies departed from centralized authorities to more diffused 

hierarchies over time, a multiple versions of luxuries came to co-existence. This did not mean the 

end of the category, nor equity amongst those co-existing luxuries. Each and every sub-type is 

the embodiment of those values held highly by their proprietors, signaling superiority within the 

group, and distinction, outwardly. They are quiet forces that reveal and emphasize differences, 

and justify superiority. As luxuries are enablers of social competition, by definition they can not 

remain neutral of socially benevolent. It appears, as though Humanistic Luxury strives to bridge 

the human need to exhibit hard-to-access but highly desired in-group values (intellect, 



compassion, worldliness) and mitigate the negative social impact by tapping into generous 

givings to distant others (who are perceived to be outsiders to the local social competition) in an 

attempt to find compromise between conflicting ideas. 



IV. Methodology and Methods

1. Context of the Study

As it has been described in the previous chapters, the last decade established a new 

luxury niche category: Humanistic Luxury. Not yet recognized in academia, and trivially 

explained in the marketing literature, there is a strong need to relate prosocial luxury 

consumption to societal theory in order to understand its functions and consequences. While 

Humanistic Luxury may only be accessible to a small population, it cannot be isolated and 

reduced to an upper-middle-class oddity. The phenomenon needs to be further investigated 

within the realm of sociology as the discipline enables “prediction and explanation of behavior; 

to provide intel for practical implications; to provide perspective on human behavior, and to help 

guide researching the above” (Glaser and Strauss,1967, p.3.). Hence, “theory in sociology is a 

strategy for handling data in research, providing modes of conceptualization for describing and 

explaining” (Glaser and Strauss, 1967, p.3). 

This chapter details the chosen methodology, research design, and process, and data 

analysis to ultimately answer those questions. 

Through exploring the topic of luxury both across time and space and in its semantic 

context, it became clear that the study of Humanistic Luxury is hardly negligible. Just like every 

new form of luxury throughout history, it is by no means a frivolous or trivial  medium meant for 

pure adornment and pampering, rather  an indicator of deeply-embedded power relations. Luxury 

goods translate into essentially what Jonathan Cobb (1993) calls “badges of honor”. Whether 

they reflect financial, economic, or social achievements, they show what is valued by given 

classes or class fractions, as well as their access to it (or lack thereof). In short, although the 



manifestations of luxury can be somewhat arbitrary, their underlying drivers are worthy of being 

studied, since they have a deep capacity to narrate deeper tales on values, social identity, and 

domination. In other words, mapping up these badges of honor may contribute to invisible 

disability creation and practice of (unintended) social dominance. 

Humanistic Luxury seemingly divorced from already existing ideas of luxury, and, as a 

result, understanding it appears to be more complicated. For some, it embraces a social 

contradiction in  the intersection of luxury and humanism, hiding its social implications from 

plain sight. For others, its determinants seem to divorce from the original luxury category: price 

not always indicative, nor is a rarity in terms of ingredients. It can be detected through careful 

visual language, only by the ones in the know, it is highly inconspicuous. It seems as though 

Humanistic Luxury was  a distinction on the basis of morality.   

To truly understand this peculiar new consumer segment both on the micro and macro 

level, and to put ‘the strange in the familiar’ and ‘places individuality in social context’, further 

sociological research is justified. The following sections of this dissertation will layout the most 

logical way to proceed, including the most fitting methodology and methods. 

As basic research, this dissertation is set to discover the truth behind this new type of 

consumer category, with the aim of contributing to fundamental knowledge and theory. This 

research was conducted with the assumption that our social world is constructed through the 

continuous deduction of meaning; and these meanings can be categorized, filled with properties, 

and explained. Thus, this deep research is moving impressions to underpinnings, observations to 

theory, all in an expansion of the already existing scientific knowledge base. 



2. Research Approach

To conduct a deeper investigation, this doctoral dissertation applies a qualitative 

methodology to research Humanistic Luxury consumers’ motivations to their ethical luxury 

purchases, that has previously been unexplored. Within qualitative methodology, this thesis relies 

on constructivist grounded theory methodology. 

Ontologically relativist (what can be known about reality), and epistemologically 

subjectivist, (our beliefs about one might discover about the world), this approach to 

constructivist grounded theory methodology (the actual tools and techniques of the research) 

emphasizes “multiple individual realities influenced by context” (Charmaz, 2014). Thus, rather 

than having the confidence in one, unified meaning that supports all kinds of human experience, 

this is a procedure that accepts multiple realities. Moreover, as a direct result, it also takes into 

account and emphasizes the role of humanness, and multiple perspectives that  can take place in 

the persona of the interviewer and interviewee. In research tackling class differences within and 

across classes and cultures, this approach does  not only seem to be justified, but necessary. 

Given the differences in social positions, sociocultural connotations, and privileges, it is 

inevitable for biases to take place. At any rate, the aim of the next section is to give a detailed 

overview of the chosen methodology, as well as the concrete steps to apply the methods, 

following the path of Kathy Charmaz.   

Since Humanistic Luxury is a novel topic and research on it is still lacking, a 

methodology was sought out for discovery and exploration. Moreover, as a researcher in 

training, a methodology with clearly defined steps and guidelines to gather, synthesize, and 

analyze data was highly in quest. As a result, a qualitative study utilizing grounded methodology 



to investigate the underlying consumer motivations of Humanistic Luxury is being utilized, to 

understand the paradox that promises to break down social barriers, while ensure consumers of 

their existence.  

Grounded methodology explicates a phenomenon from the perspective and context of the 

consumers, and equips the researcher to generate theory as a direct result to multiple stages of 

data collection and analysis. This assures not only an effective approach to build new theory to 

understand the emerging phenomenon of Humanistic Luxury but the detailed and systematic 

procedures of data collection and analysis ensure high quality of emergent theory. Moreover, 

rather than to assume that all consumers are motivated by the same consumer motivations, 

grounded theory seeks to explore the range of voices, identities, and goals.  

According to Charmaz (2014), by the mid-1960s, quantitative research dominated over 

qualitative research in the United States. Qualitative methods became mere instruments to 

conduct more precise quantitative techniques, suitable for verifying already existing theories, but 

lacking the explanatory nature of qualitative research allowing for the discovery of new theories. 

As a response to this, grounded theory was developed by two sociologists, Barney Glaser, and 

Anselm Strauss.  

They argued that researchers needed a method that would allow them to move from data 

to theory so that new theories could emerge. Thus theories would be directly grounded in 

emerging data, rather than being rooted in preexisting theory. Grounded theory was designed to 

develop new, contextualized theory.  

As Charmaz points out, grounded theory “marries two contrasting-and competing-

traditions in sociology as represented by each of its originators: Columbia University positivism 



and Chicago school pragmatism and field research” (Charmaz, 2014, p.6.). Glaser's rigorous 

quantitative training at Columbia University emphasizes logic and systematic approach, while 

Strauss stresses the “notions of human agency, emergent processes, social and subjective 

meanings, problem-solving practices, and the open-ended study of action to the grounded 

theory” (Charmaz, 2014, p.7.). 

Together, they have created grounded theory involving the constant and identification and 

integration of data into categories.  According to Creswell (2014), ground research theory’s main 

defining features are two-folded: (1), the constant comparison of data within research, and (2) 

theoretical sampling to maximize similarities and differences of information.   

“The aim of doing grounded theory research is to examine individual and collective 

actions, as well as define social and social psychological processes” (Creswell, 2014, p.424.). 

Moreover,  

“grounded theory fosters showing how inequalities and discriminatory practices 

are enacted. Thus, these methods can produce interpretive analyses of how 

structural actions affect larger social structures… Grounded theory supplies tools 

to discover the ideological roots of implicit meanings, actions, and larger social 

processes of which people may be unaware” (Creswell, 2014, p.424.). 

Since the original grounded theory was developed in 1967 by Glaser and Strauss, the 

theory has been revisited by other theorists which resulted in  different versions. Nevertheless, it 

has retained its defining characteristics:  

“it begins with inductive data, involves simultaneous data collection and analysis, 

relies on comparative methods, explicitly focuses on analysis and theory 



construction, provides tools to study action and process, and contains strategies 

for developing, checking, and strengthening original analysis” (Denzin and 

Lincoln, 2017, p.412.).  

Grounded theory methodology is an explorative system that comes in various 

worldviews, a basic set of beliefs that guide action (Creswell, 2014). These worldviews contain 

the beliefs and assumptions the researcher holds when she begins a research study, ultimately 

affecting the specific methods and procedures that are applied to the study. Consequently, 

grounded theory methodology, too, can be understood and applied in several ways.  

There are three different approaches to grounded theory: classic (Glaser 1992, 2002), 

Straussian (Strauss and Corbin 1990, 1998) and constructivist (Charmaz 2000, 2006). This 

section is set to draw the philosophical underpinnings of each, making clear why this dissertation 

decided to follow the latter.  

Studying philosophical underpinnings is crucial as they directly impact how the 

phenomena are being studied, both in understanding data and how it is gathered and interpreted. 

As a consequence, landing on a specific philosophy will specify the mode of methods and 

analysis.  Philosophical assumptions have two large components: the ontological position (what 

can be known about reality), and epistemological positioning (how knowledge is developed). 

The major ontological assumptions are naive realism, critical realism, and relativism. Naive 

realism claims that physical and social realities exist independently from personal experiences, 

values and beliefs; critical realism also asserts physical and social reality independent from the 

researcher, however it also more skeptical and recognizes that observation can be erroneous; and 



finally, the relativist ontological position emphasizes subjectivity in which the social world is 

perceived (Guba 1990).  

Epistemological assumptions reveal what one may discover about the world. It tackles 

knowledge, or as Rosenthal and Rosnow define it: ‘the origin, nature, methods, and limits of 

human knowledge or human understanding of the world’ (Rosenthal and Rosnow, 2008, p.744.). 

The main epistemological positions include objectivism, subjectivism, and constructivism. 

Objectivism suggests that knowledge exists independently from consciousness, waiting to be 

discovered. According to subjectivism, knowledge is subjective and can be found through the 

individual’s own lens, emphasizing the role of the researcher. And finally, constructivism says 

that all knowledge emerges from human experience, and as a result, both interviewer and 

interviewee will filter knowledge through their perspective, shaping the knowledge that will 

ultimately emerge. As Crotty (2015) points out, constructionism sits in between the two 

extremes: objectivism and subjectivism. Thus, this research is not value-free, but reflects my  

understanding, interpretation, and values inevitably, as making sense of the interactions.  

As stated earlier, this research is ontologically relativist, epistemologically subjectivist, 

and follows a constructivist grounded theory methodology developed by Kathy Charmaz. 

Opposed to positivist Glaser and pragmatic Strauss, the Charmaz methodology is relativist 

towards knowledge. Social constructivists believe that individuals develop varied subjective 

meanings of their experiences. Because of this diversity of historical, social, and situational 

conditions, they seek the complexity of meanings and voices. From a social constructionist 

perspective, the grounded theory does not capture social reality; instead, it is itself a social 

construction of reality. The constructivist grounded theory rejects the idea of objectivity, 



considers both researchers and participants’ standpoints, and allows adopting sensitizing 

concepts such as status, generosity, gifting, vanity, or Western Saviorism.  

While positivist sociology is grounded in the belief that there is a unifying common 

sense, constructionists deny that there is an objective reality. Constructionists believe that the 

world is constructed through the realities of multiple individuals, and, as a result, are concerned 

with how human interaction helps to create social reality. This difference directly impacts one’s 

approach to methods. Since constructivism emphasizes the meaning of co-creation between the 

interviewer and the participants, this worldview seems more fitting for research with this level of 

diversity in terms of class and cultural differences. With values and privileges being so strikingly 

unevenly distributed, it is clear that the researcher’s already existing values cannot be removed, 

and will inevitably affect data collection, coding, and analysis. Glaser’s positivist approach 

presupposes that a researcher can go into research with a blank slate, however, that seems hardly 

realistic as the sample gets more heterogeneous. In the case of Humanistic Luxury, the initial 

sampling was based on criterion sampling, requiring consumption of Humanistic Luxury goods 

and/or services, leaving the interviewees to be fairly diverse, and this diversity only became 

more apparent at the theoretical sampling stage. 

Charmaz claims the following assumptions:  

“(1) Reality is multiple, processual, and constructed—but constructed under 

particular conditions; (2) the research process emerges from interaction; (3) it 

takes into account the researcher’s positionality, as well as that of the research 

participants; (4) the researcher and researched co-construct the data—data are a 

product of the research process, not simply observed objects of it. Researchers are 



part of the research situation, and their positions, privileges, perspectives, and 

interactions affect it” (Charmaz, 2014, p.6.).  

Thus, research always reflects value positions, both from the side of the researcher and 

the side of the interviewees, making complete objectivity an impossible standard to aim for. In 

short, subjectivities will be embedded both in data collection and analysis. Charmaz’s 

constructivist methodology affords the researcher rigor  to gather data, create an informal system, 

recognize patterns, and develop a theory that links patterns and concepts together.  

Considering the disparities between worldviews will also affect the theory, the ultimate 

goal found via comparative analysis. A constructivist approach means more than looking at how 

individuals view their situations. It not only theorizes the interpretive work that research 

participants do but also acknowledges that the resulting theory is an interpretation. The theory 

depends on the researcher's view; it does not and cannot stand outside of it. Granted, different 

researchers may come up with similar ideas, although how they render them theoretically may 

differ. Comparative analysis can generate two types of theory: substantive and formal theory. 

While the substantive theory is developed for a specific area of inquiry, the formal theory is for a 

conceptual area. The theory derived from this thesis is substantive, and while only covers a 

narrow area in the contemporary conduct of life, it is set to refine formal theory, ultimately 

serving a strategic link to wider and deeper academic knowledge. 

3. Research Process

The research process of this dissertation has followed the traditional approach to 

grounded theory methodology. In accordance with the constructivism, sensitizing concepts were 



applied, however the findings were all based on the analytic codes and categories that were 

derived from data. Sampling was devised on targeted theory construction, rather than general 

population concerns. And finally, the theory was constructed through simultaneously collecting 

and comparing data.  

In contrast to positivist approaches of grounded theory methodology, Charmaz proposed 

that sensitization is not only allowed, but vital for a well planned and executed research, as  

“sensitizing concepts and disciplinary perspectives provide a place to start, not to 

end” (Charmaz, 2014, p.16.). They are by no means “forcing” preconceived ideas onto data but 

are “viable means of gathering data to one grounded theorist could be defined as forcing the data 

into a preconceived framework by another” (Charmaz, 2014, p.18.). They are tentative tools and 

frames of reference for developing ideas about processes that define data. In the case of this 

dissertation, both the close study of historical discourse analysis and conceptual analysis were 

applied as a foundation to theory creation. This was performed for multiple reasons. First, it 

ensured a clear understanding of what the very concept means socially, culturally, and 

economically to various social groups. Second, it provided the nuances in perspectives against 

the social and economic backdrops of each era. And finally, it yielded the bases for constructing 

guidelines for the initial sampling, and research questions, providing clearly defined objectives. 

The objective of this research is to explore consumer motivations that lay behind 

Humanistic Luxury consumption, finding dominant patterns and their relations to one another. 

For this reason, a series of deep interviews permit in-depth exploration of the Humanistic Luxury 

experience and phenomenon through the participants’ interpretations and perspectives. Hence, 

criteria  selection needs to be applied since the most important factor for sampling is to engage 



with subjects who have had personal experience with the phenomenon. One of the features of a 

grounded theory method is that the number of respondents (sample size) cannot be 

predetermined in advance. Nevertheless, first, a small sample of at least 8 interviewees was 

selected. 

Humanistic Luxury is primarily a marketplace that lives online. Brick and mortar 

boutiques are scarce, and devotees are most active in their consumption and discourse in the 

Cloud. For this reason, the sampling process took place on Instagram where identification of 

consumers is apparent, and consumers were accessible directly. The benefit of this recruitment 

was multilateral. For once, by using hashtags, such as #humanisticluxury, #ethicalluxe, 

#ethicalluxury, #consciousluxury and so on, a clear segmentation became instantly available. 

Second, this platform gave global access to consumers who are keen to establish a public identity 

related to Humanistic Luxury, becoming more prone to communicate experiences and opinions 

in an articulate, expressive, and reflective manner.  

The in-depth interviews were conducted in person in New York City, or, alternatively via 

Skype video. While some research expresses concerns over phone interviews (Novick, 2008), 

others support this method (Cachia and Millward, 2011), stating that the interviewee is provided 

more emotional support through engaging conversation from their own home. An equally 

important factor was that it allowed the dissertation to embrace a global sample on a limited 

budget. Accessing a global sample seemed vital from the beginning of the process, seeing that 

this niche consumer segment can be found  across cultures. Each conversation lasted between 40 

minutes and  an hour with the aim to generate rich data. Rich data contains enough background 

data about persons, processes and settings to portray a range of perspectives of Humanistic 



Luxury. It provides a detailed description of the participants’ views, intents, and actions, and 

reveals what lies beneath the surface of the phenomenon, ultimately providing consumer 

motivations that drive Humanistic Luxury. Hence, the gathered data, whether via Skype video or 

in-person, was sufficient to develop analytic categories that can serve as points of comparison to 

develop theory. 

The following research questions were developed based on the Charmaz model (2014). In 

addition to the framework Charmaz provided, Patton’s studies on qualitative research questions 

proved to be invaluable in generating inquiry regarding behavior, options/values, knowledge, 

feelings, and background, shaping data into a well-rounded, rich-data source. 

Initial Open-ended Questions 

1. Tell me about how you came to learn about Humanistic Luxury.

2. What do you think resonated with you the most?

3. Who, or what influenced your encounter with Humanistic Luxury? Tell me about you

discovered this category. 

4. What kind of luxuries did you buy before?

5. How would you describe the person you were then?

6. How would you describe the people who are interested in Humanistic Luxury? What values do

they hold? What work do they do? 

Intermediate Questions 



1. Tell me about your thoughts and feelings when you learned about Humanistic Luxury?

2. How have your thoughts and feelings about luxury changed since you engaged in Humanistic

Luxury? 

3. What kind of impact are you hoping from your Humanistic Luxury consumption?

4. What drives you most to Humanistic Luxury?

5. Could you describe the most important issues Humanistic Luxury corresponds to?

6. Where do you see yourself in two years [five years, ten years as appropriate]? Describe the

person you hope to be then. How would you compare the person you hope to be and the person 

you see yourself as now? 

Ending Questions 

1. Tell me about how your views may have changed since you have been engaged with

Humanistic Luxury? 

2. How have you grown as a person? What do you most value about yourself now? What do

others most value in you? 

3. Is there anything that you would change about Humanistic Luxury?

4. Is there anything else you think I should know to understand better?

5. Is there anything you would like to ask me?

These questions were set to reveal participants' views, feelings, and intentions in their 

contexts. Some of the questions are asked repeatedly, though in different forms, to gain more 



information and to get a more detailed, in-depth answer that served as the base for comparative 

data analysis. 

Coding is a crucial step between data collection and theory development. As Charmaz 

puts it, “grounded theory coding generates the bones of your analysis. Theoretical integration 

will assemble these bones into a working skeleton” (Charmaz, 2014, p.45.). Initial coding was 

the first step to process data, followed by focused coding, and, finally, theoretical coding. Initial 

coding was conducted line-by-line, ultimately breaking up data into their component parts and 

properties, making the implicit actions and intentions explicit. Focused coding used the most 

frequent or significant initial codes to sort and synthesize the collected data, identifying 

similarities, differences, and linkages. As a result, in the early stages of analysis, coding was 

largely descriptive. As coding progressed, categories were compared against one another, with 

global actors, increasingly more analytical categories, and preliminary relations between those 

emerging. Theoretical coding, at last, served to analyze how categories and codes related to each 

other and integrated into a theory. While initial and focused coding were created from data, 

theoretical coding applied to  external ideas and perspectives in order to integrate elements into 

one, coherent theory. 

During this last phase, memo writing was applied. Memos, once again, following 

Charmaz (2014), were conducted in an informal fashion. Some longer, some shorter, and all 

unstructured, they all serve the function of developing fresh novel ideas, demonstrating 

connections between categories, and discovering gaps in data collection. 

Once theoretical coding was conducted, initial elements of the theory began to emerge, at 

the same time,  gaps were  filled in order to develop the theory further. For once, there was a 



strike difference between Western and non-Western perspectives based on their relation to 

consumerism. While it appeared that Western consumers base their identities and channel their 

personal values through their consumption practices, the dissertation lacked enough data to 

understand whether this was an all-around Western phenomenon, or restricted to areas of the 

West. In addition, non-Western voices seemed to be underrepresented in comparison to Western 

voices, making it difficult to meaningfully find patterns of philosophical, emotional, and 

behavioral typologies.  

As a logical next step, theoretical sampling was applied to further define categories and 

social patterns that drive consumer motivations behind the consumer category of Humanistic 

Luxury. In hope to further refine and verify the already existing categories, and saturate them 

with properties generating more insights, the next phase included theoretical sampling. Hence, an 

additional six interviews were conducted. By this point, the research entailed 14 deep interviews 

with participants from 11 countries. 

4. Further Considerations

The series of interviews taken for this dissertation sought out personal opinions through 

consumer habits to understand the power dynamics of a larger social fabric. To ensure that these 

personal options were as deep and honest as possible, all participants taking part in the research 

were assured of complete anonymity. To ensure this anonymity, their names remained hidden to 

all but the researcher, and their biographical details were withdrawn in order to preserve their 

anonymity. This approach helped to establish open communications, as well as to avoid any 

misrepresentation of the interviewee.  



The participants were informed of the researcher’s identity, as well as the aim of the 

dissertation, including how the results would  be used and preserved. Communication was clear, 

and multiple opportunities were provided for further clarification if needed. 

From sampling through interviewing to analysis, respecting interviewees was highly 

critical, not tolerating any forms of discrimination on bases of age, sex, national origin, gender, 

race, health conditions, or marital status. Sensitivity towards cultural and social standings was 

crucial, as well as respecting the different values, attitudes and opinions, that differed from the 

researcher’s own. This latter point is especially crucial because while constructivist grounded 

methodology assumes biases, it is also the researcher’s moral and professional obligation to 

minimize those and eliminate value judgments as much as it is possible. 

Reliability refers to generating similar results consistently under the same circumstances, 

repeatedly over time. When similar results may be prompted under identical conditions, the 

measurement is understood as reliable. 

Because this research kept on generating new interviews until no significant new 

information was revealed, it can be considered reliable. Nevertheless, some scholars argue that 

grounded theory research methodology needs to take at least 40 interviews into account to be 

regarded as dependable. 

Sampling may be a root of unreliability. For this research, criterion sampling was used, 

with the condition of preexisting purchase of Humanistic Luxury. As the data analyses 

progressed, it became clear that there were three main subgroups: North American, European, 

and developing country consumers. Hence the second round of interviews added a geographical 

component as the second condition to the criterion sampling. This may raise some concerns: (1) 



not all parts of the world’s consumers are equally represented; (2) there are varieties within the 

three territories that are not accounted for, (3) sampling was conducted through Instagram or 

referrals (snowball sampling). While sampling methods were appropriate and allowed research to 

tap into a narrow, and difficult to find niche, tight bonds and shared pools may also carry bias. In 

addition, there may have been populations whose perceptions could differ but were not taken into 

account for this research.  

Validity refers to how accurately the methods measure what they were intended to assess. 

High validity ensures measurements (properties and characteristics) to be valid. There are four 

ways to evaluate validity: (1) construction validity measures whether the test has measured what 

it was intended to; (2) content validity refers to whether the entire concept was mapped up; (3) 

face validity tests whether the methods are the most suitable to achieve their aims, and (4) 

criterion validity estimates to what extent measurements are similar to other researches’ 

measurements. 

The initial aim of the interviews was to assess the motivation that drove consumers to 

buy  into the paradox of Humanistic Luxury. As detailed in the next chapter, the data analyses 

have shown a number of motivations, as well as how these motivations relate to larger global 

interrelations, revealing crucial insights into status and distinction within middle-class 

consumers. These results have similarities with other, related research in the domains of luxury 

consumption and status. 

Generalizability refers to the extent a study produces insights applicable to broader 

groups and cases. When identifying a prestige group, it is also necessary to define who they are 

trying to distinguish themselves from. While Humanistic Luxury is a niche consumer category, it 



is also just one of the many embodiments of prestige for western, educated, white, predominantly 

female middle-class consumers. The results show interrelations of status between consumers in 

North America, Europe, and developing countries, establishing perceptions of justice and 

morality, as a base for human dignity and status. The aim of sociology is to understand and go 

beyond personal experiences, move beyond observation in order to understand the underlying 

issues. Hence, the insights of this case of applied theory can be used further to build more 

general domains, such as the study of stratification (who gets what, how much, and why) and 

organization (who holds power and why). 



V. Understanding Humanistic Luxury

This research has revealed three general findings underlying what this specific type of 

consumption means to a small group of middle class consumers, serving as commonalities for 

the the consumers of the segment. This dissertation also outlines one typology with three distinct 

regional types, emphasizing similarities and differences between the consumers. 

1. Consumption is Seen to be Permanent, All-Pervasive Context to Existence

As emphasized throughout the last chapters, consumption in the West is beyond vital as 

an infrastructure to existence. Consumption provides consumers with an instrument for self-

identification, maintenance and expression; it confirms and refutes, strengthens and weakens 

group membership. It is deeply embedded in personal and social identity, as well as in 

interpersonal relationships.  

The world-view of the interviewees confirms this complex relationship. They see 

consumption as a permanent context to their existence. Not once during the course of the 

interview sessions did they question the necessity of it, however, they did express a sense of 

discontent with its current state, referring to the pervasiveness of mass and fast production, and 

the human toll they entail. That said, they also conveyed a strong sense of empowerment derived 

from the ubiquity of consumption (anyone can vote with their dollar). In other words, they saw 

consumption as a core and inevitable sphere of life, but they sought a way to revolutionaries it to 

reflect their own values.  

“Consumerism was just becoming a little insane. And especially when in the 

travel space, it just felt like so much transaction and less like human connection” (T.). 



Throughout the interviews this growing dissatisfaction with consumerism in its current 

state was observable, but rather than dismantling the system, consumers believe that they can 

come through on their own terms. They understand their existence to be rooted in the capitalist 

system, and seek to tailor it rot their needs rather than abandoning it altogether. They crave to get 

away from commodification by celebrating slow production, but remaining embedded in the 

marketplace. 

In fact, they do contextualize their values, identity and social positioning in the system, 

and express nothing otherwise. As a result, they seek brands who cater to this need of socially 

charges messages, in order to become moral consumers. At a time of this paradigm shift, brands 

began to adjust their mission and messages as well. This conundrum became a hotbed for a new 

group and category, those who sought to reform the form, while, unconsciously, trying to 

preserve the function of material culture as a bridge to social status.  

As a result, this new man-made form appears to be humble and utilitarian, even if it is 

located in the high-end sector. It compasses categories that consumers already seek out, such as 

food, garments, travel, or home goods, suggesting a sense of logic and necessity behind 

consumption. Its price is premium, but not seen as astronomical by interviewees. Moreover, as 

they add, the higher rate accounts for the longevity of use, and prosocial proceedings: it serves as 

a seal of quality and a point of pride. They seek products that appear to be justified at every 

angle: utilitarian and long-lasting, and beneficial for others other than them. 

These consumers may initially appear as a contemporary take on David Brooks’ bobos, 

but they exhibit one significant difference. Rather than downplaying their wealth, they downplay 

their role in capitalism. They seek to simplify and to better, both themselves, and, their 



surrounding. They yearn for a social and environmental change, and they believe this change has 

to come from them, rather than from governments or non governmental organizations. 

Consumerism, in the eye of this consumer group, did not fail in midst of its crisis but reinvented 

itself to become a sphere that functions beyond materialism. Ironically, the reformed life after 

materialism is rooted in the very notion of materialism.  

As a result, interviewees recount a sense of curatorship that intertwines with the values 

they wish to see in the world, and the material culture that surrounds them. The material culture 

of an individual represents her values: self-transcendent values such as social justice, equality, 

and helpfulness are generally encouraged, while self-enhancement values tapping into ideas of 

overt success, ambition or wealth are avoided. Hence, goods and services that emphasize the 

artisan, their community, and rising impact on their life due to purchase are highly sought out. 

Goods and services that focus directly on the consumer, with no emphasis on the maker, serve as 

examples for the broken system of consumption. One side appears to be breaking with the 

traditions of consumerism, while the other conserves those with the aim to develop the self. 

“My purchase can either support a company that doesn't give, you know, crap 

about their workers and doesn't care, they're not being paid anything and being 

abused by the factory building owner, or I can, you know, put my money towards 

a company that is paying artisans, fair wages, keeping crafts, alive, supporting 

families, and giving them education, you know, which is a very clear decision to 

me. And, of course, I came with buying less, but more impactful” (E.). 



“It's not just I'm seeing a product that's made fair trade. Okay, yeah, great big deal. No, 

it's actually like, I know that, that Mary did this. I know that Beatrice did this” (P.). 

While the form of the category has altered, or a segment of it altered to please a distinct 

segment, the functions have remained. Narratives of these brands serve to navigate consumers 

through the formulation, maintenance and expression of values and identity, as a mentoring 

pathway through life. Accordingly, regardless of how dissatisfied they are with it, complete 

separation from luxury, and consumerism, is not an option. Images of success and information is 

being embedded in consumer practices, even when they are not completely apparent. As a result 

brand operations and consumer actions as a metaphor to larger social and political happenings 

cannot be separated from the enhancement of self.  

The more symbolic the nature of consumption is, the more powerful and less disposable 

it becomes. Consequently, this poses inner conflict with the consumers of Humanistic Luxury. 

Inarguably, the consumption of additional goods does not align environmental values, best they 

can be mitigated. But instead of abandoning it all together, Humanistic Luxury is a bargain that 

offers a solution embracing this permanent and all-pervasive framework to life that is called 

consumption. Humanistic Luxury brands shed light on the harms of society, but they also 

position themselves as saviors who are in for improvement. More, what they need to provide 

conspicuous production is the buying power and generosity of the consumer, awarding them with 

the title of co-creators in this novel, more moral system of consumerism.  

2. Luxury Becomes a Highly Differentiated Domain



To begin with, interviewees shared a need for clarification at the beginning of each 

interview: of definition of luxury. A concept that used to be reserved for the likes of the 

aristocracy, then the top 1%, seems to be diffusing into other pockets of the social fabric at this 

day of age. With media fragmentation, and online direct-to-consumer brands delivering high-

value items at lower prices, more people have access to one-of-a-kind and unique products and 

services. In addition, a new wave of brands has been striving to create communities, catering for 

their aspirations, desires, and cultures. As a result, there is no longer a sole authority of luxury 

voice. This confusion and uncertainty was further confirmed by the interviewees, expressing the 

need to confirm whether their meaning of the concept qualifies as luxury. Interviewees certainly 

felt their version of luxury, striving to consume those items exclusively, and knew that their 

version was shared with a pool of others recognizing the items as status goods. Nevertheless, 

they needed to confirm whether the interviewer was also part of that social group, sharing the 

very same meaning. There is a high awareness of the presence of privilege, but also that (1) this 

privilege is relative, and (2) this privilege may be justified for its directed from positive forces. 

The interviewees reported their meaning of luxury as financially accessible compared to 

traditional categories, and morally just based on notions of social or environmental sustainability. 

“Well, I have a I'll take a step back here is probably the definition of luxury is 

different to people. There's a lot of brands that call themselves luxury brands that I 

think that wrote that word gets thrown around a lot. I don't know that you just are 

luxury, I think. I think the title luxuries should be earned your way” (M) 

And the codes of this new luxury were clear to be made intrinsic at times, as opposed to 

extrinsic: 



“…hundred percent of African made story. Like, that was great for me, because 

then people got the bigger picture. Sometimes people don't just buy into a pretty 

dress they buy into the story is now a thing where people actually buy into the 

story” (Ab.) 

The categorization of exceptionalism on the basis of intrinsic values is a meaningful 

notion. By defining what their utmost values are, they also define what falls out of this category. 

Moreover, by making this distinction, a rendering of social groups is made, an organization that 

will be described in detail later on in the chapter. In sum, luxury has now a different set of codes 

for different groups, and what may seem as ordinary or simply valueless for one, is luxury for 

another. 

Furthermore, to make this fragmentation more complex, the subcategory of luxury is in 

its infancy and is still forming. As a consequence, the terminology to refer to tends to be 

inconsistent. “Ethical luxury”, “humanistic luxury”, “conscious luxury”, “positive luxury” are all 

signifiers to describe the sign, and there is no difference imposed to the signified. Most 

commonly, while five years ago, at the birth of the category, “Humanistic Luxury” was common, 

there is now a slight consumer preference towards “Ethical Luxury”. At any rate, these signifiers 

proved to be interchangeable throughout the interview process, and deeply embedded in 

consumerism, as it is their primary form to strive towards. That stated, correspondents of the 

study recognized all these terms as the same category and were aware of its “codes” and 

signifiers without any confusion. The category was well defined and sought out for them, 

moreover, they recognized themselves as part of a community through the concept, and guided 

by it as their very own moral compass.  



3. Generosity by “Voting with my Money” as a Road to Activism

As touched upon briefly, the role of brands has  changed, too. Brands seek to understand 

consumer psyche and behavior, and provide a roadmap to consumers in order  to achieve their 

aspirational self while building online communities consolidated for targeted corporate 

communications. The analyses of interviews show what the consumers seek most, is a step 

beyond simple generosity. It is activism. 

“And I think it has a lot to do with what's going on in the world right now in terms 

of social movements towards the fact that, you know, they've got slacktivism… 

people will rather post a picture of some protest… rather than actually go and do 

the nitty-gritty work themselves. And then same thing with shopping, you know, 

choosing where your money goes, it's like, you don't actually have to go out and 

test for these workers or go to Climate March or whatever. It's, well, I'm voting 

with my money, though…Yeah, like if you don't have time to do those other 

things. And that's great that you're at least doing something” (Al.) 

Interviewees show determination to share their resources in order to improve the life of 

the overlooked, the underdog. Nevertheless, the beneficiaries of this exchange are carefully 

chosen. Rather than simply redistributing finances to show kindness, or to exude power, 

consumers think of this exchange as a way to activism made easy.  

Artisans and artisan communities embody the larger social problems these consumers  

seek to battle, and the products are the confirmation of those. Consequently, the chosen social 



problems speak to the priorities and cultures of the consumers themselves. Matters encompass 

race issues and poverty, war-ridden communities, dying forms of arts and crafts. 

Correspondingly, their products tell stories of possessors on political savviness, philanthropic 

spirit, and cultural enlightenment. What is more, brands clearly define their missions, establish 

blueprints to achieve those missions, and provide a “badge for completion” in the form of the 

product itself, ultimately laying the path of activism for consumers. As a result, rather than 

purely departing from resources for a greater  good, these consumers feel involved and a part of 

every step of change-making. 

“I'm just because we don't have a connection with these people. But if I would, if 

I would be able to talk to these Yemeni kids, I could cook for them to school and 

see them every day. I would just see them happy. Yeah, exactly. I would see them 

happy. And we can talk about money, any kind of donations, clothing and if I see 

that I can help them make them happy. I wouldn't even think about it. Like I 

would give everything but since we don't have this distance we don't have this 

connection in with immediate connection makes it hard to identify and to identify 

you know when because when you see something new experiences, like you need 

something a connection”. (N.) 

In many ways, Humanistic Luxury also provides a platform for humanitarian efforts that 

consumers would otherwise not have the funds to support: 

“And I said, it's not just fancy to buy these brands, but for brands it's really fancy, 

like, sexy to, to give back. So to communicate it to your customer is that, you 

know, yeah, you might be $100 for this item. But we're going to support this 



community in Ghana or we have people in Guatemala Who are you know picking 

these fruits one by one and instead of I 80 cents that we gave them $2 and yeah so 

and for people who more conscious about their choices can resonate with this 

because obviously want to support people in rural our play” (N.). 

While more expensive than their traditional counterparts, Humanistic Luxury is 

significantly cheaper than running a foundation. At the same time, brands provide more than a 

traditional one-off contribution associated with generous donations. Branded products with 

social benefits create a long-lasting link between the consumer and the social problems, 

nevertheless, they hardly solve those. Brands articulate an issue but have a plan to solve it with 

the generosity of the consumer. In return, a gift is given that represents social change and the 

story of participation. To put is simply, the grand illusion of the consumers is that their impact 

will make the world a better place. 

In the previous section of findings, the dissertation showed  how interviewees make sense 

of and incorporate consumerism into their lives, moreover, what place Humanistic Luxury takes 

within this arena. The upcoming section will recount these findings regarding Humanistic 

Luxury consumers: their shared social identity, societal location, and social accessibility.  

4. The New Moral Elite

Interviewees see participants to be mainly white, female, young, educated, and working 

in creative fields. Religion is scarcely part of their lives. This vision is matched with the 

demographics, their very own, derived from the interview surveys. They are not rich, but have 

higher-than-average earnings, or on the way, if younger. They refer to the collective of 



Humanistic Luxury consumers as a “bubble” which is global, English speaking, and lives in the 

digital space. They recognize themselves to be a niche, a small group of consumers connected by 

a set of shared values. They identify as high-achievers and progressive change-makers who are 

keen to better themselves while standing up for others. They continuously seek ways to better 

themselves, and drive is also reflected in their consumer habits: 

“When you're buying ethical luxury, it's a way to show you’re aspired to better 

yourself” (A.). 

“Because there's another aspect to this little question community, as got many of 

these women a perfectionist. Because the perfectionist I always trying to perfect 

everything. And we want to perfect the world. And we want to perfect their 

wardrobe, we want to perfect everything, and many perfectionist are so 

unforgiving to others because they don't forgive mistakes to themselves” (A.). 

Their values are anchored first in their moral aim to better themselves and to rise above 

their own worldly needs sharing out what they have and secondly in their accumulation and 

display of possessions, almost as an afterthought, a badge of honor.  

Intellectual capital serves as a basis for this badge of honor, and a base of justification for 

moral their moral superiority, and moral rightness over other branches of moral thinking. They 

may make decisions based on personal moral standings, but these decisions will reflect values of 

NPR or the New Yorker - justifying those over the ones that underline the Bible, for instance. 

The accumulation of intellectual capital is crucial as the entry to the sector, as they point out, 

their discovery of the harms consumerism imposes on environment and society is through 



documentaries (True cost was foremost cited as an influence), and relevant literature. The 

interviewees recite these sources as the major influence for their to the Humanistic Luxury 

marketplace. 

“Following the last presidential election, it's become more and more important to 

me to kind of vote with my wallet, in the sense of supporting female makers and 

sort of understanding that the decisions we make feed into these sort of like the 

larger global problem, and you know, there was this sort of influx of using like 

wearing slogans and things that may be expressed what values you wanted to 

express” (N.) 

As they pride in their concern to others, and especially the overlooked, these consumers 

express a moral obligation to stand for good, and against wrong, and to be politically active. 

However, their political activism no longer brings them to public protests on the streets, rather, to 

the global marketplace. 

There are some contradictions in the group when it comes to diversity and privilege. The 

basis of morality for Humanistic Luxury consumers is  in the idea of equality amongst people. 

They seek to combat infringement, discrimination, and repression that has a source in consumer 

behavior.  

“They include different bodies, different skin tones”(Al.) 

Nevertheless, they recognize that their idealism is not currently translated into reality. 

They articulate unease with the lack of racial diversity and financial inaccessibility to enter the 

marketplace, ultimately resulting in archaic features of the elite class they wish to depart from. 

For once, they do seek exclusivity, but not on the basis of financial inaccessibility.  



“I think that what I find most important value is that I tried to do that every single 

human I meet along the way so regardless of their you know income or their skin 

color religion gender or who they love it just doesn't matter I see them as a human 

who wants to be loved and that's it I think that's one of the most important thing 

and the fact that I would do anything for the people I love” (N.). 

“I think as a movement, it's global. Because even though it's mostly white women 

who are into slow fashion, these white women, okay, when they have different 

projects, they try to include different races. And there are white women to talk 

about white privilege and white women to talk about death to talk about white 

privilege, basically, so is a movement that includes everyone, even though it's 

mostly as white women were to try to make it more inclusive again” (A.). 

One interviewee even went as far as expressing her disillusion with the entire group, as 

and idea: 

“Before I felt that I was invited to a community where people shared high values 

like treat people will treat the planet well. Love yourself, because you were part of 

the people on the planet too. So it was like all Happy Valley pink, but it was like a 

bubble. You know, this ethical influencers community in Instagram, this is a 

bubble. So if you ask me, your ago, I would say great people, I named it they do 

amazing things. The more I read, and I'm so happy to read more about white 

privilege when it comes to wealth, everything but specifically ethical questions. 



That only makes me very upset. So I don't know how to describe these people 

now.” (Al.) 

These consumers carry archaic features of the previous elites with themselves, as their 

very standing is tied to privileges carried over from the past. They seek to fight inequality but 

what placed them in the position to be able to fight for others than themselves is also a reflection 

of social stratification. This creates a sense of dissonance that they do recognize but are 

incapable of solving, which causes  them to struggle with a sense of unease.  

To sum up, these consumers are part of an intellectual elite who wish to better 

themselves, and in that journey, they go beyond satisfying their own needs and desires. They 

wish to contribute to a larger good, not just  their own presence and future, that is conceptualized 

on the basis of morality, and justified by intellectual pursuits and resources. This, however, runs 

into internal struggles when recognizing their own privileges that got them to the position of the 

elite in the first place. Humanistic Luxury goods and services are merely badges of honors, 

embodying the aspirations of personal betterment.  

By defining who they are and what values they share, these consumers also take a stand 

in what identities and values they do not share. Their aspired self is rooted in society and in a 

sense of distinction that results in the social location of their group. This location is by no means 

negligible: interviewees share their disdain for both lower and upper class consumer habits. This 

disdain follows the already established traits of intellectual and moral distinction. 

They seek to distinguish themselves from upper classes by rejecting hefty price tags, and 

shifting from economic capital to intellectual capital when it comes to (luxury) consumption: 



“I find it very like snobbish that you would spend like $50,000 on a bag just to 

say that yes, it's an urban means or whatever, because I don't get me wrong. I've 

liked luxury and I love duro. I love each song around and all the good designers. 

But at the same time, I think we have to find balance. And in my translation, it 

would mean I would spend like $2,000 on a bag if I could afford it. And then I 

would give the 48,000 for, you know, children who need food or, or any kind of 

organization (N.).” 

Of course, their pursuit to reach “balance” is arbitrary and is rooted in their social 

standing.  

They also strive to separate from the common, the vulgar, and elevate themselves above: 

“Even over the summer, when I was in Italy as well, I went back to a village I 

used to live during college. Yeah, and like the heel of Italy, and it's very cute, it's 

very picturesque, but it was full of tourists. Like, there was not one local it was 

just like, it was terrible. Like, I was like, This is awful. Get me out of here” (T.). 

Humanistic luxury is a rarified consumer category, not found in mainstream shopping 

malls and outlets, but on the online marketplace. A preexistent knowledge about social and 

environmental urgency are prerequisites, as well as sufficient funds to partake. This rarified 

knowledge is not only distancing them from the lower classes, but from the higher classes who 

possess the financial funds, but not refinement and knowledge to be interested. 

They value one of a kind items and services, and believe these rarified status goods to be 

accessible by intrinsic, and therefore accessible, aptitudes. The unspoken promise is that anyone 

can elevate themselves into this group if they show social sensitivity and drive to gather 



intellectual capital. It is to be noted, that the interviewees never directly state the desire to 

separate themselves from lower and upper classes. They refrain from classism, and their 

intentions are entirely on the basis of intellectual capital and social sensitivity, two pools of 

resources they consider to be readily available to all. 

While experiences and signifiers of intellectual and social conduits are celebrated, 

rarification of these conduits are vital. When they put themselves on the social map they want to 

make a distinction. They seek distinction from upper-class financial capital by exhibiting social 

sensitivity, intelligence, morality, and hard-work. There is a very purposeful and intense 

separation from practicing what is perceived to be vulgar, hedonistic, or money-oriented, in aim 

to distinguish riches with low social conscience. 

They avoid high prices and vulgarity, but these consumption patterns are only seemingly 

accessible to others. In practice, they point out many prerequisites that set up barriers to entry: 

financial resources (while far from the extreme end of the spectrum, it is still prohibiting for low-

income people), lack of education, environment, and the lack of “good life” that provides bases 

for soul-searching. They condemn consumers who are not part of the community, on the basis of 

insensitivity and lack of knowledge, whether nouveau riche, lower class. For these consumers, 

exclusivity is based on education and the willingness to make a change. 

Consequently, Humanistic Luxury consumers seek exclusivity but not un-affordability. 

While financial capital tends to be downplayed, exclusivity is being manifested and celebrated 

on the bases of intellectual and social capital.  

“Is it a way for us to show others that we are intelligent?” (E.). 



In one way or another, unconscious refers both to the products, and the consumers 

themselves. An interesting point here is to highlight the terminology used. One troubling aspect 

is the notion that one can achieve “consciousness” through the “conscious” consumption of 

“conscious” luxury. This presumes that those, who do not buy into the category, while most 

members recognize barriers and perquisites to Humanistic Luxury, are less worthy of human 

beings.  

Even when buying the same products and services - Humanistic Luxury - not all 

consumers are regarded to be equal. Some, who only wish to appear as a “true” Humanistic 

Luxury consumer but consume for the “wrong” reason are  seen to be inferior to the rest of the 

group. These individuals are seen not to be driven by wanting to better themselves and society 

but as posers. They are understood as inauthentic, and interviewees expressed fear to weaken 

their status: 

“When you scroll to Instagram, influencers are like white, young, skinny girls, 

you know, and so an ethical fashion community is kind of going to both in the 

models and influencers. And so they are speaking out that they don't feel they feel 

like the ethical fashion community, because we're supposed to be better. We're 

supposed to be aware of these kinds of things where we care so much about who's 

making our clothes, we need to also like, do a better job of changing the fashion 

industry and how it is represented” (E) 

“Think now that it has become a trend, my worry. And what I also see is that a lot 

of people just see something trendy. trendy, so it can sell, because it's nice to be 



called ethical. And, and sometimes he's really not authentic. I seen that a lot. 

And… And I think it's, it's a bit… Yeah, it's a shame because the real ethical 

people, ethical fashionistas, I don't know, get lost in that. In that trend? In my 

opinion.” (R.) 

Humanistic Luxury consumers appear to reject the benefits brought by these consumers, 

as the end goal would be merely an afterthought. It appears that the intention and journey are 

equally, if not more, significant than the outcome of Humanistic Luxury consumption. This 

finding confirms the findings of the first section once again. While generosity is part of the 

pursuit, it is the journey of activism that elevates one consumer above the other. It seems to be 

the case, when this “undeserving” individual consumes the product or the service of a 

Humanistic Luxury maker, regardless of the impact it leaves on the community, her actions 

weaken and undermine the very same actions of a consumer, whose moral intentions are not 

intertwined with motivations of self-enhancement, but purely with generosity and a drive to 

create forces of equality. 

The aim of this section is to define who the Humanistic Luxury Consumer is, how she 

sees herself and her peers, and defines her journey and motivation in the sector. 

Across interviewees, one shared feature was making a link between personal 

consumption and consumption’s harmful impact on the environment and social groups. Brought 

upon by documentaries and literature, these consumers were faced with the consequences of their 

consumption, and rather than to avoid consumption altogether, they saw an outlet where instead 

of contributing to contemporary vices, they could contribute to social change. They identified as 

modern change-makers based on their consumer habits. 



“And I think that those kinds of people find it impossible to live against their 

values, their jobs have to align to their values, and therefore the way that they're 

living has to align with their values. And so they're really they've got strong 

convictions, they'll speak up when they see something wrong” (P.) 

“I want to be a good citizen of the world. And there are a limited number of ways I can 

do that in my daily life, or twice a week, one of those is my consumption” (N.) 

And another adds: 

“Even if it doesn't change everybody, every single garment worker in the world, it 

changes it does change people. Yeah, I mean, if it changes one person's life, yeah. Then worthy 

made a difference” (E.) 

Before proceeding to the specific themes that construct the social meaning of Humanistic 

Luxury, it is necessary to give a definition of typologies. Thinking in the structure of typologies 

supports the web of comparisons, causes, relationships, and consequences, therefore, a researcher 

must develop to overcome simple observations and devise a solid theory. Patton describes 

typologies as “classification systems made up of categories that divide some aspect of the world 

into parts along a continuum” (Patton, 2009, p.457). Hence, they share core elements and so, 

typologies are not mutually exclusive , but part of the same pool with distinguishing elements to 

set them apart. As the findings will be presented, the idea of typologies will be applied. 

Across consumers, three typologies were observed. These three typologies were 

constructed based on the origin of interviewees and their corresponding approach to Humanistic 

Luxury.  



These three groups shared a set of similarities, foremost the very idea of creating social 

change on the basis of consuming Humanistic Luxury, and finding prestige in the category. 

Nevertheless, in some key aspects, consumer intentions differed. While analyzing emerging 

patterns, it quickly became apparent that the meaning and function consumers have attached to 

the category were different across groups, and deeply shaped by their cultural background. 

Specifically, there were two groups rooted in the Global North who welcomed notions of 

sustainability and Humanistic Luxury as novel concepts in the sphere of luxury, serving as 

instrument to create social change, while also providing them the permission to spending with 

clear conscience. In addition, a third group of consumers were also detected, with members who 

originated in the Global South, ones to whom Humanistic Luxury was puzzling as a new concept 

as they have long understood its signifiers as organic commodities to their cultures, but adapted 

them as a way to support their home countries and cultures, as well as accepted a newly gained 

social status in the eyes of the remaining two reference groups.   

In short, studying the complex consumer responses, it is apparent that these participants 

all seek social status in the Western world through Humanistic Luxury, but their reasoning and 

approach to decode what these goods can do to enhance their positioning varies greatly, 

depending on their cultural contexts to the underlying concepts that stand as pillars for the 

segment. 

4.1. United States Consumers: Shop to Change 

As stated earlier, the first two regional typologies tackle the Global North, specifically the 

United States and Europe. The data suggests that the primary differentiator for the first typology 



is their approach to consumerism. For interviewees in the United States, consumerism served as 

a fundamental conduit to life, diffused into their social life: 

“I grew up in a town that the only two things to do were to go to a mall, or to go 

to the movies. And so we all went to the mall, and shopped and hung out. And I 

mean, that was just a thing that everyone did in the 90s. Anyway, like in the 80s 

and 90s. I just went to the mall and hung out. Um, but yeah, I would, I would 

probably spend, I would buy like, at least three or four at least, if not more new 

pieces of clothing every month, it was way too much” (P.). 

Shopping was seen as a field accepted by vast parts of the society and associated with 

ideas of social relationships, free time, as well as work. Consumerism was largely considered as 

a natural part of life, and a basis  not only of social purposes, but also the economy. Interviewees 

expressed an ease with using this sphere for social activism and could not imagine a way to 

improve without. Hence, Humanistic Luxury for them seemed to be the most natural step 

towards social and environmental improvements an individual could take, ultimately making 

them a “good citizen of the world”. 

While consumers did refer to global production and globally minded social prestige 

(identified continuously as “good citizens of the world”), they did not question the accessibility 

or the legitimacy of this positioning and the access by other consumers. In general, there was a 

strong assumption implying that as long as production behind goods were involving a sense of 

conspicuous element regarding humanitarian efforts, it insinuated attainability (and desire) by all 

who shared the same (and more morally just) values. The illusion of social mobility and 

benevolence through selected shopping was conceived to be sound. 



4.2. European Consumers: Change to Shop 

From the results it is clear that European consumers turned to Humanistic Luxury with a 

different intention: 

“I grew up in the 80s and 90s. We didn’t have fast fashion, pretty much 

everything was expensive. You went shopping maybe every 2 or 3 months, 

because it was something expensive to do. For the generation today fast fashion is 

a gift, that you can change your style so easily. It’s reachable. But it also leads to a 

type of mass consumption that is very unconscientious” (Ax.). 

Consumerism was less embedded in their lives, and seen more as a novelty and a luxury 

by itself. A further novel finding is linked to this latter notion. Consumers from Europe 

interviewed for this dissertation appeared to be nearly apologetic for their love of consumerism: 

“A fashion addict. Which I still am. Fashion is very important for me. So in that regards I 

have not really changed, I just came to express it in different ways. Same goal, but the approach 

is different” (Ax.). 

And: 

“And so I decided this because I was actually in a struggle, because I really loved 

fashion” (B.) 

Together, the present findings confirm that the subset of European Humanistic Luxury 

Consumers differs  from their American counterparts. They do not shop to change, but seek ways 

to justify their behavior and find exemption from the harm that fashion and luxury production is 

posing. A market category that offers solutions for societal and environmental harm, but gives 



permission to continue their conduct is a desirable and timely solution, according to the 

interviewees, also self-identified as “fashion victims”.  

These consumers were less at ease with their consumption. They found a tension point 

between their desire to consume, and the disapproval of it by the external world. In order to lift 

this tension, and to gain social prestige instead of social stigma (appearing to be overly vain and 

superficial in the eyes of their reference group) they turned to Humanistic Luxury. What they 

found was a permission to keep consuming, tapping into ideas of vanity but finding social 

prestige.  

There are differences and similarities between the two groups in the Global North. They 

both seek Humanistic Luxury to find permission to consume, and gain social prestige at the same 

time. The social prestige mandated by their reference groups are defined in a similar manner, 

tapping into intrinsic values such as generosity, social sensitivity, and intellectual ideas. They 

also share a big misunderstanding, as they believe that those values are embedded in the same 

ideas, and perceived to be exactly the same all around the world, with equal access to those 

represented by material culture. What differs though, is the perception of the very notion of 

consumption. While consumers in the United States inherently understand marketplace as the 

foundation to all conducts of life including social mobility and social voice, it appears to be less 

of an equalizing force to Europeans. At any rate, while they do approach some forms of the 

sphere with skepticism, it is also apparent that some others hold more social and more power, 

and so do (indirectly) consumers related to those. 



4.3. The Global South Consumers: Change in Shop? 

And finally, consumers who came from emerging economies, often where Western 

brands sought artisan power to produce their goods. This consumer articulated a sense of 

amazement by the sudden surge of interest by Western consumers regarding products and 

services that they considered to be conventional: 

“When I see what is called ethical luxury, here, so in in Europe and Western 

countries, This is something that exists in, in Africa, and is natural there to have. 

And I think it's just amazing how, how it's understated. He doesn't even exist in 

most discourse. Luxury, but yeah, it's not recognized as such” (R). 

“But actually because I grew up in, in West Africa, It's, It was really normal to go 

to talk to a tailor someone to a specific person who will make your clothes custom 

made, actually, but of course, for much cheaper than that custom made clubs here. 

And, and also, it was obvious that it was supposed to last and not to not to go to 

the next with the next trend. So the concept and the logic behind it, I discovered I, 

it was what I did my whole life” (R.). 

“In India these things were cheap but now they are expensive. Still there are some 

stores where you don’t have to pay so much, where you don’t have hipster 

packaging. And it is still luxurious. I mean you can buy these amazing spices but 

they don’t charge five times more because of the packaging. And it is like 



luxurious. It's for me shocking when you are in the West, how so expensive 

everything is” (M.). 

These interviewees articulate a shift that took place in their mindset when buying 

Humanistic Luxury products, previously known as “products”. This mindset was paired with a 

sense of partisanship towards their communities and cultures: 

“As an African woman who grew up in Africa I think they're really two levels, 

way vertical fashion. You have the political ethical fashion with When you want 

to change things and to change to change habits of how to consume and still being 

still. Yeah, wearing fashionable things. And you also have the on the on the other 

hand, you have the way I grew up, so where to go fashion is just is just fashion it 

just the way it is. There was no other way ” (R.) 

“And when I did wear it, When he will ask me also, Where did you get this on 

that hundred percent of African made story. Like, that was great for me, because 

then people got the bigger picture. Sometimes people don't just buy into a pretty 

dress they buy into the story is now a thing where people actually buy into the 

story” (Ab.). 

“I'm like obsessed with it they've been my people so that you will have you and 

this is what African me the beads in the back but like I've always been I'm into my 

clothes now because I buy this so I know the stories of my god you know that he 

made it? You know that he's from here? Do you know that he's from here? like 



that kind of I'm I'm more invested now than I was because then in black I know I 

put this you know brand name you throw a brand new Oh name and the years that 

we moved on with our lives? Like No, actually, this is imprinted a he's from 

lambda here in South Africa in Cape Town” (Ab). 

Products and services that were produced under the codes of Humanistic Luxury were 

seen as symbols of cultivation, and props for storytelling.  

“Yeah, I actually really don’t believe is selflessness. For me this whole movement is a a 

win-win thing, you get great quality and also make sure others are treated nicely. Win-win” (M.) 

The results demonstrate two things. Emerging partisans consider the codes of Humanistic 

Luxury to be innate to their cultures, and observe the elevation of a normal phenomenon to the 

pedestal by their Western consumer peers. In reaction, interviewees showed surprise, as well as 

recognition of an opportunity that can bring potential resources and recognition to their artisan 

communities, and traditional crafts. Furthermore, Humanistic Luxury does indeed also provide 

them a pass into Western reference groups.  

While these three groups do have a different experience to the consumer category and a 

rationale to consume, on their path they share common material culture and discourse, providing 

an illusion for global synthesis. 

5. Comparison and Contrast with Working Hypotheses

After careful considerations, the findings were compared and contrasted to the initial set 

of the working hypotheses.  

Status  



1. Humanistic Luxury consumers are aware of the growing inequality in the current class system,

and seek to exempt themselves from complicity in it. 

Humanistic Luxury consumers are, indeed, aware of the growing inequality of the current 

class system, both locally and globally. Documentaries and news outlets have been active to 

depict links between social inequality and brand production, raising awareness to the agency and 

complicity consumers have. A new wave of brands have also responded to this awareness and 

created a new marketplace tapping into these social issues, promising consumers a way to 

exempt themselves from complicity, while still maintaining their status consumption. These 

status goods and services can be successful because they embrace two types of consumer values, 

personal values (self-directed, universalist) on one hand, and social values (self-enhancement, 

preservation) on the other. 

2. The aesthetics and cultural imagery of Humanistic Luxury reinforces the consumers’ sense of

cultural and social sensitivity, ultimately elevating them above to those who are not receptive to 

these features.  

Research did not approve or disapprove of this hypothesis in deep detail. There is proof 

that the recognition of the inconspicuous Humanistic Luxury is regarded as an indicator of social 

belonging, education, and moral decency. It was also indicated that out-group consumers who do 

not share the same values are not regarded as equal. Nevertheless, further research is needed  on 

aesthetics and imagery. 

The awareness of social inequality is understood by consumers to be linked to intellectual 

resources. Brands who combine personal (self-directed, universalist) and social consumer (self-



enhancement, preservation) values to produce badges of honors (or better know as Humanistic 

Luxury goods) provide them with status goods signifying social belonging, education and moral 

decency. 

Generosity 

1. Consumers seek Humanistic Luxury as a permission to enjoy luxurious consumption, while

also validating their generous identity. 

Only partial data exists to answer this question. European consumers report a sense of 

satisfaction derived from maintenance of consumer identity as a result of Humanistic Luxury. 

American and emerging economies’ consumers do not report pleasure linked to their consumer 

behavior. It is not clear to what extent the prosocial benefits are the only reasons for landing on 

this symbolic consumer category. Nevertheless, as all the interviews associated the properties of 

luxury with Humanistic Luxury, there is a reasonable amount of evidence to conclude some 

degree of pleasure. Moreover, prosocial elements are articulated as foremost important for 

consumers, further indicating a need for validating their generous identities. 

2. Humanistic Luxury consumers do not have the financial and social capital to set up

humanitarian foundations, but wish to identify with charitable giving publicly.  

Humanistic Luxury consumers interviewed for this dissertation do not have the revenues 

that would allow them to set up and operate their humanitarian foundations. Nevertheless, many 

consumers report intention to further supplement their actions in politics and public facets, but 

many regard consumption as just one facet of their lives, limiting humanitarian efforts to already 

existing conducts of life. These consumers are not simply looking for a way to donate money for 



the needy, but to construct and maintain an identity using brand narratives, and get confirmation 

of that image via their material possessions. 

Humanistic Luxury consumers actively seek to build a generous identity, but rather than 

donating or give up to work at a charity, their main domain for action is consumption. 

Gifting  

1. Humanistic Luxury consumers seek to give to the distant other, but not to members of local,

lower classes, in the aim to tackle generosity and distinction at the same time. 

Contrary to the hypothesized association, there was no evidence that Humanistic Luxury 

consumers regard their consumerism as an act of gift-giving, nor that they would choose distant 

over local groups of artisans. That said, they do aim to tackle generosity and distinction at the 

same time but they do not consider this type of generosity as a form of gift giving.  

2. Humanistic Luxury consumers feel that the act of giving provides a tangible outlet for

symbolic transformation.  

In line with the hypothesis, there is strong evidence that consumers create and sustain 

their identity through their symbolic consumption. Accessing Humanistic Luxury serves as a 

point of transformation, though this transformation is rarely perceived as  giving, rather as  

recognizing  the impact that individual action has via her consumer practices.  

“The concept of ‘extended self’ posits that our possessions are ‘a major contributor to and 

reflection of our identities’ (Belk, 1988, p. 139), and luxury brand scholars have largely theorized 

that consumers integrate luxury brand meanings in order  



“to enhance their self-concept and replicate stereotypes of affluence [and status] 

by consuming similar luxury items' (Vigneron & Johnson, 2004, p. 490). 

However, we found that the luxury consumption practices transcend merely social 

identification, and reflect more personalized goals, such as the need for self-

transformation and uniqueness” (Tian, Bearden, & Hunter, 2001).  

Moreover, when asked, consumers report transformation less as “better person” but one who is 

more sensitive, cultured, and ethical as a result of her consumer choices. 

While gifting may be the enactment of generosity, most consumers do not consider their 

consumption as a form of it. They do, however, go through a transformation when engaging in 

Humanistic Luxury, ultimately identifying as a more considerate, thoughtful, responsible person.  

Vanity  

1. Humanistic Luxury corresponds to the Humanistic Luxury consumers’ definition of personal

success. 

Humanistic Luxury consumers regard their in-group members as high-achievers, 

successful professionals, and sensitive to social inequality. These are values that align with the 

values expressed by Humanistic Luxury brand communications, indicating a correlation with 

Humanistic Luxury consumption and personal success. Moreover, these social achievements do 

not stand alone, but are tied to physical appearance as the luxury products are examples of 

material culture. They serve the role to convey cultural and moral capital. 



2. Humanistic Luxury consumers value artifacts produced by the distant other because it

confirms their perception of success while also confirms their social distinction, locally.  

Humanistic Luxury consumers report a sense of pride in recognizing distant goods. They 

describe a sense of rarification that indicates cultural distinction (recognizing foreign artifacts) 

and social sensitivity (embracing artisans and their traditional crafts), both of which set them 

apart from their out-group members. 

Humanistic Luxury consumers express a sense of vanity as the goods they seek directly 

reflect their social achievements, communicate their intellectual and moral capital, and re-

enforce in-group membership, all at the same time. 

Western Saviorism 

1. Humanistic Luxury provides a short-lived emotional experience that validates the consumer’s

privilege. 

Contrary to the working hypotheses, Humanistic Luxury consumption indicates a long-

term emotional experience, as its narratives become applied and embedded in the consumers’ 

identity development. 

2. Humanistic Luxury consumers believe that Western models and philosophies need to be

applied to non-Western cultures to tackle vulnerability.  

Indeed, it is indicated that the Humanistic Luxury brands tackle universal issues, 

implying that human needs are identical across cultures and societies. 



There is a sense of understanding that Humanistic Luxury is a Western idea, applying 

Western thoughts and actions to solve problems that are understood to be universally applicable. 

Moreover, this category asserts the role of Western countries as considerate thought leaders.  



VI. Conclusion

Only by understanding the social forces that drive consumers to Humanistic Luxury can 

one understand what this mode of consumption means to the individual, the status group, and 

what its impact on the larger society is. In other words, an extended research serves to outline not 

only the problem at hand, but the social environment that gives rise to it, and what’s at stake. As 

stated at the beginning of this dissertation, luxury is not an isolated phenomenon. Luxury 

designates who is worthy for social respect and who is not, and on what base. Hence, this new 

type cannot be restricted only to the group of consumers purchasing it, but their social context as 

well.  

The data contributes to a clearer understanding of one specific middle class luxury 

consumer who seeks to accumulate cultural capital rather than outstanding economic capital. 

They seek distinction based on moral values that are substantiated by cultural means and 

embedded in the sphere of consumerism. Moreover, this dissertation breaks from the tradition of 

the limited literature that exposes Humanistic Luxury. Rather than treating the category as a 

Western phenomenon concerning only Western societies, the dissertation acknowledges its 

global operational chain and consumer base. Hence, it exposes interrelations between consumers 

and non-consumers across the world, providing a more nuanced take on the implications than its 

traditional Western focused counterparts. 

The consumer at question is a type who regards consumerism to be a  permanent system 

in which he is deeply embedded, could not imagine, or desire a life without it. As a result, rather 

than abandoning it altogether or preserving the status quo, consumers seek to restore it based on 

their own set of values. Data shows that the consumers consider their purchases as necessities 



that are charged with moral value: they seek fashion, home goods, or travel services. They land 

on products and services that successfully combine universal values with personal values, 

benefitting both identity building and maintenance in the eyes of their status group, and justify 

the necessity of the consumption based on extensive outward prosocial benefits. The aim here is 

not to simply exhibit a generous identity, but to show moral superiority that transgresses material 

yearnings and is justified by cultural aptitude. Inevitably, it also means that they define the types 

of consumption that is seen undesirable or inferior, associating those consumers with lower in 

status. Clearly, types of consumption do not equate as simple processes of the accumulation of 

goods in the modern capitalist system. They are seen to be reflecting on an entire person whose 

system of values, cultural capital, and social sensitivity. They serve as invisible forces that define 

groups, and separate them from each other, infusing an invisible thread of moralism into their 

material worlds. 

To answer the original question and absolve the oxymoron, one needs to return to the 

very idea of status once again. Humanistic luxury is a catalyst to status biases. It shapes implicit 

assumptions about who is ‘better’, more successful, and cultured; it provides instruments to 

proclaim moral and intellectual superiority on the grounds of capitalism. Humanistic Luxury is 

also an agent for associational biases. This segment is treated as a novel Western phenomenon by 

academic, practitioners, and Western consumers equally. However, merging economies’ 

consumers report the existence of identical practices and guidelines locally, outside of the capital 

consumption norms, before it emerged as a “trailblazing” consumer segment. Associational 

preference biases shape who people form ties with and favor for exchange of status. Throughout 

the deep interviews conducted for this study, participants from emerging economies expressed a 



sense of conspicuousness by carrying on their familiar consumer behavior. By maintaining their 

traditional conduct and, at the same time, changing its context due to the Western attention, a 

sense of innerly directed pride was observable. 

Lastly, and most crucially, this dissertation has sought to explore the oxymoron that holds 

together two, mutually exclusive statements that serve as a backbone to an entire consumer 

category, catering to a middle-class consumer aspiration. This study has defined the thesis, 

antithesis, and finally, the synthesis, that gives meaning to the phenomenon in this days of age. 

The thesis holds the unspoken functions or luxury, the antithesis shows how Humanistic Luxury 

offers permission to consumers to enjoy luxuries without causing social harms, and, finally, the 

synthesis breaks down where this promise falls short. And so, here is the question for the sphere 

of sociology: if Humanistic Luxury is an answer, what is the question? To put it simply, it is the 

consumption of luxury with a clear conscience. 

Thesis: Luxury creates social divisions by deferring high social status to its consumers through 

symbolic consumption, and as a result strengthens the notion of inequality within society. 

1. Luxury serves as an instrument to portray images and display success and status,

ultimately confirming its consumer’s higher social value within society. 

2. Luxury confirms consumers and the non-consumers ideas of themselves and their

potential. As a consequence, individuals who lack financial or cultural access to the category will 

perceive themselves as “less” than those who do. 



3. Luxury goods and services are designed to signal attractive traits such as intelligence,

power and ambition, but signaling those traits through the consumption of luxury is limited to a 

small segment within the Western culture. 

Antithesis: If luxury brand efforts are built on humanitarian causes, individual consumers are 

able to empower others, ultimately leading to collective harmony. 

1. If luxury brands turn away from exploitative practices and tap into uplifting vulnerable

communities by providing them competitive salaries, healthcare or social services, the benefits of 

ethical production and consumption can outbalance the negative social implications. 

2. Personal success can be defined as one’s ability to tap into social issues and, as such,

humanistic luxury denotes a consumer effort that embraces one’s accomplishment while staying 

socially sensitive. 

3. Accepting to live in a consumer society is being realistic, and so consumers need to

embrace its potential to achieve social good on a global scale. 

Synthesis: Humanistic Luxury can tap into social issues, has the capacity to bring a level of 

improvement to vulnerable communities in regards to available material resources; but it also re-

enforces inequality locally, and globally. 

1. While humanistic luxury efforts do have some tangible benefits to vulnerable

communities, those benefits are hard to trace and remain short-term solutions.  

2. Humanistic luxury supports stereotypes of workers locally and remotely, ultimately

cementing status dynamics. 



3. Power dynamics will not change as a result of humanistic luxury consumption, as the

emotional of the category is still to confirm the social status and achievements of the consumer, 

ultimately elevating her in relation to others in the social world. 

To conclude, the working hypotheses generated insights that led to the application of 

Hegelian dialectics. This approach was essential to ultimately break down the oxymoron that 

Humanistic Luxury poses. Luxury stands on the one hand to create distinction, and humanism on 

the other hand promises permission to consume freely without becoming morally and 

intellectually degraded. Nevertheless, the synthesis is what shows the real meaning and impact of 

Humanistic Luxury. While the category certainly helps to mitigate some of the damage 

consumerism inflicts on society in terms of the workers financial vulnerability, it also cements 

status dynamics amongst consumers, determining who is worthy and who is not. It elevates 

some, and demotes others. True, this social distinction is no longer on the base of financial but 

intellectual capital and location, affecting local and global social hierarchies and mobility, above 

else. 

There may be possible limitations in this study regarding the sample, methodology, and 

lack of previous research. Interviewees for this research were selected through instagram in the 

first phase, and then through word of mouth in the second phase. This method may have locked 

findings into an english-speaker (upper)-middle class cluster from the start. While the price 

points and values of Humanistic Luxury, as well as its communication channels are consistent 

with this approach, it still limits the access to possible participation of the ultra-rich. This may 

have had a hindering effect in understanding the paradox of Humanistic Luxury holistically. 



Future research may tap into upper class consumers, as well as non-english speaking individuals 

and groups, generating findings that do not align with this dissertation. Moreover, opinions differ 

on the ideal number of interviews needed for grounded theory methodology. This study had 

conducted for 16 interviews. While by the last interview no new significant information seemed 

to emerge, some theorists state that one cannot be sure whether the study is concluded unless 

conducting at least three dozens of interviews. Unfortunately, because of time limitations, this 

was not an undertaking that was possible. 

The typology drawn within Humanistic Luxury consumers are pivotal, however, in the 

future, it needs more in-depth undertakings to understand them in greater detail. There are crucial 

differences within all typologies that were not explored within this dissertation. Hence, not all 

American, European, and emerging economy’s consumers possess the same, background, values, 

and experience, and consequently, there will be nuances and sub-groups within those groupings. 

The understanding of those subgroups within different populations will improve generalizability 

of this theoretical account. 

The study has gathered data both through in-person interviews, and those over Skype. At 

this time, it is still debated across academia, how the conduct of interview over the phone/screen 

impacts the result of in-depth interviews. Advantages of the phone/screen interviews include 

decreased cost and travel, and increased interviewer safety. While these factors justify the use of 

method in order to get a diverse sample, some researchers argue that only in-person interviews 

can generate honest data. If honesty is indeed tied to in-person communication, this study may 

have major drawbacks, resulting in invalid data, and ultimately false findings, and false 

theoretical account due to the flaws in critical data. 



Furthermore, this study utilized a set of sensitization concepts to develop working 

hypotheses. While this approach is certainly in line with the grounded theory methodology 

outlined by Charmaz, a Glaserian or Straussian procedure would have forbidden the use of pre-

existent suppositions. While the working hypotheses minimized biased research due to 

understanding the topic and common misconceptions prior to interviews, they have also 

influenced and shaped the researchers worldview, limiting creative assessment due to applying 

findings to already existing categories. 

It is necessary to start with noting that this dissertation did not bore a theory, but rather a 

theoretical account attempting to explore and understand the consumer motivation behind of a 

novel consumer segment. That said, the dissertation contributed to the existing research in 

several ways. First, it recognized Humanistic Luxury as a keystone for a global middle-class 

status group. That is because Humanistic Luxury provides access to luxury at a lower price point, 

while confirming consumers’ intellect and cultivation as a base for distinction. In other words, 

consumers shift status from economic capital to cultural capital. Furthermore, the study 

determined the category as a catalyst for status biases. Second, breaking with academic 

traditions, the dissertation treated Humanistic Luxury as a global phenomenon. It explored ways 

that Humanistic Luxury plays not only in a Western, but a global social fabric. In addition, it 

recognized the category as an agent of associational biases. 

While this research has tapped in a crucial and relevant new phenomenon, outlined the 

basic determinants, meanings, functions, and impact, it also requires further exploration. Future 

research into the moral luxury consumption should focus in particular on: 



(1) The moral aesthetics of Humanistic Luxury products and services as a factor to status

consumption. It is not entirely clear what the the moral aesthetics and visual codes of the 

segment are, and if they hold up by themselves even without the prosocial narratives. 

(2) The nuances of motivations within the three typologies of Humanistic Luxury

consumers. As stated earlier, due to the length of the study, typologies were established as 

“American”, “European”, and “Emerging economies”. Nevertheless, these are large and diverse 

areas, worthy of deeper, more nuanced examination regarding their consumer motivations to 

Humanistic Luxury.  

(3) The role of pleasure is downplayed by consumers. Rather, they exhibit a sense of duty

when it comes to their choice to Humanistic Luxury. However, their choice is luxury rather than 

fair-trade, and other certified non-luxury products, indicating a sense of pleasure in their 

purchase. Further study is needed to exactly pinpoint and locate where their sense of pleasure 

comes from.  

(4) Emerging economies’ consumers deserve more attention in status and dominance

studies. These consumers’ attitudes are mixed: with elements of pride, resentment, and 

astonishment. This dissertation looked at Humanistic Luxury consumers as a whole, resulting in 

limited findings on this one typology. Subsequent research is necessary to understand the global 

impact of the segment. 

The study also offers several implications for practitioners. Focusing on consumption 

practices provides them with additional instruments to navigate the complex realities of 

contemporary luxury markets. This dissertation may help luxury professionals to apply methods 

of design, production and communication that may be more sensitive not only to the needs of the 



consumer, but to the producers as well, promoting deeper accord. Understanding unintended 

outcomes can help adjust brand frameworks, and fix supply chain practices. In a saturated 

marketplace, brands can only become desirable in the context of consumers’ identity building 

that is determined by their group dynamics and social realities. Hence, this study offers insights 

for practitioners that can underline and guide brand positioning and engagement strategies. Thus, 

luxury managers can strategically align their brands with the selective practices of luxury 

consumption. 

To summarize, the aim of this dissertation was to find out what motivates 

consumers to turn to the oxymoron of Humanistic Luxury, an emerging consumer category that 

serves to distinguish consumers from others, but also to shrink distances that cause inequality. 

The findings of this study indicate that there are three types  of consumers who construct this 

consumer group. While they exist in the same group and understand each other as part of the 

same group, their motivations differ greatly, though they share a set of similarities as well. The 

contributions are two-folded. First, they provide evidence that Humanistic Luxury is sought out 

on the basis of finding agency to maintain the ideal society and culture for future generations. 

This inevitably suggests that the category functions on a moral basis, opened to those who share 

the same values, tied to social and cultural resources, and bound to the West. And second, it 

sheds light on the disparities of global communities based on consumerism in the non-

consumerist past. To conclude; despite an increasing interest in luxury branding from a 

marketing point of view, there are gaps in the contemporary luxury research. Filling these gaps 

may not only be interesting for academia, but also in the practical field. Marketing positioning 



and communications is increasingly becoming inconspicuous, tapping into ideas of ethics and 

status, making collaborative thinking and research in the social domains inevitable. 
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Appendix 





Interview 1. “Ab” 

Hi. 

Hi.


So, just a little bit of a background. As I have mentioned before, I'm doing my 
doctoral degree in sociology and luxury studies. And my focus is I'm trying to 
understand what makes ethical luxury such a powerful new segment. So when I 
stumbled upon your beautiful Instagram page, I thought that may be talking to you 
will help me get a better perspective. And so whatever you're going to say is going 
to be 100% confidential, I'm not going to share out your personal details. So please 
feel free to answer anything as honest as possible. Your name or anything specific 
to your bio is going to be erased, coded. So My first question is, how did you found 
ethical luxury in the first place? How did you discover it?  

Yeah. I used to work in a community based into ethical. Yeah, yes. Community Center. 
And most of the things that we used to do was teaching people skills that they did with 
dance, right. And then when I moved into working with fashion, I worked for a fast pace 
retailer. And then when I was like, Okay, well, I'm done with this wild mix, I went when 
smoked. Now I work for a smaller PR company, and more the people that we work with 
our local base. So everything my my boss, When I started here was always pushing like, 
luxury can be luxury can be ethical, We always just think that it has to be like this 
dramatic thing. And He's like, his whole thing was I Look at my, my suit. This is hundred 
percent what what this in this displayed was ethically sourced, everything with with that 
he did was ethically sourced. So now when I started was like, Okay, cool. I think twice, 
even before I buy things, or before I work, I work with a lot of brands to be swiping work 
with brands, I want to know the story behind it, Where does it come from? footprint of 
the items because I don't want to be going on the internet and telling people buy this 
amazing, whatever. And then you find out that and the age children overcome with it. Or 
it wasn't historically that the fabric wasn't specifically. And now my biggest thing is most 
all kind of most of all the brands that I work with. So African based brands only, because 
I understand the the work that goes into it. And so that and also supporting them not just 
saying, Okay, give me things in our posting, but like buying things from them. And 
obviously it's not cheap, because it's a small, little brand. But you know that you're 
building something bigger. And we ethical luxuries has to not just necessarily just the 
luxury part of it, but like the story behind it. And the people behind it. Yeah.


So What do you think like, what is the story that resonates with you the most? 

The story that resonates with me the most? I'm one of the designers that I work with? 
She did an artist to me It goes on before after pack. And everyone was like, oh, god 
scrapes. Greg. Yeah, yeah. But her story is, she comes from a very poor background in 
South Africa, it's cold out, she comes from a very poor background. She managed to get 
a tertiary education, education, a tertiary education, like a university education, but in 
passion, but she got it. And then there was nothing. You know, it's not easy getting into 
the business. But then she started her little brand. But I watched her work. Like detail. 
I'm just because she's not a big design, that doesn't mean that she was now buying 
cheap, Important fabrics to make her clothes, everything was detail oriented. And I love 
how she worked. And when I did wear it, When he will ask me also, Where did you get 
this on that hundred percent of African made story. Like, that was great for me, because 
then people got the bigger picture. Sometimes people don't just buy into a pretty dress 
they buy into the story is now a thing where people actually buy into the story.


Yeah. What do you think like the stories are? I know, like, there are so many stories, 
but like, what are the powerful stories? You think the powerful stories are?  

That when JC boards, The lady and of course we work for it's called TGI. So they are 
one of the biggest manufacturers in South Africa, like factories. So The stories are the 
ladies that work there. We did a video, I can share it, I can actually share the video with 
you.


That would be great. 

Yeah, which is a video where we interviewed the factory workers, the lady who cuts the 
patterns, the lady who ions that those are the stories and then we also interview the 
children. Because their mom works there, the child gets to go to school, because their 
dad works the they get two simple things that told me to say I had beautiful Christmas 
clothes, or you know, it's these stories that they come up with metal and then you ask 
the parents, because I work at a this factory, I get to provide for my, for my children, for 
my family, make sure that we have a roof over our head. So I always think about those 
things like this is not just a dress, I'm hoping in my own little way, a family, a little child 
like that kind of. So it's been recently select my biggest thing because Also the 
environment I'm in now. Yeah, so the stories like that. And there's also stories about 
people moving away from time, because now they have a job so they can put food on 
the table. There's always these little stories that people don't get to tell. But they those 
people are actually like the heroes of the industry because they weren't with the designer 
can come up with the beautiful design, but who puts the patterns together? Who know 
that whole little story that comes with it in the end of the day. It's a beautiful James. But 
these all these beautiful stories behind it. Wow.


- believes to be building a
big cause
- seeks stories behind
brands

- gravitates towards real
people, underdogs
- gravitates towards real
people, underdogs
- seeks African stories

- seeks local African brands
- seeks out community
stories
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Did anyone help you discover ethical luxury? 

I'm The boss that I used to work with. He helped me discover it intellectually because that's his 
biggest thing. With with luxury. He helped me discover a lot about that. And also just asking 
questions, because there was a time where when I really started with my Instagram things 
when I was like, Okay, cool. Look. It's cute wearing all these fancy international brands. But I 
would like I said for the year as it for the year, I'd like to have new ways of African brands, to 
events, to fashion shows, for shoots or anything I'd like to do inside African brands. And then I 
posted it on my Twitter. And then there was a lady who ran a PR company. And when she DM 
me and she's like, actually, these are the brands you should actually be working with Ba ba ba 
ba ba the oldest and kept on this. And then I literally went in and like research them. And I'm 
like, okay, they're cute. Thank you. Because also, just because it's ethical doesn't mean sci fi, 
like, that's my thing as well. I'm just that kind of person. So I researched the brands, I 
researched the stories, I saw the clothes that they were making, and I built this great 
relationships with their. 


Yeah, can you tell me a little bit about you mentioned that you were buying like different 
luxury brands before? What kind of luxuries you bought before? 

So it will be a big thing about the bag. So unique needs to be either a gift bag, it needs to be a 
big name brand, like Oh God, I'm going to save up now. And then I'm going to buy a little 
purse a little wee bit harder, because you're going to save up, you know, by the local chapters, 
but not knowing that, that amount of money saved up to buy that little purse, You could have 
used it differently. And also it became pressure because when I started, I had I didn't have the 
job that I have now. So some things were struggling so I couldn't buy the dress because I 
couldn't afford this. I had to put money aside for that. But now I'm ready to cool. If I put my 
money into supporting someone, I feel like I'm getting into like someone I know some story. I 
know. We're like helping like a either black business or I'm helping a friends business. I'm more 
happy with partying with my money. Yeah.


Do How would you describe the person you were back then? 

I was I didn't think before I acted. Especially with our fashion we didn't I don't think fast fashion 
was all the rage. So fast fashion. As long as it was in style, I would buy it. And also then you 
realize that it doesn't last. That whole thing of it, It won't love you it will shoot now. And then in 
two months time is out of out of season, and also totally broken into the holes, all different 
places. And that kind of And I also used to just say bye bye bye. Bye bye. Bye. All the time. 
Bye Bye bye. And it was it. Now I'm more and more conscious and recently so I get invited 
maybe to fashion weeks and stuff. So I'd wear something and then people will automatically 
like you're wearing either one of these three designers because they know I'm like obsessed 
with it they've been my people so that you will have you and this is what African me the beads 
in the back but like I've always been I'm into my clothes now because I buy this so I know the 
stories of my god you know that he made it? You know that he's from here? Do you know that 
he's from here? like that kind of I'm I'm more invested now than I was because then in black I 
know I put this you know brand name you throw a brand new Oh name and the years that we 
moved on with our lives? Like No, actually, this is imprinted a he's from lambda here in South 
Africa in Cape Town. And he started his business from his mom's house. You know that kind of 
vibe. And then I'm and then my mind is really good. And then that's how things start growling 
know that? Yeah. 


How would you describe the ethical luxury shopper? Do you think they hold certain 
values? Do you think there are part of a class? They do certain type of job like what do 
you think they're like? 

They It used to be a certain type of person. We never we thought ethical we thought the ladies 
who are like wearing like, not not ethical was never aligned with style. But now with the rise of 
ethical brand and it happy now to say it it's become fashionable. Mm Hmm. So now, the the 
younger the younger crowd is getting into that ethical fashion. Yeah, no crowd. Um, she 
probably works. Or she said, especially in Cape Town. It's the undercard, she's now a new 
vegan. And she goes to university or has just started a whole new job. And she wants this this 
this new thing of I want to stand for something. I don't just want to exist. So there's a in South 
Africa. And also like second kids, there's a whole surge of the younger crowd. And then 
obviously, there's those older people who who've been ethical. And we're probably looking at 
the rest of us just like we've been waiting. So there's the older lady, She's probably lived. And 
she's bought all the amazing brands or the Chanel or the and then she's finally gotten to a 
place in your life where she's like, what is this all for? And that I went to CPU t, which is a 
university in Cape in Cape Town, and they were having an ethical and sustainability talk. And 
These were people were like, I don't need to constantly consuming these things, you know, 
and it was older people, but it was young people in the room. And now as the slack merge in 
the middle, like everyone is kind of like merging in the middle. And this is exchange of 
knowledge from the people who've been in the game for a long time. And then an exchange 
from the people who are just coming up. But also is an exchange of also just like It's not just 
one thing. It is I'll keep saying ethical fashion and ethical luxury fashion can be beautiful the 
made. And it doesn't have to be all the time, you know that mean? Sometimes it's how the 
lender you're wearing was sourced. Maybe you're not wearing at that it's cleared. But now it's 
like levels of how how some things need. It's a bigger conversation that people were having. 
And also they were now You'd rather thrift a Chanel jacket, then by the way, It can also it's 
cuter because now it's thrift in and it's Chanel, and you know that maybe you and an old lady 
from across the street are the only people that have it. That kind of vibe, and you've given it 
like a new life. Mm Hmm.


- discovered it as “intellectual”
category with help of boss

- s tar ted her journey w i th
international brands
- focuses on local African brands
now
- connects with H.L. enthusiasts

- used to save up for tiny items to
be part of luxury
- realized that there are different
ways to be part

- want to see the effect of her
purchase

- H.L. gives her access to inner
fashion circles
- local African design gives her a
point of distinction
- stor ies give her point of
discussion

- finds brands less disposable with
stories

- thinks they are the working
young
- thinks of them as educated,
vegan
- “ t hey wan t t o s tand f o r
something”

- thinks of older segment as
“arrived in life”
- sees H.L. as essentially younger

- thinks second hand is coming
back for rarity and eye
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Do you think there are cultures that are more receptive to these categories than others? 

Yes, yes. Western cultures are more receptive. And when I see as I'm seeing, like, the kids who are 
now no longer Newly like getting into the market of buying things over there. So we're more 
receptive, but the core communities that started seeing that people think that a fix that goes and 
close our people think of people are just thinking, do I have food to eat? Am I warm? Is it a pencil 
to talk like it's that isn't cheap. That the story that they care about, because they don't have a the 
information and be they don't have the money to be able to get into those spaces and buy those 
things. But then, also which are going to digress from this, but it's in black cultures and in black 
families or in like poor families. Second hand is always seen as you don't have Oh my god, you put 
all my speed by you. Even if it means you buy new all the time because it keeps ripping and he 
keeps tearing and wild. It's because taking things from some of us and wearing it puts a light on 
how much you don't have Being able to walk in with a bag from h&m or from Mr. Price away. But I 
was surprised. And then he was like, Oh, you can afford it like you can afford? You know? So it's 
it's a mindset With TCS?


Have any of your views have change? Ever since they have been buying ethical luxury thing 
they have?  

They've changed. Because when I when I got into it, It was just because of like, Okay, well, I want 
to make a change. I'm going to do this, I'm going to do this. But then now I'm like, It was never It 
was a no brainer from the job. Like, it was a no brainer, because now you sit and you're just like, I 
have wasted my money on wild, wild thing. Right. And I because now I think the older I get, I want 
to have an impact. I want to be able to episode connect my footprint of How did I help even in a 
small things, small things back in the day it was is that I need to get dressed. I don't care. It's 
where this comes from, and was never a thing where I was like, where does this come from? It was 
always just like, I wanted to get it moving. And now with movements like who made my clothes? 
They who made your clothes? Do you know the story of your clothes? And also Do you know the 
impact that you're having? Yeah. Yeah, I like that kind of thing. I never used to think about it. That's 
how I think a mindset has shifted. What it is now. Yeah, currently. Yeah, I think that's where my 
mind shift. Like, I've had like a serious like, mindset search where I made Who made it? Is it 
ethical? The rain forest, they didn't have to die or like, you know what I mean? Like, it's more now 
conscious. Like, I'm like, I'm very conscious about the things that I buy. Even If things at home, 
where you're just like, Okay, we don't need to buy that. You know, yeah. My, my, my thing also is 
Iris search for things. I become that person. I'm like, Oh, it's so cute. I love it. And then you just 
like, actually, What's the story? I become that person.


Yeah. What do you think was the turning point for you? 

Turn a turning point for me was when I really started to push this whole pushing my social media 
pedal. Initially, it was I don't want to wait anything that the next person will wear. And also I don't 
want to wear anything that I can always just find like that. That was my thing. And then when I 
moved now to him, and now and I started to read up, because that's just my job, like read up 
social stuff. Regarding business. I was like, wait a minute. There's there's been there's been a gap. 
You know, so that's when my chest depression, When when I came home at shift came, But 
initially it was just from a pure sense of unease consider to be individual and different.


Do you think this helped you grow as a person? 

Yes, I think I think it has, I think I think it has, in a big way. Because I I'm more like, kind of stuck in 
the moment with things at the as we've grown. And also, I've also been like more about my actions 
have consequences like, Ba Ba Ba Ba, there's always a lot just like, whew, cute little it's there was 
a story is, for every action, there's a reaction. Mm Hmm. There's also because of, for example, 
nine kids, and there was a lot, We had a lot of sections that we're producing close here in South 
Africa for South African people and the larger than closed because fast fashion has taken like a 
serious rise. And the factors kind of be open because they can stay open. They can pay people 
salaries, but then it's not like my do my little corners can make a difference. A big difference, but 
it's not always possible.


Mm Hmm. Is there anything that you would change about ethical luxury, or how the brands 
work? 

I think it should be made this on a performance that less of a look at as look at you because 
there's not whenever I go to these, these ethical and sustainability talks is always an ass in there. 
As we are good, They're bad people were good. They're bad people really do this. We grade the 
offense. It's brought bring it down to the bring it down to the bare essentials of BM talks to people, 
huh? Oh, OK, cool. Bring dogs the people this. And also, like some simple of It should be simple 
exemplified. This is what this is good. This is bad. This is the reason why we want you to do this. 
This is the reaction of whatever We'll call it, politicians want you to vote for them. They come from 
the big house, and then they come to the location or today they come to the hood MBC. Now 
inside the part of the Dubai people buy into that, right? So The grandness of it all Simplified given 
to the people. And you'd be surprised how people get it. With now arise of dislike, my recently 
there was this database, it was going around it. And so I'm not on Twitter, where people were just 
putting local brands, you know, local brands, local, even small things, local, local clothes, And this 
guy makes leather bags, this guy makes this this and you will have our support that I want to 
support that because it was made to be cool. Yeah, make something cool, then people get it, The 
moment you make it elitist, and like for a specific group of people, then you are not going to be a 
change. At The moment you bring it to the people simplify it. And like the reason why we're doing 
this is because we want to maintain five dogs or five houses in Philly, which is a location here. qo. 
So if I do it, then I'm helping some of course boys want to be doing something cute. Yeah, so 
make it cool. Make this is like accessible and make it simple. I feel it. If that's what happened, then 
people can get into.


- believes the west being
more receptive
- thinks relative wealth is
prerequisite

- without financial capital
one can only get mass
fashion

- wanted to make a change
the older she got
- finds small possibilities to
change big in fashion

- became “conscious”
- feels proud of the person
she became

- found turning point as an
influencer
- sought d is t inct ion in
clothing

- grew as person

- found that every action has
consequences
- saw effect in African
community around her

- sees discourse around us
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being elitist
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change impossible
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So How do you think today, the “us” and “them” is 
being depicted? 

It's always a case of Look, we don't go into this thing 
we want to I only buy codes that are made from him. 
And that are this thing and the animals that this that this 
that this great between this. My Water feeds into my 
garden. And when and then you sitting there you like, 
cool, because you can afford all of that. Get it? But now 
simplifies the lady who doesn't have, How is she going 
to be able to do or the things that you're doing? It 
shouldn't be? I'm doing great. You're doing horrible. I 
should be kissing like, I've discovered something new. 
Yeah. And I think it could benefit you. It should be done 
like that. At discover something new allies have found a 
new way of doing things. What do you think educating 
people? I think they'll just be like, the best way to 
remove the I'm great. And you're bad because you with 
synthetic fibers made in a factory in wherever, you 
know like that kind of?


Yeah. Yeah. So do you think if everybody would be 
buying ethical luxury, you would still be buying 
article? I'm sure you would be searching for an 
alternate way to make distinction.  

I think I probably would still be doing it. I would still be 
do. Right.


But then it will push me now to but how do you do it 
differently? 

Hmm.


Yeah. Cuz it's those things where one person will be 
where they'll shop. they'll sell age pets. Five people by 
the pets. They weren’t. Cool. Cute. I love scared. But I 
will very differently. I'll come through with something 
else that just takes it up. Yeah, just having fun with it. 
Yeah, I think that's all my thing now.


Um, is there anything that we haven't talked about? 
And you think we should? So I can understand this 
topic a little bit better. 

I know because my my my biggest chat laws, always. 
ethical fashion is always see like, people are always 
saying it's expensive. And then, So for example, people 
who are kind by a local designer, Right? So for 
example, a local designer will make 10 jackets, right? 
And then a big corporation will make 60 jackets, The 50 
jackets can be are usually cheaper than that tape, 
because that's already committed. And obviously he 
needs to eat. And obviously, he needs to sustain his life 
and whatnot. But I would What, going back to what 
we're talking about, about what would make it great, 
like ethical fashion grid is also like this. Government 
usually subsidizing things like great work. And 
something that was more about having in that bigger 
scheme of things, when you say look at the budget is 
going to this and this, this is this. Also the budget is 
going to boosting the local manufacturing thing. I think 
that would be so great. That way, I'm not saying I'm, If I 
don't solve this glass that I've made, I can't eat. So you 
hide the price up to unnecessary labels. So If there was 
like a subsidy subsidy for things like that, That will be 
great. Because thinking that you're going to provide 
jobs, That's also a way of providing jobs. Because 
you'd be surprised how many people have to employ. 
The smaller, smaller businesses actually employ 
people. But now when things get tough, that makes 
people go, huh. Which is, which is which is bad for me? 
I find it very sad.


- sees great divide between how consumer and
non are depicted

- want to see democratization but would seek
distinction within

- sees price as biggest barrier- sees price as
biggest barrier

- thinks governments should support this
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Interview 2. “Al” 

So how would you describe ethical luxury? 

I never really thought about how to describe, but I guess, I mean, in a way, it's just a 
responsible way of taking care of luxury goods, you know, you really want to have nice 
things right here, nice clothing, nice bag items. But I mean, realistically, we should be 
selling that last dispose of it every six months. And it should be something that is 
responsible for the environment for us workers or subway station in general, and in all 
aspects of the brand again 
do you think like, responsible luxury, something new or it's something that has been 
around for 
 a while I in a way, I think it's something like if I look at my grandparents, we have shoes 
that they had for 10 years. Yeah, and you're a good pair of shoes that they went by and it 
will keep hold on to them and to cover and do that and I think maybe a mid century media 
became you know, everything became about disposable plastic microwave ovens stuff 
that you just like wanted to buy it and have it right now and get rid of it. I think that it was 
it's really tired after the war when people had a bit more money they started to become 
more wasteful with their things I think so it's good that it's coming back to this you know, 
that are responsible so to know that there is a new wave do. 

Did anyone show you these luxury brands? How did you discover it? 

I orobably just discovered it through my own curiosity like especially social media like I 
feel like things are targeted at me always come up and it will be something you know, 
that's just like organic cotton or whatever it might be something comes up at me like 
through my browser and all of that I don't think anyone really showed it to me if you follow 
any ethical luxury like Instagram pages or like people like blogging one that I love is 
Everlane I love that brand I just bought they have they have this whole line that they 
made in the winter that's all like recycled plastic water bottles basically I have a quote and 
quote the date all of like recycle plus that they like sweaters that I mean overtake will 
classes this one I love the system like affordable other ones that I follow luxury thing not 
so much but even like like I like Medusa notes and a lot of my stuff using for say follow 
them and I just like I'm noticing a little shifts that are occurring like because of the luxury 
market stopping using for people are considering their workers and their different 
factories. 

What are the facets of it for you that are the most important that they resonating 
with you the most? 

Definitely the conditions for workers I mean I watched a documentary True Cost, you must 
know about it. It showed all the workers like in Bangor coast to coast I saw this and I was 
like, I mean, I knew about this, but to see the documentary was really eye opening to me. 
And it made me feel incredibly guilty. You know, I'm like promoting a sales of these items 
have the time if I'm even saw campaign or something. Like it's heartbreaking for me. So 
that's definitely a big one for me. And another one is the environments or a loss. You 
know, I even look at how we spoke, you guys can be that, you know, I've been watched 
constantly before they're being produced for dinner, whatever it might be, or the way that 
plastic is being even, like, if I order something online. And it comes in all this plastic. I'm 
so nice. You know, like I'm never buying from this company again. Like, I hate to see that 
for sure. So mainly probably environmental. And then like the social aspects for most 
prevalent in my luxuries.  

Before ethical, what kind of luxuries did you buy? 

Before before I was less conscious. I guess it's also like, with age, probably to like when I 
first came into this industry, we set for us eco conscious just the way that it was. And I 
probably was buying or stuff because I was like me to New York and you're in this job. So 
both bought more leather goods and like just things from burdens that now I would I 
would probably consider you know the impact in the world and another one like it maybe it 
was the shopping in finance or something like that and not really think about it was now 
really jump into something friends that I believe. 

Do you think you have changed? 

Yeah, definitely. So I’m just the fact that I pay attention to wear my clothes and my even 
my groceries something. So yeah, I think I just a more conscious now of where my things 
are coming from. And even like a lot of the time I want something luxury like a few years 
ago, it was my birthday. I wanted something really beautiful to wear. But I went in bustling 
vintage. Instead of like, going to Barney's or something like that. It was i thought you know 
what? I bought this beautiful dress from the 70s instead of some brand new address the 
runway. So now I definitely might use like I really consider every purchase I'm making 
deliveries my house that's made up of water. 

- describes H.L. as mix of
responsibility and luxury

- seeks durable and
luxurious goods

- thinks pre-consumerism
everything was H.L.

- thinks available goods
spurred consumption
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sustainability

- a p p r e c i a t e s
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Do you think that helps you grow as a person too?  

I think so. Yeah. Because in a way that you're considering purchasing. It has a future 
world and the next generation after us live. So I think this year just inserting the impact on 
other people in a way to yourself. Like when I was 20 and I went shopping at department 
stores. And now consideringI didn't have as much as like a worldview and now I think I'm 
considering more like how my purchases impact the world or whatever. Yeah.  

Do you think that the people in general who are buying ethical luxury… who are 
they? what kind of people are they? 

I think nowadays it's to me, it's growing a lot. Like I think maybe four years ago, it was 
mainly people were more eco conscious. Definitely a lot of my Canadian friends. I know 
Canadians are like very environmentally conscious. So I feel like all my Canadian friends 
were maybe the first that I said start ethically purchasing. But now I feel like it's almost 
become like trying to purchase at the play is not nice. But you know, I do see on social 
media a little bit movements to pushes like I'm seeing all these models of fashion 
designers and all these people, you would never would have considered the things 
before. But now it's your responsibility as a brand. And as a model he has a brand's to, to 
be choosing where you're putting your impact out there. So I think it's really growing 
along. Sure.  

So do you think that there are some values that's people associate with that, or it's 
like an image thing? 

Some of it, I think, is an image I don't know if you see that, but I think there's definitely 
some of it's an image but I think internally you have set those values. I think you do have 
to be a person considers others specific environments, you should be compassionate and 
away social, the people that I know that purchase ethically, I think you have to be a 
person who thinks about things other than ourselves. And maybe that's like, you have 
solar what it is. Yeah. 

And what about the people for whom? Like, it's on an image things like, what do 
you think? Is it like an aesthetic thing? Or do they want to associate themselves 
with something like, what do you think? Why do you think that they find this idea 
sexy? 

I think I think being ethical and use on something has come to you in a weird way. I don't 
know if you really seen this too, I really think it's become really care about the garments 
and about animals. And I don't know, like, even I noticed when I started modeling. It's like, 
it was not care, you know, like smoke and drink, and, you know, be this bad girl or 
whatever. And now, the more Instagram personality share everything, and trying to others 
and respond to people on 

forums. And so it's really shifted the way we looked at what is here, which is great. So 
then it's also because you get feedback on social media, you need to get her if you're 
working for some brand that's killing animals. And someone, hey, you’re working with the 
spring about the fact that you're working with that brand? Yeah, yeah. So it was in a way 
before you to have that connection of humanity through fashion. That's interesting. But I 
have not heard what it makes so much sense industry seems so much you have this 
connection we have with our fans, or even the designers have with their friends. Yeah. 

Do you think class is playing a role, too? 

At home for my parents are like working class families. And, you know, we're so focused 
on this year, and I think they're focused on luxury. But like, if I go home, and people like 
friends I went to high school with, they're buying, they're closed, they're not going to go 
and buy clothes three times twice. So and then also, they might not want to buy 
something vintage, because they can’t afford the the nicer vintage stuff, or maybe towns 
over have that nice of stuff. So they're still going to go and buy a new t shirt from Walmart 
versus an old one. 

Do you think if they had more money, they would go for ethical more?  

That's a good question. I don't know. It's hard to say. But no, I mean, you would hope so if 
they have those values. Again, I'm trying to think of my friends I would think that they 
would be more conscious about these things I think on your own domain is having 
enough money I don't think you have like space in a way so you know, just thinking I 
need a new coat and I needed to $30 nothing good words coming from the same way as 
if you can afford $20 copay. So yeah, then you think more about your options we actually 
have you have a say in a way but if you don't and maybe it’s a different thing. 
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Is there anything that you would change about ethical luxury, like some of the 
practices? 

Like I guess this will happen slowly that it will all shift whew that they're all the brands 
are these functions know this but with time that will happen they think when you call it 
ethical luxury you get some people that are like I don't want to buy this or whatever um 
despite I think it some for certain people they're not interested in it is even like the 
organic food movement it's like some people are they find a pretentious.  

I'm not sure if I understand that yeah are you saying that you wish like this 
would be adequate like I kind of wish that you could almost chop the word 
ethical is…  

I think what I'm trying to say because I think the problem is I mean I guess they're not 
being said it's a buzzword it's a bus here yeah that’s because I think you're always 
going to get some people who like something and some people who don’t get the 
numbers I guess yeah like you probably see more of that oh I'm not sure now yeah 
you never know but I wonder like are there certain brands that are like if they were not 
ethical before and they are not just that their sales yeah yeah I’m like for me I know 
ization curious about … 

What are the aspects like when you're here ethical? What are the things that 
really capture you more convince you that it is ethical and I wanna put my 
money into what are the things done? 

 I mean, I guess for sure. Like, if they have the story again, love certain brands, they 
can cite their websites, they'll show like, these are the people who are working on our 
clothes every day. This is how much to make every like Everlane. Really nothing is 
how much your shirt cost is how much it goes to the girl. That soldier? Sure Sure. Yes. 
And you're like, Okay, great. You know, I feel better than it's transparent. So yeah, one 
thing and then it gets to like, right. Like, if I hear friends that are interested in the 
brand, I don't know. It's also like the people they haven't had certain times to, like, run, 
see, just like a celebrity was like, really, I think we've come to us and they're 
connected to the brand new like, well, it's supposed to be a voice for example, like, 
must be good. She's not gonna sell that stuff. And I trust I guess, depending on what 
to do. So also, right now, many of the things that I'm hearing is that ethical luxury 
somehow is a vehicle for distinction for distinction. So when you're varying ethical 
luxury, it's a way to show your aspires to better yourself. Oh, yes. Yes, that's, that's 
true. Absolutely.  

Is it for you, too, do you feel it that way?  

And I think it has a lot to do with what's going on in the world right now, like in terms of 
like, social movement towards the fact that, you know, they've got slacktivism like 
people will rather like post a picture of some protest or something like this, or 
something going on in the world, rather than actually go and do the nitty gritty work 
themselves. And then same thing with shopping, you know, choosing where your 
money goes, it's like, you don't actually have to go out and test for these workers or go 
to Climate March or whatever. It's like, well, I'm voting with my money, though. So you 
feel like you are in a way, which is good, too. Yeah, like if you don't have time to do 
those other things. And that's great that you're at least doing something.  

So when in the future ethical luxury will be more available for other people. Do 
you think you will still buy ethical luxury? Or you will move on to something 
else? 

I think I will always make this ethical choice, but what else would there be ? I mean, I 
don’t know, I think I would still buy it. And again, I still buy a lot of vintage, that’s my 
favorite. Yeah.  

What are your favorite ethical luxury brands?  

I am trying to think… What are you even tagging as ethical luxury brands?  

I have ben hearing very different things. 

Very different things? 
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Yeah, Everlane to Maiyet… 

Maiyet? 

It's a brands that works with artisans around the world a lot in Congo a lot in 
India.  

Oh, cool! 

So it's very diverse. You don’t have requirements… 

Yeah, and I don’t even have a big brand that I can think of… 

Yeah, it seems very fragmented now.  

Its fragmented. And it's like, like you're saying, it's like, how do you find these things? I 
don't know how you can begin. I just find them through word of mouth. Because Yeah, 
it's fragments and you kind of get lucky yeah or even like I went, do you know this girl, 
Kenza? Nelli knows who I think she's a model and she's Tunisian and she did this 
Tunisian  market like uptown right before Christmas. And she had all these Tunisian 
crafts people like to know the main towers and closing skincare and all this stuff, right? 
So then I just buy things like that, you know, you may decide, Okay, I'm gonna buy 
this. So you have to know the people away or even when I’m traveling, if you see like, I 
was just in South America for a month, and then I bought some stuff going on there, 
you know. And you see the person that made that with their hands. Yes, I guess how 
you find out about these things. But yeah, I don't know. Through  friends. So we should 
make it there are no be friends. Okay. I'm glad. I don't know. But really, I don't know. 
Like, I know this slowly shifting and slowly getting better.  

 Do you follow any brands on Instagram? Who may do like something like that? 
Or is it through mainly the people you know, you're traveling experiences? 

I think it's the guys are following so many friends are like I said, like trees to start using 
for like designers, designers, and I see how the sign on to their workers, like there's 
some services or whatever they're treated early. I don't want to I want to work a lot with 
don't take a while and I like to know working for and I was like, I like really thank you 
for hiring me. You know, you just you see them and say, you know, like, clearly is there 
anything else that you think when you think about ethical luxury? And like, do you think 
about only fashion? Or do you think about other categories? Do I think I was like I was 
saying like, that's how like textile skincare? 
Definitely. 

Just the way things are know that that is skincare? Also some things that you 
find through like friends? 

Yes. Oh, it's just fun. So I have like a faceless and then I just use what I always do like 
trusted recommendations. Like, what about Home Goods responsible with the focus, 
like, I know, I should be like she said, furniture and stuff like that I showed you better 
have something pretty close to both ways, you know, home goods, a mess, but even 
still, like, I buy a lot of things from my travels today by local people, I guess.  

So anyway, I guess I have just like a couple of more questions. One of them is 
that what do you think are the barriers for more people to enter?  

A big thing is, like, I was saying, like, if you can only afford a T-shirt at Walmart, you 
are not going to buy something very expensive. It's just like access. Like, if you had a 
small town somewhere, and you don’t have the stores. And I know this one of the 
things that are around to, like, mass producing, you don't have any other good I don't 
think, you know, yeah, if your friends and I find that's not in your food in your circle, like 
maybe we were saying that you don't know those people who are into it, then you just 
basically don't get the information. Yeah, so even worse, if you're on a small town, or, 
you know, again, people are shopping at Walmart, it's just like, not in their realm of 
thinking, in a way because it's not a circle. Yeah, that’s just like, education. I guess. I 
know, if you’re not aware. Like, I think I told my parents. I like that. That's probably 
true. calls to customers for getting theTrue Cost. And I made the watch it and they 
were just blown away, you know, may have no idea I know about it. Yeah. So remove, 
like, if you're a working class person, and you see other people who are in similar 
fields, which are you suffering so bad, you're not going to want to know. Yeah, so 
education, big part of it.
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Is there something we haven’t talked about and you  think 
we should so I can understand this better? 

I mean, I definitely appreciate that the social thing right now, like 
you said, like, even in my time within fashion, like I've been 
working for 12 years now, and just seeing how these brands are 
so different, like Michael Kors, Michael Kors stopped using fur. I 
used to work for Michael Kors, and I would be wearing fur head-
to-toe. Its just a crazy shift in the industry that I'm really happy to 
be seeing right now. And it makes me happier to be a part of it 
that they're making these choices because for a while and you 
know, just seem very deep given the fact that people are more 
interested in making these choices, you know, how they produce 
their clothes. 
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choice
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Interview 3. “R” 

Hey, Sara. Hi. Hey, sorry for being late. 

No problem at all. Thank you so much for connecting with me. As I have mentioned 
before, I'm doing my PhD in ethical luxury. And I'm trying to understand what makes 
these segments so attractive to people. So I will have a couple of questions about that, 
like how you relate to ethical luxury. What really catches you about this topic? And 
everything that you're saying is going to be confidential. You can say whatever you 
want, Your name is not going to be there. There is nothing personal, That will be 
included. Yeah, so just that further background. 

So you're making you at Humboldt University? 

Yes, Yes.  

The one in Berlin?


Exactly. I'm doing a sociology degree there. Okay. So can you tell me a little bit about 
how you came to learn about this segment, this ethical luxury segment? 

So this is quite funny, because a few people have asked me this question before. And 
actually, for me, the only answer I have, I think it's so common sense. It's really, it's really 
common sense. It never made sense to me to, to buy to buy a lot of clothes or clothing. Just 
because just because you can, it doesn't mean was there. Although I'm really into fashion, I 
think I'm really much about into nice clothing and nice stuff. But It's for me, it's it's really 
something natural, I didn't really think about that. thought about that before. And, and so 
when I started working in the, in the fashion related fields, More and more into that feels, um, 
again, my natural instinct just made me work and look towards designers and brands that 
were that were doing something responsible. And I didn't even know the term ethical fashion 
really different became a trend. But For me, it was really just, again, really common sense. So 
me because I grew up in Africa, I don't know.  So It also there wasn't a lot of possibilities to 
buy new clothes. And when I came to Europe every summer on holiday, And I saw all the 
clothing and the chic clothing, that wasn't a good quality My mom used to buy for my 
brother and I. I just didn't get that. Yeah. So No, sorry. Yes, it is like good food. I have the 
same approach with foods because I love to eat. And, yeah, I rather it's something better 
than eat a lot of something Not good.


So I'm just to clarify, did you as a category, and did you discover this category in 
Europe. 

So I discovered the term what was called in Europe, But actually because I grew up in, in 
West Africa, It's, It was really normal to go to talk to a tailor someone to a specific person 
who will make your clothes custom made, actually, but of course, for much cheaper than that 
custom made clubs here. And, and also, it was obvious that it was supposed to last and not 
to not to go to the next with the next trend. So the concept and the logic behind it, I 
discovered I, it was what I did my whole life. But the trend about it around it on a bit, maybe 
12 is not the right word, but the politics around it, if you want that it becomes something a 
topic, a social topic. And I discovered that here.


When you think about that topic, what is it that resonates with you personally the 
most? 

What is it that resonates? I don't know, I would say… Again, I said that before… But for me, 
it's really it's not only responsible, It's just being sensitive. I It's really common sense. And I 
really mean that I cannot do I cannot imagine another way of doing this is not totally for 
clothing for me, but it is a way of life. I think…


When you say sensitive, sensitive towards whom or sensitive towards what? 

I think this is a good question. Because I think Hmm. I think you can see a lot of people 
follow trends. And maybe I I am part of this category. I don't know. I think I am not really I like 
again, I love good looking folks. But I don't think I will follow a specific trend because it's 
trendy now. If I love it, I love it. It doesn't matter if it's so inspiring now, And when I say 
sensitive is about shows, it's about deciding what you want for yourself and not not just 
follow what to what some people decided you should you should do you should wear. Yeah, 
so in that sense, I am really critical about the fashion industry, old fashion. So maybe that's 
why I wanted to be part of it to try to do something else in that sense. Yeah.


Um, in terms of luxuries or fashion. Have you ever bought anything that was not 
ethical? 

That was not ethical. Yeah. I mean, in terms of things that are not ethical. And I thought 
about that a lot lately, especially when I more and more involved in a so called ethical 
fashion. Mm Hmm. Um, I was afraid that we're not ethical, but I still have it. Mm Hmm. A lot 
of those things are items I bought. I don't know, maybe 15 years ago. Mm Hmm. And 
actually, as we're talking right now, I'm wearing a silk top Mom boards in the in the 80s. And, 
And I just took it from her. So It's not an ethical brand is a luxury brand and not ethical. But 
Yeah, 40 years later, I'm still learning it.


So in a way you are making it into be an ethical luxury. 
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You know, because Yeah, because I make it last. Mm Hmm. And Even though I don't even want 
I don't buy the article, I always always look at the quality. Mm Hmm. Because I think it just not 
because you know, I'm still spending money on that. So I don't understand spending money on 
something. If you know is the quality is not there. It just doesn't make any sense to me. When 
I've gone back to Cole, I still look that I'm buying something that will last These non ethical 
item becomes a slow fashion. Mm Hmm. Well, yeah, as you said, I try to make it ethically that 
sense.


I understand. Um, so in terms of ethical luxury consumers, How would you describe the 
people who are interested in ethical luxury? 

Hmm. Well, this is this is also an interesting question, because I've been working on that 
question a lot for the last two weeks of a paper I'm writing. Because I live in Paris. And ethical 
fashion is really much a trend here. Not not in all, not in Not quite everyone, A lot of people who 
are very much into fashion into real fashion, like good things, but not ethical at all. Mm Hmm. 
And for a lot of them, I've been to a lot of shows and events and, and parties and conferences 
and whatever about ethical fashion. And The last time I went, it really surprised me how, how, 
how a lot of things work Didn't work really contradictory, huh? Yeah, I would attend unethical 
brands. Mm Hmm. And the first time I see when I come in is a large buffet. So MIMO food and 
drinks, All in plastic with plastic, plastic surgery of plastic plates. disposable and nothing was 
really ethical besides the clothes. Mm Hmm. And again, for me, it's, it's, it's you cannot be in 
my opinion, you cannot claim to be ethical, and be authentic about it. And make sure you’ve 
nice clothes. More and more luxury, ethical, luxury clothing. And American events. And 
everything is everything you buy is garbage and plastic and stuff like that. So what do I think 
about the people who make ethical clothing? I think you they also buy ethical clothing? Yeah. 
Yeah. I think now that it has become a trends, my worry. And what I also see is that a lot of 
people just see something trendy. trendy, so it can sell, because it's nice to to be called ethical. 
And, and sometimes he's really not authentic. Mm Hmm. seen that a lot. And And I think it's, 
it's a bit. Yeah, it's a shame because the real ethical people, ethical fashionistas, I don't know, 
get get lost in that. In that trend? In my opinion.


Do you think that these consumers Take a special class or social positioning? Or are 
from all across society? 

I think he’s not in in, in all spheres of society. Hmm. I don't think so. And I also thought about 
that, Because actually, I'm preparing a podcast that's coming up in the next week. So I had a 
lot of a question questions about those issues. And because it became a trend, It's really not 
easy to find some ethical clothing or other good price. Even The secondhand shows that I used 
to go many, many years ago and buy wonderful things for I don't know, 20 years, maybe it's 
not, it's not possible anymore. So Yeah, I think you have, From what I can see it, I didn't study 
it, but for what I can see, it's more I don't know if it's the right word for but educated. Mm 
Hmm. That’s, that’s, that's maybe I'm more conscious about what they do about what they buy. 
Mm Hmm. Those are the consumer, I guess, of ethical fashion. Even if it's a 22. It's not a similar 
trend for not for everyone.


How do you feel about that? 

Again, as an African woman who grew up in Africa I think they're really to two levels, way 
vertical fashion. You have the political ethical fashion with When you want to change things and 
to change to change habits of how to consume and still being still. Yeah, wearing fashionable 
things. And you also have the on the on the other hand, you have the way I grew up, so where 
to go fashion is just is just fashion it just the way it is. There was no other way The cheats, 
there's no way you're going to, to buy a lot of clothes. Just to stop them. But Yeah, I I don't 
know. But yeah, I don't know. At the same time, I noticed some people who want to when I go 
shopping with my with my niece, she's Well, And she wants to buy stuff with her own money, 
then she gets her parents so Christmas, I don't know. It's really not easy to find. To find 
something ethical for a good price. Hmm. And she just tells me all don't annoy me. And it just 
says go to Hnm or Zara? And It's really, really hard to convince her not to. So, again, I think it's 
a trend that is still stuck Among some people who can afford to buy a lot of things. And still 
those club is being ethical. versus some other people who also want to have a lot of savings 
and to have a choice in the in their clothes. But can but yeah, but they have to go to primer on. 
I don't know, where if they want to have them to have a lot of choice, because loving isn't 
getting more and more expensive. Yeah.


Do you think that there is any difference in terms of customers attitudes? Or even 
experiences across the world across cultures? Yes. You mentioned a couple of things in 
between West Africa, how it is the norm there. But in terms of luxury experiences? How 
would you define the difference between Let's say Europe, or West Africa?  

Yeah, Um, well, I think first, Yeah, you have to, to to define what is luxury, what is considered 
luxury, Because when I see really expensive, expensive brands that are called luxury, But it's 
made in sweatshops in Asia, but still, Yeah, from luxury brands, is a pleasure really so. So It 
depends. And again, when you in West Africa, and you go to you buy your your the fabric, Mm 
Hmm, I get a really, really good quality fabric. Go and you design something, or you go to a 
tailor, and you tell him or her what she what you want to have, and it's made, And it takes your 
measurements and makes it really only for you. It's actually I think it could be considered a 
luxury because it's custom made, its unique. This is one of the kinds, the fabric ism is a really is 
a really fine fabric, mostly. It's something that's gone, that is going to last, if it's if you have a 
problem with it, you can take it back and you can fix it. But it's not necessarily with expensive, 
so it doesn't. So it doesn't fit the leg the luxury definition that we have.
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But do you think people perceive it as luxury? 

I think, I think yes, because if you transpose it to Europe, the same thing uses a fabric, you go to a to a 
price in here and having the best one will take your measurement your measurements and habits made 
especially for you That will be that will be here and extremely expensive. Same things, So I think luxury is 
about is about the details. The details is about what makes something special. Special because it's really 
made with with with a lot of care is a lot of details. And everything counts. This is what will be what will 
make something What would apply to luxury for me not about designers name that is labels in the back 
of my clothing, but more how it's made Every item of them The pattern the fabric Hmm, how rare it is.


Do you think in terms of your behavior, or even thinking anything has changed ever since you have 
discovered that there is a category That is called ethical luxury and that their brands? Believing in 
that positioning? 

Yeah, Um, I think was us changed is that you have more choice. I remember a few only a few years ago, 
I wanted to have something really beautiful and one of a kind and it looks quality, I had to go to a 
secondhand shop, You cannot really choose what what will were once you once you once you What is 
there, you have to be lucky. And to find something unique. That's now more and more you have what is 
called the ethical fashion trends, especially in Paris, we will have more and more of them. So you have 
more choice, you can find something for your own taste. And So what has changed is that when I I can 
go shopping. And I can look for something and I can and I know I will find it made in an ethical way. Mm 
Hmm. Which was not special necessarily easy. A few years ago, huh? Yeah, if I wanted to have 
something nice I, maybe I would have, I would have spent a lot of little bit more money, but not 
necessarily ethical. And how both again, have something nice, something unique, Luxury lovings. And 
It's a goal made by small designers, and this is what I do.


Do you think the fact that you can engage with so many brands helps you grow as a person? 

As a person? Mm Hmm. I wouldn't say so. That doesn't person. Okay. And It's at the end is always only 
clothing. So. And I think I'm politically and socially engaged. And so I think it's, it's, um, I really love it, I 
really enjoy it. And it's helped me grow as an entrepreneur. I for work, and for what I love doing so 
Working with designers and working around countries, but as a person, I wouldn't say so. Yeah, it's only 
fashion. So Yeah, it's not essential.


Yeah. Um, is there anything that you would change about this category?Or about brands 
practices? 

I, Yesterday, I don't know if I not one specific things, but just just so I don't know how it sounds in 
English, but in French, he will say the diktat. Like, the way you have to, you have to follow us some 
trends. If you want to, if you don't want to be an outsider. See, it's not true everywhere. But It is true in in 
a lot of places. Mm Hmm. And If you don't follow trends, you have to have your own style. And to make 
it as a kind of statements. Mm Hmm. So wise, I think fashion ism should be should be fashion show stay 
at as a place as only fashion. Only clothing. And I think it shouldn't be. I think luxury during the crisis of 
years ago, luxury was the only category that still survived, kept growing. So I think it's, it tells a lot about 
what people how people consume. They buy things they buy, because because of the quality they buy, 
because because I love it, or do they buy it because of the name? People and because it's trendy? And 
that's something that I think a little bit sad about? Yeah, but the society that they feel more wholesome 
or more comfortable wearing something that that is a kind of, like collecting items. Mm Hmm. So I would 
change that I think I will change the way brands are so important for people to feel confidence by Yes. 
Yeah. So would change physically, is not easy, because it's not even about about fashion is models, 
society and friends. And Our people are not really free. But if they think they are, I guess, Understand. 
And that's what the shoes that Yeah, they just obey. To know, to what they should do.


Is there anything that else that you think that I should know, to understand this better, like 
something that we haven't talked about, and to think that we should have in terms of ethical 
luxury? 

Maybe one thing When I see what is called ethical luxury, here, so in in Europe and Western countries, 
This is something that exists in, in Africa, and is natural there to have. And I think it just amazing how, 
how it's understated. He doesn't even exist in most in most discourse. Luxury, But Yeah, it's not 
recognized as such. Hmm. It is. I mean, I was in Senegal a few weeks ago, A few months ago, now, 
actually, two months ago. And there was this old man in the village. And he's the is only I think it was 91 
years old. And every day, all day long, since I don't know 50 years old, maybe in 20 years. He makes 
bags, all wounds and, and vegetable and natural fibers. That he just that his songs and the grind song 
take from the trees around. So in the village, and is only one of two is one of two person left in the old 
country who can do that, who can do that kind of bags. And It's a nice making message for you, while 
you're sitting there, the quality, it's, it lasts forever. And I bought one for Sophia like I don't know, maybe 
five euros anyone's a price, it was less than just giving five euros. And the same batch here would cost I 
don't know, maybe 800 euros, or even more. And because it comes from you don't have all the glamour 
and all the branding and older. The storytelling is there. You don't have to have the rockets and you don't 
have anything around. It's just this old guy doing that. Because he because he cannot do anything else. 
It's not recognized as as luxury. And it is so much luxury actually. And in France or in many countries, 
you even have a category for that kind of, of people who can do who have a specific specialty that that 
Not not a lot of not a lot of people have. And and it's really, really honored. And it's really it's really a high 
class category. In a lot of African country. Also in Asian country, I used to live in Japan, You have that 
kind of stuff. And it's not recognized as such. So I think, yeah, it's makes me many wonder, what is 
considered luxury. And This is how I is also something I'm working on. Is it Okay, some friends that they 
seek ethical luxury brands produced in France or outside of friends, even outside something?
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So sometimes they're looking both ways? 

Well, you eat them since some sisters maybe or seven years, you have a big trend in 
France. It's the label Made in France, which wasn't really trendy a few years ago. But 
now it's really something strong. And a lot of people want to if it's made in France, or 
if it's label, but in France, It's a it has much more value. So many people buy more 
things when it's made in France. But What is luxury, and when it's really a nice item, 
or good brands that people know, they had a feeling they become less and less 
demand amending the ends only the Brent. And I actually used to work with a 
designer, and she used to make everything in France actually in Paris even next to her 
to her house in Paris. And when should we combine more famous the prices 
increased? And because she wanted to make more club things. At the end it was 
made in Portugal. Hmm. But people didn't care. Because it because at the end, they 
just wanted to have the brand. Mm Hmm. And if it's that it wasn't made in France 
anymore, They didn't really bother me. They didn't really bother spending. So that's 
why I say something. It's sometimes just as friends and it's not really authentic. Hmm. 
You know, so, so let's see how it goes with time. Yeah. Yeah. But brands are creeping 
in everywhere, even in Africa they want too buy Western brands like Gucci.


Why do you think that is? 

I think it's a complex. It's a complex. That's what that's all like breasts of high 
historical, historical events that 12 comes from Western is better, and what comes 
from Africa is less good. Mm Hmm. It's That's kind of have run for for Western. And I 
struggle with that in my with my job. Because I my project now is to, to bring African 
luxury to Japan. And I'm going to Japan in a few weeks actually, for that. And any 
Japan's I really appreciate appreciate that. So they can see they can feel it, they can 
see the story behind it and, and actually see them two items, and recognize them the 
quality and the luxury behind it. But even in Africa, you have African luxury. That is 
luxury in the definition of Western luxury settings. And these modern designers that 
studies in abroad in Europe and in the US and in conventional Africa and make those 
are really expensive, luxury clothing. Mm Hmm. But I interviewed a lot of those 
designers, and they told me, most the majority of their clients are in Europe or in the 
US, not in Africa. Mm Hmm. Yeah. Because they are African designers. So it's less 
goods. And I think it's really a complex. With, again, historical backgrounds, 
finalisation and, and slavery and, yeah, so what comes from Africa? What is black? Is 
this good? Africa, it's, it is still, it is still something that's even if people don't say even 
he didn't even know it's maybe it's too unconsciously in? Yeah. In, in how people see 
themselves there?


Do you think that's something that is going to be changing? Or the thing? 
Unfortunately, that's how it is and how it will be? 

I think it's it will change, I think it's changing already. And it's changing because of the 
of cultural events with movies and music. And when you see Beyonce, wearing 
almost exclusively African luxury clothing is in the last two years. And there is 
because she's a queen for a lot of people. Or people that are really proud to see 
someone like me and say, I don't know, Michelle Obama wearing clothing that were 
made by a designer in in Senegal or in South Africa when it wherever. And then you 
had a movie like a Black Panther. It seems really an exotic or really funny. That's, 
that's a superhero Marvel, or Disney movie has such such a big impact. But I think 
we've got kind of a small things that really seemed trivial trivial. Mm Hmm. We can 
reach a lot of people in Africa that are not all these are intellectuals. And that's really 
like everyone, but the whole culture is changing anything. Yeah, exactly. It is 
changing. Slowly  is changing. Yeah. 


Is this what you do for work to introduce the best African brands to you, 
European and Asian market? 

So that's what I that's what I do in Japan. And that's why this is a project I have, 
which I found because when I was living there, so when I was living in Japan, I could 
see the the lack of African clothing, so African fashion When it was made into we 
know western style. But I could also see the incredible interest of topic of people 
when I was wearing some jewelry, African jewelry or African clothing, huh? Oh, 
actually, I'm not I'm not African clothing. But So African pattern. Mm Hmm. But in, in 
western styles, and how people were really interested and even, Um, people asked 
me in the streets and when I went to, to luxury department store, so whatever, a lot of 
people asked me, What advice? And so this is how I say, okay, they actually don't 
have something to do here. Huh. could be it could be a good residence for African 
luxury. And in not only walk suddenly few, if you've heard about it, so it's an African. 
It's a kind of over fabric. Mm Hmm. And It's really popular in Europe. But in skipped 
Japan. What I'm trying to do, and because I had a few good contacts with African 
designers, is to try and bring some real, some real good and authentic Africa luxury 
items to Japan and see and yeah, and see how the reaction is.
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Interview 4. “T” 

Hi, “T”. 

Hi. Nice to meet you.  

Thank you so much for agreeing for this interview. This is, so helpful for me. 
And it is so rare to find somebody who is invested in ethical and sustainable 
travel and luxury in general, because I feel like all the attention goes into 
fashion, which is also very important. But luxury is so much more than just 
fashion. So I'm super excited to hear about your opinions and practices. 

I'm so happy to share them with you. And, you know, I appreciate as well what 
you're doing to to draw more awareness to sustainable travel. It's great. Yeah. You 
know, like, I feel like, indie like PhD sphere, like, this is like such a rare thing. Like, it 
should be much more studied.  

So, um, can you tell me a little bit about how you discovered humanistic 
luxury. 

Um, I wouldn't say it was discovering it was that I always liked to travel, I am not the 
person that like goes for the well known hotels or like, I just, I just had a sense of, 
you know, consumerism was just becoming a little insane. And especially when in 
the travel space, it just felt like so much transaction and less like human connection. 
And I didn't really know that there was even a name for it until recently, you know, I 
just because it was just an organic way for me to travel, I always stayed with locals, I 
always had friends places where I was going, you know, always conscious things 
where they were coming from. So I think there's kind of the typical tour that's not 
really a name for it, there was never really a brand of this type of travels. So now 
that we can call it something, I think it's easier to raise your hands and say, like, yes, 
this is what I do, how I travel. But for me, it wasn't really an immediate discovery. But 
when I started the conscious which is about a year and a half ago, I was taking a trip 
and I was looking through Instagram. And I was like, there's no one that's covering 
travel in a meaningful way. Really, like I was searching and searching and searching 
for Instagram, like influencers, basically, that had an eco friendly angle. And all I saw 
was, like, more, you know, like, look at me, like having the best time of my life, like, 
you know, enjoying, enjoying, enjoying, and I'm like, this sucks, like, this is like, this 
is grossing me out. Like, why is everyone just, like, glorifying, travel so much, but not 
talking about anything else that's so important around how we travel. So that's when 
I started the blog. Because I felt like, you know, for two things, one reason was that I 
can have a voice and an impact on something that's not being talked about and 
covered, but also because I genuinely wanted to help transform how people view 
travel to be a little bit different. So I kind of use the term eco luxury a little bit 
sometimes, because, again, it's just the name that that exists already. So it's easier 
for consumers to understand when I'm trying to convey but there's like the eco 
friendly travel there. There's so many different, like, sub brands of sustainable travel, 
but I wanted to make it appealing, but also meaningful.  

Mm hmm.  

But yeah, I mean, to a very roundabout way of answering you I from my own 
personal efforts, I just digging through the internet, I found very few blogs and 
people that were making sustainable travel will sexy.  Those blogs that, you know, 
had had a good message and an intention behind them, but just didn't package it, 
right.  Yeah, it's funny. Sometimes it's not, like, once you name something like, 
people can understand that. Oh, this is what I've been looking for. I just didn't know. 
Yeah, yeah.
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So, like, what do you think, like, resonates with you the most in terms of like, social and 
sustainable luxury? Like, what are the issues that you feel like, it's like, really, like, close 
to your heart? 

I guess there's a lot of ways to look at it. I mean, there's so many aspects of the travel industry 
could look at, like, I mean, logistics alone, like airlines, you know, who's doing a good job of 
being more fuel efficient, you know, and how many trips are you taking a year like, I, you know, 
it's, it's the best way to travel in my opinion, is to go somewhere and stay there for a long time. 
But I know that's very difficult for many people having jobs and everything, but I hate the idea 
of jet setting because it's like, that's not sexy. Like, it's it really annoys me to see like, there 
needs to be kind of a balance of if you're going to do that, like if you're going to be if travels 
your you know, profession as an influencer, for example. And if you're going to be traveling all 
that much, you need to counteract that with something positive, whether that be like a carbon 
tax and or, you know, some kind of social impact experience on the grounds of where you are, 
I just feel like it should just keep going is a bad thing. So, I to that's probably the largest one, 
they're like, the carbon footprint area, like is, is really bad. And then also over tourism. No, 
shouldn't that like, there's nothing worse than going to a place and feeling like it's just been 
destroyed. Like, that's another huge, huge area. So like, I guess like, if there's one thing 
overarching, it's the environment. You know, like Venice, Italy is just people have had to leave 
like two thirds of the population. Like, it's, it's awful. So I can't imagine my hometown becoming 
unpleasant because many are visiting. And even over the summer, when I was in Italy as well, 
I went back to a village I used to live during college. Yeah, and like the heel of Italy, and it's 
very cute, it's very picturesque, but it was full of tourists. Like, there was not one local it was 
just like, it was terrible. Like, I was like, This is awful. Get me out of here. And I've been there 
before. And I knew it was touristy. But I wanted to take my mother this time. And it was just like, 
not, there was no, it's just so sad. Like, so I think those two things are probably the largest 
areas of concern for me, is how do we manage to make a place to sustain a place so that it 
keeps its natural beauty and it can live on for future generations, as it you know, has been as 
opposed to humans traffic in the place so much that it becomes destroyed. That's, like, so 
terrible to me. And then also just generally, ways of traveling so that we're not, you know, like, 
the carbon footprint area, I think, as well as also really important for us to pay attention to. 

What do you think about like, the social aspects, like when you go to a place… 

It's hard, because we're not going to stop sharing, you know, like, like, Instagram's not going to 
go down tomorrow, we're not going to stop telling stories of places that we visit. So it's 
interesting question, because, like, you see all these places on Instagram that become into the 
famous right, but then what happened? Like, it's, it's like, good, and it's bad, because you can 
generate interest and you can get a lot of people to a place, but then are you doing that too 
fast and are too many people going there and, you know, maybe short term boosting the 
economy, but maybe in the longer term, destroying the place. So it's almost like, it's hard to 
say, because it's like, you have to almost evaluate the impact of media in a lot of different 
ways. And kind of forecast potentially, what that can generate in terms of tourism dollars, but 
also environmental impact. 

How about the social impact?  

There are not so many opportunities to you, like, how local now, it's weird. I agree. Like, I don't, 
I mean, there are, but they're not as mainstream, I guess, I think probably because there's 
large there's more fashion companies globally that have, I think, overall, like that definitely 
have a big impact. But then I say the other global brands or companies in the travel sector, and 
mostly hotels, so which, and they definitely have to play a role to and how they're giving back 
to the local economy or other being responsible in their operations. But I think it's harder with 
travel because there's, there's smaller operations going on, like, I think with fashion there is 
there more companies like h&m, Zara, like all the fast fashion guys, and I think they're a little 
more exposed as well. And I think with hotels, even if there is like a greater parent company 
like a Ritz Carlton, I think a lot of the local properties are very independently managed to an 
extent. So there's, it's less, you know, there's a decentralization of management as opposed to 
some of the larger corporate corporate fashion brands where I think it's a little more uniform. 
So it's probably more consistent around the world. So consumers can it's true, you know, they 
can relate to each other in terms of what a company is doing, as opposed to a Ritz Carlton in 
Thailand. But you know, what Airbnb is doing with the social impact experiences is 
phenomenal, and now hey are spending into luxury. And that makes me really happy because 
they're a big enough brand with enough scale to to start changing consumers' behaviors. So I 
love that they're doing that. I think it's a leading example of an organization that's taking the 
right step forward. And it's tough. You know, I'm sure you've heard of this term greenwashing. 
So a lot of companies will like, pretend that they're being sustainable. But they're really not. 
Yeah, or not enough. So yeah, and it's, you know, like it business at the end of the day. So you 
don't have to be giving back giving back. But you just have to be responsible about how you're 
operating your business. 
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Hmm, definitely. So, before you started like traveling sustainably, what 
kind of luxury travel or were you into? 

Like I said, I just kind of always was mindful of how I was traveling. But now 
like, just doing more and more of this type of travel, I like I pay attention to 
more things like I noticed more things. So I just, I mean, luxury, it's funny, like, 
it kind of means something different to everyone. Sometimes I think like for 
me, like I love the idea of clamping, you know, like, that is perfect. Like, I love 
to be in nature. But I want some comfort as well. And nice things. But where 
do those things come from? What what ingredients are in the bath products. 
So I think there's a lot of ways that hotels our accommodations can can 
create an experience that is very well rounded in being responsible, eco 
friendly, all of those good things. So the ideal scenario for me the ideal luxury 
with the being in, you know, beautiful place that has considered all of those 
touch points and has really delivered on on that. So there's a lot of things that 
I think people hotels can do and specific and, you know, any, like logistic any 
kind of travel company. 

How would you describe the people that are into those experiences? 

Um, I mean, I'm just trying to think there's like, there's not a ton of people that 
I know that are like, full advocate for sustainable travel. Like I'm part of a 
couple like blogging groups. And they are, I'd say probably younger I think to 
mix up like 70% millennial 30% people that are probably 50 plus. Mm hmm. 
That's really believe in this, the need for this type of travel to take place. And 
then I think on the younger side of things, it's probably because a mix of 
things but one because it's becoming trendy or to be a conscious citizen… 
So I think it's being being mindful of the environment being aware of your 
impact is is cool now in a way which is great because that means people will 
be more responsible about thing is like with the brands like ever lane and 
reformation they're becoming more popular and mainstream so um, but I 
think people they really want to see change in the world like overall they 
really want to be able to travel in a certain way to make an impact so it's it's 
not just going to a place to experience and consume and get yourself 
fulfillment of you know a vacation it's kind of it's that plus being able to go 
somewhere and truly connect with the place with people maybe volunteering 
or just making the right choices throughout the course of your trip that lineup 
to a better place I think it's like a self identification to you I'd say so I feel 
good knowing that I'm making if I have a choice between am I going to take 
my you know recyclable lot like my bottle plastic thing that's handed out like 
little things like that and like I said, as I'm doing more of this I'm becoming 
more aware of like from an operation standpoint who does what so I look for 
things now you know, on on websites and they look like to see how 
transparent they are and what efforts are they taking there's a hotel in 
California called Ventana. They do a really great job of disclosing information 
on their website, all of the things that they do to be a greener kind of 
responsible organization. And so I love that they do that because they're very 
transparent. But there's also a lot of things that they they manage to. So I'd 
suggest you look just for inspiration, but you can get creative and how you 
run a business. It's just a matter of doing it.  

Yeah, no, I will check it out. I hadn't heard about that. That sounds really 
awesome. But I'm just returning to these like people you mentioned 
because that was super interesting! Do you think like, it needs to be 
like, like, it is the class thing? Or is it, you know, there are certain, they 
sits in certain places in society, they have, certain jobs? 

I mean, yes, I know, like the people that I know, that are advocates for this 
travel, they're definitely educated, you know, they definitely have a decent 
household income, you know, they’re not struggling by any means. But I think 
they're also, you know, a blend of philanthropic humanitarian types of people. 
So, it's tough to pinpoint, like, demographics. But I think that, yeah, they're 
just generally like I said, a common denominator are true, like travel, lovers of 
travel, and people that want to see change in the world in that space.  
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In fashion there are also much more women than man, is that the case here 
too? 

Yes. So like, 60-40 women men? And I think like, with men, you know, a lot of 
them for the, we share the same reasons we want to travel this way. We want to 
see more people travel this way. But I'd say as well. They are often nature lovers. 
And they men want to be outdoors. So they have a greater appreciation for 
maintaining a national park or things like that. So I think that probably plays into 
why men care more about environmental sustainability more. Like, and also like, I 
feel like, we'd fashion like, it's more about like, the social part, you know, like, 
helping, like, families or doesn't, families, or design women. So, like, it makes 
sense after saying, you know, like, what are the benefit like for you, as opposed 
to, you know, yeah, like, I Why do you care so much. It's like, so it comes down to 
well, as well as to passion like, general I think passion drives so much of it, like 
for me, why did I start the blog because I'm very passionate about travel. And I'm 
always have been, I'm never going to stop seeing the world. So I wanted to start 
a blog to just capture the things that I do. And it's a lot of work like, I really, it’s, it's 
really hard to run a blog effectively, like, it's so there's so many things, there's a 
strategy to it. But then it's so tactical when it comes to digital. It's crazy, like, I do 
not have enough time to because I work full time as well in advertising. So I 
definitely, like help with full day jobs steps, you know, because eventually, you 
know, one day maybe, like, my, my dream is to have my own property and have 
my own operation and incorporate all of these wonderful things that I feel like are 
important. So I can create this, like, beautiful haven would be amazing.  

Where would you do that?  

I mean, like, there's a few places around the world that I would love to have a 
presence and I mean, one, I really love Africa. I was in South Africa two years 
ago, and I love Cape Town. And like Safari, I mean, that is just so cool to me. So 
maybe there maybe Italy because I lived there for several years. So it's very 
close to my heart. But or Yeah, I don't know. Like there's, there's a few places 
that you know, I'd love to kind of explore but it will see… Maybe Ibiza I love Ibiza 
to even though it's busy bees has gotten very popular. It's also it's a good 
balance of nature and kind of like, but I don't even like the nightlife. I just love the 
island. It's that a really cool energy.  

Yeah, I have never been to Ibiza but people always tell me its the nicest in 
winter when the party season is over! 

I the first time I was in Ibiza, I was with my boyfriend from Italy who had a sailboat 
so we were there for two weeks. And we stayed on the boat the whole time. We 
went out twice. And I have been many times after that. But the most like fun I had 
was the time when we're on the boat, and literally just sailing around. And it was 
like, amazing. So yeah, that sounds like freedom by itself.  

Yeah, yeah. 

I mean, I actually I started a company when I was living in Italy, this is maybe 
interesting for you to include or just know about a yacht share, sailing a mini so it 
now that I think about it, I mean, it's very sustainable in so many ways. Because 
first of all, it's sailing only know motorboats. Instead of renting out or chartering a 
whole yacht, you can just get a cabin. So you share the space with others. So 
you're lowering your costs, but you're also being able to experience the segue, 
amazing, luxurious type of holiday. So yeah, and then you just there's on the 
boat, you're just caught, like, very cautious about how much water you use. It's 
just a natural way of living. Yeah, it's called inter sale club. So yeah, started that a 
while ago, which I'm still little involved in. It's definitely it wasn't making me any 
money, but it was making my boyfriend money. It was his really company. I was 
just helping him like, getting and stuff. But, but yeah, I'm, it's kind of just like, in 
my veins. Ya know, it sounds like you're like, definitely on a journey. I do think 
like, we didn't like that journey. 

- bel ieves more men care of
environmental sustainability
- believes more women care for
social sustainability

-lived abroad and is dreaming to do
in the future, too

- finds luxury to be more sustainable
from experience

198



Thats amazing! You have been really involved in this! Have your ideas changed 
about the industry over time? 

Um, yeah, I like I keep saying like, as I I learned more, I'm always looking out for 
different things. And I'm constantly like, wondering, like, I just in my advertising 
business, we've just pitched St. Regis Hotel. So they were looking for an agency. And 
we're like, all right, awesome. Let's, let's present to them our thinking. And we gave 
them some amazing ideas on how they can better integrate and, and really connect 
with a more globally minded consumer, because they are very old kind of brand. And 
we said, hey, look, you want to talk to this demographic, these people care about 
these things. So one idea that we had was working with the Reformation and capsule 
wardrobe, but that's a song by all of the St. Regis hotels around the world, they get like 
a certain theme from a destination like tropical or, you know, mountain or whatever, 
and then selling the clothing in the hotel, but then also, obviously, in the Reformation 
stores. And so it was a really interesting way of combining like, the brand and aligning 
it with a different type of purpose. Mm hmm. So I think like, that's just one example of 
how companies can do things differently to show that they're playing a role in things 
that matter for creative. Yeah, like, so much space for innovation. Yeah. And it's like, 
no one's really like doing that. And I think they should be, you know, yeah, no, I'm also 
like, a brands rather, just, like, by training, like, so for me, like these kind of, like ideas, 
like, really blow my mind. Like, I like these, like, plea for things. Yeah, yeah, I'm 
definitely on a journey. Because, like, I want to help create the change in these things. 
And whether it's a combination of my advertising background and my passion for this 
type of work in the travel space. It's, it's something that will, like be a little more 
crystallized one day, but for now, I'm just doing, you know, the things that I care about, 
starting with the blog again, LinkedIn digital presence out there, and and then thinking 
about the business model a bit more. Yeah. 

Is there anything that you would change about, like humanistic luxury travel 
now? 

I think there should be more guidelines and best practices around everything like you 
asked about social before and maybe it's you know, as simple as restrictions on the 
local Tourism Board saying okay, like everyone has to you're allowed you know, one 
influencer campaign a year or something like you, because there needs to be a little 
more control depending on, you know, other places and risk of becoming over tourists. 
Like, you should not market it, because you're gonna fucking destroy the place. So, I 
mean, like, what happened in Thailand's that, you know, like, now they're closing off 
places, because, I mean, it was just, I became unbearable.  

Yeah, yeah. 

So I think that tourism boards, it's like, a balance of greed, like, and you no longer term 
prosperity for future inhabitants is what's that balance? And how do you regulate it?  

Yeah, so I had only have like, a couple of more questions. So right now, when we 
want to change travel, we seek travel, see the change through our choices and 
sustainable luxury travel? Right? Do you think like, that will be our medium in 
the future? Or like in five or 10 years, like, so? 

I really hope so. I think, you know, to your point before of fashion, really having its 
moment in a way, you know, you see brands like ever lane and reformation that have 
emerged, I think reformation started seven years ago now. Just very, yeah. So, and 
now it's like, really popular, like the past couple years become really popular. So I'm 
hoping that Similarly, there will be a point in time in the future where a travel brand or 
company will have its moment of, or at least the brands that exist will shift some more 
sustainable practices, because there's more consumer demand for it.  

Yeah, that's interesting. Yeah. So, um, is there anything that you would like to, 
um, you would like you think that I should know, to understand this better, um, 
that we haven't talked about yet? Just trying to think about it?  

Um, what, what are your general paper is, what are you trying to solve for?  

Exactly, I'm trying to understand the motivations behind humanistic luxury. 
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Okay. Um, yeah, I’d say I'd say it's tough, because it's a lot about just 
who you are, as a person, you know, it's like a blend of your passion. 
So like, if you care about travel, if you love travel, you should want to 
care about it remaining, you know, to be a positive experience. So 
that means you should be caring about these things, so that you can 
sustain the opportunity for yourself and others. Hmm. So it’s almost 
like, unless you're a terrible person who doesn't care about others, 
like, you know, there's a sense of empathy and altruism and all of 
those things that that should be a part of, you know, every traveler 
should really consider these things if they care about travel.  

Yeah. Is there anything that maybe you would like to ask me?  

Yeah, I mean, I'd love to read what you put together. So its about all 
things humanistic luxury? 

I’m focused on, like, humanistic luxury in general, but it's such 
a widespread thing. Like, it's can be travel, it can be fashion, it 
can be home goods, furniture, so right things. And also, I mean, 
like, the idea of luxury had changed so much. Yeah, or, you 
know, the last 10 or 20 years, it's very hard to pinpoint, like, 
what luxury really means. Because, you know, like, as many 
social classes with consumer isn't like, the meaning is different. 
But it doesn't mean that one is more valid than the other.  

Right, right. Yeah, I agree. For sure. That's, um, yeah, it's really 
interesting. It's just so much of the things that I recently pitched to St. 
Regis. It's like, the our tastes and our behaviors are changing our 
interests, you know, in a good way, we're becoming more conscious 
of the choices we make. So what are you planning to do after your 
PhD? 

I would like to keep doing brand strategy because I feel like this 
is a very dynamic way to make a difference. And I really enjoy I 
think, like, what I can do really well is to have like, this large 
amount of information and distill it into like, a concise by 
foundation for storytelling. 

That is so awesome! I am curious to read your paper. And we should 
find more time to talk! 

Yes, let's stay in touch. And again, thank you very much.  

You're so welcome. Nice to meet you. Yeah. Likewise, yeah. Call me 
if you come to New York.  

Yeah, no, that would be really great. We can get some drinks 
and like one thing in this conversation.  

Yeah, yeah, for sure. That's awesome. Thank you. Bye. 
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Interview 5. “Ax” 

Hi “Ax”, I am so glad we could connect and talk about this niche 
subject! 

Me too!  

As I mentioned, I am doing my PhD dissertation in luxury, in Humanistic 
Luxury, and I am now talking with people who have intimate knowledge 
and experience on this.  And I wanted to ask you a few things to 
understand the subject more. This interview will be about 30 minutes 
long, and absolutely confidential. I will not reveal your name, or any 
information that could be traced back to you. 

Great, thank you. Shall we jump into it? 

Yes. Could you tell me about how you came to learn about Humanistic 
Luxury? 

Ok, so first off, when I talk about humanistic or ethical or conscious luxury, I 
talk about luxury fashion. I am a mother with two kids, and one is a teenager, 
so one thing I had been thinking is what kind of a role model I am, and how I 
can be a better role model. You know, at the age of 12 or 13 when girls start 
to shop, they look for much clothes and low prices, so they basically want 
fast fashion. And so I was thinking if I am a good role model in this. When I 
stand in front of my closet full of clothes and I think I have nothing, then I 
think I am a bad role model in this, and that it is a huge problem.  

I see! What do you you think resonated with you the most in the 
conscious arena?  

For me, it is the environment. And to not harm the planet. With fast fashion 
today there is too much production. I watched this movie, True Cost about 
fast fashion and the aftermath of the Rana Plaza, and it was eye opener for 
me. It really makes you think different about mass consumption and how we 
buy. Or what you even need. And how little would it take for so much to 
change. 

You mentioned both your kids and the True Cost documentary, but what 
did really tip you off to become an advocate for Humanistic luxury? 

Oh my god, so many things, it was a long process. It did not happen from 
one moment to another, it really was a process. Just thinking about how 
much you buy, how long they last, what you do and how often. It’s a longer 
process. But the real turning point is when your kids are growing up. 

What kind of luxuries did you buy before? 

I bought everything. Zara and H&M, but also luxury designers. Stella 
McCartney and Vivienne Westwood who are sustainable, but I didn’t buy 
them for sustainability, it was something else for me. And Rick Owens, 
Chanel… You know, really, a mix of everything. 

How would you describe the person who you were back then? 
A fashion addict. Which I still am. Fashion is very important for me. So in that 
regards I have not really changed, I just came to express it in different ways. 
Same goal, but the approach is different. 
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What about others who seek ethical fashion? How would you 
describe them? 
They want to have a good feeling. They don’t want to cause harm, they 
want safe working conditions. They want something better for the planet 
and for themselves, too. I mean, why would you have to endure pesticides 
on your body if you don’t have to? 

Mm. Do you think it is for a certain people though? 

Lot of brands try to provide democratic organic cotton. But will I pay $60 if 
I can buy it for $10? What if I don’t have the money? And of course you 
will have to consider how long will it last? Or does it last? Does it fit with 
the rest of my wardrobe? Because every piece is clothing is expensive, 
even when they are not. They have a cost, and we have to appreciate 
them. 

Are the people who appreciate have a certain type of job? 

No, I don’t think so.. Because the question here is not job or the income, 
but more a type of thinking. Unique pieces, good, long-lasting quality. But 
you can get Everlane or Stella McCartney, and they will be both aware. 
And different but with both a good feeling. Everlane is more producing 
mass, but they are good quality and sustainable.  

Have your views changed since you are buying humanistically? 
I grew up in the 80s and 90s. We didn’t have fast fashion, pretty much 
everything was expensive. You went shopping maybe every 2 or 3 
months, because it was something expensive to do. For the generation 
today fast fashion is a gift, that you can change your style so easily. It’s 
reachable. But it also leads to a type of mass consumption that is very 
unconscientious. I buy because I can, and it is a possibility for change, but 
I may not follow up on it, and may not even wear what I bought. And it’s 
so cheap that it’s ok. 

Do you think you have grown as a person? 
Well, yes. When you don’t spend time and money on shopping, you 
spend it on something else. I put my time into researching, learning, and 
about to launch my blog on sustainability. So you definitely grow as a 
person because you have more time, and more money to invest in 
yourself. 

Do you think this is something that others have noticed in you, too? 
That this is something they value in you? 

Mmm. This is hard for me to answer. Because I am not sure how others 
see me. And this is not something I ask. Or that I think you should. But I 
feel like I am on the right track. Yeah, I feel good about where I am 
heading. I don’t know. I do get positive feedback from people, but then 
again, who know if they mean it. 

Would you still be interested in this segment if a lot of people would 
be interested? If it became available and common? 

Everyone is welcome to be an ambassador. Because it is so uncommon, 
you still have to look for it. It is much easier to go to Zara, or another 
fashion store. It’s not easy yet. If my daughter needs a white shirt, I 
immediately know that Zara or H&M would have it, but you have to look 
for more responsible options. It is not easy. It’s not only about the money, 
but the time, knowledge, and interest as well. It’s like we are in a war that 
is not fought home. We are really removed. It is like there is a war far 
away, somewhere in Asia, and we know its going on, but it’s so far, we are 
just too removed to really connect. So, I don’t think this will be common, 
but we should all talk about it and do something to change. 
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Is there anything you would change about Humanistic Luxury? 

In Europe… In the U.S. there are many brands but they don’t ship worldwide, or when 
they do, it is extremely expensive. The U.S. market is probably much more innovative, 
with more people taking risks. And it’s great, but in Europe we also need this. You can 
find some brands in the UK but the variety compared to the UK is much more limited. If I 
could change one thing, I would provide worldwide shipping. 

Is there anything else you think I should know to understand better? 

I think we covered most that I really care for, that are meaningful to me… We covered 
heavy pollution, what it is that its doing to me, and how we can change… 

Is there anything on the social sustainability part you would like to add? 

To be honest, I never really sought out social sustainability products, I am more focused 
on the environmental part.. I don’t need anything, but I want to try that in the future. 

Is there anything you would like to ask me? 

Yes, what would you like to do once you are done with your degree? 

My background is in brand strategy. I would really like to stay in brand strategy, 
but with knowing this industry very well, if that makes sense. 

Yes, it does! Are you going to publish this essay? Will it be public? 

Yes, it will be. I am still working on it, I am actually in the middle of my interviews, 
so it may take until the end of this year,  beginning of next year but I will definitely 
let you know. And again, thank you so much for participating and offering your 
time. I really enjoyed the conversation! 

Me too! It was very interesting! Thank you! 
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Interview 6. “B” 

Hi. How are you doing? 

I'm doing great. How are you? 

I'm good. Thank you. Thank you so much also for agreeing to this interview. 

Happy to help you out.  

Thank you. So as I have mentioned before, I'm doing a PhD, studying motivations for 
ethical luxury. 

Yes, super nice. 

Yeah, I'm super excited about it. I'm going to ask you a series of lifestyle related 
questions on how you discovered this category and your main feelings about it your 
practices, just trying to understand what makes this such a powerful category. 

Yeah, yeah, Okay. Absolutely.  

And whatever you're saying is going to be hundred percent confidential. I'm not going to 
display names or any personal information. So please feel free to share anything that you 
like. So Let's start with how you discover this category, like, how you came to learn about 
the ethical luxury, in the first place. 

And So for me, I think it was mainly that I started researching it. So I think about now three years 
ago, two and a half years ago, I really started to change my whole lifestyle, I wanted to be a 
conscious consumer. And of course, it's really like a transitional thing. So it's not something that 
happens over day and night. But then I also started to look into more luxury brands, because for 
me, quality is an important aspect, but also that something is exclusive. So That's why I also 
started looking into more than luxury brands, Also to see what they are doing. So to current, 
more like a convenient luxury brands, what they are doing and if they are ethical in some way. 
And but also looking for new and upcoming luxury brands that are doing something Well for 
either the environment or on social aspects. And there's actually also just Dutch designer, even 
though it's maybe a bit more like high end a good turbos, little notes on again, us like a huge 
inspiration for me, and I really love his approach on the luxury market. And how he proves that 
sustainable fashion can be high end and yeah, can be very appealing for everyone. 

What, like the V, or you mentioned a couple of things, but what do you think resonated 
with you in the most? 

Um, you mean, like, what's for me the most important part or? 

Yes. 

Yeah. So for me, I think it really started that, like, I'm also working in fashion. So I studied, also 
did a Bachelor of fashion business. And later I did a master in sustainability and fashion in 
Berlin. And I think it started with me that like I was really, while working, seeing with my own 
eyes, what the impact was of the industry. Also, which is probably for you interesting, which was, 
for me, also quite shocking was when I was in factories, and that was when it became an eye 
opener for me, I saw that like really more high end, friends were being produced in the same 
sort of crappy factories as the Yeah, fast fashion brands. So that was for me realization that also 
It doesn't mean that when a brand is in the luxury category, or in a higher segment, that the 
production standards are better. So that was for me. Yeah, what was like a turning point. And 
that's why I think for me personally, I think also now because of my masters of for me, it's both 
very important that the brand is also aware of their environmental impact as their social impacts. 
But I think the biggest eye opener for me was the social impact. So I think for me, it's very 
important that the social standards are correct, that the working environment is good, and 
people are being treated fairly, fairly paid. And I think that's especially something in luxury 
segment that is missing, or that there's a misunderstanding, so that people think, when they buy 
from a more expensive brand, that the ethical standards are better. And Unfortunately, that's not 
the truth.
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What made you decide on studying sustainable luxury?  

And so I decided this because I was actually in a struggle, because I really loved 
fashion. But Yeah, like, when I visited China or factories in China, also in Turkey, 
even though the ones in Turkey were a lot better. But it was, for me really an eye 
opener that be It's so mass focused, and that the whole industry that I fell in love 
with had this dark other side. Also, looking at the environmental aspect, I was really 
shocked seeing, Yeah, just the also environmental impact, because I sold the toxic 
dye, substances written literally going into the rivers, so I was really gap, It was just 
quite shocking. And that was for me a turning point. So when it came back to work, it 
was for me really something that I couldn't get out of my head. And that's when I 
decided that I wanted to change the industry, or at least be part of a movement, and 
I started researching. And then I heard about this masters program. And yet that 
really made me decide to quit my job and to specialize into sustainability. And so 
depth from after the Master I could really, hopefully be a part of, Yeah, changing the 
industry and how it's now currently working. 

Did you buy any luxuries before? 

Um, yeah, Yeah. So I did. So before. I was actually, I think I was this type of 
consumer you. I always saved up money. So What I did was I was before I became 
a more conscious consumer, I was not the typical fast fashion consumer, because I 
didn't like to buy something at h&m, for instance, even when I was younger, 
because I'm already realized that I didn't like the quality. And I didn't like the fact that 
I knew that if I was wearing that top two, on a Monday to high school, that I would 
be sure that I will run into four other people with the same top on the same day. So 
that was why I got into luxury fashion, because I liked that it was more exclusive. I 
like that in general. I mean, it doesn't always guarantee it, but in general that the 
quality is better. So That's why I really started to save up money for it. And that I get 
actually in that way I was somehow already slightly more conscious. Because I did 
save up money to really invest in it. Yeah. 

So other than that, do you think you were a different person in a way? Or? 
You were? 

Yeah, to like, the general consumer? Yeah, maybe I was already slightly more 
conscious. But in a way, like, I also discovered, for instance, when I was 14, I 
discovered a source, the website, The web shop, and it was then quite new. I mean, 
it was 10 years ago. And, for instance, all my friends at high school, they were not 
really into online shopping yet. And there and the brands they sold were also you 
know, there was also for instance, they started selling Topshop, or, and I mean, 
that's also fast fashion. But those brands, or at least those false fashion chains, 
back then were into here in the Netherlands yet. So In a way, I felt like I was also 
being exclusive, because they didn't have the access to the same brand. Or it was 
no false passion. So Yeah, so in that way, I was also like a false question consumer. 
Mm Hmm. 

So I would also like to ask a couple of things about just the general, 
conscious, luxury consumer,. How do you see them? How would you describe 
them a different place in terms of what kind of do they do? Or better their 
values? 

What do you mean, like the real high end luxury brands above the mid segment? Or 
real couture? Or maybe more brands like Acne? 

Or do you think there is a difference? I don’t know. I mean n terms of 
conscious luxury. 

Yeah. I mean, I mean, luxury, for me is like, I do know that like brands like Acne, or 
you know, like, for instance, let's say, digital center. That's also I mean, I would see 
that definitely as luxury. However, I do think there's also just like, different groups 
who only buys like the the. Yeah, the more limited, Right? Culture collections. And 
For instance, like, I also have friends who are able to buy Acne, if they say, fuck 
their money, like two months, but they are never able, you know, to get better at stop 
dress or gap. outfit. So I don't know if you also mean with that luxury, like this whole 
group… 
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Yeah, I'm actually curious to both. 

Okay, cool. Okay, well, then, for me, I would describe like this, I think the group that are like 
really into the tour, Hmm, In a way, I think they are being conscious as in, they do want to 
have this exclusivity. And then the work, so it'd be the product, the garments are really hot 
and crafted. And there's really back there, it's going back to the high quality and crossed 
work. So In a way, I will consider that as more sustainable, more conscious, because it's 
mainly also locally produced by real skilled people, I think it's very important that we 
nowadays also try to sort of safety's skills. I think in a few years, In, like, let's say, a decade 
from now, there's going to be your problem, because we don't have these amazing people 
anymore, who can, you know, do these amazing hand crafts. So In a way, I think that's, 
that's almost valuing art, and, and in a way that they will never this post this type of dress or 
outfit. Because, you know, it's like a piece of art. So in that way, I think it feels a bit different. 
Because I think, also lately, like past 15 years, The industry has changed, because I think 
there was only there was not this different types of these different types of groups within the 
luxury market. I think it used to be more the high end tour, or the mainstream market. But 
now there's like these different segments it feels in between. And also, for instance, like a 
Chanel or all the other luxury houses, They have so many expert seasons. So like the cruise 
shows, the extra cruise collections, whatever, and the pace of the industry keeps going 
keeps going. And I think that's where we lose the exclusivity where where we go into this 
cycle of indeed, almost mass production also for the luxury market. Of course, you can 
never compare it with a skill of a prime mark or an h&m but still think we are really would be 
really surprised if we would know the actual quantities of a Burberry or gap brands like them 
nowadays. Because, for instance, also this whole issue when they started burning tons of 
their clothes, that already shows that these brands are already Yeah, mass producing, as 
well. And I think that's where the the consumer behavior has changed. So I think we're now 
into this vibe of that we want these luxury products just to show off. We don't use anymore 
as a valuable piece of art. It's just like this short term craving, It is short. satisfaction. And I 
think that's such a pity we really lost in his weight, his personal attachment, his personal 
emotional bonding with our products. And and also, for instance, think about like that a lot of, 
For instance, a Louis Vuitton bag, A lot of them are made out of plastic nowadays. Well don't 
care, They still pay, I don't know, 3000 and up for this bag, and even knowing that it's plastic 
and you know, easy made, and that probably the production value is like, I don't know, it's it's 
I don't even dare to guess how much how little of a percent. And I think it's for me shocking, 
then that I indeed, when I've talked to people have the luxury, that they are able to spend 
this amount of money to products, Then I felt a bit like, lost. And I felt sad when I talked to 
them. And when they said oh, but I don't care it so Louise don't back. And it's from the 
newest collection and school. That's why I want to have it. And then I told her Come on, you 
know, like it. It's it's crap, basically, where you're heading. And then they just admit that they 
buy it for the brand, or for that it's a trend product. So Yeah, it's, For me, it feels a bit sad. 
Really, I mean, I think the fashion designers like I didn't know, like the big ones. They they 
would also be very disappointed. Like, I mean, if you sell Obama or you know, whoever 
would be alive right now, I think they would also feel disappointed with which way we're 
going now. Yeah. 

So when you think about because you talked about a little bit about both very high 
end luxury and both more available luxury? Do you think in terms of their 
consumers? Do they have a set of value that they share? Or their values are 
completely different? 

I mean, I just never They just share some values, I think they are these type of customers 
that do appreciate the name of a brand so did the status. I think they look at you know that 
like they they buy from certain house fashion brand or own because they have a certain 
status. And This is either because it's already a brand that has existed for decades. I didn't 
know from the whatever. I'm so dead name will always be in good name Monday by it, 
because it's his newest upcoming luxury brand. That is something like what happened with 
tomorrow that they wanted need it now. But then it's I think this status thing is super 
important, I think for both categories. For conscious. 

Sorry, even even in the conscious field. 

Oh, in the conscious field. No. There there it's it's different. But I thought you meant like 
consumer and the more available luxury consumer In the conscious field in a conscious? 

Do they share values? Or is it just purity of financial different? eyes? Think it's a 
financial difference? For sure. That's the biggest thing there is. But You mean it's like 
a general conscious consumer conscious luxury consumers? Here's values with 
normal luxury consumer? Well, you differentiated between conscious Consumers 
between very high end conscience. And more mainstream conscious. Yeah, even 
within the luxury sector.
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Yeah. So that's like that they were not really like conscious I was just 
describing in normal segment. So in terms of, So that was a normal 
segment, in terms of the conscious the ethical luxury, How would you 
describe those. Um, I think it's funny, because I think, of course, you 
do have a great group of that that want to be conscious, and that they 
are super happy once in brand pop like a high end luxury brands as 
either a limited collection, or sustainable. So they want to get their 
hands on it. So I think they're there is this group that really wants to 
change. And if there is something out there that they they need to buy 
it. But I think there's also just group which is, which is a good thing, 
they accidentally start buying the conscious things because these 
designers managed to put their collections out there with like a strong 
product first, and then people started buying it anyways, because it's 
something that looks amazing and is being hyped. So I think that's 
what happened. It happened now with Bono from the camp. He is a 
sustainable fashion designer. However, I think people love his product 
more than the fact that it's sustainable. The customers he's able to 
reach, of course, they they love that it has an added value, the same 
launches part. But I think they still buy his products because they they 
lost, that it's something that is now really wanted, that is special, And 
that people are writing about. So I think that's mainly part of his 
success is that the products are amazing. And not really defect, 
unfortunately, of course, as well, but that it's sustainable. But I think it's 
not a bad thing. Because if the product is amazing people that are not 
really into sustainability, of accidentally buying a sustainable product. 
So that's always better than they would, Yeah, go somewhere else and 
buy something that's not sustainable. Of course, that's also part of my 
approach I really believe in is that the product, if you challenge 
yourself as a luxury brand, or whatever, to make an amazing product, 
then people will still buy it and you don't have to communicate out 
loud, that much that it's sustainable, people will just go for it because 
it's an amazing product. Mm Hmm. And I think also now though, with 
the conscious Consumers like at least also for me, it's like now a 
brand that I really appreciate is launching something sustainable. I 
think there was there was like, I just read lately that they are now The 
relaunched one of their bags. That used to be from polyester into like a 
completely recycled polyester one. I think it was plaid, I will look it up 
later. But then, of course, I also get like super excited about it. And 
however I can't help but feel also a bit like okay, but isn't this again 
like? Yeah, greenwashing practice? I don't know. 

Why do you think that would be a green washing practice? 

Well, because it keeps happening all the time now that like brands are 
taking advantage of it by just doing something good with that certain 
collection or that certain product. But I think it's also smart, of course, 
because it distracts from the fact that their normal. practices are still. 
Yeah. Still not sustainable. So It's I don't know, it's always difficult. 
Yeah.  

Do you think that the honest, authentic, conscious luxury 
consumers are part of a social class? 

Um, Yeah. I think. 

How so? 

Um, I think it's also money aspect. So even if you you don't, if even if 
we wouldn't have wanted to be this way, it's somehow this way. So, for 
instance, I think if I, if my salary would be a lot higher, I would definitely 
buy a lot more luxury brands, that's just something we call it a void.
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And I do feel if I look at like here in the Netherlands, Yeah, that there's this group, and 
it's like a social class. And I think, Yeah, you You almost never get into that certain 
group of people without having the same products. I think it goes hand in hand in 
some way. I do think that is a super interesting. Well, I mean, it's not like it's 
completely you know, I mean, there are also people who don't belong to this certain 
group or to social class who are buying from the brand, order, or people who are, for 
instance, into this more? How do you say it rich people who don't give a shit at all 
about luxury brands you have? Of course, I think, though, here in the Netherlands, 
And I can also see it when I used to live in Berlin, or you always have this group of 
people who, And The funny thing is, how can I describe this properly in English, I 
think it's also sort of a show thing. So you have these people, but I think they are 
unfortunately, a tiny group who are really, really, really into his brand, the product, and 
they still got this personal attachment to one or two brands. So for instance, they are 
really, really into the brand. But I think there are always these people who are forming 
quite a big group, they are making some money. More than average, However, 
they're not the Yeah, How do you call it the upper class of society when it comes to 
the money, skill, salary skill, But I think they really value your brand. So it's not only 
with fashion, but also with cars with and they really want to put out there that they 
have this certain reached a certain status. Those are the people were now which are 
brands already playing into lately, more than ever, with, you know, the huge branded 
logos. So I can really see here it is in the Netherlands, group of rappers. And they 
came from nothing. And it's really, of course, awesome that they made their way up 
and that they are earning a lot of money now. But Yeah, all you can see is that that 
this social group here in Amsterdam, where they are part of they all they care about is 
showing that they're wearing Gucci that they're wearing proud that that they're 
wearing, having the newest Louis Vuitton bag. And I think, Yeah, it's a it's a type of it's 
a group. And for me, to be fair, it's also what's happening with me and some other 
people I know, as well as, you know, also want to maybe distance yourself from a 
certain brand because of that sustainable sustainability. is a distancing from 
something else, or No, no, because of sustainability, maybe, but maybe, Yeah, 
maybe, I mean, maybe has to do with also values that are connected to my 
sustainable values. So indeed, I These people from this social group are a bit 
promoting the fast fashion in luxury brunch. And so how can I describe this the fast 
pace, So they they are sort of showing to the the outside world and they have a great 
reach, of course, post media. And what they do is they are showing and same with, of 
course, all the fashion bloggers, They the the most famous fashion bloggers, arrow, 
so showing that it's needed to have a different high end outfit every day, and you're 
not wearing that, I don't know, Gucci back every day of the week, and that you're you 
keep changing and you keep changing the pace. So in that way, I don't maybe want 
to wear certain brands or by certain brands anymore, engage because I associate 
them with that behavior. That makes sense. Yeah. So like, you're kind of, I don't want 
to be seen that anymore. Is that kind of girls. So for instance, if now I would buy that 
Gucci bag, I don't want other people to think even though that might be did I have 
saved up money for a long time, and that I will wear it every day for the coming year? 
Then I think I would be sort of Yeah, feeling like I'm also this girl, or would be seen as 
that type of person. Yeah, so somehow, I naturally then don't want to buy them back 
anymore. 

How would you describe that girl? 

That girl, I would describe it as the fashion blogger. So we all know know everyone 
has a lot of followers on Instagram nowadays. But you have these type of bloggers 
who were the fall special type of blogger as these collaborations with every brand 
that pops up in her dm. But of course, we also have the DRF. Me I do know it's 
pronounced appropriately. But you know, the more? Yeah, I mean, she's an 
entrepreneur as well and has great brands. But she used to be this fashion blogger 
that already started with an outfit with Chanel bags. Hmm. So I mean, you also have 
bloggers who started with a full hmm out, but she was already a luxury consumer. So 
I would see her, like that kind of girl. Of course. Now she's a lot more but like, get how 
she started. And so just type of girl and they have a great influence on. Yeah, a lot of 
other girls who are doing the same and trying to do the same with them with false 
fashion? Because of course, that's just the copies of the Gucci bags. And yeah, Mm 
Hmm. 

What do you think they look for? And what do you think, more of a slow 
fashion bloggers type of girl look for? 
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I think it really has to do with reconnecting back to the value of something again. So 
For me, it was really looking at myself critically, I also I got like sort of you get sort of a 
kick out of buying something new. So It's like, you know, just sort of sugar rush you get 
after you finally eat that cookie, you have been craving food all day. So It's like this 
short term craving and short term satisfaction. So It's also really how are industry 
works. I think this normal consumer is really into this short term satisfaction because 
we feel like we needed because our whole system or role economy is based on 
making us feel like we need to buy something to feel good again. So whether it's this 
beauty product, whether it's this new car, whether it's this amazing new limited edition 
back from Chanel bag, or whatever, we need to have it because then we feel better 
about ourselves. However, that's of course, always will be, that will always be with 
products Anyways. But the pace Got a lot faster, and the cravings got a lot more and 
we you know, the demand everything that gets shoved into our faces now. And I think 
we, for instance, now with prime mark, But The same happens with the luxury market, 
because then the people can spend, you know the How do you call it the product price 
and or incomes are done. So it's the same situation in the end, is that we think then, 
whether it's then the primer customer or the luxury customer, we we feel like we are 
sort of getting better of it in the moment. But What happens is that we then buy it, we 
have this short satisfaction, we're excited about it, Then we wear it for short term. And 
then we decide okay, it's not either on trend anymore, or I actually didn't really need it 
or I don't like it that much. Or it doesn't look that great actually on on me. But at least I 
got to wear it to this party. And then we get fed with something new again. So In the 
end, it's always the fashion companies that are laughing because we think in this split 
second that we feel better and that we feel empowered, encouraged. But then a and 
yeah, we end up with spending money on something that we either Yeah, definitely 
don't need. And then we don't like that much. So in that short moment, we like it. But 
on the long term, we don't and we feel sort of bad again, because we need something 
new to feel good again. So I think that's the the main issue. So we just keep on fooling 
ourselves as well. And when I started to step out of this cycle, I really realized this, 
Yeah, that this was a pattern and that I didn't feel that much better, long term. And that 
I regretted a lot of my purchases. 

And also that I lost this indeed is connection with a piece that. So For instance, I have 
one sweater I bought from a Dutch Designer when I was 13. And it still fits me. So 
every now and then I wear it. And then I feel amazing. And then I always get 
compliments from people like whoa, Where did you buy that? And then I tell them, 
Wow, well, I have this for so long now and then I realize it's you know, it's that's so 
much more worth worth the then you know, the short term cravings. And that's why I 
think also conscious consumers are more into treasure hunting, whether it's either 
within search or with searching until you find this particular ethical brand that has your 
aesthetics, finding that product that really fits your your values as well, because of 
course, sustainability has so many different approaches, every Brett brand has a 
different type of values, they can't satisfy do everything perfectly, of course. So it's then 
I already get this kick out of finding his new brand that has an amazing study and 
quality. Or for instance, with vintage shopping net, I find this perfect industries that is 
only in that one size. And so I think it's it's just rethinking where you get happy from 
where you get your kick from. It's just really a mind book. It's it's just, I think so many 
people say like, oh, but I can never be like you and But I think if you would have told 
me four years ago that I would be Yeah, This type of consumer now I would have also 
left that myself, you know, I think it's really realizing the way the system works and how 
we get fooled and how we fool ourselves. 

Well, what do you think like in your current mode of consumption there? Does 
you your type of fix come from? Where am I might get comes from? 

Yeah, definitely Also from finding that one piece. So if it's either discovering a new 
brand, then yeah, I just get super excited about it. And I feel like that it's getting a bit 
limited as well. And, and I think I really love vintage shopping. I used to hate it, if I 
would step into a store That was smelly, or like secondhand would be like, Oh my god, 
I'm never gonna, Why would I buy second hand? Because I associated that with being 
poor or something, which, you know, doesn't have to be And I think how do you say it? 
Like this treasure hunting, I call it I think that's for me What I really love and yet it takes 
more time. And yet it takes more effort. But I think then that that gives you  that 
satisfaction when you find that certain piece. And I think it's also for me really important 
that I How do you say it like so I Really? I don't know if you heard about this? 30? 
Where's? So I really think about Okay, do I want to wear it for 30 times at least? And 
can I wear it for 30 times at least with the quality? Sona really helped me as well. And I 
think sometimes it makes me even like less When I'm Shopping like oh, yeah, of 
course you you can't wear it is for 30 Times, Of course you wear it is for 30 times. So I 
think it's I actually really liked this shopping process now. Yeah. 
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Do you think there is any difference between consumer attitudes and philosophies around 
the world? Or not so much. So do consumer behavior around the world? If there's like a 
like a difference? I think like in terms of sustainability, that, Do you think that people 
equally appreciate sustainability all around the world? Are there are certain areas and 
certain culture that are more receptive to it, than others? 

So I think there's definitely a difference. I think in some cultures, it's just so much more value to 
respect nature or resources. So also when it comes to clothing, that they automatically start 
repairing stuff. However, yeah, can I think there's a different fuel, so I'm like, the meaning of 
clothing. So, of course, now I'm also talking about like, the social skills so also on like, the, the 
hierarchy on like, the money skill. So first, when there's more poverty, clothing becomes more 
didn't incest city again. And We are here in the Netherlands in this luxury position, that it's not a 
necessity that it's like or extra luxury product. And we are obsessing about that we want to wear a 
different outfit every week to just different or to dis different type of party, which is, of course for 
people in, you know, third world countries, not even an option. And I think it's also there's this 
whole discussion going on now about like that there's How did they call it again, that there's like, 
sort of discrimination when it comes to sustainability, When a with countries that are like, in 
development still, so that we can't expect as Western countries that in development countries, 
they are being as sustainable as we are. Because we have much more money to get Push 
change. So that's the same with the fashion industry. However, it doesn't mean that I think we 
always think that in development countries, they are less sustainable. But I think they are more 
sustainable when it comes to fashion. Mm Hmm. Because we here in the West develop this 
capitalism approach, that we need more and more and more and more and more, and that it's 
always endless. And that's something that there doesn't exist. And The worst part is that we ship 
back or unwanted garments and or textile trash back to the development countries. And then we 
sort of portrayed as that there's a dirty country there. And of course, Yeah, they they end up with 
or trash and or crap. And for me, that's why I think there's a misunderstanding. And also, because 
the production of all these brands, and also the luxury brands are in Asia, and now they're moving 
to Africa. And then we also think, oh, because it's coming from there and productions are bet 
there. That's why they are not sustainable. So when it comes to clothing, but no, it's because we 
are sending them to produce this for us. So Yeah, I think but i think i think we are the worst when 
it comes to So I think in the West, we are the worst when it comes to an unsustainable approach. 

Why is that? 

Um, yeah, because of the capitalistic few. And, of course, China is a, you can't like, compare 
China, because every region in China is so different. And of course, there are also so many rich 
people. We were also obsessed with the luxury market. So they are definitely also not doing well. 
But You can't Of course, I think with a country like China, you can't really speak for the whole 
country. So I think there there are like either People who are really still wearing clothes out of 
necessity, big groups, because they have such huge countryside still, but in the cities, It's 
definitely all about the luxury. They're obsessed with the the western luxury products. Um, but 
yeah, I think I think there's definitely, there's definitely a difference. Low. And But I think in 
general, we are here so capitalistic, we are only driving ourselves by chasing earning money 
spending it more and more and more. Yeah. 

How? How have your views changed Since you have been involved in ethical luxury? 

So I think for me, it’s There's no way back as in like, I, I, it's funny how you can change. So I don't 
even want to wear Even though if I like a product a lot. I don't want to wear it anymore, if I know 
that the circumstances it has been produced in our bed, or that the material is really damaging. 
And So how did this happen? I think it's really, that my personal Valley values and standards are 
now so different In this way, or have been maybe awoken. Maybe It is always been in me, but like 
I sort of had this huge wake up call. And That's why I think if it's really against your, your personal 
value, you know what I mean? Like you, You can't go back anymore. So For instance, it's the 
same with like, I'm now vegetarian, and it would be the same. So also, now I'm doing freelancing 
work, and I can't work for false fashion company anymore. Unless or for luxury company that's 
not really having high standards when it comes to production or environmental standards. Unless 
It's a position as a sustainability manager, for instance, because then I believe it's an amazing 
thing, because then you can change the big ones. But like it would be the same as being a 
vegetarian now. And indeed, that I would go work now at the butcher. So that's how it feels for me 
now. So I don't I can't maybe really give you a hands on answer. How does happened? I think it's 
a process. It's now a process of three years. And If you really start like I mean, with my Masters, 
I've been one and a half, two years, completely diving into these topics, reading, researching, and 
I think then you just know, the data of like the environmental harm, you read awful stories about 
what's going on in the factories that really these in human situations. And then yeah, You just 
can't go back from that anymore. Hmm. So that's, I think, what is it's a process?
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Yeah. Do you think it's a process of growth? As a person? 

Also? Yeah, I think I also really developed myself, as a person re 
respond myself or reshaped myself. Because I think indeed, it 
started with passion for me. But now I'm so like, into other issues as 
well, that are regarding social standards, or social issues, or 
environmental issues. So it really became not a lifestyle thing. So I 
think I can't now I know everything about it with fashion, but then 
you also start opening your eyes, of course, for the other issues 
around the world. So now, for instance, gender equality is 
something I was really interested in, in researching this within the 
fashion industry. But now this is something that, Yeah, I'm looking 
at, in a broad sense. And the same with environmental issues. So I 
think it's really a lifestyle thing, and that you really reshape yourself 
as a person as well. Yeah. 

Mm Hmm. What is it the thing that you value and other values 
about other people value but the most? 

I think… Empathy is a is a big thing. Sometimes I have been a bit 
too much, maybe. So I mean, I was reading actually notice article 
about it was actually called I think, eco anxiety or something. And 
it's actually now called a serious issue. And I sometimes really need 
to let go. And people tell me as well, because I can go crazy about 
this topic as in like, I couldn't really suffer myself from the fact that I 
know that there's so much crap going on in the industry. And I think 
that's, yeah, that's something people really appreciate and about 
me, and I think further that I'm really driven. So now I'm ready 
driven to make a change. And I, like I told you, like, I can't let go of it 
anymore, or go back to how it was, or be sort of blind, for everything 
that's going on. So I really know I'm driven to at least well, while I'm 
working in this industry, I'm well out there on this earth, that. Yeah, 
I'm driven to make change, or at least be a part of a change. That I 
know later on that I at least tried. Yeah. 

So in that way, Is there anything that you would change about? 
ethical luxury? luxury? Yeah. 

What I do like, though, about ethical luxury, a lot. It is. I mean, in 
comparison with like the lower segment. Of course, it's a lot more 
about branding, again, storytelling, Giving back again, his personal 
attachment towards clothing. And so I think that's what I really like 
about it. However, I think it can still be improved. So I think still there 
is room for getting back to being a bit more limited again, getting 
more into hand craft again. I think we also, like at the goal luxury of 
being still also directors maybe too much greenwashing still. I 
mean, again, it's a lot better than friends that are not doing 
anything. So in that way. I'm always still applauding for it. However, I 
think sometimes it's still too much of selling a good story and trying 
to act. Good. What else? Yeah, I think I think I, for me, for two 
conscious ones. Like I said, I'm already applauding them. Because 
you know, the others. And I think it's already great that they are sort 
of distinguishing themselves from it. And Yeah, I don't know, 
something. 
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Sorry. No, no, continue. I'm just wondering, so the change you want to be part 
of is it to make this more more mainstream? 

The conscious, the conscious movements? Not to make a moment? Well, at least 
to make, I think, conscious up to standard anyways. So I think in the end, of course, 
that's utopian thinking, but I think that Yeah, every brand, every luxury brand, in the 
end shoot being conscious and ethical. And I think that, in general, sustainability, 
from all the segments in fashion industry, is the perfect match for the luxury market. 
Because it's, it is, of course, more about exclusive exclusivity, luxury, high quality, 
it's more already about that then any other segment within the industry. So I think 
there are so many opportunities for a lot of luxury brands as well. And I mean, 
they're already amazing things happening. So that's, that's great. But there is so 
much more that can be done. Yeah. And For instance, what is not happening with 
Gucci? With Alessandro? Yeah, that's amazing. You know, I think he he's already 
Yeah, doing so much. And also inspiring other from the, like, the big fashion houses 
in the luxury industry to to change. And, of course, Stella McCartney. But yeah, so 
in that way, and also now looking at, for instance, that a lot of high end brands and 
have decided to stop using for, I mean, also brands where you thought it would 
never ever happen and haven't decided on this. So in that way, It shows that it is 
possible. And It all starts with Yeah, just changing the mindset slightly. And I think 
it's also Also with brands, the same, which happens with consumer behavior Is that 
like, it's, of course, always easier to just keep going in the same way. And to ignore 
everything. However, with just a few slight easy changes that are so easy to 
implement, That can be so that can have such a huge influence if every brand 
which has to do the slightest things, pretty simple, but or dislike things that you 
think like, could be easy to implement. Um, so recycling to be a standard or like, I 
think it's so I mean, it's maybe not easy, super easy to implement. I mean, all the 
brands that their own stores, they could easily do this, like turn back system, So 
that they would collect back products, and that they're going to start recycling the 
materials. And I mean, the luxury brands, they I mean, they have such a huge Do 
you call it like, impact, but also they have such a great network? So I don't believe 
that if they would like unite. So For instance, the Yeah, I don't know, like, What did I 
do? I'm sorry? Yes. Okay. I almost clicked you anything that I think they have 
searched? I can't find the word. Power. I think there's such a big power. And I think 
if they would only invest 1% of their whole budget entities, they can already have 
such a big influence. But that's the issue. It's still always like driven by money. And 
yeah, that's, that's still the big issue. And I think that's with everything, they don't 
realize that if they keep going like this, that there's nothing in 50 years to you know, 
maybe, I mean, I don't want to sound super dramatic. But if within 100 years, we 
have huge, huge issues here on this earth, probably already within 20 years. 
Nobody wants to buy anymore from their company. So what's there, It's also an 
investment in their own future. Yeah, so I think that's just a pity, as in like, there is 
so much if they would just make the slightest changes, like take responsibility. Just 
a little bit. And then, because I think with like, for instance, these return systems, I 
really believe in like, making it circular economy, Then I think we the brands, 
especially the big guys, they should just take responsibility together when the 
consumer, so consumer is responsible for returning and back to the brand. But I 
think as a brand, you should take responsibility for whatever you put out there in 
the first place.
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Is there anything else that you can think of that you think that I should know, to understand 
this segment?  

Better that we haven't talked about? I mean, I mean, he let me think, well, we did discuss 
greenwashing. A bit, though, right. You are aware that that's a big thing going on? industry. So I think 
that's definitely something to always keep in mind. And the ethical gap, I think that's also was very 
interesting. So within like the what people actually want to do, but what they are actually doing, and 
the difference between that I think that we we have so many people nowadays that are struggling 
with that. So I talk with so many people, when they tell me like, well, I want to buy sustainable things. 
And then in the end, don't do it. And it's super interesting to realize why is that? What's the why that 
is? Yeah, it's I mean, the thing is, if I had like a concrete answer for that, that would be very happy. 
But in general, and I think, of course, it's It depends, Again, per segment. So the luxury consumer 
might have different reasons than the normal consumer. However, I think mainly it is that they, It's 
hard to change your own behavior. Mm Hmm. I think we, we people are so into, just we are scared to 
change the slightest bit over patterns and our routines and of what we're used to. And I think 
everything that makes us feel like we need to put a little bit more effort into something, then we just 
rather close our eyes and keep going the way we always did. Because I think a lot of people, they 
always say yeah, but sustainable fashion, if you want something nice, it's expensive. And It's true, it's 
of course, more expensive than internet, or whatever. But then still, you know, you could also save 
up a bit and invest in it. And nowadays there are quite some cool brands on the market that are not 
even that expensive anymore. They go into the h&m and yeah, also buy a top there and then maybe 
they might buy a trouser from the sustainable brand but then after it up is still also walk into that out 
right now. And I think it's it's it's really this pattern behavior this. I didn't know how to say this saying 
in English, but in the Netherlands, we always say that if one sheep is jumping across the river to the 
other side than the others are. Yeah, exactly. Even though this sheet might drown, but nobody thinks 
they just do the same thing. All like that. And I have the same as well. I mean, for me, it was also it 
was really difficult to change. And first, I always close my eyes. And I Even though I knew that the 
industry was not doing a good job at Yeah, with the production ended, everything was really bad for 
industry environment and whatever. I also first close my eyes for it because I didn't want to change 
or didn't want I did want to change, but I didn't want to you know what I mean? Um, I don't know, it's, 
it's really an interesting thing to talk about, because what can we do to reach those people? And I 
think it's, The main thing is that they, they wanted to be more mainstream and more implemented, 
because of course, if the products nice, and if it's more out there and easy for them to get their 
hands off, they will. So I think it's really the thing that ever it should be implemented everywhere. And 
it should become mainstream. And even though it was difficult, really difficult. But we need to make it 
as easy. accessible as possible for them at least, 

Do you think if it was super accessible, and everybody would be in it, you would look for 
something else to make distinction? 

Um, yeah, I think me personally, I would, I will be super happy that everything will be sustainable. I 
would probably I didn't know maybe find a designer who does production on demand. Or I would still 
go into vintage shopping to find that one more limited product. So definitely. So if now, h&m would be 
completely sustainable, I would still not buy. Yeah. I think I would still look more into this small skill 
more limited. Friends. Yeah. 

Is there anything that you would like to ask me? 

So First of all, like I'm super curious, like, so Where are you now? Are you now in the US? 

I am based in Philadelphia. 

So Nice. And now. So it's for your PhD, you went there? Or are you living there? 

So I am doing my PhD at humble in Berlin. But I'm doing an independent program where I can 
do my dissertation from pretty much anywhere. And my husband got a job in on the east 
coast. So we decided to move to Philly, where I can still do my research and he kind of work 
so that's that's the story of how I got here.
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Interview 7. “M” 

Hi XYZ, I am so happy to be able to connect with you! I know that you are all over the 
place and so happy that we could find some time to connect! 

Yes, of course, shoot me away. 

So I am in my PhD program studying why people gravitate towards Humanistic Luxury 
and I m just trying to understand this new segment.  Could you tell me a bit how you 
came to find humanistic luxury? 

Yes, so I came from a finance background, my family was all in finance but I knew I didn’t 
want to be in finance. You know in India it is quiet a big deal, we are traditional that way, so I 
was like a very rebellious kid and I went into journalism. And I traveled a lot and encountered 
all these cultures and like I went to Cashmere were the war was. And I encountered these 
people who were so in contrast with like what they are usually, the friendliness. And I thought 
that this should not be like this. But I discovered artisan techniques there and it was like a 
new found love, and like a new way to see luxury, like, woah luxury can be like this, too! 

Huh, that is deep! What do you think resonated with you the most like when you were 
there seeing that? 

I think the dying art forms. That even luxury oriented brands did not use those. And then fast 
fashion. With the machines. Why do machines worth more than human hands? Its like 
globalization have destroyed artisans, and what they made with love through . 

Did anyone help you find this category and understand? 

No, I mean here there were no celebrities. And humanistic luxury already existed but it was 
cheaper, but it was handmade and organic. And then a Singapore based company contacted 
me to photograph them and first I was very cynical and thought it was another marketing 
stunt. And they said to come, I will get my commission either way, and see it to myself. So I 
went and lived and ate with those artisans and I thought, yes, this is how it should be. This is 
how luxury goods should be made. 

What kind of luxuries did you buy before? 

I dont know… I remember that my mother gave me a Prada bag. It was made in Portugal. 
And Gucci. Definitely big global brands. That were tied to places, and I felt like wow, I won 
this. 

What kind of person were you back then? Or what did you value? Can you describe 
the person you were when you liked theses things? 

I was a popular student, hanging out with the right people, really involved with community, 
and much more idealistic than today. I was very inspired by the world, and everything that 
came from abroad were very exotic. It was before the globalization. But I think now the 
consumer has involved and storytelling is also different from back then, I mean a country 
does not tell a story, but you need to know who is behind, you need to understand that 
specific people. The consumer is more educated and the world is shrinking. 

So you mentioned that the consumer is now more educated, and needs a different 
storytelling. Could you describe this audience? Like who are they and what values 
they have? Like who is the consumer of the humanistic luxury? 

I think its more young than old. I mean somebody who goes to a wabisabi restaurant is 
maybe 30, lives in New York and an architect or a designer. I think older people need more 
time to adopt. It is for people who care who made it. Because you know it is a new category, I 
think it is more for younger people. 
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Do you think it is also catered to a social class?Or more so a social 
class or position is more receptive to it? 

No, I don’t. I think it is more about aesthetic than money. People with more 
money may not care. Like in India, they may buy a golden sari that I would 
never buy because its uncomfortable but they would buy for status. For me its 
also about comfort. If it doesn’t fit the body right then I don’t care for it. 
Comfort is luxury. Many times brands want to send me things and I ask for 
loose stuff, and they tell me its not trendy, but I don’t care, for me comfort is 
luxury, I don’t want to feel uncomfortable just to appear luxurious. But I think 
these people are in bigger cities. With a bit more money, but mostly 
interesting. 

Did your view change on humanistic luxury over the years? I mean you 
have seen so much, did your opinion change? 

I was very cynical which I am still but now I am more understanding on what 
questions I should ask.  

Do you think humanistic luxury helped you grow as a person? 

I don't know if it helps you grow… But I grew as a human but from traveling. 
But luxury is freedom, and balance, and choosing. That helped me grow. 
When you have the freedom to choose that helps you grow. Like I was 
recently in Sri Lanka in a very luxurious resort and I was pampered and the 
food was amazing. It was beautiful, like really amazing. And this felt like, wow, 
when I got back to work I felt really motivated. 

Thats amazing, something I never hear of but makes so much sense. I 
mean luxury does help you stay motivated over time, so true, love that! 

Yeah, I actually really don’t believe is selflessness. For me this whole 
movement is a a win-win thing, you get great quality and also make sure 
others are treated nicely. Win-win. 

Is there anything you would change about luxury the way it is now? 

I mean in India everything is organic, thats the regular and for me that should 
be standard. I think its not a trend but its here to stay. 

Is there anything that you think I should know to understand this 
segment better? Something we haven’t talked about yet? 

I don't know… Maybe consumer patterns. Between easter and western 
consumers. In India these things were cheap but now they are expensive. Still 
there are some stores where you don’t have to pay so much, where you don’t 
have hipster packaging. And it is still luxurious. I mean you can buy these 
amazing spices but they don’t charge five times more because of the 
packaging. And it is like luxurious. It s for me shocking when you are in the 
West, how so expensive everything is. Especially in the US, for the same 
thing. 

Why do you think that is? 

I mean its the same thing when you go to a restaurant and you could get tap 
water but you choose a 300 dollar water. Its capitalism. Price will go up as 
long as people pay for it. And people who are like status oriented will buy it 
just to show that they can. I mean I am also capitalist. But you know Indian 
luxury is different. I was staying in a hotel for Burning Man. And my client 
apologized to me about the hotel because it was the only available and it was 
cheap but you now aesthetics in the East and West are different. That hotel 
would have been a nice one in India. Cheap and expensive aesthetics are 
different. 
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Wait while you were telling me I thought about another 
question but lost track of thought… wait… yes, so what 
do you think about those Western brands, mostly New 
York based who are going into the East like India to work 
with artisans, but they bring their design? So they do 
Western design with Eastern techniques? 

Thats what I am talking about, I think its fantastic! Its a win-
win. Because some of those people don’t have access to 
internet. So I think they can make more intelligent more 
beautiful designs together, its a win-win, I think its how this 
should be. I think that’s the future. 

Is there anything that you would like to ask me? 

Yes, where are you actually? 

So, I am originally from Hungary, but I am doing my PhD 
in a Berlin school, and to make things more simple, I live 
in Philadelphia. So kind of a mix of backgrounds in there, 
haha. 

That’s fantastic, you have already been so international, I 
think thats very important to understand this topic. I am very 
curious to read your paper when its ready and if you have 
further questions let me know would love to help! 

I may reach back to you on that, but thank you so much, 
Mukul for your time. I know that you work and travel a lot, 
and I am super happy that I could on you down a bit and 
to pick your brain. I feel I have learned so much and I 
really appreciate it, thank so much 
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Interview 8. “P” 

Hi “P”, how are you? 

I'm good. Thank you for being patient with all of my Skype troubles. It really was for some reason my 
account was locked. And I had to go through this whole thing.


Oh, no problem. Oh, thank you so much for getting on this call with me. 

Yeah. So I'm curious to know a little bit more about your project. And like, what kind of got you here? 
And then, of course, I can dive into questions. But I'd love to just know a little bit of background. 


Absolutely. So I'm doing my doctoral dissertation at the homework University in Berlin. And I am 
in my fifth year, just wrapping up my interview process. And my dissertation basically seeks out 
ethical luxury and consumer motivations behind it. So In a nutshell, what it makes ethical luxury, 
Such a fresh and powerful segment today. So that's what I'm trying to figure out. I'm doing 
interviews from consumers with consumers all around the world. And as soon as I'm concluding, 
I think I have one or two more after you.I'm going to synthesize all the information that I have 
got. And then in a couple of months, Hopefully, I will be able to figure out why ethical luxury is so 
powerful. 

Great.


Yeah. So that's my background. In terms of the interview, as I have mentioned before, everything 
that you were saying is 100% confidential. I have about 15 questions, sort of tackling your 
practices and your feelings about this as a consumption method and fellow at equal luxury 
consumers stuff like that, wherever things are not clear, please let me know. And we can just 
don't get through. Yeah. So I don't know if I have answered Everything that you were wondering 
about my background, if there is anything else? Yeah, So let's dive in. And again, if you're unsure 
about anything, Just ask and I will try to clarify. Great. So My first question is, how did you come 
to learn about that equal luxury as in the first place? 

Actually, you know what, I actually do have one more question That kind of comes out of that question 
is when you're speaking of ethical luxury, What is your definition? specifically looking at the term luxury 
as it's paired with ethical? Because a lot of the times I hear people say ethical fashion or slow fashion, 
but I'm just curious on on your definition of ethical luxury as it pertains to your dissertation?


Yeah, that's a great question. Because I feel luxury today as like, that's like $1 million, Question 
What luxury is. So I tend to just leave it up to you. The interviewer is what their definition of 
luxury is.And It's all within the article segment, it tends to fall back to fashion, just because this 
is the most prevalent category, you know, but there are people who are mentioning travel to 
home, very new design, all sorts of different things. So, I mean, it doesn't have to be fashion, per 
se. And I actually encourage you, if you have other ideas, I know that you're very active in ethical 
luxury, old across board. If you have other experiences. Please feel to share. Really, I mean, it's 
not. Yeah, people tend to fall back to fashion because I think like this is the most pioneering part. 

Yeah, definitely. Okay, so um, yeah, I'll go back to the question. So So can you just repeat it again?


Absolutely. So um, how did you come to learn about that equal luxury? 

Yeah, so I actually learned about it, I'm kind of in two ways. One, my mom was always really conscious 
of what she was buying. Not always close, but she was really attentive to health and making sure that 
the food products that she brought into our our home were, were ones that were good. And she knew 
where they came from. And, and I kind of as a kid, really loved making things. So I'm half Italian. And 
my non always made thing she was so aprons, pillows, bag, so out of any scraps, She would basically 
my favorite thing about going to my nose was that my sister and I could run to the basement and pick 
any sort of scrap fabric and then, and then just experiment and make something. So So kind of the 
appreciation of craft was there early on, and of just like good products and being able to make 
something yourself. So my family just saw the value of of craft. And then when I got older, I really only 
started shopping ethically, after I bought my house and I was working at in marketing at a nonprofit. In 
in my job I did marketing for a line of jewelry that was made by artisans, in different places in the world. 
And so everything was fair trade. And in marketing that I learned a little bit more I got to know the 
women who made the the pieces. And then when I bought my house, I realized I didn't have the money 
to be consuming fast fashion as quickly as I did. And the best option that I saw in front of me was to 
invest in craft and just do it more slowly.


What do you think, resonated with you the most? 

And I think it's twofold. One is understanding the value of making something with my own hands Early 
on in life, That was a huge factor into me being able to really easily switch over into appreciating the 
value of, of ethical clothes, because a lot of people see price as a hurdle. And so that helped me 
overcome that hurdle. Um, The other piece of it was that you're asking what, where I see the value. 
Hmm. Yeah, Um, The other piece is really just in in getting to know people's stories. What I love most 
about wearing a piece that I know where it came from, is the fact that I understand the person behind 
it. And there's nothing better than that, for me is to be able to tell a story with something that I'm 
wearing or being able to know and have a personal connection to that. That human.
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Please Do you have any stories that come to mind? 

From the Oh, yeah. So there's, there's a few I'm one of them. I don't know if you've heard of the 
brands, so tell us. Um, but I met up actually with the woman who runs so tele in Los Angeles when I 
was there just on a vacation. And we decided to meet up and so we went out for for lunch, I met her 
little girl and like we chatted and, And every time I wear the cardigan that's made by her, I just 
remember that day where we had gotten together and just had a great time. And so like wearing that 
cardigan isn't just like, Oh, this is a cute card. Again, it's it's remembering a moment and a memory in 
a more powerful way. And then I have two or three No, wow, I have four other pieces from a girl that I 
bought them from it just a trade show and then later on found out that I moved a few streets away 
from her. And so we become friends. And every time I wear her pieces I just I think about her and and 
and how we become friends. And it's Yeah, it's it's just a little bit more powerful. And it makes me 
want to hold on to my clothes, and appreciate them for a longer period of time.


What do you think that makes that direct connection so powerful. 

Um, I think empathy, um, if we don't have a personal connection, and we're seeing something just as 
an item, It has utility, but it doesn't have any hold over our emotions or over our hearts. Empathy is 
what makes people do things. And even in marketing, like because I work in Marketing, I know that if I 
don't create a personal connection, if the brand doesn't come off as a person, and if it just comes off 
as a thing, There's no emotional value for people, there's no reason for them to follow it. It doesn't 
make them laugh, It doesn't make them cry. It doesn't make them feel warm inside. And so I think 
that the power of of ethical luxuries that it it, it has a story that can make people feel warm, can make 
them feel like laugh or remember something really special to them. And I think that's the power of it.


Do you think you have the same kind of connection that makers that are located really far 
away, and you don't have the chance to meet up with them? 

And Yeah, that's an interesting question. I think social media is really key here. And social media 
being on the rise means that that no matter where in the world you are, you can tell your story in a 
really transparent and powerful way. And so there can be a more of a personal connection, because 
we're seeing people's everyday lives in these squares or in these captions. And by I think if I hadn't, I 
have a little bit of a deeper connection with these makers because of the nature of of blogging. Every 
time I partner with someone, I usually interview them, I want to know kind of the deeper story I want 
to know what their struggles are and, and how they got started. And so I create that deeper 
relationship even more, I'm within my line of work. So Yeah, I think it's totally possible for people 
across countries to have bonds, people have relationships, across countries, they make friends. And I 
think why not see a brand as a long term friend. Hmm.


So when as a grown up when you got your house, Was there a person who influenced you or 
your encounter with ethical luxury. 

And It really was my job that that I'm like working for a nonprofit that was key to giving me the idea to 
start shopping only ethically, because the whole company was built on on fair trade. And because I 
had actually been a photographer with them, and I went to, to Kenya to do some photography into 
the Amazon and Ecuador as well. And, and so doing photography and interviewing all of the artisans 
and staying with them for a few weeks, was what really led me to, to be like, okay, these are these are 
like the people who are making these products. It's not just I'm seeing a product that's made fair 
trade. Okay, yeah, great big deal. No, it's actually like, I know that, that Mary did this. I know that 
Beatrice did this. I know that Don Vargas is the one who farms the cow. And I talked to him, and I 
know his story. And so it's, um, I think it was just meeting the people behind the products that I was 
marketing at work. And then and then knowing that I could only afford a limited amount of things, and 
I made the decision to invest in the things that made me feel the most content. Hmm.


Did you buy any luxuries before? 

Um, yeah, here in there, I'm not a lot. Um, because I think unless you really understand and are like, 
you kind of have to be all in and understanding why things cost so much with ethical fashion. And so 
there, there were maybe a handful of like, you know, four or five pieces that I had bought over, you 
know, five years that I had been working at my company, where I had kind of, you know, dipped my 
toes into, you know, Oh, I know, this is made well, or I know, this is made in Canada, so of course, I'll 
buy it. Um, but it was more locally motivated, it was more like, oh, if it's made in Canada, because I 
know that it's made by someone near me, then I would buy it. But as soon as I started, As soon as I 
made the decision to shop ethically for everything, It really opened my eyes to how much more there 
is around the world, and how different countries tend to have different expertise with different textiles 
or different kinds of products. And, and you can really be a lot more intentional about where you're 
buying things from with, you know, the different expertise in different countries. Hmm.


What about non-ethical luxuries? Was it something that we're buying before? 

Yes, Yeah, I love shopping. And part of it is because I grew up in a town that the only two things to do 
were to go to a mall, or to go to the movies. And so we all went to the mall, and shopped and hung 
out. And I mean, that was just a thing that everyone did in the 90s. Anyway, like in the 80s and 90s. I 
just went to the mall and hung out. Um, but yeah, I would, I would probably spend, I would buy like, 
at least three or four at least, if not more new pieces of clothing every month, it was way too much. 
And it was just because I was I didn't really know what my style was. I was kind of a magpie. I just 
wanted the next kind of prettiest thing, but I couldn't figure out how it all went together. So I was I 
liked pretty things, but I was a bit of a mess.
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How about how would you describe the person you were back then? In that regard? 
Oh, that's a really good question. And I was somewhat of a, I was kind of transitional back then, 
when I was young, I was a tomboy. And I wore like t shirts and Bermuda shorts, like I was, I was 
athletic, I didn't really care about fashion, I didn't really know about fashion. And as soon as I 
got into college, and university, I started to care. So I think I would describe myself as 
experimental. Um, I was just trying a bunch of different things, because I suddenly started 
realizing what fashion was and and so yeah, I was kind of experimental, kind of transitional, 
maybe not quite put together.


Would you describe yourself still is experiential? 
Um, I would describe myself more now as like, self assured, Um, I do welcome items into my 
wardrobe that are different. And that allow me to challenge myself a little bit. But for the most 
part, I'm confident that I know what my style is. And it's it's been the things that I've been 
gravitating towards my whole life. And I've just given myself the license to say no, it's okay to 
just dress in similar things all the time. With a little bit of that, you know, flavor here and there.


I have a couple questions about ethical luxury consumers, trying to understand them. 
How would you describe the people who are interested in ethical luxury Like that, In 
terms of their values in terms of their jobs? 
I find that a lot of people that I've interacted with online are, are in some sort of job that has a 
that is either in the creative field, or has something to do with either sustainability or, or ethics or 
teaching or community service. A lot of people that I know are teachers or social workers or 
they work in like the parks department in, in their city, There's people that I know who work in 
waste management. So like, if I'm looking at the people who are actually like, I would describe 
those as more of like the influencers, a lot of the influencers are working in fields that are heavily 
creative, or have a little bit of a twist of, of like social consciousness to it. And I think that's what 
really drives them to be more outspoken is because in their work, they are doing what they 
believe. And I think that those kinds of people find it impossible to live against their values, their 
jobs have to align to their values, and therefore the way that they're living has to align with their 
values. And so they're really they've got strong convictions, they'll speak up when they see 
something wrong. And they're not always right. A lot of the times what you'll see in the ethical 
community is that people get really hard headed and like to argue with each other about what's 
right. But sometimes they need to take a step back and realize that, that they need to listen to 
other people, or maybe just do a little bit more research. So they can be a little hard headed 
sometime.


What are the issues? What are some of the issues that you think that these people are 
raising, and it's not necessarily It shouldn't be raised? 
I think all of the issues that the reason should be raised, I think that the way that people get 
defensive, or the way that they react to the issues that are raised is really what, what the, where 
the sensitivity is. So for example, like things like, inclusive it in sizing, especially in the ethical 
fashion community, because the companies are so small, Hardly any of them actually are size 
inclusive, most companies only offer to a size larger, extra large, or to a size, you know, 16 
when, especially in, in the USA, where I don't live I live in Canada, but it basically were 
considered similar anyway, Most of the the consumers are in the USA, and a lot of them are 
size, you know, 18 to 22. So, um, it's it's an issue that's being raised, and, and some of the 
brands are dealing with it so well, they're getting defensive. So that's one of them. The other is, 
is racial representation and diversity. And how people raise those issues is is fine, but then how 
brands are how people react or get defensive, isn't necessarily productive. And so I think that 
everyone just needs to approach it with a little bit more openness and understanding that, you 
know, we might not always be right, or if if it feels like someone is attacking us because they 
say that there's not enough diversity in our brand. You know what, that's okay, we need to sit 
with that feeling of discomfort and really, like tackle it head on and think, Okay, how can I 
actually do better, Because even if in other places in the world, it's not as big of an issue in the 
United States, it's a huge, huge issue, but they're going through right now is, is like next level 
compared to even some other places around the world. And, and I think we need to be attentive 
to the fact that they are a huge group of consumers, and we need to make sure that we're 
representing that.


That makes sense. I'm just returning one more question about the consumers. Do you 
think that they're part of a social classes consumer? 
Um, I think that there is a, there is a desire Among the community to democratize ethical 
fashion, um, people feel like there is financial privilege tied to it. And so I would say like, if they 
were to belong to a class, they would belong to a class of people who are more mindful of what 
they're consuming. Definitely. So in defining classes, I would say like, they're definitely like a 
certain class of mind. A lot of the like, more kind of middle of the road, consumers who aren't 
influencers watched the film, the true cost, and that's how they converted to ethical fashion. So 
it was more like they, they were showing the truth, and, and, you know, their life has changed 
from that. But a lot of them aren't rich, a lot of them don't have money. A lot of them just want 
to make better decisions and can't necessarily because they can't afford it. So when we talk 
about classes, their, their, their mind, and their values are in a certain class. But I think 
financially, there's a desire to democratize ethical fashion.


How do you feel about that? 
Um, it's challenging, because naturally, the prices of ethical items are higher. And in order to 
actually manufacture fairly, you need to keep it at that high price. But, but that means it's 
inaccessible to people who who don't have as much financial opportunity. Um, I think one thing 
that I've really liked seeing emerge is, I don't know if you ever heard of after pay
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After pay? 

Yeah, so it's, it's, um, it's like a, a method of like, that people can purchase a product and, and 
pay for it in installments. So you could buy a $120 pair of shorts, but it would be in like four 
payments of I don't know, like, you know, $45 or so I'm bad at math. So please don't quote me 
on that bit. But I, you would do it in manageable payments. And that can be dangerous for 
people who don't really have the ability to actually regulate how much they're spending. But for 
people who are good at at at budgeting, who just simply can't drop $120 in one pop, It's great, 
because they can, they can consume more ethically, and they can do it more slowly. And, and 
so I am enjoying seeing those options pop up. Because it means that the maker doesn't have to 
suffer. But it means that people who want to be more conscious can be even if they're earning 
less.


I'm done. How have your views changed? Since you have been engaged with ethical 
luxury in terms of society or culture? This is a pretty open question. 

Yeah, you know, one of the biggest things that's changed is, is my my perception of what 
people will think if I wear the same thing over and over again, Um, I think there was always this 
illusion that I couldn't wear something, you know, twice, or, or Oh, it had to be a few months 
before I wore that shirt again, because everyone would notice and, and I get more compliments 
on my outfits now that I've been wearing the same things over and over again than I ever got 
when I was wearing something new every day. Hmm. Um, and so I think that we just need to 
take a step back and realize that, that it doesn't matter if something is new, what matters is how 
you wear it. And What matters is how you feel in it. Because when you feel confident, You will 
look more confident and people will will see that in you. So It's totally changed my perspective 
on the amount of things that I need and how often I need new things. And I love it, because it's 
given me a sense of peace. It's given me a sense of self assurance. And of course, I'm, you 
know, if I see something I really love, I'm going to buy it. And I'll allow myself that if if it's a really 
special piece, but I don't feel the compulsion to have something new anymore. I feel the 
compulsion instead, to experiment and to have fun with what I have. And to actually, um, it's fun 
to have conversations with people who are like, Oh, you know, I really, I really love that shirt, or 
I've seen you wearing that shirt lately. It's really great. It's an opportunity to have conversations 
with people genuinely about, about the fact that it's cool to wear something a bunch of times.


So it's kind of a conversation. Point. It's a connection point in a way. 

Totally. Yeah, it definitely is and and I see people around me becoming more interested in in 
ethical options, even if they can't, or think they can't afford it. Or if they're not ready to take that 
plunge. I'm seeing people around me making smaller choices, that they're like, okay, you know, 
what, I did buy something from, you know, unique glow today. But I know that this is a piece 
that I'm going to be wearing for years and years. And I didn't buy that flashy thing that I would 
have bought, you know, a few months ago, because it was just kind of cool. I'm buying the 
thing that I know that I'm actually going to reach for. So I'm seeing people around me actually 
start to think more intentionally about how they're purchasing, even if they're still purchasing 
from fast fashion places. They're purchasing things with, with the intent to wear them for a 
much longer time.syndrome making it into their own piece. Yeah


Um, do you think this has helped you grow as a person? 

Interesting. Oh, I think I think it's coincided with, with me coming into my own confidence as like 
an adult, human. Um, I think it'll happen at the same time. So I think if I was a teenager, and I 
was consuming ethical fashion, I don't think it would have necessarily changed me as a person. 
But I think that I'm at a point in my life where like, I'm, I'm almost, I'm just about 30, I'm almost 
there, most of my friends are turning 30. And we're all at a point where we're much more 
confident in who we are. And so it's been much more easy for me to switch to slower fashion 
because I'm much more sure of myself in a way that I wouldn't have been when I was a 
teenager. And so I don't know that it's changed my life. Well, so I don't know that fashion has 
changed my life. But what it what the mentality of consuming slower has done is it started to 
make me think about different things in in how I consume. So I'm like, Oh, well, you know, if I'm 
thinking about the clothes that I bring in the Why am I not thinking about the laundry detergent 
that I use? Or why am I not thinking about the chemicals that I'm using cleaning my house? Or, 
you know, why don't I think about this and not and so I've you know, I've started to shop in bulk 
and, and go plastic free and you know, use only biodegradable products and all of that. So, my 
lifestyle is completely changed. And I think it was always in me. I think it just kind of snowballed 
once I started or once I made the choice to shop ethically.


It's quite interesting. Would you do you think that those commodities as, for example, 
laundry detergent, or those Do you think ethical goods or even luxury ethical goods. 

Um, I see them more in the vein of like sustainability. So, so like things like laundry detergent, or 
or like a shin poobah. I see those is like sustainable products, because they are better for the 
planet better for you. But The thing is, is that when you get into how they're sore, That's when I 
think you you can start talking about ethics because You know, palm oil, for example, has a 
really bad rap. They, the way that palm oil is sourced isn't always conscious. And So, so, yeah, I 
there's like two veins of conversation here. There's like ethics and how it's sourced. And then 
there's sustainability and what it's made of. So kind of both.
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And What about if take counters luxury or not. 

I think that, um, for me luxury, um, the word luxury always brings to mind I'm like, It's like, beyond 
necessity, It's like a little bit of like treating yourself. And so I always see it as like, there's an option that 
you can go that's like the cheap and, and like still just as good route. And then there's the luxury route. 
And I'll give you an example. Like, if I'm bringing my lunch to work, and I'm like going plastic free and 
and all of that, then then there's the option of me using an old you know, takeout container, a plastic 
container that that I had, or you know, like a glass jar that had been used for all of that, like I just 
cleaned out, and then I put my lunch in there. That's like reusing I'm just using what I have, it's perfectly 
fine. It doesn't look great, because it's got stickers have peeled off of it, but it's plastic free. And I take 
my utensils from home, and I put them in my bag. And that's it. So that's like one option. And then like I 
get my coffee in a mason jar, because I just have a mason jar on hand. So that's like that is the I would 
say the ethical sustainable option. What I would say is the ethical luxury option is the person who 
would go out and buy a steel lunch set where you have like pretty containers that are plastic free, but 
that are beautiful and new and perfectly, like manufactured for that purpose. It's not reusing and all of 
container it's like a lunch box that is made to be a lunch box. And that's the I would say like even more 
so ethical luxury is buying a to go mug for your coffee instead of reusing a jar that you just have at 
home or buying a utensil set that's specifically manufactured with like a little case that you can wrap up 
and bring in your bed. That's the difference to me between just ethical sustainable living and ethical 
luxuries ethical luxury is is buying it when you might not necessarily like need to buy new and have a 
more sustainable living is being a little bit more creative and in in making do with what you have. Uh 
huh.


Okay, that's interesting. I’m turning back to what we were talking about before your growth as a 
person. What do you think other people volume most about you? And you what is it that you 
value about yourself the most? 

Um, it's funny, I when I started this whole thing, I said to myself, I never want to be the person who 
makes people feel guilty. And so that's been kind of like my, my, like, phrase that I've repeated to 
myself over and over as I've gone through this is, is that I will not make people feel guilty because 
they're not consuming ethically. And so when my friends or people near me have conversations with 
me, a lot of the time they'll say, Oh, you know, I feel bad. Like I know you came over to my house for 
dinner and I'm using like, I'm using plastic forks or I'm using saran wrap and I'll say look not everyone's 
in the same place like not everyone's in the same point in their journey. I know that you want to you 
know use these wax rapper I know that you want to shop ethically but maybe that's not where you are 
right now. And that's okay. Like it is okay that you're not there right now and that maybe one day you 
will or maybe you'll do it in your own way. So I think what people value most about me is that I I'm 
understanding of the different places people are in life. Um, what about we're passionate about 
different things like people are more passionate about being vegetarian or people more or more 
passionate about, about reducing their carbon footprint And so everyone will you know, be amazing at 
like one thing and maybe not so amazing at other things, but that's okay.


Why do you think your friends may feel bad? Why dod they apologize to you about their 
unsustainable practices? 

I think it's because they know better now. Because if they follow me on Instagram, they're seeing what 
I'm posting about. And so they know like, they know the consequences of their actions, just like I know 
the consequences of my actions. But they're not ready to take that plunge yet. And then like I said, 
That's okay. But but awareness is like once your awareness and see that, like, you know, the plastic is 
not going to biodegrade, you know, that you're buying a piece of clothing that's manufactured in 
Bangladesh and you know, might have been through a sweatshop like you know, that there's no way 
that runs yet. That's why they feel guilty. They're just not quite ready to take the plunge and, and what I 
need to help them do is I need to help them feel welcome and deal calm enough that like, maybe one 
day they will take the plunge. If they are just living in a in a little circle of guilt, then they're just going to 
keep living in that circle of guilt and feel like they can never be good enough. I need to help them feel 
like they can be Yeah.


Do you think consumers are? Do they have a different it's there's a consumer difference across 
the world in different cultures. In terms of luxury, or not… 

That's actually really funny because I was I had in my mind, I'm like, Oh, I want to ask you afterwards, 
like, what it's even like where you are, because I have such a, I have such a, what I'll say is this living in 
Canada, We are 99% influenced by the United States, We can't do anything without thinking about the 
United States, they can't like, the news at night is literally all American News. Like everyone talks about 
Donald Trump every single day. Any of the racial issues of building the wall and Mexico like whatever 
everything American is always on our news. And we consume American media, we buy American 
products, we, we buy things and American dollars, most of the ethical fashion brands that I know are 
American, not Canadian. And so I'm very influenced by the states. And we can't get away from it. Even 
though Canada is much more socialist, and the US is like super anti socialist, like, so. So we have a 
weird relationship. But, um, but that being said, the US being so big and so close to us, like they're 10 
times the size of our population, like the US is like, just huge. And We are so small. But I have I don't 
have the perspective into what things are like in in Europe or Asia. Or I would say I have a bit of a better 
perspective of what's going on in Australia, because they're also part of the Commonwealth. And, and 
Australia is very similar to Canada in terms of our values and our nature and our mindset. And so I 
would say I'm more familiar with Australia. I would say that through social media, I understand that 
there are certain countries in Europe that seem to be more into ethical luxury, like I I know a lot of 
people in Great Britain, or Spain, even Germany, That seemed to be a lot more attentive, even Sweden. 
But beyond that, I my perspective is very limited because the US is such a hulking giant.
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Yeah, Um, it's an interesting question. I'm To be honest, I'm not sure. 

What is it? Like where you are? Like, I'm interested, like, how does the US seem to have like 
this huge hold on social media as it does here is it just because like, I'm in a place where I'm in 
a like English, like as a first language country, and they're just like, bombarding us with all of 
their news?


No, I'm in I'm in the US to them based in Philadelphia now, even though I'm on my PhD, 
and I'm at a Berlin University. 

So, but I think just the resources that you have access to, are mostly in English. So I think like, 
that's quite a big one, We tend to go back to American sources, as opposed to Scandinavian 
or Southeast Asian, It's more difficult to have access to foreign cultures, I'm quite sure they're 
far away just because of the whole channel, in terms of language. So I think one of the things 
like one thing that I saw happen is that just because I'm the situation in the us right now, and 
you'll appreciate this living there is just like, everything is so politically delicate right now. At 
least, that's the impression we get in Canada, like, also, I might be like, completely skewed, 
because all we see is like all the bad news. But, um, but you know, I, what I see is that 
everything is so politically delicate that brands that are not in the US don't have as much of a 
deep understanding of it. And, and so when they're sharing things online, or I think I can't 
remember it was like a one of these, like, linen brands and, and they they got called out for not 
being racially diverse. And, and their response was kind of a little bit abrasive. And this also 
happened with a guy who was running a blog in Sweden, and he also like, just didn't 
understand what was going on. Because it I think that the situation in the US and the climate in 
the language that people use, is just like so. And and I don't know that that situation is as 
acute in, in other countries, maybe it's just like, it's still there, it's just maybe a little bit more 
underneath. Whereas I think in the us right now, it seems to be like a bit of an open wound.


Absolutely. And also, I meant something to keep in mind that when you go to 
Scandinavia, the racial discourse is very different. So in the US, we tend to think that 
there is the very same racial discourse everywhere. And brands have to take that into 
consideration the same way. Whereas in Scandinavia, for example, they may have 
different issues, and they may not be sensitive to this one, Specifically, if that makes 
sense. 

So true, no, that's such a good way to put it because like, the thing is, is that everywhere you 
have these social sensitivities, and it's just not quite the same. And, you know, in the US 
specifically with, with racial issues, like because of everything that happened with us, like the 
way that the country was founded in the slave trade, and then also immigration from Mexico, 
like, those are very specific issues that are happening that that are specific to the States, of 
course, racism happens everywhere, but in different ways in different places, you know, you go 
to Great Britain, and classism is a whole thing. And that's the big issue, there is like looking at 
the different classes and how people are treated. And, you know, you go to, I don't know, like, 
there's, there's, there's different issues everywhere. Um, I mean, like, like everything, and all 
the protests happening, like in China right now, like, there are different issues everywhere. And 
we just aren't always as attentive to what that specific issue is. But I think when you're talking 
about ethical luxury, It's not just a conversation about a commodity, you're not just talking 
about consuming a thing. I think that the difference between regular fashion or regular, regular 
capitalism, and like, I guess ethical capitalism Is that is that it bleeds into other places in your 
life, it bleeds into your values as a human, it is, like intrinsically tied to your self worth and how 
you treat other people. And So when we're buying a product, we're not just buying a product, 
we're actually speaking, like speaking with our dollars, and it's going to be uncomfortable 
sometimes. But when you're buying into ethical luxury, you're actually buying into social 
values. That's very interesting.


What do you think are the social values that are the foremost important in this regard? 

What's what's really fascinating is, I think that we're in a stage where we're defining that, um, 
because it I would say that like, mainstream ethical luxury is only like, I would say, it's only like, 
three to five years new, like most of the brands that I see. And that I know nowadays are like 
maybe five years old, if that. So it's, it's really coming to the forefront so quickly. And and in 
such a new way, that we're only just starting to define what it means to shop ethically beyond 
the people that things that you shop for. So, like I said that the main issues that I'm seeing is, 
like, you know, if you're describing yourself as ethical, you know, that means that you need to 
be sighs inclusive, like truly sighs inclusive, it means that you need to be, you know, inclusive 
in terms of diversity, it means that you need to be understanding in the fact that gender norms 
might not always be conventional. It's like, then there's also kind of the idea of sustainability. 
So usually people who shop ethically are a little bit more sustainable. And I would say, That's 
not an an essential value, I would say, that's kind of like, just a known fact. But I would say 
essential values are just inclusiveness and understanding that every human is different. And we 
need to welcome them, no matter no matter their race, size, gender or preference, huh? Yeah.
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What? What are other things that you would change about ethical luxury? 

Hmm. I think okay, so I was talking with someone the other day, I was actually out for coffee with, 
with someone who, who works for a Canadian brand. Allison whittles, they're like a, they make 
rubber boots and like sneakers out of like old car seats and stuff. But anyway, so we went out for 
coffee, just to talk about the business of of ethical fashion blogging, And I said to her, you know, the 
one thing that I want to change, and that I wish was different, is I wish that brands that they kept the 
same styles for longer. Because I, for example, like traveling is one of the bigger ethical brands out 
there that that a lot of people know. Besides like, I was a overlain and traveling, these are like the 
ones that I feel like when you mentioned, most people know them. Um, but they have really great 
staples LIKE BUTTON pieces, I have two of their pieces that I've been wearing, I wear them all the 
time, I love them, I still love them. I've had them for over a year. And I think that I will continue 
wearing them for years and years. But they don't carry those styles anymore. And they're pretty 
staple pieces. Like there's nothing out of the ordinary about them. There's no reason why they 
shouldn't be carrying them anymore, but they're not on their site. And I see that as kind of a shame. 
Because I want to talk about the longevity of what I'm wearing. We're talking about ethical luxury, it's 
like, it's not about just buying something that's made Well, to me, it's about buying something that's 
made well and appreciating it for the duration of its life. And So, yes, it's fine to talk about new 
products. But what if we actually instead, every once in a while just talked about, hey, here's how 
long this thing has lasted. This is something that I wore last year, and the year before that new year 
before that, and here's how, like, how it's changed over the years and how I'm wearing it with 
different things. And, you know, it only got a hole here and I stitched it up and it was fine. I have a 
much more powerful story to tell about a brand. You know, knowing that their piece has lasted three, 
four or five, however many years and feeling confident in like, you know, if I've never bought from 
traveling before I know someone's been wearing their clothes for years, I feel more confident buying 
from them because I know it's going to last and that that $120 I'm spending on a shirt is actually 
worth it. So I think that that conversation needs to happen so much more. And I think there's room 
for it. I think brands could have a Core Collection, and then maybe they have their little seasonal 
pieces that do come in and out. But I think it's a huge missed opportunity that more brands need to 
take into account.


Mm Hmm. Um, I have one more question for you. And that is, would you be interested in 
ethical luxury, if everybody else would be in it? If It was truly democratic, where would you 
make? Would you turn to something else? In order to make distinction? 

I love that question so much. Okay, like, to give you perspective into why I love that question so 
much. It's because like, um, you know, as a teenager, I was like, I was pretty geeky. And most of the 
people I hung out with were like, kind of anti establishment, like, we were all just like, we like this and 
like no one else does. So. And like, I mean, hipsters, of course, are like the it's like, oh, I liked this 
before it was cool. So such a fascinating question. Um, I have found myself, I've caught myself a 
couple of times, being like, Oh, it's, it's like starting to get mainstream now. But you know what, 
here's the thing. My sister who like is, is probably like the least conscious person ever. Got 
influenced by me, I guess. And she started her own Instagram account, she started, you know, you 
know, blogging about how she was like shopping secondhand and all that. And my grandma said to 
me, she said one day, she's like, aren't you mad that your sister is copying you. And I thought about 
it for a minute. And I almost was I was almost angry. And then I thought, you know what, this is 
different. Because this is not just like, you know, someone copying me and it becoming popular. This 
is actually, this is actually better for the planet. If, if my sister is doing something, even if she's doing 
it, just because she thinks it's cool, At least it's better for the planet, At least it's doing something 
good. So To me, it becoming more popular is actually just fine. It's totally fine. If it was a TV show, I'd 
be like, Oh, everyone likes it. I don't know if I let you do it. But because I know that, like our Earth 
needs this, we as a society need this, if we don't change the way that we are consuming. It's not just 
to me, it's not about It's not about necessarily just luxury, it's about necessity, We can make it luxury, 
because it makes us feel good. And that's part actually, Sorry, I'm going to go on a slight tangent 
here. But, um, but luxury makes us feel good. We like to have pretty things or we like to have things 
that that we like to surround ourselves and things that make us happy. And that's okay. I read the 
book, The Road to Wigan Pier by George Orwell, where he went, And he visited coal mining 
communities in, in Britain when it was like in the depression. And what he noticed is that instead of 
these poor coal miners, like it was just totally in the midst of the depression, and instead of spending 
their meager pay on, you know, buying healthy food, like carrots or whatever, Instead, they would 
spend that money going to the movies. And he said, Why? Why are they spending their money on 
the movies when they could be spending their money on dinner. And he realized, it's because it's so 
important for people to feel good, it's for their mental well being. And so I think that's where the 
luxury component comes in is that it's important to our well being to feel like we're surrounded and 
things that that make us feel good. So I don't think we can discount that. But the ethical part of it is 
that it's a necessity for this earth, and to make sure that we are not driving ourselves into a horrible 
spiral of climate change, to, to, like, we need to slow down, it's in our best interest. And if people are 
doing it, because they think it's cool, you know, what, fine, as long as they're doing it.


Now. Is there anything else that we haven't talked about a new thing that we should in order 
for me to understand this better? 

I don't think so. I feel like we've covered a lot of it. Um, I mean, like, at this point, I'm mostly just 
curious about like, how you kind of like got into it. And what made you interested in in in this? 
Because it's, it's a really specific topic. And I actually, it's the second, I participated in one other 
dissertation, but it was more so about, about social influencers, and like non for profit businesses.
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Interview 9. “N” 

Please tell me about how you discovered ethical luxury, or in your case, ethical fashion 
. 
I mostly discovered it on Instagram. I have been interested in sort of body positivity and inclusive 
size inclusive fashion because I've spent my whole life as a plus size a shopper and it's been 
really difficult to try and go higher end plus size stuff, or you can find really high end like Marina 
when Rinaldi everything is $1,000 or more, or like really cheap, hmm, forever 21 quality stuff, 
right, there was very little bit. And so I started finding sort of smaller makers that were either 
focused on a sort of plus size range, or we're committed to providing a wider size range for 
higher end, but not kind of super luxury. And I started finding those people on Instagram, right. 
So that's what got me thinking more about what kinds of companies I wanted to kind of give my 
money to. And I would also say that following the last presidential election, it's become more and 
more important to me to kind of vote with my wallet, in the sense of supporting female makers 
and sort of understanding that the decisions we make feed into these sort of like the larger 
global problem, and you know, there was this sort of influx of using like wearing slogans and 
things that may be expressed what values you wanted to express, you know, political kind of 
resistance slogans and political stuff, but that were kind of like made by, you know, Taiwanese 
and children and things like that. And you kind of felt like, there was a disconnect, or I felt there 
was a disconnect there. And so that's what sort of got me thinking more about, like, looking at 
where things were made, and how they were made. And as I was making those discoveries on 
social media, I was finding, you know, bloggers and influencers and brands who were kind of, 
they put their ethics at the kind of forefront of the way that they brand themselves. And so I kind 
of dove into it, that got me interested in it. And also the idea that, you know, fashion is so 
disposable when you don't take the time to think about its lifespan.  

Mm hmm.  

And, you know, some of the first things that I that I hadn't really thought about before, but some 
of the first things that I started thinking about when I was starting to read, you know, blog posts 
and social media posts on some of these brands and influencers was my contribution to just kind 
of a waste. If I were buying pieces that not necessarily I would throw it because they went out of 
style, or I wasn't necessarily buying kind of, like, hyper trendy things that I would wear once but 
that they simply don't hold up over time. And then, like, you can buy things on the last year for 
years and years and years, you know, like, and that that was not just kind of a good financial 
investment, because, you know, my mother is always funny that you should, you know, invest in 
the things that will last forever, it's a good financial investment, but it's also a good kind of 
environmental and Definitely, yeah, so, that's what kind of to me and it was sort of like an 
awakening kind of all at once. When I started reading a little bit about it, it was sort of like, all of 
a sudden, I had to read everything, and my credit card took a hit.  

What were your resources you read besides of social media?  

I mean, it was primarily social media, and then the, you know, the true cost documentary and, 
well, no, I would say I did most of my kind of research on social media. And then, you know, just 
reading articles that I really wanted was led to from social media feels kind of weird to say, but I 
was so very influenced by social media but I definitely where I discovered these things and then 
the rest of it I mean, once you really start thinking about it, it's just sort of becomes common 
sense. 

Why do you think its weird that social media influenced you the most?  

I’m… that’s an interesting question, I mean, for me, so I got pretty involved in as like a 
contributor. But also just a bystander in that sort of sizing passivity conversations in fashion. And 
I, I have made some friends that are in that world that have started brands and work for some of 
the bigger players in that space. And that happened on social media. And that's largely because 
of the only place those conversations were happening. You know, the people that really changed 
the game for size impulsivity and plus size fashion, you know, they created communities online, 
because there was more I mean, I mainstream for the fashion magazines and things maybe 
once in a while would do, like, you can be fashionable for me, but it's a statement, but, you 
know, it wasn't sort of like a movement, right? Whereas online, I think what the internet allowed 
for in terms of fashionable plus size people was to share resources. Yes, you know, like, what 
brands only go up to a size large or extra large, but actually work or, you know, like the large 
extra large means nothing, right. Like, it's different with every brand. So, like, oh, by the way, this 
jeans company actually has like a decent amount of stretch. And it works for these jeans say 
that they go up to the size, they don't work or this is where I've had good luck. And so it was 
really kind of like a grassroots community of fashionable party people sharing resources. So for 
me, that has long been the best place to get national resources. Like I've sort of ignored 
mainstream fashion journalism in terms of its usefulness for me wrangling sometimes it's 
interesting, and, you know, I like certain fashion a picture as much as anyone else. But it's never 
been useful in terms of the finding resource. Yeah, we're actually finding clothes. 

- finds “accessible”,
“inclusive” luxury on
instagram

- practices slow fashion
as a political, aesthetic,
moral act

- looks for brand stories
focusing on production
- influenced by social
media thought leaders

- c o n t i n u o u s l y
educates herself on
topic

- puts already existing
values into use

\ 
- reads more, spends
more

- researches through
s o c i a l m e d i a a n d
documentary

- o b s e r v e s a n d
contributes to social
media

- attaches herself to
d e m o c r a t i c , n i c h e
online communities
- less at tracted to
mainstream status

- f i n d s o n l i n e
c o n s u m e r
community to be
change makers

224



Do you think as you moved towards ethical luxury, you changed groups? 

Yeah, I think I did. And since I, I feel like I've been sort of active on social media, in terms of ethical, 
sustainable fashion only for like, maybe six months. And in the last six months, actually, I would say 
there's been a big movement towards I'm recognizing that a lot of ethical fashion has been 
represented by vertical like a certain category of like, thin white one, right? And that it needs to be 
more inclusive in all ways, particularly if it's going to color color for sustainable and frankly, because 
like, you know, there's only so many thin white white women, but I feel like I've seen that happening 
in real time. And that's been really interesting. But yeah, I would say I've sort of shifted away from I 
mean, I still sort of, I'm still very interested in developments and plus size fashion. But what I think 
has happened in size fashion actually does that it's becoming less, because as it's become more 
mainstream, and more kind of popular, like, people are much more aware of the need for it, and 
more brands are investing in it. But that means that it's fast fashion brands are investing in it. And 
there are some, like, you know, Mara Hoffman is an example of like, what I would call a luxury brand 
who is committed to a certain amount of sizing passivity. She does like a limited number of styles 
and extended size range of high season Do you have brands like that you have a, there's a retailer 
called 11 on around, which does, um, they work with designers changing sort of extended size 
ranges in very upscale, you know, like everything from sort of Zac Posen to like lingua franca stuff, 
but they're working with kind of like higher end brands to do sometimes the limited runs of like 
extended sizing, but proving the model that people will buy them, right. But mostly we're talking 
about like, J Crew extending its gene sizing and stuff like that. And I'm sort of interested in that. I'm 
happy about it. But I'm also like, less interested in those brands now. Yeah, so I, you know, I pay 
less attention.  

So, what do you think resonates with you the most, when it comes to ethical luxury? 

Part of it is that I want to be, I want to be a good citizen of the world. And there are a limited number 
of ways I can do that in my daily life, or twice a week, one of those is my consumption, I am I, I am a 
consumer, like, I will never be a minimalist shoe, I will never be someone who has like three pairs of 
pants to work. And that's how I'm I'm okay. But if I am going to be someone who's buying things on 
a regular basis, um, I would like to be more thoughtful about and, and one really good rubric for me 
to use as thinking through those purchases is the impact that purchase may happen. I'm also I'm 
like a storyteller, right? Like my background is in literature. I used to be a book editor, I work in 
communications for a non profit, like I'm interested in the narrative. I'm interested in the story and a 
big part of FL grants for me is the story of the designer of the maker of what their goals are, what 
they feel their impact is, you know, my favorite brands are a small female owned and like an 
articulate to you why they made what they. 

Where are you favorite brands based? 

No, I mean, a lot of them are based in the US, I'm trying to think I made a list of my favorite brands, 
but like, I would like to find, and, you know, last year, I feel like I had my sort of discovery slash, you 
know, like, deep commitment to ethical fashion this year, I would like to commit to finding more 
makers of color. 

Mm hmm. 

For that the vote with your wallet part of it, you know, which doesn't mean that I will stop supporting, 
you know, some of my very favorite brands are on by white women on I'm not going to stop 
shopping there. But I would like to make more of an effort to find makers of color, and that will 
probably diversify the locations you were just saying from. But most of the brands that I buy from, I 
mean, the one that I can think of that's like, based in Barcelona, it's actually an American woman 
who lives in Russia. So it's like, primarily based in kind of the West Yeah, which I mean, part of it is 
just finding this finding the resources to let me know like, who are the ethical brands and, you know, 
India, Thailand, that sort of the rest of their lives and, and I just haven't, I just haven't put in the work 
to find out which is on me.  

Did you buy luxury fashion or luxury before you got into ethical?  

Um, I mean, I certainly had expensive clothes before. I mean, that's sort of the definition of luxury 
reading. Um, yeah, I've invested, I had investment pieces, never, I've always been someone who 
spent just amount of money on clothes. So sometimes that was like, we're spending a lot of money 
by buying a lot of things from, you know, cheap, fast fashion places. And sometimes that was 
spending a lot of money on individual pieces, but not necessarily thinking about what's the story 
behind that. So, yes, I did buy what I would consider a luxury and I spent like, similar amounts on 
this before I would say, Now, I spend more on individual items that I used to, like, across the board. 
But I don't think that like the most expensive thing I've ever bought, wasn't necessarily analytical. 
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Do you think of ethical luxury helps you grow as a person? 

I do, because I mean, I'm not just to it spills into other types of consumption. 

How so? 

Well, I mean, I don't just think about the ethics of my fashion purchase. I also think about the 
ethics of my food purchases, and my cleaning supplies, purchases, and my household 
purchase, you know, like all of my purchasing, I think I have a new mindset. So, you know, 
it's not just that I care about where my shoes are made, or their impact on the environment. I 
also care about my laundry detergent, and I care about not, you know, bulk buying sponges 
on Amazon and having to ship it to me in a box to three feet wide for wait for, you know, little 
sponges or something, and just trying to be much more aware about my own personal 
impact with my purchasing, and that, especially those for like, the story and the Who am I 
supporting with that purchase and potentially hurting but more like, Who am I to support with 
that purchase? So, yeah, it gets kind of reframe how I think about that, in terms of ethical 
outside of like, consumption, I would like to think I was already like a pretty ethical person. 
And certain, certainly ethics have always mattered to you, no matter to me. So I'm not sure 
that I could pinpoint other ways that I changed my behavior, 

Do you wish that ethical luxury brands will do something differently? 

Um, I mean, part of it is thinking about us, I mean, some of it is these issues of thinking about 
ethics, beyond like paying fair wages, and environmental impact. It's also how your 
marketing who you're marketing to, and who you're making feel included. So, you know, so 
they think they, they want to include, I mean, I think, sorry, to cut into your heard, but 
something very interesting and I don't want them I mean, I, I think there's some issues 
around like, if you only show sort of traditionally, like, conventionally beautiful models in your 
clothes, like, 
are you contributing to sort of negative body and beauty stereotypes in the fashion has been 
accused of for decades. So if you're playing into that kind of idea, like, let's examine the 
ethics of that. Yeah, right. So it's partly in how you're presenting yourself, if you're presenting 
yourself as by fewer better things that is about kind of lifestyle, and a real lifestyle, not sort of 
an aspirational, like fashion lifestyle that we traditionally been sold by fashion companies. 
And so part of it is like, using your advertising and marketing to sort of reframe the 
conversation around like, why you buy things and what you're buying things for, why you 
need them. And you can talk about those things which these brands do talk about them as, 
like, only by this if you need it or not, you know, all of that sort of thing. But in in the actual 
image for us, like just be more inclusive, to be more inclusive. Yeah, I think also, if you are 
only showing your clothes on certain skin tones and body types, you are limiting the number 
of people who will feel like they could, you know, if I've never seen someone over a size six 
in an item, I just sort of assume it won't work for me. I'd also rather see diversity represented 
in a brand imagery because it shows me that they care about diversifying their that's my 
face. Yeah, show me more reflection. Because I think that's all part of sort of movement 
towards ethical fashion is making it less about making women feel badly. And I think that's 
what brands could do a little bit better. Some, some reputable brands are like, totally great at 
all. Like, what is that could do better to go? Yeah, I mean, you know, ethics shouldn't be a 
part. So there's a danger of ethics and sustainability is like trending, you know, I'm thinking of 
like, Made Well, like, ethically produced jeans is on your kind of like, yeah, you know, I’m 
putting a similar. 

What kind of people are, ethical luxury consumers today, like do they do, specific type 
of jobs, the people who think that ethics are who sustainability is? 

I mean, I think think there’s, there's a class component, and I think that's largely because of 
price point on ethical fashion.There is a wonderful social media account called Brown Kids 
about a couple who they're young and the woman at least I don't know what the or her 
partner does. But the woman has been open about making like $19,000 a year and still being 
sort of a dedicated ethical fashion consumer. And she's recently done some interesting 
created some interesting content around like, price transparency, and how these prices are 
set, and, you know, value for money and that sort of thing. So I don't think it's really people 
who make over $100,000 a year, and we're ethical fashion shoppers. But I do think price 
point is a stumbling block for First of all, I also think I mean, this, this is just my experience, 
because this is just the people that I've interacted with in these online communities. But they 
tend to be people that do seem to be committed to ethics in other parts of our lives, and in 
fairness, and justice and passivity, and that sort of thing. So from my perspective, tend to be 
kind of liberal. 
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Mm hmm. 

And often tend to be educated, but those are the people I've interacted with them come 
across. And that also might just be because my circles are, it helps in terms of the people 
that I encounter.  

But to me also seems a little bit like ethical luxury is maybe a way of distinction, do 
you think if we will ever get to a point where ethical fashion is going to be accessible 
to everybody, it will still be available distinction? 

Interesting question, or should it be, I mean, ideally know, right? Like, ideally, everyone 
becomes more ethical in the way they think about their own personal consumption. And so 
buying ethical clothing becomes loses its, you know, differentiation. Alan, why would I think 
that that's a very long way away. But similarly to you know, I would say that this a similar 
thing happened in kind of a plus size market where there were a few really popular, they 
slowly grew their platforms, but really popular kind of trailblazers in terms of talking about 
plus size fashion demanding more options for plus size fashion like getting the attention 
getting these huge followings because there were only as you know, there's hundreds of 
people who fancy themselves kind of like plus size bloggers or you know, plus size fashion 
influencers plus size, fashion has become something that it's sort of like weird if you're not 
involved in the conversation if you're a mainstream brands, even if to say like, no, that's a 
priority for us right now. Everyone is being asked the question who so it's diffused itself 
throughout the industry, whether that is lasting or not? I don't know. But I think that ideally, 
the same thing happens with ethical fashion 

Is there anything that you would like to tell me something that we haven't talked 
about that would be important for me to know?  

Well, so I think one of the things that ethical fashion has made me interested in is learning 
how to make clothes because not that I ever think I'm going to be able to, like, make myself 
a Mara Hoffman dress, you know, or something that's like, sort of impeccable and beautiful 
and high end feeling. But I would like to at least understand the construction and the work 
and the materials. And I would like to just be a little bit closer to the method of production. 
And part of that is that a couple of my very favorite makers, ethical makers offer significant 
custom work or customization to their pieces, even if it's just like, you can request your 
length specifically on pants or classes or something, or, you know, if you would like an extra 
inserted in the way street, like address to be made one size on top and a different size on 
the bottom, like, they'll make that adjustment for you. And I've purchased some of the most 
incredible close I've ever had, and, but ever been able to find for my beard and addressable 
body, apparently, the fashion industry and those purchases have been kind of like 
regulatory.  

Mm hmm.  

So one thing I'm a little bit worried about is if those brands get too popular, and the 
customization but I think this sort of individuality and like thinking about the actual customer 
that I've seen a lot of ethical fashion brands that like if your goal is to make clothes that 
actually working in your life, and he will keep forever and you'll keep using then, of course, 
most people are not off the rack sizes. Like most people go to a tailor. Yeah, yeah. So I'm 
interested to see kind of how that develops. That's something I’m watching into. Yeah, 
yeah.  

Is there anything that you would like to ask me? 

No, I don’t think so. 
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Interview 10. “Al” 

Hi. 

Hello. 


So as I have mentioned before, I'm doing my PhD in sociology in luxury studies. And I'm 
trying to figure out what it is that makes an ethical law is such a powerful segment. And I 
want to I have seen your Instagram profile it, I really thought that maybe talking with you 
will make me understand it a little bit better. 

Maybe you will help me to understand this a little bit better, that would be great.


So anything that you say it's all 100% confidential, I'm not sharing any of your personal 
info. So please feel free to answer in the most honest way that you can, everything is 
going to be coated, there won't be any names or any personal details shared. So my first 
question is, how did you discover ethical luxury in the first place? 

Sure, years ago, I was already into organic skincare, I'm much less now. But back then it was a 
thing for me. And I was searching for something on YouTube. And there was this girl, she 
seemed like calm, I think. And she had a TED talk. She has her own channel. She's a designer 
and also focused on slow fashion, as as much as slow fashion as in fashion and design in 
general. But she was invited to I think Athens and Greece to have a TED talk. And that TED talk 
was in slow fashion. So since I was a follower already, and I watched the TED Talk, she was 
talking about fashion, and she mentioned the movie the true cost. So I watched the movie, and 
then I watched more videos on YouTube. And that's how everything started.


Okay, so what would you say that whatever the issues that resonated with you the most? 

That's a hard one because I goals care about conditions for workers and the environment. So, 
look, I think I'm more on the environmental side. Because if if we don't take care of the planet, 
we're going to be dead. So all these humans theranos fair, everyone's going to be dead. for 
treating the planet, well, it's kind of like coming naturally. And we treat humans well as well. 
Yeah, because you can create great working conditions for workers but still produce horrible 
things with plastic. Hmm. But if you care about the planet well enough, and you will think about 
pesticides and avoiding them and your production and you take care of the supply chain. It's 
kind of coming naturally that you also care about workers, both in my opinion.


In terms of social sustainability, are there any prioritization? Things or functions that you 
place above others?  

You mentioned social sustainability? Like the ethical part?


That are there issues that you're seeking out? 

Yeah, it is very hard to find where the drivers coming from very often, because the brand will 
least wear the make clothes that will probably put a picture of workers and make it or talk a little 
bit about the factory. But it's difficult to know where the silk is coming from. So usually, I'll be 
honest, I usually stop at the point when I know that it's ethical, you know, they were treated well 
and they were they were paid. Yeah, I collaborate with a brand. I tried to know more. But I I'm 
searching something from myself. I don't believe that you can get all the data aligned. You know, 
if you have like 10 scores. If I get a good six, I will purchase most like, I don't know if that 
answers your question.


 Absolutely. Yes, yes, it's great. Before you discovered ethical luxury, what kind of luxuries 
Do you buy? 

Um, actually, it was always very difficult for me to say goodbye to my money. And when I had no 
money, and when I had a good job, and I could afford buying, it wasn't like designer, luxury 
items. I still go for mass market. I'm actually now being an aside of practical fashion, I spent 
more than I used to. So I don't think I I was buying luxury at all, I was buying more experiences. 


Mm hmm. How would you describe the person you were before you discovered ethical 
luxury? 

So many things for different before it's about just question part, I would describe myself as a 
very stressed person. And be I had a stressful job. And this stress was taking up too much 
space, psychological space. So sometimes trying to achieve what I wanted work, I wouldn't 
pack Well, when I was going on a business trip, or I wouldn't do laundry on time, or I will into this 
sort of thing. So what we end up buying something new, in order to have with clean or in order 
to have a different business trip, and the weather is colder than I expected. So my name is 
jacket. And I don't know, I guess I was a very stressed person. And taking this part of my life 
under control. profession part also help to reduce overall overall stress, because you're being 
conscious about what you consume. So other other pieces starting to come up into place. You 
know, it's very interesting. Other others?
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So could you tell me a little bit more how it impacted that stress? Like what verte of almost 
like functions? 

Yeah. You know, I also quit the job. And I moved from Russia to Spain. So I, I I do think, though, that 
if I scored ethical question, while I was still working, I would probably eat with her would resonate 
with me. But I was working in a very different environment. And with people that were buying luxury, 
I worked on a private jet, there was a flight attendant. So people I saw daily they were they went to 
actually they were lecturing, you know. So maybe it would resonate with me. And I would feel sorry 
for this people anything, I guess I would try to consume less. But I don't think we do feel sorry for 
two people. Sorry, for the people I saw in the same morning and the true cost, of course, I would 
have to work in such conditions and anything. But like, I didn't really know how to answer your 
question. Because I, it was such a big change in my life quitting the job, and I kind of hit the reset 
button. And I ended up in another country away from that stress. So the decisions I started taking, 
including ethical consumption, consumption, they were in me, the deal defected by the people I've 
worked with people I was surrounded with, and that was coming from me. So if I discovered before, 
well, I was working in that industry. And I was stressed, I'm not sure if I would make this change in 
the consumption. Because I would be surrounded by people that would probably laugh at me and 
say, Oh, well, you can't save the world. You know, you can't take care of everyone take care of 
yourself first. And I would maybe argue, but I would agree. I think so. No, I can't really answer this 
one. 


So why do you think you have discovered this category in Spain and not in Russian? 

I know, it has nothing to do with the fact that I live in another country, because I speak English now. 
And I spoke English then. And I wish, I wish to do that. But then I was much more focused on my 
job, and growing professionally. And then I got a chance to rethink what I want to do. And what it 
requires. It requires finding yourself. And when you looking for yourself, and you rediscovering your 
values, you just you stumble upon many, many different things on the internet, you know, there can 
be anything but there are certain things you resonate with, like I could watch a video about 
informational technologist, like, I don't know, some tech stuff here. And then I watch something 
about fashion. But what resonates with me something is me. So it was fashion. So I guess just I got 
this free time I'm and I got the desire to discover myself. So that's why connected to this was not 
brought to me on a plate. And the reason it wasn't Spain is because I know maybe if I quit the job 
and stayed in Russia would still be searching for something you probably there would be searching 
growing up in job most likely, I was kind of because I have to move to another country. That's why I 
quit my job. So I was kind of forced to look for something new. And not follow those familiar 
particles working a lot. And not paying attention to other stuff. Yeah, because that's what they'll say 
your choices, you have to work hard.


Um, how would you describe to people you're buying ethical luxury in terms of jobs, or even 
social positions? 

Yeah. After one year of blogging, I really were thinking all this stuff. Because if before I felt that I was 
invited to community where people shared high values like treat people will treat the planet well. 
Love yourself, because you were part of the people in the planet too. So it was like all Happy Valley 
pink, but it was like a bubble. You know, this ethical influencers community in Instagram, this is 
bubble. So if you ask me, your ago, I would say great people, I named it they do amazing things. 
The more I read, and I'm so happy to read more about white privilege when it comes to wealth, 
everything but specifically ethical question. That only makes me very upset. So I don't know how to 
describe this people now. Because I know that many of them, some of them, okay. Even though 
they are in ethical fashion. Now, their goal is still to earn money. And they really push it into your 
face like, hey, purchase this, because they could commission purchases purchase this, and order to 
make up their followers buying more. They make purchases themselves. So they actually have to 
take had they have clothes so they can take pictures of it, and they can post it and we can buy it. 
Then there are others that just start and they feel different in order to keep up with the pace is to 
grow. demands they have to post every day. So there's people that are not very soon, you know. So 
I don't know how I would describe this people now. It's a bit difficult because there is those who 
kind of have this enlightenment and understood. So it's a bubble. And there are those who didn't 
understand it. Like I'm somewhere in I don't know, in between right now, because I'm still figuring 
things out. But I already see that it's not as fluffy as it seems, you know? So if I had to describe 
these people in one word, I'd say that they're seekers, true seekers. They're seekers, they don't 
accept the old system hander old lifestyles, and the one to change. And the same for betterment, 
and they want to improve. But it's very difficult to be it's not just changing your habits and not 
buying anything, you have to change a lot in your head. 


So I guess we are they are? Do you think they live in certain places? Are there cultures that 
are more receptive to these categories? Or is it more of a global phenomenon? 

I think as a movement, it's global. Because even though it's mostly white women who are into slow 
fashion, this white women, okay, when they have different projects, they try to include different 
races. And there are white women to talk about white privilege and white women to talk about death 
to talk about white privilege, basically, so is a movement that includes everyone, even though it's 
mostly as white women was to try to make it more inclusive again. But regarding the location, I get 
the feeling that the moment is the strongest at the places where people speak English goes, oh, 
maybe that's because I read things in English. That's why this information and good United States, 
Canada, Australia, and once European countries with most of the capitals, their ethical influence 
influencers in India, also because textile industry is beginning to but for example, I don't know a 
single Asian basically influencer based in Asia, they will Asian Americans, you know. So yeah, it's 
the location is not the entire world. Yeah, but the movement is inclusive. It's, it's changing. So it's 
changing.
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Have any of your views have changed? On sustainability, on human behavior, even ever since you 
have been buying ethical luxury? 

Yeah, I realized that the majority of people are not comfortable. Discovering the reality. It's like, Yeah, 
well, since this documentary changed me so much, and many, many, many people because I don't 
know it. If you ask a. Okay, if you ask 10 people, eight out of 10 will tell you that they are on their 
sustainable fashion journey, because the true cause documentary, you know, and of course, I've been 
recommending it to almost everyone in my in my in my circle. And I'm not sure any of my friends actually 
watched it. Because they'll really understand by reading a little bit what I'm writing in bulk to break down 
the sentence, it means changing habits and some making some sacrifices, book changing, changing 
yourself. It's always uncomfortable. No one is comfortable changes. So I scored that people are very 
uncomfortable when it comes to changes. Like it's a little bit off out of their comfort zone. They're like, 
No, no, no, no, thank you for telling me I know the world is a horrible place. But what can I do? And then 
you give them the solution? You can do this? Yeah, but what is this and you keep giving them answers? 
And solutions? Bring the light? Don't talk to me like you think you're better than me? You know, huh. But 
in debt?


So, do you think it helped you grow as a person? 

Yes, I think so. Because I became much more like, I'm accepting much more from people and accepting 
myself. And I'm more forgiving to myself and then more forgiving to others. Because there's another 
aspect to this little question community, as got many of these women a perfectionist. Because the 
perfectionist I always trying to perfect everything. And we want to perfect the world. And we want to 
perfect their wardrobe, we want to perfect everything, and many perfectionist are so Unforgiven to 
others because they don't forgive mistakes to themselves. You know. So when you start this journey, 
and you start having conversations with your friends and family and with, like you say person through 
different lenses, like to a different perspective, hey, this is not perfect, this is not perfect, but they could 
do better here, they could do better here, I could do better here. And it starts like this, you see different 
areas of your life where you can improve and you want to help others improve. But then you realize that 
this is really just like your journey, you can only inspire other people. And you cannot really help 
someone prove you can just inspire it's up to them to to make this change and to make this shaped yet. 
So after maybe like a burst of disappointment. Oh, what I'm doing is not helping. And I'm not that 
perfect person as I thought I would be kind of accepted. Yeah, but perhaps it's part of the journey. And 
that's what I see. And other bloggers that I've been following that the manual them write about it, that 
they all went through this, like something had to click and they have to just accept it will not be perfect. 
And then good is already good.


How do you think you inspire people? 

What can I do to inspire them to show to demonstrate that, like by giving up things I'm used to I'm 
happy person, like the world did not collapse, I still have all those things I used to have, I still can have 
my coffee to go, I can still have a strong my drink, I can still look fashionable, and I don't have to spend 
millions on it, you know, by showing this examples. and selling them about difficulties I have. Because I 
don't want it to be the bubble. I don't want it to be the happy bubble. And also by showing them your 
fails and talking to them about your struggles. Also make them feel that they're not alone. So it helps 
them to still motivated. So it's maybe not that much about inspiration as it is about conservation. 
Because the fact that people read what I write already means they are inspired to change something we 
need to help each other to stay motivated. And it's not just for me, I received the same motivation from 
people in the community. So it's kind of like Rachel saying, You don't like posts with scary statistics. I do 
not like them. I like you. Of course you can mention numbers because it helps you to stay on track. 
Yeah. But I don't like posts about like, I don't know, negative things opposite good. mentioned 
something bad, but focus on the good. And that's what helped me helps me stay motivated. Because if I 
see a lot of negative information like that my channels died or that my people die, they're forced bring 
their I feel like I just want to close my laptop and lock myself up in a room and watch Netflix to 
disconnect from all this crap.


Is there anything that you would change? about ethical luxury? 

About about ethical luxury? Oh, yeah, we definitely need more inclusive. It's not just fashion in general 
ethical fashion. Also accent or some brands can do great job. They include different bodies, different 
skin tones. And, but there are still many, many don't, I would change that. Because I don't want black or 
Asian blogger only see white case, I want them to see how this shade would look on their skin tone as 
well as their body. Just like I'm not overweight, but I have one hips. And sometimes I'm struggling to 
choose pants training pants, I can only go to the shop directly and buy them because it's a real struggle. 
All the models are like this anyone's all I'm all right. I don't understand how we can meet, you know, 
because I'm currently I have a current boredom. And what about people that plus size? You know? 
That's what we need? 


So would you still be buying ethical luxury to make distinction if everybody else would be doing it? 
Or would you seek for something else to make distinction? 

Yeah, but if everyone else was to win it, it wouldn't be a secret luxury that could be just luxury. You 
know, when if everyone else does it, it becomes more and more. Oh, cool. It means we finally got to the 
point when people invest in ethical pieces instead of two part question. So yeah, we'll continue. I will 
continue. Yeah. And also it means that would probably be more accessible. It's wonderful. I hope this 
day will come when everyone else does.


Is there anything that we haven't talked about? And do you think we should? So I can understand 
this topic a little bit better? 

I don't know. The white lines right away. But I will I will make sure that if there is something else I wanted 
to say. I will make sure to message him. Thank you.
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Interview 11. “E” 

Hi!


Hi! Thank you so much for getting on this call with me. Um, so just to reiterate the 
background a little bit. I'm doing my PhD now at the university in Berlin. And I am learning 
ethical luxury. And I'm trying to figure out what it is that makes ethical luxury, such a 
powerful, new segment. I have stumbled upon your beautiful Instagram page. And I 
thought that maybe talking with you will help me understand it a little bit more just to see 
what you think about it. So I have a couple of questions for you. Yes, again, everything is 
hundred percent confidential. So please feel free to share whatever you'd like. I'm not 
going to be sharing any personal details whatsoever.  

Yeah, okay. 

Absolutely. So my first question is, could you tell me a little bit about how you came to 
learn about ethical luxury?  

Yeah, well, I was actually or I have been into organic, and building for many, many years. And I, I 
started to get interested in sustainability, or ethical things in general, everything from you know, 
your house, your apartment, traveling, all those things, organic food, etc. And I started to also 
not question but started to look more towards how clothes are made. So I guess it's, it's just a 
mix of a lot of things. It kind of came from the very side, but that has. Yeah. So into my my 
wardrobe as well. I think I have always been as a person, I remember when I was smaller as well. 
I always wanted to have rather less things. It's always been with me, like, since I was even, like 
smaller. And especially my teenage years, I was more into buying, you know, specific brands, it 
was a very important to have certain brands. And now when I'm older, I'm 28. Now, the brands 
aren't that important to me, but I still want to have quality.


It makes sense. Absolutely. So in terms of quality and sustainability and organic. What do 
you think that has resonated with you the most? 

Sorry resonated…


What do you think is the most powerful part for you the most interesting, the most 
important? 

Okay. I think it's different things when it comes to food and beauty, you know, creams and stuff 
you put on your body. For me, it's important, that's organic, or as natural as possible. But when 
it comes to clothing, I'm, I’m, Well, again, quality number one. But secondly, I would say that it’s 
ethical, I have to say.


What do you mean by ethical? 

By ethical, I mean, that they're either produced by a smaller brand, where you actually kind of 
know or you have a very transparent and say, chain of production view. And they basically, it's 
not meeting, you know, sweatshops. And like, like, most fast fashion is today, if you look at like, 
brands, like h&m and Miss Shane's usually have created bad conditions for their workers. So 
yeah, for me, it's like, the number one quality. And secondly, and maybe I shouldn't tell you what 
I mean, by quality, that would be great. Just talking about quality, but for me, it's like, I rather I'm 
not so much into brands anymore. So when I was younger, but now for me, it's about checking 
the label on the clothing to see what kind of material it's made. Oh, so basically, I, I don't like 
polyester at all, I don’t… I avoid polyester at all costs. And all kind of like synthetic, synthetic 
materials. So I actually prefer green, leather, silk, cashmere those kind of materials, instead of, 
you know, rescore simplicity, and different kind of plastics. So for me, that's quality. And I feel 
like the last longer, I feel like polyester clothing can start like smelling. And the quality in general, 
isn't that good? So, yeah, I rather like to have pieces back or clothing that lasts and have a good 
quality to them. 


Mm hmm.  

So sustainable in that way, but also I would prefer them to be ethically made. So you know, there 
is nothing. So or you can never be 100% certain, but you know, I rather support companies or 
brands that are more transparent with their and chain of the production in terms of ethical, very 
production. 


What do you think, would be important for you to see that companies are doing? Is there 
anything or deaths? Like you don't have anything? Do you have anything specific in mind? 

Sorry, what do you mean? 

If it’s, like, if there are certain programs for workers? If you want certain functions? at 
work? Is it about the pay they get about?  

Ah, yeah, it's about the pay and the conditions? I guess. So, you know, there is nothing 
likenYeah, so the conditions are decent. So there is nothing fishy going on. Child labor or, you 
know, super low payments or like no payments.
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In terms of discovering this, I know that you came from an organic background. But in 
terms of specifically ethical luxury, is there anyone or anything that have influenced you 
to discover this category? 

There is, I think from like, from the start, I'm, I'm pretty new, actually, at the whole ethical 
clothing thing. Probably like two, three years, I've been interested and actually came from, like 
an interest on buying lyst clothing or like time, have a timeless style and have pieces that last 
a style that I would feel comfortable in four years. So but when it comes to ethical, I'm not 
really like the person or anything I can think I think in there is like, it kind of goes hand in hand. 
Like you start to learn a little bit more about production. And then you start to learn a little bit 
more about materials. And then yeah, cause by label, what there is actually do you want to 
have specific names of people or like, yeah, I mean, that would be great. Anything that Yeah, 
well, then I would say in Sweden, that would be a girl named UR na names. She is an author. 
She's been writing one or two books about sustainable, slow fashion. It's called her book. Mm 
hmm. So I have learned a lot through her. But then again, my problem has been that I feel like 
people who are really into ethical fashion or slow fashion, I feel like I can't connect with their 
style, I feel like we have very different and hope to see use of what kind of style to have so 
soon for, for your new song, for example, I don't have to say, personally connect with her side. 
But she has a lot of great information about the fashion industry. But I like to say applies tricky, 
because what I want to get through here is that I have like, people who have more like style 
influences me through style, not necessarily sustainable or ethical at all. But then I have these 
other people who influenced me. And they talk more about ethical and sustainable, but not 
necessary, inspired by them.  Does that make sense? 


Yeah. So it's like I take inspiration from different parts? Can you tell me a little bit about 
the people will influence you in a stylistic way? 

Oh, yeah, sure. There is, would you like to have names or anything?


Um, it could be names to you. But I'm mostly interested in what is it that they convey to 
you? Or what is their style like? 

Yeah, I would say the typical, like, if I would describe the style of the people that influenced 
me is very Scandinavian. Very much about like basic pieces. Black why, and beige maybe a 
little bit of this basic colors. And then also basic clothing. So it can be like an oversized beige 
coat with a pair of black jeans or white t shirt. It's, it's pretty basic everything. And that's why I 
love. So, yeah, they basically have the same kind of aesthetic. The people that I follow and like 
get inspired by.


And in terms of the brands, you have mentioned that when you were a teenager, and you 
were in high school, you were very much interested in brands, more so than than these 
larger ideas. Can you walk me through? Like what were the brands that you liked before 
you discover your style? But is it is today? 

Yeah, back in the days 10 years ago, I liked more like just for the brand, but also for the 
quality. So with was a Swedish brand called Bjorn Borg…And then and well, like some bags 
from Louis Vuitton. jewelry is from different brands, and Chanel, for example. What else we 
had? God, we have another Swedish brand called like face. Go to right to thank you in the 
shop. And then Philippa K as well. Yeah. So both Swedish and international.


How would you describe that person you've heard back then? 

Well, I would, I think it was maybe because I was a teenager as well, it was more about kind of 
showing what brands you could buy, or how to say like, what, expressing yourself when kind 
of fashion and I there, I was pretty much the only fashion interested person in my class or in 
my school. So I think I, I really liked that as well to be different kind of what Yeah, I was, I 
would say I'm the same person to do. But, like, personality wise, but yeah, I think I was More. 
More. Oh my god, what's that in English more about surface. So and not as much today? 
Let's say that's the difference. Okay.


So one of the other things that I'm wondering about is, what are the people like who are 
interested in ethical luxury today? What do you think? What are they like? What kind of 
qualities do they hold? 

I think it's mostly like middle class. If I if I'm talking about Sweden, I think it's mostly middle 
class. People who have time and money to think about nice things. Have some, but still are 
kind of like, interested in talking about issues? Or how to say they are maybe like politically 
interested, or they are they have some topics or some opinions they have. How to say they are 
thinking about things.


And yeah, do you think they do certain type of work? 

Yeah, I think it's mostly people have pretty good incomes, I would say so probably working in 
an office of some kind, or having an old company or they have the, they have some kind of 
higher income. And also living in bigger cities. I think if you go to the countryside in Sweden, 
you wouldn't find this ethical, sustainable awareness as well as you finding, for example, 
Stockholm where I live, or Gothenburg or Malmo.
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Why do you think that is? 

Good question, actually. Because… Yeah, I feel like  it's not talked as much about in the 
countryside in smaller places. I feel like we have I don't know if it's more. Yeah. Oh, my God, 
this is a really tricky question.I have no idea why when like that, is really interesting to think 
about, I have never thought about it. And just like, I've just noticed, when I go whenever I go 
away from stuff gone to the countryside, people don't even know what organic is. Like, 
what's that? And when I'm in Stockholm, like it's people absolutely buy organic food or me 
it's more common. Like it's more of a normal thing.


Very interesting. 

Like, yeah, why, wow, I haven't thought about this at all.


Talking up those differences. Do you think that their customer attitudes, or experiences 
across the rolled across different regions, there are more cultures that are more 
receptive to Article luxury than others? I’m sorry, if if I think about if you think that there 
are consumer different experiences that differ around the world, like there would be 
more cultures that would be more receptive to ethical luxury than others more open to 
it? 

Yeah. That's a good question, too, because I'm not sure. It when when I've been traveling to 
say my husband, comes from a country in Africa. The difference between people with money 
and people with no money is a lot bigger than in Sweden. So but the people in with money in 
Tunisia, where my husband is from, they don't care really above ethical or sustainable. wants 
to have luxury brands, but its own, like the heaven. It's not No, no, when you start to talk 
about sustainable or ethical, it's like, I don't know. I don't know. It's a wonder why that is. 
Yeah, it's really interesting. Maybe this is just my thoughts now. But maybe it has, like ethical 
luxury will be more common in countries where you don't find that have more economy in 
our economy, more a better economy in general, and welfare system that's beneficial for 
everyone. So maybe in a country where things are more stable, so to speech, you have time 
to think about these things. Or you have like you have energy you have you have? Do you 
have time and energy to think about things another step, so to speak? I'm not sure it's just 
my, my, my thoughts here. So basically, the good Val for safe and stable welfare system 
helps you to give you time and resources to be more sustainable. Yeah, yeah, I think that's 
what what what my I want to say, Yeah.


Have any of your views have changed? Since you have been engaged with ethical 
luxury? 

Yes. 

How so? 

Well, in the beginning, I was kind of like, fired up about it. And I was really like, yeah, this is 
what everybody should be doing. Why are these people why do people care? Why do they 
still go and shop here and there? You know, like, I was really? I'm passionate about it. But I 
think I also understand now that well, for some people, like it's not it's, it's more complex 
than that. It's a lot about everything from I mean, sustainable and ethical. products are more 
expensive. So you need to kind of have that in mind as well, that it's, it's not maybe poor, 
suitable for everyone. And I mean, if I go to the countryside, I can't even find it. So I mean, 
it's like, I understand more now that it's more about your own research sources as well. And 
like, what? Yeah, I don't know. I was more fired up before I bought it, and wanted to talk 
about it to everybody. But now I understand that it's like, yeah, did something happen along 
the way, or it was just an organic, quieting down the Buddha? Now, actually, me and my 
friends, my friends, my closest friends are also interested in ethical work and ethical 
companies and are interested in you know, ethical, sustainable living. And we talked about it. 
And I mean, like, we start to understand that we live in our own with a world, like where we, 
for us, everything is so come see.Certain or it's normal, but then you have to understand like, 
okay, some people don't even know what organic or sustainable or ethical means, like you 
live in your own little bubble. And you think that everybody else is in the bubble, too. But 
then you're like, Okay, maybe. Maybe they haven't even heard about this yet.


Yes. How does it make you feel? 

I mean, I think it's okay. And I feel like if I start to get like, fired up all the time, I will be feeling 
bad myself in the for me. feel bad. Yeah, I mean, like, if I should be speaking about if I should 
be talking about ethical and sustainable all the time, I think I would be like, burned out 
myself. Because some people will listen, and some people will not, and they will like 
disagreeing with you. And like, say, I don't care. I don't give a shit, blah, blah, blah, I'm going 
to buy whatever I want. And, and I don't know, I feel like it's better to talk about it to people 
that want to listen, if you understand what I mean.


They already shared his passion with you. 

Yeah, exactly. Like that may be curious. Or they're like, okay, they want to discuss things or 
That's nice. But there is no point of lyst talking to someone who don't want to hear you. So I 
so what I come to terms with terrain, big time.
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Do you think ethical luxury has helped you grow as a person? 

I think so. Absolutely. Because I start to question things more. If I'm going to now for example, I have 
become very, I don't spontaneously buy things anymore. So I stopped to make research before asked 
myself if I really needed if I'm going to like it for a long time, I asked myself more questions instead of 
just continuously buying everything I think is nice. What should I do before? So I'm more conscious 
when I buy things today. And also ask more questions, I can email grants and ask, Hey, I'm interested 
in this one. But can you tell me a little bit more about the production? Or, you know, I know. Yeah, 
make more research about things. And it really goes both ways. Because I think it's good. I mean, 
generally for the planet, if we buy less, and, you know, use things more that we have. But also it's it's 
like, yeah, it's a complex question. Oh, god, I'm sorry. What was the question? I even forgot, when I 
start thinking about this…


If you think that it helps you grow, be a better person in any ways? 

Oh, yeah. Yes. I will say yes. I make more research. I asked more questions. I question myself as well.


And I think so, if there is anything that you could change about ethical luxury, what would that 
be? 

Well, I have to ask, by the way, what do you mean by ethical luxury?


So I think that's the million dollar question here. Because it's very, it seems to me that it's very 
subjective, what luxury means. But it tends to be something that is called comes with a very 
good feeling to it. That is a little bit more expensive and more precious than everyday items. 

Yeah, I see. Well, because I would say actually, if I tried to define ethical luxury, in my terms, or in my 
eyes, I would say it's more oral, everything ethical, like everything that's ethical or sustainably 
produced, because it's doing good for in munitions speaking the production. And it's made with a 
bigger thought behind it, so to speak. And usually, it comes with a higher price point as well. So yeah, 
I get just like, you see, like, you have a good feeling. If you buy something at the can we produce 
versus buying something not ethically produced. 


Mm hmm.  

So you do feel or I do feel better when I buy something where I feel it's ethical or sustainable.


What does it make you feel when you buy something? 

Like that makes me feel good. I, like I have a philosophy that because not everything I buy is an 
ethical and sustainable. And a lot of it has to do with when it comes to clothing has to do with my 
size, I have a larger clothing size, which means that I can't always buy the ethical items. So So then I 
kind of have to have this principle where I am, where I rather go for. Or I'm thinking like this, I rather 
buy something, I will have a for a long time, that's going to hold up for a long time as well. And that I 
will like for a long time. Sometimes it's not ethical, just because I can't find my size in it, or I, I can't 
find an ethical version of it. And I bite anyway. But then I'm thinking it's better I buy that one is that of 
I'm going to buy something ethical, that doesn't fit me or that I don't like because I will end up not 
using it anyway. Yeah. So that's my kind of philosophy in in general. So yeah.


So returning to the question, is there anything that you would change about this category? 
Maybe some functions that brands would do in a different way, something that you have 
noticed during shopping or the information that they provide, in terms of the products or 
services that you wished they were different or that you wish would be more or less event? It's 
okay, if you don't have it either? 

Well, I have, Well, two things I love to see. One is even more transparency, I would love to be able to 
go to a brand new website, whether it's ethical or not. And see, like they're, they being very 
transparent there. So I can know, instantly, if I will like it or not. Because I feel like that even some 
ethical brands are still lacking that. And I think it's just great. Even if you don't have a perfect 
production shame. You can tell it there, you can tell why you don't have it. Maybe it has to do with 
resources, or, you know, whatever. And, and the second thing would actually be I think there would be 
it would be a lot of help, if there were more how to say certifications that would tell how, because we 
have some certifications today, like I could take Can you have fair trade you have with me see if I get 
them there is God. Well, there is different certifications, but the only certify. And one thing from you 
have for example cooks certified and cooked them. But that's only the Corum like I would like to have 
some certification that would be more more about the whole production. And more kind of like we 
have in in the beauty industry, you can find the Eco Sara. And you can find different kinds of 
certifications that tells you that the ingredients are Fairtrade that the production is like sustainable. 
They are more transparent in that way. And they also their certifications help you understand super 
easy, organic or sustainable the product is missing that from the clothing, clothing companies, I would 
love to see more certifications. And I understand some small brands we struggle with that because 
they don't have the resources or money to get the certifications. But at least that would be kind of like 
a system. So you can you have something to follow. Because at the moment, I think it's really 
confusing. Absolutely. And not enough. I feel like there will be a more a bigger certification, so to 
speak.
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Yeah, that makes sense. My last question for you is that, would you be still interested in 
ethical luxury? If everybody would be in it? Or would you look out for something else in 
order to make a distinction? 

No, I think I would absolutely still be think it's nice. Because I mean, the better the more people 
who are into it. So to say the better in my opinion. For me, I think it's more still about like style 
and quality. So I would still have my style, and my certain bits and pieces that I would like to 
have, but I would love to see them all ethically made. And also know No, I think I would be to be 
super nice. If more people would be wrong. Or everybody, I won't be perfect. 


Is there anything else that you think that I should know, to understand this subject better? 
That's something that we haven't talked about? 

And I? Well, I don't know. But have you been a lot into this? In the question of ethical luxury or 
ethical products? versus like, How to say what financial possibilities you have, like, have you 
looked into that one? Or how we see it before? Because I feel like if we don't either way, there's 
a lot of questions about whether like, if you have kids, for example, and you have a family, 
maybe it's not that easy to be equal, because, you know, you have a whole family and maybe 
house and car like it, like even kind of lifestyle. So I guess, for me, it's more easy because I have 
a degree I have a job that's lies in marketing in actually organic beauty products. So I'm kind of 
in the business of that. And I don't have kids, my husband is working. So we hav..e a pretty like, 
easy, like, look into different lifestyles, if you know what I mean.


Yeah, to see like, what are the barriers for people? 

Yeah, exactly. And I think, for me, at least in the beginning, I was I didn't take that into 
consideration. But I think that's something that's important to think about that everybody have 
the same possibilities, because they may be live in a different place or different countries in 
them. And you know, like it's it's a sometimes you feel like this, like ethical sustainable is just like 
a way to It's its own little bubble, if you know what I mean. It's I think there is a lot of, like, 
younger people without kids are in this bubble. So yeah, that's very interesting. Yeah. It's so 
easy to just do like this and this, but then well, not everybody's living like that. 


So what do you think…? What do you think you need to have in order to be part of this 
bubble? 

Well, I think bubble should disappear. Because I think the goal product should be more 
accessible and more easy to find, more easy to like, get your hands on. And as everything as 
soon as people start to switch to that, the prices will be lower as well, because you can make 
bigger production, and you know, your volumes, etc. But it's Yeah, I think it needs to be more 
accessible. And yeah, sorry. Yeah, I think. I think that's, I think, maybe also more talk about 
because I didn't know about production or what things look. So how production works into i into 
like, social media actually, was really late in my life. Because, like, 2012, I think I started to follow 
accounts that talked about sustainability, good for that. But I have no clue really well, before 
that, like, we didn't have Instagram, and all these social media platforms, either. So yeah, it was 
like I had no idea about this. And it was not talk about your school, working conditions, or 
sustainability or environment. Nothing. That was talked nice. I was in school. So it was kind of 
like something you had to find out for yourself. And I would think it's nice if you had at least 
something in school, like a few classes about this. When you find open your. Yeah, so at least 
removing that kind of a barrier that you need to have the time to educate yourself on the subject. 
Yeah, exactly. Absolutely. Yes. Yes. And I mean, that also depends on kind of like, what, what 
kind of people you have in your life, if you have people in your life that are interested in 
sustainability environment, maybe you'll get inspired by them. But if you don't have that kind of 
environment around you, you will maybe not come in touch with it. That whatever. It's, yeah, it's, 
uh, I think it would be great if it was more talked about in general, but I think like the latest one 
or two years, especially in Sweden, with Korea, buddy, a girl who's protesting against climate 
change or not against that, but against poor politicians. It's more talked about now than ever in 
Sweden, at least. But before that, I mean, there was it wasn't the topic. At all. Hmm.


Interesting. Yeah. 

Um, yeah.


Transcribing application stops. Personal conversation notes. 

Do we really need these things? Or do we want to find ways to reconcile with what we ant 
to buy? My father is so much more sustainable than me, he buys way less and does not 
use any label to describe himself. Is it a way to for us to who others that we are 
intelligent? And still be able to indulge?
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Interview 12. “El” 

Hi “El” thank you so much for getting on this call with me! 

Is it Sarah or Sara? 

Its Sha-ra, actually. I am Hungarian, so the pronunciation is a bit different. Either 
way, really! So, I am super excited to talk to you! I discovered your blog and 
thought you would be perfect to hear out for this, the perfect humanistic luxury 
consumer! Your blog is so great! 

And yeah, yeah, your dissertation sounds very interesting thing to you.  

Well, I hope it will be I'm very excited certainly about the topic it's like such a new 
thing I feel and really fresh and we still don't know that much about so we like I 
feel like we really need to understand you know, like what people feel about it and 
you know, where this whole thing is going. So yeah, sure. Yeah. So could you tell 
me a little bit about how you came to learn about this category. 

Yeah, I'm going to stick luxury category yeah so when I was in high school I learned 
about the Rana Plaza factory clubs the garment factory that you know told an injured 
you know people and and the news that's when I really started to think about the labor 
in the fashion industry and I've been interested in human trafficking and human rights 
and like all that kind of stuff and since I was younger but I didn't connect that to the 
fashion industry until then and then okay whatever about when you realize what was I 
gonna do I don't know by lost close now not by contrast fashion but at that point I didn't 
know but optical brands really so it's like I don't have an option or was only like super 
super expensive at that time so I know then I in college I watched the true cost 
documentary what do you think shifted the minds of many you know I hear that allowed 
us to bowlers like I like I was so shocked by that generate, change my shopping habits 
and all this kind of stuff. I think there was really powerful documentary that honestly, 
should be required watching, I think, everybody, you know, it's really powerful. So then I 
got into researching ethical brands. And I was like, okay, so I was all saved here. But 
what am I gonna do with all of this, and I decided I wanted to intern for this ethical 
fashion company in Chicago where I'm from. And so in order to apply for internship, I 
needed something to show them. So I bought this blog to basically show like, I had a 
voice in this ethical fashion space, and I could write about it, and I knew about the topic, 
so end up getting an internship. And I learned a ton from that experience, and just 
continued my, into growing my knowledge of this topic. And, and even after it ended the 
internship, I kept up with Instagram and the blog continue to grow it because, you know, 
the more you learn, the more that you want to learn in the spread the word and all that 
kind of stuff. But yeah, that's kind of my turning into it. 

So I feel like this is like such a multifaceted like sphere, there is like, so many 
things that could be resonating with one… What is the most resonating with you? 
What part? 

I would say Initially, it was definitely most say, socially driven brands and other people. 
And, you know, knowing that, okay, my purchase can either support a company that 
doesn't give, you know, crap about their workers and doesn't care, they're not being 
paid anything and being abused by the factory building owner, or I can, you know, put 
my money towards a company that is paying artisans, fair wages, keeping crafts, alive, 
supporting families, and giving them education, you know, which is a very clear decision 
to me. And, of course, I came with buying less, but more impactful. And then as it goes 
more into it, of course, I learned all the sustainability aspects and just how much of an 
impact fashion has on the environment. And I've definitely been focusing, bringing that 
in as well. I think that I would say it's kind of equally important to me now. I mean, 
sustainability is very much a human rights issue, because, you know, it attracts the 
world that we all live in it, it's, you know, very, very human issue, which I think it's lost in 
the conversation. 
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So you mentioned True Cost, like, what do you remember, if there 
was other like people who, influence your encounters with 
humanistic luxury , it was really just a movie that was turning 
point? 

I think a lot of actually a lot of influencers, and I was just starting on 
Instagram. And then I found that I found their blogs, I think that really 
influenced me, because at that time, sustainable fashion wasn't really 
in the mainstream, we wouldn't find it and the major magazines really 
like, which has changed a lot, thankfully, like, like, when our UK came 
out with their September issue, all sustainable fashion, you know, I 
kind of stopped wasn't out. So I really looked to, like small bloggers 
and influencers, maybe a tiny media publication or two to show that 
they can live this like life, beautiful things, but that were sustainably 
made and less of those things. Because it's very hard. It's a different 
concept, right? What is buying sustainable clothing or sustainable 
home goods? What does that mean? Like, and, or have a writing class, 
you know, we don't see that in the media. So I was good to see those 
influencers and how they live their life, they live this, you know, 
beautiful, you know, aesthetically, their feeds and their and their blogs 
were stunning. But they also like had, you know, they also care about 
about the why, and the why behind what they were sharing and what 
they were, you know, the brands they were talking about. So, I think it's 
really like seeing a real person, I guess, you make the jump from, like, 
knowing that this exists to like, actually wanted to do it myself.  

Absolutely, beauty and consciousness are no longer mutually 
exclusive! 

Yeah, you know, like, it was just like, ugly stuff that lasted for longer 
than it was before people. But it has changed so much. 

I know you got into this category very young, did you any any 
luxuries before? 

I mean, I had Coach bags, but not real luxuries… 

Do you think this changed you? 

Um, I think, I think… Yeah, I'm the same person, I would say, but 
maybe with a different perspective. You know, I view things in a 
different way and might have is huge. For instance, I might do your 
shopping so says fun thing. Whereas now I view it as like a question 
very questioning and not on the desire but anymore. But I would say 
maybe a change in the way that I'm more like, comfortable. And like 
being an advocate for these kinds of things. You know, when I just 
started out, I didn't know anybody that was really interested in fashion 
or sustainable goods. But now I've connected with this community like 
control and I learned so much more, any feel more confident in my 
beliefs. And so that way, I guess I'd say that's been the biggest 
changes my perspective, so shifted, shifted, and I feel more 
comfortable with my what I'm saying and what I want. 

It's not so much as like, your values have changed, but it's more 
like your values has been confirmed, in a way.  

Yeah, yeah. I think that I didn't connect my values with fashion before, 
you know, like, Yeah, but now, yeah, right. I don't think the values have 
changed. It just feels more like this is really important, you know, more 
and more facts, the more articles The more I realized that this is is 
really important topic to talk about everything.  
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And you mentioned about this community of sustainable conscientious 
humanistic luxury people, can you tell me more about this community? Like, 
what kind of people are a day and like, what kind of jobs do they do, those 
kind of things? Like who are they? 

I think that I mean it I would say it's more virtual community. I know many people in 
real life into this, like, aren't a sustainable fashion and luxury or anything but its 
interest on Yeah, it's weird because, and in go on Instagram feels like the world is 
so big, and everybody's talking about it. But you know, what my feet is, is because 
I follow people and then go the real world to like, wow, people have no idea or they 
don't care. I don't know, that's who I feel to it. And so I think total haven you know, 
online shelter, almost like to be online. But I think it's great because it's allowed us 
to like to have this niche you know, like most of us, what are we talking about this if 
we didn't have our online space to discuss it because many people on our own 
lives out don't care about it. But as for the kinds of people I think Well, I would say 
all of them are women actually, I know only like one male sustainable blogger 
influencer. But I think, I think that first it was a very narrow community, you know, a 
very like privilege, upper middle class people that we're talking about it, I think that 
it's filtering into other communities now, and there's been a broader discussion of 
like, the diversity and sustainable fashion, both in the sense of the the race and the 
type of person that's being a model for the brand. And also in a sense of price 
points, you know, we include people, you know, in the conversation that it the price 
point is, is more than any other clothing that they've gone. So I don't know the 
answers to that I plan during this whole project and affordable ethical fashion and 
coming months ago when I dig deeper into this topic, but I do think this is a difficult 
thing like when you're producing small batch how to make it XL Holly Yeah, yeah. 
And it's hard because, of course, I see both sides, like I was a business major. So I 
understand, like, you have, you know, cost of production and labor in shipping and 
all this stuff. And you have to also like, have profit margin, you know, so you stay 
and business so it's a balance.  

It's like it's super fascinating what you're telling me about like the whole 
online community and like this whole issue about do you think like, what is it 
really an issue for that it's not accessible for you're saying like that it's not a 
very diverse community.  

But it's like becoming more and more of an issue that it's not a diverse community 
like for like so. For instance, there was this 10 by 10 challenge. I don't know if 
you've heard of that.  

No, what is it?  

It's like this challenge at this kind of like minimalist ethical blogger started actually 
two women started at any can only wear a 10 pieces for 10 days and you can mix 
match I'll put you know you can't wear anything else and this kind of like a 
ridiculously outfits whatever this Can I export this conversation with this hashtag 10 
by 10 or presentation matters. And it was all about like minority women or when 
you don't fit the typical you know, size of influencers or whatever we're worth 
speaking out that they didn't feel represented in this community of like minimalism 
because like Well, yeah, it's like a choice for you to only wear a 10 pieces for 10 
days and free to give away all your things. But you grew up privilege so you can 
have an option you know, and like, I only have five pieces of course, because 
that's all my mom could afford. And that's all I can afford and stuff so there's like 
that aspect of like the price points and the income levels socio economic groups 
and then also this like aspect of many that just like the norm You know, when you 
scroll to Instagram, influencers are like white, young, skinny girls, you know, and 
so an ethical fashion community is kind of going to both in the models and 
influencers. And so they are speaking out that they don't feel they feel like the 
ethical fashion community, because we're supposed to be better. We're supposed 
to be aware of these kinds of things where we care so much about who's making 
our clothes, we need to also like, do a better job of changing the fashion industry 
and how it is represented.  

Mm hmm.  

Like in the marketing of fashion, and who and who's wearing the fashion  Because 
it's great to care about the makers. But event if you only show you know, skinny six 
foot tall, white blonde models, and here are your catalogs and on your Instagram, 
you're not changing the fashion industry like here, you know, absolutely.  
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Yeah, that makes so much sense.  

Oh, yeah. It’s it was an interesting conversation to follow. And I feel like an odd place with it 
all, you know, because, yeah, I think that I, I would like to dive deeper into this. But it is hard 
because, of course, I want them to have that conversation. Like, I can’t say that I know, I'm 
knowledgeable about this. And, you know, since I am quite young female like I yeah, I feel like 
I don't I don't know enough about the conversation to say something I don't want someone to 
think that I am proclaiming to know and more than I do, but I think it's interesting conversation 
to follow and to think about, for sure.  

So like these women who spoke out like, what kind of platforms did they use to speak 
to these issues? How did they raise their voice? On instagram comments? Or opinion 
pieces? 

Or I think, I think some people definitely, well, articles. Maybe send one if there was one of the 
call, like, why representation and ethical fashion matters, I think was the title of the blog 
articles. But it I think it's been a growing conversation. But this like, hashtag 10 by 10 
representation matters. Yeah, well, I think ethical fashion ban and any kind of like optical 
luxury brand is facing a lot of challenges because they not only have to worry about the 
production but I think that their consumers, their audience, do you have some and a higher 
standard than, like, Target or like believe a town or whatever, like, yeah, we don't expect the 
baton to like be inclusive because they really there whatever, but when you get a sustainable 
luxury of Brandon ethical, luxury ran, you expect them to be better in every way? You know, 
and I think it's great that we're challenging brands to go farther. But sometimes it can be this 
really like hypercritical mindset. And like, and it's hard for brands, there's a lot to consider, you 
know, and and they're staggering out to, they're not going to make every single perfect 
decision. So I think we have to find a balance between like, understanding that brands aren't 
perfect, while also like pushing them to do more free things that they can do more and, and, 
and make more change, since like. 

You have learned so much about humanistic lecture the last couple of years since 
you're into it, do you think your perspectives that have changed over the years about it 
i think their perspectives have changed as the community has grown, or the the niche 
maybe I should say, it has grown in the industry? Do you think like, it helps you to grow 
as a person as well? 

I think so. Because you change a few ways. First of all, you learn to kind of like care less, but 
also more about your things, which is a sick, very interesting thing. Like you're not, I need to 
have this stress to be happy, it's sexy, care less about like, material things, making you happy 
and changing, you know, how you feel about your life. But when you like, do buy this bag 
whenever and you know that these artisans and Mexico made these and a fair trade facility. 
And I helped them, you know, build a like, it helps them build a house for the families and 
send their kids to school and also means so much more.  

Like what sort of values are you thinking the most? I don't know if it's not too abstract 
question?  

Yeah, I think I guess it's less materialistic.  

Mm hmm. 

I’m more conscious and appreciative of what there is what I have, especially getting to talk to 
some of these fair trade founders. When I do these interviews, I think that definitely open my 
mind a lot about this world, and hearing their experiences with artisans. and building the 
brand. And I'll hold that, like, I'll show it's like, really quick story because I think it's, it's really 
fascinating. So please, this woman she founded abroad, so this territory fashion company, so 
she had no intention of like, starting fashion company, but she just, she's in Mexico, living for a 
year or two. And she went, this woman who was hitchhiking, you know, trying to just get a ride 
home and was really poor, you know, so she, she brought her in, and the woman like, offered 
her this hand of glory thing. And, and a dial the founder was like, No, it's okay. But let me Why 
don't you come over to my house. Tomorrow, I'll give you some work. And so this woman 
came to A Doll's House, Mexico. And Adele gave her work to embroider on these boxes. And 
she ended up song these bosses. And as the story goes, she builds this brand, you know, with 
this woman, that virtual woman she had met and a bunch of her friends. And then more 
people from Mexico, these artisans that were bordering bluff scissors, and she's a cell phone, 
so few years into the company, the woman buys, she helps extend the house, because they 
only have like, two rooms. And so she, her money went towards, you know, building on the 
house. And she felt very proud and confident. And then a couple years later, she finds out that 
the woman actually moved to a different city. And when she found out why was because she 
had finally been able to save money from this job, this territory fashion company to take her 
children and leave her abusive husband. 
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Oh my gosh. 

And a batch of Cyprus so impactful to me, like so direct the woman who inspired her to 
start this fair trade grand that brand, like allowed her to leave an abusive husband that 
otherwise she would have no means of other escaping that situation that really gives me 
goosebumps. 

Yeah, it gives me goosebumps! 

Every time I like, think about it, or say talk about it. It's just like, wow, you know, this is 
why I'm doing what I'm doing, you know. I think all of everything that each of us are 
doing, and what your, your, what your research is going to do, and, and your care for this 
topic. And it's like matters, you know, even if it doesn't change everybody, every single 
garment worker in the world, it changes it does change people. Yeah, I mean, if it 
changes one person's life, yeah. Then worthy made a difference. 

Do you think like, we will, like, need humanistic luxury or conscious fashion to 
make those changes in the future? Or this is is it going to be as important as it is 
now? 

I'm like, No, we're on the scope of the world problems. Yeah, like, Is it going to be a 
medium to solve problems in like, five or 10 years, I think that so I have I ever had, like, 
wondered these same questions. And actually the same conversation with Adele, the 
founder of abroad. So she had, I think one of the best reasonings that that made me 
understand why this site, ethical fashion and art isn't made good have been so like, 
probably, and 20 brands have, I have done this. And so basically,many of these people 
and they start developing countries, they rely on their crafts to make their money or their 
craft is like, the talent that they have. They're like, special talent that's better than a lot of 
other people in the world. And it's like, very unique skill. And now them have, you know, 
an education and its traditional sense to do a traditional job. So these crafts like to give 
them an opportunity to use their skill as a way to bring them out of poverty, because 
there's a supply and there's also this demand, like, we're always going to want close. Mm 
hmm. And we're always going to want home goods and blankets and, and trying to get 
some but offer an empty cups. And what I was always going to be a market for that and it 
to bring in people where they are in these developing countries like that, what they have 
to offer to the world. So to like, I think I've ethical, like artists and made go to fashion and 
luxury items as kind of like, bridging that gap. I mean that. Yeah, but.  

And how about for you, like, personally? Like, do you think like, your VA to make 
difference in these people's world is going to be through, like consuming these 
luxuries? Or like, do you have like otter like, do you think like, you will want to do 
something different in life? Five or 10 years?  

Yeah, I said, gotten into the sustainability aspect of it, I realized that we also need to slow 
down or consumption drastically. Yeah, I always knew that. But knowing the facts behind 
it, and the pictures and the videos and the realities of just Homer stuff, there's no world is 
like mind blowing. So recently, I've been kind of getting more into, like, more maybe 
political regulatory ideas, like, okay, we also need I really, really want to get more into 
understanding the unions and some of these countries like Bangladesh, and like, what 
are they doing, and how can I help them, you know, advocate for higher minimum wages, 
other countries, and also the same sustainable aspects, like those kinds of regulations, 
you know, how can we, how can we make a bigger impact, like, maybe through donation 
or activism to get a larger scale approaches? Association? You know, yeah, that is 
relating. There's many parts to, and, of course, it's all about us figuring it out, you know, 
it's not like one right answer, but I know, it's like such a multilateral, the issue, like, how 
do we even get started with that?  

Yeah, yeah. Is there anything that you would change about humanistic luxury 
now? 

Um, I think that we're still lacking some choice, like you couldn't find a black dress. But 
what if you need a short high neck, sparkly black dress, something like that, like, when 
you get specific, it's kind of hard to find what you want. And some of the brands, 
understandably, don't have tons of products to choose from, you know, especially some 
of the designer labels who just have themselves and maybe like, one or two other people 
like sewing all the clothes. Mm hmm. They just have maybe, like, 15 different pieces to 
choose from, or something like that. So I think choice is something that has improved 
greatly, but definitely, definitely not like the traditional fashion industry. Yeah.  
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Um,is there anything that you think that I we haven't talked about, and I that I 
should know more about humanistic luxury that you found and you think like, it's 
crucial to understand.  

I just I just want to tell you about I think this is a really interesting topic, because I've 
been thinking a lot about how I'm gonna sustainable fashion world, but how we talk a 
lot about fast fashion course, but that actually sustain luxury fashion should be talked 
about more, because those are the companies with the margins, like they're already 
touching $1,000 for a bag. And people are, like, somehow buying it, like, they have my, 
that people are already some sometimes sometimes people complain about the prices, 
ethical fashion, you know, it's one of the biggest barriers, I think, but like these luxury 
brands, they've already they've already got people that spend a lot of money. So I think 
like, they have more of the money to invest in these more sustainable practices. So 
until that's been to, like, you know, way because I feel like this humanistic, conscious, 
furious, like, most of the time, like, I mean, it can be, like, so many things from like, 
furniture through Homer to like, but we sort of, like, the most prevalent is fashion 
somehow, and I'm not sure why. But like, I have the feeling that like, the conversation 
keeps going back to this very small segment of it, which is fashion like, I do that to all 
the time. And it's, it's very serious, you know, way Yeah, I think I have, I've also like a 
thought process and I think it's because clothes and bags and shoes and it's very, like, 
personal thing, you know, they were them and you see them every day and, and maybe 
maybe by them once a month or more, I don't know. And then is for me home goes, you 
know, you buy once and you have kind of forever. So, you know, maybe aren't 
purchasing it as much you know, think about it as much I mean, I know there's plenty of 
home decor magazines and mature design and I think that that is equally as important 
you know, I guess like what kind of linens you buy like it's not the topic of conversation 
so right but yeah, I think I think just because maybe more people talk about fashion in 
general like then then furniture like there's like Vogue and Allen and style and there's 
tons of style fashion magazines and medium SWALEC like I can't even think of a home 
right HGTV magazine maybe or something but yeah I think the conversation has grown 
into that you know I think now we're getting into like Fairtrade home goods and artists 
and made things like that, but Yeah, I agree. It's, it's been focused on fashion.  So 
hopefully it expands though.  

Yeah, I think its so much needed, too! Is there anything that you would like to ask 
me because I have been asking you and like you've been giving me all this like 
wonderful insights! 

Well, more that I’m yeah I'm curious to know if you like publish these things so the 
community but I would be you know a to like to a website or something but I'd be very 
curious to like radio research when I was little I know about! 

Yeah, I wont be ready before next year, so its still a while, but I will definitely let 
you! And thank you so much, Elizabeth. This has been really great. 

Yeah, likewise. And stay in touch. Have a good evening. Bye bye.

- H.L. companies should
be more accountable
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Interview 13. “Me” 

Hi. 

Hi. How are you doing? I apologize for my tardiness. 

No problem at all. Thank you so much for making it. Again, I'm, I'm enrolled into a PhD 
program that I'm researching humanistic luxury. And I'm trying to understand better 
What it is and how it popped out from nowhere basically! 

It's a fascinating subject. And when you'd be doing a dissertation on it, I think it's, it's, it's pretty 
interesting. Yeah, be fascinated, see what you what you come up with. 

So how did you discover it? 

Look, I think I just, I didn't go out and seeking for it. I was just sort of drawn to that particular, 
you know, that particular category that the company the brands that were that were not only 
luxury, because luxury brands have been around a long time, but also starting to think about 
who they were as a company and having some level of environmental or social responsibility 
was, I've just naturally drawn to it. I've always haven't had an affinity for brands, you know, 
since I was a kid, I think, you know, growing up liking certain certain brains, and you should be 
praying to probably out of my, you know, I couldn't necessarily always buy stuff, but they're 
aspirational, I guess, huh. So, sort of bones, you know, always had a liking to that. 

So what do you think, like, resonated with you the most like with this particular 
category? 

Well, I'm a big believer in product quality product and service. Number one, so I don't, to me, 
there is so much some pretty bad products and services and things in the world. I have just, 
you know, I think there's too much of it, too much of everything.  

Hmm. 

And the reason I one of the reasons that I like these these particular brands is because they 
build amazing products, that, that that last, I mean, you don't have to, you know, buy 
something, or throw it out, you know, after after the year. So, it's, it's, you know, creating 
products that are that are thoughtful, thoughtfully designed, and well crafted, it means that you 
can hang on to it long, whether it's a fashion piece or a piece of technology technology, we 
seek to run through a little bit quicker. But I have a, you know, big apple guy and I, I have, I 
don't know how many products but I keep the Mac books go for years and years, have you 
seen them heading down giving to other people giving him to family, and they last for so much 
longer than the other products that are there out there. So, that was one of the things like, for 
me, when I started the company, I'm like, I, I tend to buy a new bag every, you know, couple 
years, usually, because the bad that I had, and I spent a lot of money, I'll drop, you know, 500 
bucks on our backpack. Mm hmm. Nothing, but, you know, the seems like, within a few years, 
it's already it's falling apart part again. And to me, that's frustrating. So, you know, when I 
started this company, I'm like, I should go to should go to build a back then and down, you 
know, to somebody else, like, when you're finished using it, or just last four years, for a decade 
or more, I know, especially now, like, very have like, really this abundance of stuff, like, we 
should have these very long lasting things, I mean, that would be the Treme rate, yeah, these 
these are seen as companies, but I think if you're building a good product that does it's Yeah, it 
may be it may be seen as luxury and might be out of reach for some people, but it's also a 
product that will generally it's not always the case that the generally products that will, will will 
outlive that are cheap. No, but it's an investment. So it makes sense that you should be 
investing in something that lasts for a long time. 

Very true, baffling in a way… But just like with turning back to like this idea of like 
discovering humanistic luxury, and that these long lasting things like do you have, like, 
people who like influenced you, or directed you to, like certain brands, or you just 
naturally like all these stumbled upon these brands?  

You know, kind of, yes, there has been a have had friends that stuff or put me onto a particular 
brand. But generally, I think it's the other way around. I'm usually the one that finds these finds 
these brands tells I tell other people about him. So I don't know what that makes me. But I 
don't know. I mean, like, it's Yeah, and I think like, it’s discoveries that are part of a lower as 
well. And I think like, especially now when you have more and more small brands, but you 
don't necessarily have like, the media, like magazine advertisements and billboards. But you 
really have, I think, like, maybe it's like, part of like, the luxury experience to find is that global 
treasures, at least for me? I don't know. Like, it really is different, I think, for everyone.  
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So before you started buying conscious luxury, you mentioned that like you were 
like buying, like other brands do that we're not necessarily conscience like, what 
kind of like brands did you buy before luxury brand? 

Well, I have a I'll take a step back here is probably the definition of luxury is different to 
people. There's a lot of brands that call themselves luxury brands that I think that wrote that 
word gets thrown around a lot. I don't know that you just be luxury, I think. I think the title 
luxuries should be earned your way.  

Mm hmm. That makes sense. Definitely.  

But every breath it comes out right now called themselves, you know, that sort of fits in that 
category calls himself luxury, brand new, we should be calling ourselves luxury brand, I'm 
staying away from that word, I'm calling us a premium or upscale brand. But sort of, you 
know, to be true luxuries is those are the companies that have sort of been around for a 
while. And I've kind of heard that are in that title. So, so, you know, taking the modern 
definition of luxury and luxury brands, which, which encompasses a lot of categories. And 
we met each other on on box at those, those brands that are on there is that you end up 
coming brands that are on there, everybody, they're all they're all considered modern 
luxury against. So, the brands that I bought before, before that for these, these new 
modern luxury brands, look, it just depended it would, it would depend on what I want. My 
requirements are what I what I needed. And sometimes I would just take care, bye bye. 
Whatever. Like as far as a car, you know, when you're younger, you don't have money for 
luxury car. So you buy the next best thing by those those brands that you think are, you 
know, Park quality. Hmm, maybe not quite as much. But your aspiration was that given 
that, you know, like, do have like, the better like it was about quality or more like lifestyle. 
So, we’re always been that way since I was a kid. So for me when I was a kid like luxury 
was Nike, Oakley, you know, I grew up in Southern California, in here in Australia. So the 
surf culture was was really in my, in my life. And so I bought I bought those brains. I do at 
that point. I wasn't really thinking luxury. But I had certain brand affinity towards certain surf 
brands. 

What did the surf lifestyle mean to you? I'm just curious because I'm really not 
familiar event that I'm from Eastern Europe originally, and I think I only have a vague 
idea on that, could you talk to that a bit so I have a better understanding? 

When you’re when you're young, like when you're a teenager say it basically means you're 
living at the beach, just everything revolves around being at the beach and surfing 
everything that you do. You know, you're, you know, you go to school, you go to surf, you 
hang out at the beach, friends, hanging out at the beach, you have friends, the surfers your 
you know, everything that you buy, you know, all the clothes that you wear, the parties that 
he goes to sort of all revolves around that day, beach and surface.This is what a surf 
lifestyle. Hmm. So, does that make sense? 

It does, it does. 

For example, when I say surfing, surfing skate, so part of that was skateboarding as well 
sometimes he fell into a maybe you're more of a skater than a surfer, but those sort of 
always been hand in hand. And there were some overlap between those two to the streets. 
And they really have as far as fashion certainly escape, you know, side of things as they 
have been a big part of st were in fashion, you know, in fact, right now, if I look at what I'm 
wearing right now, I don’t know. So you company, they're just, they're not luxury. So it's, 
you know, it's not like everything, I Where's luxury. But there I have a brain I stopped 
wearing a not gone back to where cool again, I guess. Or it was just something that I 
always liked wearing. I worked in a corporate environment where it sort of this, you know, 
kind of typical dress dress up. And then I'm just like, at a certain point. And I'm like, when I 
when I became in a, in a corporate environment. When I became comfortable enough, I 
guess, I don't know, I just started wearing later I wanted and so now I'll go into a 
boardroom. And people are dressed in suits, ties, nice. Choose whatever and I'm there with 
my my dance my my skate shoes, I'll still have you know, I'm still dressed. Nice. You know, 
nice trousers. Nice. Nice shirt perhaps. But also where my my bands now and so that's an 
interesting that's a that's a company that I wouldn't call I wouldn't call luxury but they do 
fantastic products. There are copycats out there now then theater luxury category.  
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Mm hmm.  

That basically issues that the same as man’s. So anyway, I digress. So going 
back to the sourcing surf industry. So what's interesting about that is I still as 
you as you go through life, and you move on to the next stages of your life, you 
endure whatever that is education, profession, family, etc. that involves you 
know, hanging out of the beach surfing still could be a big part of your life 
becomes more of a pastime or recreation. It just didn't have those links. Yeah, I 
guess from Europe system, or tip skiing or snowboarding, I guess, in that 
manner. But one of the things that was interesting is that a brand didn't involve 
I stopped wearing circles because they became they were too I just, they were 
with support for their team mature for me. Hmm, I didn't know what their 
customers like there. It's interesting. They state they stayed with what they're 
comfortable with, which was serving, you know, 13 to, you know, 20 year olds, 
it didn't evolve. They've changed that over the last few years, I've noticed that 
maybe that's because there's a few other brands as a few other brands that 
popped up that are now serving, and I would, I would put them into that 
premium or upscale category. So I'll give you an example. There's a brand 
called Saturdays, and why are these New York?I I buy what are their stuff quite 
a bit.  I was gonna see if I didn't know that they were surf brand. But I like their 
stuff. I still think I would.  

Mm hmm. 

But knowing that they are having that attachment. Sure. Yeah. But also that 
they are producing something that I think ismore, you know, we'll use the words 
luxury luxury.  

So, like returning to, like this conscious space, like, Who do you think are 
the people were interested in conscience, humanistic luxury, like, what 
sort of values are important for them are like, what kind of work do they 
do you like, how would you describe them?  

So, you mean, the customers, the people that are buying?  

Mm hmm. 

I think the various categories, I think these modern mobile considered the 
modern luxury, so that the, the incumbent luxury, or the traditional luxury is, it's 
a certain demographic, and I probably don't even necessarily fit into that 
maybe certain brands, I'd like that I'm not, I'm not going out by Gucci or 
anything like that. It just doesn't appeal to me. But this more modern luxury 
look, from what I've seen, and I have, let me have a look afterwards, I might be 
able to share some stuff with you. Because I've done a whole bunch of 
research on things, I have a bunch of stuff that I've come across to make 
mainly industry research. 

Thank you. That would be great.  

They are professionals, you know, they're, they're out of school, they're 
working, they’re working in a some sort of, generally white collar, I guess, 
professional type job, a lot of them are in a creative or, or, or technology 
industries, they, they they do pay attention to what they buy, they want to buy 
products are that are that are coming from companies that they admire in some 
way that they can associate with that they have some sort of, you know, brand 
affinity with. And that might be for various reasons. They might like the design. 
You know, might like what the brand stands for. It's not always one thing they 
might they might just like the product or the service.  Something that that that 
brings or ties to that to that to that particular brand. But it's something that is 
above above what is out there. I guess you break the brains. So, these people 
generally have disposable income, they make a, you know, a good salary. They 
are usually usually based in, in cities, I guess, around the world. 
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Huh! Did your views change on the segment at all since your thoughts are into it? 

I'll give you an example. Stella McCartney. So she does she advertising is like the get 
another and other environmental friendly materials, whatever. But so it's all she's doing. 
It's just a trolley place leggings, which are, you know, so they're not harming any animals. 
But, but they're not as it's really good for it. Yeah. So it's how it's how it’s been. But I also 
that's not a I also know how hard it is to do this. So it's very, very difficult to, you know, 
certain industry to just are not set up for that fashion is one of those that are so far behind 
in so many areas. When, I don't know I told you is that I, my background is in technology. 
So for me to be building physical products is just completed for it. So, so different from 
what I'm used to doing. And so there was I came in, without any, any knowledge of how 
the current how the industry works. Hmm. And I just kept meeting resistance and kept, 
you know, like, why can't we do it this way? Or why can't this be done? or Why can't you 
know, it's because it hasn't been done before? It's very difficult to do. So, question. It's 
me, there's always, you know, you can buy to buy the goods, but, but anytime you buy 
something that's luxury, anybody, I guess I'm thinking about my particular category, 
there's some element of, of leather leather there, it was almost like, sort of expected by 
the customer in my, in my mind. And we're being told that that's not the case. They're 
moving away from it again.  

Mm hmm. That was interesting for that the car industry, for example, just like these 
kind of things are, you're right, like, because I guess like, when you have leather, 
you see the quality right away like that it's good or bad. It's like, there are certain 
categories like, you know, like when you have like, in a core like the lettering 
through your pieces. 

I mean, yeah, you'll get handbags, that's not my area. But you know, handbags and all 
sorts of categories. You look at luxury handbags, you go buy luxury handbag, you're 
going to expect it to be a premium material, a lot of times that's leather, or at least that 
their accents or something like that. What's been suggested to me, and I'm working with 
people from New York on this right now, they're working with some some people there on 
water collection, and they're saying go with nylon, nylon, how is that better? It's, it's no 
better for the environment. And knowledge orders like nylon are, again, oil based 
materials that have to be tapped to be manufactured. And and and yet in the industry 
right now, in the fashion industry, that sort of what they're thinking. Whether nylons and it 
just doesn't make any sense. It doesn't. Yeah, maybe. Because, I mean, I don't know. 
Like, I'm just guessing. Like, maybe like, it's more like, easier to relate, do like animals 
then, you know, like environment. So like, you can conceptualize how, you know, like 
you're saving animals as opposed to, like, something that is like so far out there. 

No, that's true. But you're absolutely right. Timing, especially now. And fashion is 
like one of the biggest polluters in the world like in terms of industries, like, yeah, 
second, or third? 

For example, for weather week, animals are being slaughtered, they're going to be 
there's no, like, you know, huge industry, you know, as part of the food industry, right? 
Well, so, why not take the waste from that? Don’t use it pretty put it to center to use. 
Yeah, it's like, not all necessarily bad. That's super interesting. 

Yeah, I never thought about that. But it makes so much sense. Like, that would be 
like, real sustainable lady. Yeah, that's, like, really brilliant. Like, I have never heard 
of that, and never thought of them. 

Again. It's something that I thought of, but it's a lot easier said than done is that in order to 
do that, it's, it's not to do it right now. We're, we're are the face in our face of a building 
our company, it's just not, it's not viable. But these are all things that we can we can 
aspire to. And as long as they're part of our part of our, our mission, our vision for the 
company that when we get there eventually, but yeah, so I, you know, luxury going back 
to that, it's, it's, to me, it's a lot of people focus on the we've been talking a lot about 
product itself, but there are so many other areas, I think, like I said, the brand itself and, 
you know, people brand is basically how you how you feel about a company like it's 
something that branding is, is another one is sort of, I looked up the definition of brand. 
And I ended up fighting this listing of all these, you know, 
 advertising, marketing, execs, gurus, that they all have different definitions of brands.. 

245



Was it the hundred 100 different of branding? One of my friends did that in college! There 
are some fascinating ones in there! 

I don't remember. But there were some good ones in there. Yeah, but, you know, the luxuries is 
his brand. His product, it's, it's it's service. It's your people. It's, it's the, you know, the your culture 
is, it's, it's all of these things, I think new new luxury is that modern luxury is that I don't know, that 
old luxury encompasses necessarily all of the all of those things that modern luxury brands have 
to have have to have all of those things. And that's that's part of it. It's not just it's not just the 
product itself. Yeah, like, for example, like old heritage brands, like they don't necessarily base 
community in Greece calm or they do but not in the way that contemporary luxury brands do. 
Well, you mentioned community before so it's a lot of these brands associated with them. If that's 
if that community is for for cause maybe if you look at some of the law look at the different 
categories so if you look at the modern luxury in the health and fitness categories in yeah i mean 
that that makes a lot of sense that's those are those are brands that are that is their mission that's 
what they're trying to do is is is better people in that in that case, it's helped I think some brands 
to a really really good job of making people aware of stuff so i don't i don't think you familiar with 
Patagonia?  

Yeah! 

I don't know if its luxury but I think they're, you know, you could make the argument for for 
modern country are high quality, their, their their services is, is amazing. And they're very good at 
making people aware of the environment in their environment. They do a great job. Yeah, and 
give you a hand due to like, not only be ever but to be able to make a difference. Yeah, yeah, 
yeah, they make you aware of your impact on the environment, and even have that that program. 
So this changes humans change consumer behavior, even have that program the repair 
program, so yeah, something from the brakes or whatever, they'll come bring it in there, repair it. 
I've even heard I've never tried this yet. Or even heard you could bring something else in a 
different brand. And they'll repair that. Really, that's awesome. trying things out. 

What kind of initiatives are priorities for you? 

So look, I think social and environmental responsibility, it's nothing, I didn't used to look for that. 
But I did, and I don't know what they changed. You know, there's probably time in my life, you 
know, I just bought what I can afford to get ready to that, you know, a buyer to, maybe you can't, 
can't do that. Now that I can, you know, I don't want to say whatever I want to buy, but I can I can 
afford to buy more what I would like to buy. So now when I yeah, that's not number one. Okay, if I 
were the first to make it a second thought about this, this is a good question. I don't go looking for 
those things up front. If I do come across a brand that has, you know, that is so crucial element or 
responsible element, I immediately sort of sticks in my, in my mind is I want to keep an eye on or 
I might like are all I'll do bit more investigation on it. Start looking at their products. But I guess 
number one, for me is always still product.  

Mm hmm. 

Right. I don't like the brand. If I don't, if I don't like the design. And I take the branding as well, the 
product, then I don't has to stop there as it as a consumer do the same here. But that being said, 
there's a lot of brands now that that's that's kind of your baseline, that's where you have to start. 
Mm hmm. You're not. If you're not doing that, then you're not doing anything right now. Like, 
you're not going to make it. Yeah. So then, I guess knowing that like, the brand, like the products 
that you start taking a I guess a little bit then you start looking at who they are as a company, 
what their values are.  

Mm hmm. 

I always I do find, and it's probably because I also starting a company. But I think even before I 
would always go to the about page, just learn about the company where the origin origin site, I 
find myself doing that a lot. I talking to others, others as well. I'm not sure what white. Like, I also 
like to, like, check the about page even though sometimes, you know, like you're buying to 
pronounce, but I mean, you still want to, you know, like because I think I may be like today you 
were supporting like something with every purchase. And you're, like, increasingly aware of that. 
So, like, you want to know, you know, like, okay, like, I'm buying this, but like, what does it mean, 
in the branded world? Or, you know, like in every social world, for sure. I think that's part of one. 
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And what social issues are closest to your heart? 

I mentioned environment I'm big on you know, I love the outdoors. I love nature. Yeah. 
Hmm. So, and sort of the way our Earth it's heading, it's just not a good direction. So that's, 
that's really big for me. And, and I won't, not by a company that it doesn't have that, you 
know, I'd like to part also by Mm hmm. But I will also I think I'll probably make an extra effort 
to try to support those companies that are trying to do something in that area.  

Mm hmm.  

And that, that very much could be like, a lot of companies now are doing the, you know, 
play drew are giving back. Mm hmm. And we're certainly looking at that as a as an entry 
point as well, meaning we can't do what we want to do, I can’t I can't build a sustained 
company at the moment. If I just if I just first focus on the environmental environmental as 
apartments responsibility as as part of the companies but what I can do is do my best in 
that area. And they get back companies that are doing you know, 1% or 5% pledges that 
you know, 1% of the revenue goes back to something and in a lot of cases those 
companies are environmental you know if that's their so that's important to me you know, 
an interesting one for me I like you know, that are good companies to work for its may not 
be something that they advertise and market are they reading about companies, cultures 
about, you know, and sometimes they will put it on their pages, you know, how you can sort 
of get a feel for who they are, how they treat their employees, how they, how they treat their 
customers, and that sort of thing. That to me is sort of up there. I would prefer to purchase 
certain .… Like Patagonia like with their daycare was it Patagonia like this, they have like 
daycare and their offices just like super awesome founder wrote a book called Let my 
people go surfing, I've heard it all podcasts or whatever, but they're very, you know, instead 
of the source good go surfing work later, they sort of had that that kind of a culture and they 
did everything within the company. So, and I think that just carries on from my, you know, 
who I am as a person who is a human I, you know, I associate with people that are like that, 
anyway. Hmm. I don't you know, what, I you know, how somebody treats other people isn't 
interesting. In for me, I don't like I don't want to treat people. Yeah. And so, I think that, you 
know, the companies that are associated with to sort of expectation that's probably 
something that's more recent.  

Yeah, no, but I think like, it really like makes sense. Like, it would be like, I wished 
like this was more common, but it would be it's like, kind of a weird thing. Like some 
of the brands you know nothing about their culture or like what they do locally, but 
you know, that they go into like puppies, Tanner's sometime like to make a 
difference, but you don't hear what is happening local, and that would be important. 

Yeah, so you can kind of get a feel for it. Sometimes just by side there, you know, a lot of 
times you go in there, and we're talking about the about me again, they'll have the team on 
there, and they'll show the team. So it's not just about the founders, it's not just about the 
company, they want to show off their team. They might even have like, you know, pictures 
of the team and a little, you know, little blurb about them. 

Mm hmm. Definitely. Is there anything that you would like to change about this 
category? I mean, you are changing this category, because now you are launching 
your own brand.  

But well, I think I think the perception I mean of luxury, and what that is, I think it is 
changing. I’m talking about, you know, water or temporary luxury versus old luxury. I think 
those are different things, different categories, different things. I don't you know, I think 
Yeah, just changing with luxury is what that category means. You know, it's not about 
opulence, owning something that nobody else can afford. I don't think that's what it is, do 
you think like, every, like, one temporary luxury, like contemporary, I don't know, like, 
premium brand luxury brands have like conscious elements, I think most try to, like I said, it 
might be buying my show, it's way different forms. Like it could be, like I said, it could be the 
way that they, they they run themselves as a company, the way they treat their employees, 
for others. That might be that they are socially conscious in the way that they're like, 
they're, they're going to third world countries, helping them out there, are they giving back 
at some point sustainability is be part of what they do in their supply chain, you know, so I 
think it comes in different in different ways. It you can't do everything. That's the other thing 
I've learned is that I'm like, I started coming in, like, we're going to do this, this, this this, you 
know, and you can't do it all like, you don't have company did you have a you have a 
nonprofit organization where you have to, you don't have you can't you can't do everything 
that you could try to pick a few areas of focus on them. Hmm. But I think I think most I don't 
know that all. But I think most of the modern companies that were talking about probably 
have some sort of element of humanism. 
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So I'm actually, almost like that will let you go in like, just a minute or 
two. But is there anything that you thing that I should know, to 
understand better this whole sector, something that we haven't talked 
about a new thing that is important, and then you have experienced?  

We keep calling our own little sort of bubbles around the world, the people 
that we associate with, where we know which part of the world we live in, and 
I think a lot of, you know, the research that I've done my, my particular 
thoughts are very specific to, to, you know, the, I guess, more than Western 
world I guess. So, I honestly don't I have questions about how other parts of 
the world think about these things. I do traveland I think you know, certain 
areas like the Chinese for example, they really seem to like that almost an 
old old luxury really, you know, ever where we see it popping up anywhere in 
the world. It's it's generally for or a lot of times is for that particular consumer. 
Yeah, Middle East's another place still like that sort of the old luxury.  

Yeah, so I think India is like a place where, like, sustainable luxury is 
like becoming a thing. I have had some conversations recently with 
people in India, and they were all telling you, but their definition of 
sustainable luxury seems to build a little bit different because what 
they care for is more dying order work isn't ships, because that brand 
like they have, like, hundreds of like, different like methods of a fabric 
making, and because of fast fashion, like they are disappearing, then I 
think there is this like, emerging movement now to save these dying 
arts, 
which I thought was kind of interesting, because I didn't really know 
about him.  

No, no, that was, I guess that was my point is, I think you could get parts of 
the world, different areas, different answers different different thoughts on on 
the subject, you know, that demographic is sort of an obvious one, I guess, 
but you speak, to speak to different it just, I guess, speaking within the 
demographic that I'm talking about, you know, Western Hemisphere, you 
speak to different ages. Again, it's, it means different things to different 
people. And, you know, like younger people, now, they, they, they have 
difficulty with certain brands as well. But they seem to book more in the way 
that they look deeper into the brands and they know more about the brands 
and it's almost like, they have a sort of had this relationship with the brand 
the way way the brains market, you know, social media, etc. So, it's a very 
different, a different outlook to take, you know, if I was to take somebody in 
there, that's just coming or going, I'm talking about side, I've talked to high 
school kids, they like to have that muscle is really interesting. So, so 
interesting, listening to them. And, you know, I know that our brain isn't going 
to necessarily appeal to them. But I think eventually it will go towards that, 
you know, I think there's different things for different people at different 
phases of their lives. And what we want to do is capture, you know, from, you 
know, what, they need college onwards. Mm hmm. For the rest for the rest of 
their lives. But yeah, it's, it's, it's interesting, talking to the different different 
age groups, I guess. Yeah. No, it feels like now that you’r  
describing this, like, it feels like brands are so much more Oregon for them. 
Like, it's almost like a social and cultural and detail as opposed to for like, 
older generations where function and like it just like a different way of 
expression. It's like, maybe more about self expression. I don't know. Like, I 
like brains again, I when I was growing up their brand or said something 
about you, but it was more like he wanted to wear it all in a way. Now, I'm 
like, I want to wear something, you know, one can be long or want people to 
recognize that it's a it's that you're wearing something nice, huh? But they 
don't necessarily know what it is like, because doesn't have branding over to 
the anti brand. Yeah, 
 so you get different answers, different areas of the world at different age 
groups. So they love them.
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Is there anything that you would like to ask me before me? 

Yes. But as you're, you're doing this dissertation, right? Yeah, what would you end 
up with? Like, what do you What's your goal? What are you trying to achieve? 

So let me backtrack a little bit like my training is in branding. I did brand 
strategy at SV in New York, and I became more and more interested in luxury. 
So why do people gravitate towards a different definition of luxury in the west 
and east, that sort of thing. So I applied for a PhD program as and as I went 
into the PhD program, more and more, I became interested in this specific 
segments of luxury, which is conscious or humanistic collection is so many 
definitions. I feel like because it's an emerging thing. There is like a zillion 
terms for and But anyways, like, it's a very interesting and very complex 
concept for me. So I just really want to understand what it is really, why do 
people gravitate towards that? 

Yeah, like, just sort of, like, on back the term and yeah, I feel like I have more 
questions every week. And I change my mind about things every week, you know, 
like, before, I had, like, certain ideas like now, you know, like, I'm just like, kind of, 
like the spawn, you know, like, trying to you, I'm sure well, so you can get PhD. 
Yeah, and sociology interesting. If there's anything else I can help with? Let me 
know. 

Thank you so much. I really I am so sorry. We're taking up so much of your 
time, I just could not stop asking more and more!. Like it's a super 
fascinating, I really, really do appreciate it. 

Perfect. 

Thank you. And keep in touch. All right. Bye. 
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Interview 14. “N” 

So, thank you so much for coming to meet me to talk about humanistic luxury. It's a 
very niche  and very interesting segment. I'm very excited to hear your opinion and 
your insights on your practices. So my first question is, could you tell me a little bit 
about how you learnt about humanistic luxury? 

10 years ago, wasn't really conscious about my choices, I'd say. And because I'm working in 
the food industry, I realized that all of our choices has consequences. And, and it's true to 
every segment: in the fashion industry, the food industry, like everywhere. So when I found 
this out, I realized that I have to make smart choices, does it make sense?  

Yes, absolutely. So like, what were the consequences that you were trying to mitigate?  

I think the food related ones are that we threw out all the leftovers after service, or even 
before I so many of my friends of throwing out like, fantastic food from the fridge. And it was 
really scary. And most of them were very wealthy families. And, and I think like, 40% of the of 
the food like all the ingredients, vegetables, fruits, meat, everything ended up in the, in the 
trash. And it was very scary. I realized, I think, first in Los Angeles in Beverly Hills couple of 
years ago. And it was a staying with the, with the, with the trash, I was like, selecting the 
paper, the plastic and everything. And they dump everything into a large trash bag. And, and I 
find it very odd. Yeah, because you suppose I mean, even like 10 years ago, we we were 
aware that we should separate all these things and recycle. And then when I was working in 
the fashion industry in the beginning, I didn't really care about like, for, or you know, that 
people would spend $50,000 on a crocodile bag and not questioning, like, where does it come 
from? How did they kill the animal. So basically, they just kill it for their skin. And I was good. 
As it's a statement. And, and I find it very like snobbish that you would spend like $50,000 on 
a bag just to say that yes, it's an urban means or whatever, because I don't get me wrong. I've 
liked luxury and I love duro I love each song around and all the good designers. But at the 
same time, I think we have to find balance. And in my translation, it would mean I would spend 
like $2,000 on a bag if I could afford it. And then I would give the 48,000 for, you know, 
children who need food or, or any kind of organization. So are these kind of things. 

So you're saying that about 10 years ago, Humanistic Luxury was not relevant for you 
like, what do you think have changed throughout the last ten years that made you be 
aware? 

I think it's the location because I'm from the countryside. So for us, it wasn't really a question 
because I remember my father saying, when I was like five, or like eight years old, it just 
because we are fortunate enough to have food on a table and a roof over our head, it doesn't 
mean we can waste the natural sources. So you should appreciate that we have to put in the, 
you know, fireplace and, and all these things. And so I was always I think I grew up in a very 
conscious family in the sense. But when I started traveling, and especially when I came to the 
US it was seven years ago, I realized that the wasting it's the waste, it's just enormous. And 
it's it's heartbreaking. And I can't even imagine what would be the consequences like every 
single city would be like, like New York. So that really freaked me out.  

Yeah, so what do you think like, what resonates with you the most about humanistic 
luxury? 

I would say the chemicals in the beauty products. So whatever we put on our face, we have to 
be really conscious about it. And we should educate ourselves. Because most of these 
companies, they only care about the profit. So if, you know, they can put lead in the, in the, in 
the cream and sell it for like $50. And they would do it just because of the profit. Obviously, I'm 
not talking about every single companies, but most of them the the big commercial 
companies, and then I would say food as well. Guess I think being able to eat how many very 
cool or whatever, caviar even on a weekly basis. It's, it is a luxury and, and the same about 
clothing. So I I stopped going into the stores for so because I think I have enough at home. 
And if I really need something, I would buy it online. Not only because it's it's comfortable. But 
also I can like narrow older, like the listings and I would choose only something that was made 
in the United States or or in Europe or Australia, I avoid to buy anything that comes from 
China. 

You're very conscious! 

I wouldn't say I'm really conscious because still it's I I'm not sure if it's a good thing to what all 
the products from China because I know that there are so many companies that you know, 
they have child labor, and they don't be not even the minimum wages for their employees. It's 
just heartbreaking. I don’t want to support any of that system. And if it means that I I have to 
stick to the European and American or Australian products that I'm happy to do it. Yeah. So I 
don't know if it was the question for you.
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So what kind of luxuries Did you buy before you came to know, humanistic luxury? 

Um, I don't know if it falls into the luxury category. But I would never buy like really cheap 
creams are shampoos, conditioners that would contain harmful chemicals. I don't know if it if 
it is a luxury or not. And I tried to do find something that is as natural as possible then then 
luxury I'd say every like Kashmir, I wouldn't buy why polyester stuff. I really like natural 
fabrics. I think it functions better. And it feels better on the skin. 

And then like seven at the I think I would date it when we moved to the United States when I 
realized that I have to be even more conscious. And as I said, I I mostly shop online now. And 
I think eBay is a very good platform because you can find designer clothing and bags for a 
very reasonable price. So can I say the names of the brand of course. So I really liked a row 
it's a very good quality and some of them are actually meeting Hungary I think in Budapest. 
And I really like each shoe and product and I have a few items from Jimmy Choo but only 
because we had a friend who was working at the showroom but it was like back in the 
beginning of 2000 so yeah and I think now more conscious about to be a beauty products as 
well yeah, so it's good that it's natural but I also want it to be really nice if I put it on the shelf 
and like every single object I have now reveal it is just needs to be beautiful because I want 
the pleasure just by looking at it and for us it means that we're going to buy less stuff less but 
better yeah that's been nicer. 

So how would you describe the person that you were before becoming interested in 
humanistic luxury? 

I think I was conscious but not very well educated on this idea. 

What do you value about yourself the most to now today? 

I think that what I find most important value is that I tried to do that every single human I meet 
along the way so regardless of their you know income or their skin color religion gender or 
who they love it just doesn't matter I see them as a human who wants to be loved and that's it 
I think that's one of the most important thing and and the fact that I would do anything for the 
people I love 

Is there anything that you would like to change about humanistic luxury? 

Yes child labor for sure, so I wouldn't allow. Any basically none of the industry's like even if I 
look at the books from from the 1900s were by child labor was you know was a normal. it was 
a different era obviously but I think it's very I think it's very set that these children needs to 
work so that you know the family can get along and can put food on a table that the barrel the 
restaurants yeah and what else oh why potion definitely I would ban plastic if I could I would 
definitely come up with an idea where we could use something else or use only plastic that is 
compostable and what's great so um.  

Let's go back a little bit about humanistic luxury and the type of people you think that 
you're that they're interested in so like what kind of people interested in humanistic 
not sure like what are their meanwhile use or attributes? 

It's very funny because I I think the most the people who are like care about humanistic 
luxury and like ethical fashion is where are the ones that has so many followers? They like 
let's say celebrities like Emma Stone, or or what's the other ones name? Just like amber 
Valletta. I think they are the one who trying to make this whole thing that's ethical fashion and 
humanistic luxury, 
more digestible, because everybody thinks that it means you're going to have one cotton t 
shirt for the rest of your life. And, you know, you're gonna have to wear vegan shoes. And I 
think you cannot, you can transform like that all the populations, you know, to vegan diet, 
because first of all, it's impossible today because people you know, like the Eskimos, they not 
able to do that follow a vegan diet. So I think we just, we just have to find a balance and a 
back to the question. So, I think most of them are well educated, I would say between like, 30 
to 40-45 years old, because it's, it's kind of a new thing. Like, I know, when I talked to other 
nice, like 50 or 60 year olds, they don't really know about these facts. And also the people I 
see on the street. I think the conscious ones are between like, 20 and 40. Yeah.  
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What class Do you think they are? Like? What social class I think this is, like a 
class thing? Or is it for like, everyone? 

Like, I mean, yeah, yes, obviously, because, you know, if you work for a company, like 14 
hours a day, and you make like $9 an hour, you won't be able to afford cashmere 
sweater for $800, I can even afford it. So how do you say like segregate these people? 
Because it's not going to be affordable for for most of the population? I would say so 
prices can buy it today. 

Like do you think it's I think the upper middle class upper class?  

Yeah, so I at least 150,000 yearly income.. Yeah, of course. It depends where they leave 
and what taking get because obviously, if you go to Scotland, you can get a really nice 
hand knitted. I don't know sweater with local wall for $50. Yeah, but then you have to 
exactly or you have to be there. But like in New York, I just checked the website like two 
days ago. And it's beautiful. It's conscious is to be ethical, and they pay their employees 
very good wage, and they're working hours, like eight or nine hours a day. But women 
sweater is like, $900. Yeah, so it's awesome. I'm really happy. And I'm sure it's a great 
quality and it's going to last forever. But you know, it's it's a lot of money. So.  

So like, what professionals do have access you think? 

I would say like, all the CEOs are like the CEOs, wives, they, you know, they don't need 
to think about it if I can, you know, get a sweater for 900, because I do question like, I 
asked myself, like, who can afford it like, and you need like, three or four every I don't 
like five years. It's It's It's just a sweater. 

And yeah, because they're very educated. I'd say it also means that they probably have 
a good job, especially in the United States. Because if you already have a master's 
degree or PhD, or you have more than one diplomas, then you most likely to get a job 
that pays very well. I don't know for sure. But yeah, that's, that's what I think. 

How have you grown as a person since you have been involved in humanistic 
luxury production or consumption?  

I think and, like, try to agree, more rigorous, I try to educate my husband as well. And it's 
happening like five or 10 years ago, he would go to the supermarket and come back with 
like, 10 plastic bags, you know, even if you would just get chewing gum and to oranges. 
And now he's more conscious every time he goes to the supermarket, like 99% of the 
time, he has his own cotton bag. And, and also he's very careful about the trash like he 
just don't throw it into the garbage. She's like, okay, where do I put this and where the I 
put this one, get that coaster ride that goes to the left. 

So I I know that I'm very rigorous. So I'm like, No, no, no, you can put it there. No, no, no, 
it's it's composed. I have to take it down the stairs. And so I think I'm willing to get into 
fight when it comes to this. And and they try to say if I if I learned something about 
humanistic luxury. 

I I read about a new brand. Or I try a great product that I think I'm going to use in the 
future. And I think it’s a factory and ethical whatever. I've tried to give this knowledge to 
people around me. doesn't make any sense. I like I tried to spread the world. 
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How do you choose like between brands? Like what convinces you? 

It has to be natural,  in the ingredients and in communication. 

Regardless if it’s clothing I talked about like pure hundred percent silk or Kashmir, or we talk 
about real Cardamom or suffering from India. 

I think it's important for me, because I know that if these are the ingredients in that product, 
then I assume that it's made with let's say, love with care. And what else did you ask what 
convinces you to choose one luxury like one humanistic luxury over another claim their prize 
definitely like if it's more expensive, one is less expensive. But if I know for sure that something 
that is more expensive, it's a lot better than I will go for that one because I would rather buy 
just one in my life instead of buying a mediocre or more reasonable price and it's just like the 
Vitamix I have I've been dreaming about it for I don't know how many years it's founder of the 
blender and and I'm not sure how ethical that product is or like you know, I don't know about 
these but but it's the best it's by far the best Blender in the world and I had previous renders 
you can't even compare them and I know that in the long term it's it's much better to invest like 
two or three times more because it's gonna last forever and it's gonna make you happy so 
yeah. Um. 

Is there anything that you think I should know to understand humanistic luxury better? 

I mean you know a few you know, for a week humanistic luxury better than anyone I know. I mean, 
you're the one who's studying it! 

I don’t know, you keep telling me things I never thought of! But then is there anything that you 
would like to ask me?  

How would you describe humanistic luxury into sentences? 

It's a new luxury category that is preoccupied by giving back to humanity through consumption. 

So that's a very very good one it's a very very good one because I didn't talk about that before so 
Instagram helps you to find like smaller brands who can't afford you know and entertainment in Vogue 
magazine or Harper's Bazaar and you can find these little companies from Africa you know ladies in 
Ghana making pen moving bags or socks whatever and and a really resonate with that as well because 
you not only getting something that is really special and let's let's call it like a limited edition but at the 
same time you support someone who's by doing the best she or he can you get this connection exactly 
and through them you support the entire family or you can support communities and there are more and 
more brands who are more conscious about this like the life stroll the it's like a thermos or like a water 
bottle that I got for result on what I hope it's true. They say that after selling one, like every single life 
journal water bottle day, like, insert what's what's the right word for it, like a huge station where people 
in African can get water in different countries?  

Like, a well.  

Yeah. So I think that's, that's amazing. And it's the same with like Warby Parker, I think it's, it's 
becoming kind of fancy will see, be back and support small communities and people who work with 
their hands and like unique products and Warby Parker does the same. So like you can give them to all 
the glasses you're not using anymore, and then they going to distribute it. And also, if you buy one, you 
gave two more first in the middle and neither side something I don't remember the so absolutely.  

Last question. But that so you mentioned that it's like, fancy to buy these brands? 

And I said, it's not just fancy to buy these brands, but for brands it's really fancy, like, sexy to, to give 
back. So to communicate it to your customer is that, you know, yeah, you might be $100 for this item. 
But we're going to support this community in Ghana or we have people in Guatemala Who are you 
know picking these fruits one by one and instead of I 80 cents that we gave them $2 and yeah so and 
for people who more conscious about their choices can resonate with this because obviously want to 
support people in rural our play.
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That’s very true? I wonder how they will go on, how they will grow with consumer 
demand… What do you think? Is Humanistic Luxury the answer for social change 
in the future for you? 

I think I would want to educate myself because I just started like, I think a few years ago, 
think about the products on my coming from, but like regarding the, the beauty products, 
so it's a tricky one. Because all the creams and shampoos and conditioners and by it's 
not like a luxury product, but like more expensive than, like just a general thing, they can 
get the pharmacy and those are or eco friendly tested on animals and things like that. 
But when it comes to makeup, it's kind of a different story. Because I couldn't yet find a 
very good quality alternative for like makeup, it doesn't really make sense. So there are a 
few eco friendly vegan makeup that just doesn't work. There are other brands didn't do 
tests on what they did before. And that kind of kind of the best. So it’s I don't know, I have 
to try more and more products. And I believe there's going to be more vegan beauty 
brands. 

So you think that creating social change how you're already doing it now is you 
will do the same thing, but you will just be learning more and more and find your 
friends were more and more in line with your thinking? 

Yes. Because I think yes, one of the conscious about my choices, but at the same time, 
quality does matter for me. So just because something is is environment friendly or not 
tested on animals, it doesn't necessarily going to be it's going on and then if I have to buy 
more of those things, because last for a couple of months, or like, then I will go rather not 
that conscious concept, but longer term. Yes. So like when you're seeking good, 
especially like luxury products, like, I don't know, like furniture or luxury clothing or bags, 
those kind of things like what are your top priorities that you look for them. In terms of 
humanistic I think I really like handmade, 

especially when it comes to furniture. I really like that. That's why I really like and made 
like mid century furniture because the modern ones to contemporary ones are not 
affordable. Now, like let's say so face like $20,000. In the meantime, you can get 
something to store from 1962 Danish. So for 1000, and you have the same quality if not 
better, and it's it's beautiful. It's gonna last forever. And it's really nice. And you know that 
song to it. 

There's lots of thoughts behind that product. And then when it comes to, let's say, fashion 
for the 
luxury brands, secondhand stores side to get the quality I got the luxury feeling as well. 
But certainly eco conscious because using something and recycling something instead of 
why does it matter to you if the those luxury brands have social initiatives or you're more 
on the environmental side and you don't that's not so of course I want to like support 
brands that has employees they treat them well instead of support corporate a 1 million 
employees minimum wage and 18 hours. 

Yeah, and also brands that do you see the ones who give back to the community I really 
liked the humanistic ideas is it burned were created the nursery. Oh thanks. Yeah, I really 
like these kind of things care about their employees and that you have to create an 
environment where people work for you and they seem like long terms instead of finding 
somebody who doesn't have kids you know and you don't need to deal with people 
leaving for maternity but they want to keep their employees and and find a solution for 
this many. It is like social initiatives that these big brands have and then I think it's all 
good that I think it’s it's becoming really fancy to to help and like keep that communicated 
to all your platforms. 

So I came across this advertising foundation that supports Yemeni people where you 
could get like a ticket for a suffer 70 bucks. And then all proceeds goes to these families 
with, like, $7, you can provide families for like, it's like a ridiculous number. I don't 
remember the exact number. But it was ridiculous, the cheap and I think people really 
want to help, especially these people in these areas where there's war and like, flood or 
genocide, that at the same time, we do like to receive something in return, as I think as I 
see people more likely to give money to basically any kind of organizations, if it's 
advertised by a celebrity, or you can get something in return. For example, always, you 
know, the page always. So they, they run an ad, they work with celebrities. And the 
concept is that you can donate a certain amount of money that buys tickets. 

- “educating” herself is
priority

- finds luxury at non-
luxurious places

- abandons category if
does not serve her needs

- seeks functionality over
causes

- seeks high quali ty
unique pieces but price
sensitive

- finds added value in
s u s t a i n a b i l i t y a n d
recycling
- r e c o g n i z e s
consumption as medium
for change

- recognizes brands as
m e d i u m f o r s o c i a l
change

- sees phi lanthropic
a c t i o n s a s s o c i a l
currency

- prefers reciprocal giving
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Yeah, so let's say for $10, you can get 250 entries and then you can 
donate 10,000, 500,000 entries. And then the prices that you can spend 
a day with Jennifer Lawrence day gonna fly you over to Los Angeles, 
you can stay in a five star hotel tonight. And you get to spend Jennifer 
Lawrence eating pizza. And you know, its peak, of course, people really 
curious about them, all these celebrities. So they, they, it gives them 
hope, like, Okay, if I give $250 be able to spend enough How much do 
you think like people spend on this usually between 50 and 200 as I 
saw it, because I I do use on a sometimes like almost everyone, I know 
that the chances are like very, very low because it don't donate like 
$2,000, I always done it like 10, 1525 depends. And when you press 
donate, you can see what packages were like sold out. And then there 
were a couple of times by few hundred entries at the same time, you 
could get a T shirt and you could get something else. And that was sold 
out for me in my transition means that you can get something for sure, 
then they then people do that. And it's the same with Kickstarter, when 
they you can support the brand. Or you can support them and at the 
same time, get one of those products or you can get the product and 
something else as well. 

Why do you think we need something in return? 

I mean, I don't I don't have an answer. I'm just because we don't have 
connection with these people. But if I would, if I would be able to talk to 
these Yemeni kids, I could cook for them to school and see them every 
day. I would just see them happy. Yeah, exactly. I would see them 
happy. And we can talk about money, any kind of donations, clothing 
and if I see that I can help them makes them happy. I wouldn't even 
think about it. Like I would give everything but since we don't we have 
this distance we don't have this connection in with immediate 
connection makes it hard to identify and to identify you know when 
because when you see something new experiences, like you need 
something a connection. 

And then I don't know if it's a good thing or a bad thing. But for example, 
I I do go through my every year to three times and check if there is a 
clothing that I have very for like months, like separate them and say 
okay, if I have where this have an award is for I don't know how many 
months I don't need it. So I should give it to somebody will be happy to 
use databases. And I could just give it to somebody in Brooklyn 
organization. But instead of taking it home most of the time 90% of the 
time and then I even transfer it on the train to the countryside to my 
mom because she knows everyone in her community so she knows 
okay these shoes that he's like a size 30 this winter boots. Oh, there's a 
new one. 

So you know, it's through my mind. I feel like I'm going to these people 
and also I got a feedback because they they soak obviously we don't do 
it for these kind words. But it does make us feel better. 

- mixes old and new notions of luxury

- requires proof of connection

- bridges distance with gifts

- substitutes personal relationships with
goods

- selects charitable items regularly
- making decisions about recipient
- donates to groups linked to her identity

- seeks recognition for donation
- feels recognition is not sole purpose but
part
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Abstract 

The 21st century, digital (retail) transparency, and increasing worldwide inequality brought a 

new consumer category: Humanistic Luxury. This consumer category of products and services 

caters to educated, middle-class consumers, promising them a chance to acquire status goods, 

while, at the same time, to participate in humanitarian efforts; an oxymoron that is worthy to 

investigate. To expose key functions and consequences of the category, a grounded theory 

methodology research was conducted. Fourteen global consumers from eleven countries were 

deep interviewed to define the status group, its values, and its functions. The findings unveiled 

three district subgroups within consumers who are seeking moral superiority, that is, consumers 

of the Americas (“I must consume to change”), consumers of Europe (“I must change to keep 

consuming”), and the third group of consumers from emerging economies (“I consume as normal 

but now I support my community”). These findings shed light on the consequences of 

Humanistic Luxury, and some of the unlikely sources of local and global inequality reproduction 

in the sphere of consumption. This category is no longer providing a sense of distinction on the 

base of financial, but on cultural and moral capital. While Humanistic Luxury may help to 

eliminate artisan vulnerability, it also cements social hierarchies confirming who is “worthy”, 

and who is not, ultimately hindering social mobility on both local and global levels. 



Abstrakt 

Im 21. Jahrhundert, die digitale EinzelhandelsTransparenz und die zunehmende weltweite 

Ungleichheit brachten eine neue Konsumkategorie: Humanistic Luxury. Diese 

Verbraucherkategorie von Produkten und Dienstleistungen richtet sich an gebildete Verbraucher 

der Mittelschicht und verspricht die Möglichkeit Status Güter zu erwerben und gleichzeitig an 

humanitären Bemühungen teilzunehmen. Ein Oxymoron, das wert ist, untersucht zu werden. Um 

Schlüsselfunktionen und Konsequenzen der Kategorie aufzuzeigen, wurde eine 

Methodenforschung der Grounded Theory durchgeführt. Vierzehn globale Verbraucher aus elf 

Ländern wurden eingehend Statusgruppe, ihre Werte und ihre Funktionen befragt zu definieren. 

Die Ergebnisse enthüllten drei distinkte  Untergruppen innerhalb der Verbraucher, der moralische 

Überlegenheit anstrebt, und die Verbraucher aus Schwellenländern („Ich konsumiere ganz 

normal, aber jetzt unterstütze ich meine Gemeinschaft“). Diese Ergebnisse beleuchten die Folgen 

des humanistischen Luxus und einige der unwahrscheinlichen Quellen lokaler und globaler 

Ungleichheit Reproduktion im Bereich des Konsums. Diese Kategorie bietet keine 

Unterscheidung mehr auf der Grundlage des finanziellen, sondern des kulturellen und 

moralischen Kapitals. Humanistischer Luxus kann zwar dazu beitragen, die Verletzlichkeit des 

Handwerks zu beseitigen Die Hierarchien sind zementiert aber auch soziale, die bestätigen, wer 

„würdig“ ist und wer nicht, und was letztendlich die soziale Mobilität auf lokaler und globaler 

Ebene behindert.
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