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The Emerald Handbook of Luxury Management for Hospitality
and Tourism, from editors Anupama S. Kotur and Saurabh
Kumar Dixit, investigates the challenges of creating luxury
experiences in a post-pandemic world, as managers and guests
alike increasingly embrace sustainability. From Oman to Delhi,
Norway to the Caribbean, this compendium offers historical
perspectives and of-the-moment insights on curating meaningful
sensory experiences. Social sustainability and the role of
technology are also discussed in detail. For those who create and
manage luxury experiences, whether in Michelin-starred
restaurants or resorts; or who engage in scholarly research in the
field of luxury consumption, this comprehensive book is a must-
read.

–Professor Annamma Joy, PhD, The University of British
Columbia, Canada

Luxury Tourism and Hospitality are still a neglected issue, a
privilege of few that is perceived with some prejudice. This
Handbook is one more contribution to shape this trend and
bring to the discussion a cutting-edge topic that will pave
tourism development in forthcoming years. The Handbook looks
at the concept and historical perspectives of luxury and introduces
the reader to the challenges of managing and marketing luxury
within a contemporary perspective of luxury where technology is
the leading figure. This edited book shifts the negative perspective
of luxury by relating it with sustainability and mirroring luxury
trends after the lurking oddness the pandemic brought to the
world. With contributions from international experts in the field,
The Emerald Handbook of Luxury Management for Hospitality
and Tourism provides a research-led perspective of luxury tourism
and hospitality from different angles in major tourist newcomers; a
must-have volume.
–Professor Antonia Correia, PhD, University of Algarve, Portugal

Waiting for resorts to open in space, luxury travelers are craving
for unique sensory experiences. From wineries in Australia to
fjords in Norway, this Handbook provides tourism and
hospitality executives with ‘Les Clefs d’Or’ (the Golden Keys) to
successfully target, attract and retain their luxury personas. A
mandatory read!
–Professor Diana Derval, PhD, EMBA, Chair of Derval Research
and Author of Designing Luxury Brands: The Science of Pleasing

Customers’ Senses
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In memory of late Dr Andy Hayes, whose contribution to the Handbook and to the
domain of hospitality luxury is invaluable

Saurabh dedicates this book to Suchetan (his brother-in-law), who
succumbed to COVID-19 on 7 May 2021

Anupama dedicates this book to her parents Sarojini and Somaling Kotur, and
husband Ashwin Kaddi
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Introduction
Anupama S. Kotur1 and Saurabh Kumar Dixit2

Offline is the new luxury.
–Name of a popular documentary film

The title of a documentary, Offline Is The New Luxury, aired in 2016, inter-
estingly, conveys volumes about the constant redefinition of what luxury means to
individuals. People have surrounded themselves with the idea of luxury for
hundreds of years, although the understanding of what it means has continued to
evolve with the passage of time. The idea of luxury as well as luxury travel,
throughout history, has been shaped and reshaped in response to changes in
societal values, economic advancements and cultural shifts. The luxury tourism
phenomenon has, over the years, undergone a continuous metamorphosis where
one witness a mindset change in the perception of luxury ‘from a transactional
relationship to a holistic experience’ (Atwal & Williams, 2007). The fluid, elastic
and, in essence, subjective (Kapferer, 2014) concept of luxury has changed
dramatically across time and culture (Yeoman &McMahon-Beattie, 2018). In the
phenomena of ‘luxurification’ (Atwal & Williams, 2017) in societies, newer ideas
of luxury continue to be embraced, making it even more interesting to explore
‘where ordinary ends and luxury begins’ (Tynan, McKechnie, & Chhuon, 2010;
Yang & Mattila, 2016).

The Intriguing Mosaic of Luxury Definitions
Luxury has long been a subject of interest among academia, and, therefore, one
finds a wealth of literature as a result of this constant examination. While some
notable and comprehensive works (Conrady, Ruetz, & Aeberhard, 2020; Kanani,
2017; Swarbrooke, 2018; Thach & Yeung, 2019) have paved the way for dis-
cussions on luxury tourism, hospitality and culinary experiences, literature is still
scarce (Correia, Kozak, & Del Chiappa, 2019) and evolving. With every suc-
cessive study, newer dimensions of luxury tourism have emerged over time,
lending a deeper insight into the meaning of luxury and its value among
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consumers. Defining what luxury means in general has been a rather complex
endeavour and more so within the tourism context. It has been widely
acknowledged among scholars that there are multiple dimensions and interpre-
tations to its definition. Firstly, much of the understanding about luxury is drawn
from literature from wide-ranging disciplines such as history, economics, sociol-
ogy, psychology, marketing, among others (Tynan, McKechnie, & Chhuon,
2010), where newer dimensions and themes of luxury have and continue to emerge
(Correia et al., 2019). Secondly, the standpoint used to define luxury can be either
product-centric, referred to as ‘old luxury’, where the inherent nature of the
product makes it a luxury offering, or consumer-centric, referred to as ‘new
luxury’, where luxury is more experiential and individualistic in nature (Florin,
Callen, Mullen, & Kropp, 2007; Tynan, McKechnie, & Chhuon, 2010). Thirdly,
the interpretation of luxury within the cultural and etymological precinct varies
from one country to another. Kapferer (2014, p. 717) points out that the

…world can be divided into two groups of countries: those for
which the word luxury is part of their usual language and those
where the word itself is not known.

This has been observed to influence the meaning, perception and value that
individuals attach to luxury in different contexts and cultural settings (Kapferer,
2014). Lastly, luxury as a specific business strategy or business model (Kapferer,
2014) in different sectors continues to evolve, making it even more dynamic.
Integrating these transient meanings of luxury into mainstream academic research
and discussions, perhaps, is complex and time consuming. One can conclude that
the phenomena of luxury is a grand mosaic that has endured through time and
space, where every onlooker discovers a different interpretation, making it chal-
lenging to define what luxury means.

The Evolving Landscape of Luxury Tourism: Meaning
and Interpretations
In its traditional most understanding, luxury, referred to as the ‘old world luxury’,
was seen as a prerogative of the royalty and elite. Travel for pleasure was largely
considered a preserve of the affluent, where travellers surrounded themselves with
material comforts and extravagant indulgences while globe-trotting. The conven-
tional definition of luxury, leaning towards conspicuous consumption (Veblen, 1899,
1992), was viewed as something with a symbolic value. In this seminal work on
luxury consumption, based mostly on observation and experience, Veblen high-
lighted that wealthy individuals often consumed highly conspicuous goods and ser-
vices in order to achieve greater status and prestige in their social circles (Bagwell &
Bernheim, 1996). Leibenstein’s work (1950) further contributed to ‘Veblen effect’
theory by adding two more dimensions, namely the snob effect and bandwagon
effect in luxury consumption, where he demonstrated the relationship between luxury
consumption and its value perception among the luxury class. Vigneron and
Johnson (1999, 2004) proposed a framework delineating the value perception of
luxury where they captured both personal (hedonism and quality) and non-personal
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(conspicuousness, uniqueness and social value) dimensions of luxury (Yang &
Mattila, 2016). Kapferer (1998) associated attributes such as expensive and
exclusivity of the product or experience, while Dubois, Laurent, and Czellar (2001)
argued that besides conspicuousness, luxury could be perceived as anything that is
scarce, aesthetics and superfluous. Tynan, McKechnie, and Chhuon (2010) asso-
ciated attributes such as high quality, expensive and non-essential products and
services with luxury. Correia et al. (2019), examining the antecedents and conse-
quents of luxury tourism, proposed a framework depicting six factors (social value,
conspicuousness, uniqueness, status, self-esteem and public display) that drive
tourists to make a luxury-driven tourism trip (see Fig. 1). They argued that ‘luxury
has more a socially driven meaning than a self-constructed meaning’ (p. 1). Dubois
(2020, p. 76) highlights that through luxury consumption, ‘consumers navigate
social hierarchies and accompanies their rise and fall in the social hierarchy’. One
may observe that this genre of luxury, categorised as ‘absolute luxury’ (D’Arpizio,
2007 in Brun & Castelli, 2013), influenced a growth of tourism trend where
notions such as prestige, elite, status and special attention have come to be linked
unavoidably and extensively with luxury tourism (Correia & Kozak, 2012; Cor-
reia, Kozak, & Reis, 2016; Correia & Moital, 2009; Jaworski & Thurlow, 2010;
Riley, 1995; Thurlow & Jaworski, 2012).

While status and associated symbolism continue to drive luxury travel glob-
ally, yet another genre of luxury focussed on experiential value and personal
fulfilment, sometimes also referred to as the ‘feminisation of luxury’ (Danziger,
2005; Israel, 2002; Gambler, 1997 in Yeoman, 2011), is reshaping the luxury
consumer behaviour. The ‘old world luxury consumption’ leaning towards ‘ultra-
hedonism’ (Yeoman, 2011), owing to constant shifts of socio-economic para-
digms, has paved the way for ‘new and individualistic’ and a ‘post-modernistic’
(Atwal & Williams, 2017) form of luxury to emerge. Tourists, in an attempt to
seek luxury beyond materialism, are investing in intangibles and ‘experiences of
time, space, authenticity, community individuality and well-being’, allowing them
to ‘boost their social and cultural capital’ (Yeoman & McMahon-Beattie, 2018,
p. 205). Tourist experience has drawn much attention from academia (Pine &
Gilmore, 1999; Ritchie & Crouch, 2003; Ritchie, Tung, & Ritchie, 2011;
Swarbrooke, 2018) and its significance in creating a holistic tourism value
universe. Creating a luxury tourism experience entails recognising the essence

Social Value

Luxury

Status

Conspicuousness Self - Esteem

Uniqueness Public Display

Fig. 1. Antecedents and Consequents of Luxury Tourism. Source:
Correia et al. (2019).
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of a tourist offering and ‘amplifying it into a set of tangible, physical and
interactive experiences’ (Atwal & Khan, 2008, p. 341) that reinforce and
augment the sense of luxury.

While experience remains the mainstay of ‘new world’ luxury tourism, some of
the contemporary discussions highlight a growing trend among luxury tourists
who seek to associate with luxury brands focussing on sustainable and ethical
practices. The idea of sustainability is being built into luxury semiotics (Yeoman &
McMahon-Beattie, 2018) and the brand narrative by a number of tourism and
hospitality brands owing to a shift in tourist preference, motivated by rarity and
authenticity of experience rather than conspicuous consumption (Moscardo &
Benckendorff, 2010). Authors have argued that the sense of luxury for this
segment of tourists emanates from curated tourist experiences, uniqueness of
access to preserved sites, ethical care of the places people visit and equitable
tourism development at destinations (Scheyvens, 2011; Poelina & Nordensvard,
2018). Griskevicius, Tybur, and Van den Bergh (2010) identified these phenomena
as ‘green conspicuousness’ that is, perhaps, driving the trend of sustainable luxury
today. This form of luxury tourism is identified by many terms such as green
luxury, balanced luxury, deeper luxury, intelligent luxury (Ahn & Pearce, 2013;
Moscardo & Benckendorff, 2010) and responsible luxury (Brenner & Aguilar,
2002). Many authors have also argued that the interrelationship between luxury
tourism and sustainability is a rather complex one, as luxury based on conspic-
uous consumption is ‘inherently rooted in social inequality’ (Moscardo &
Benckendorff, 2010) and, therefore, not sustainable. However, this interplay
continues to be explored in order for the luxury tourism brands to remain leader
versus mass, and ‘luxury will have to be sustainable in social, economic and
ecological terms’ (Kapferer, 2010) for these brands to carve out a niche for
themselves.

While a more conscious way of experiencing luxury tourism gains momentum
worldwide, the idea of ‘minimalistic luxury’ (Hampton, 1998; Kapferer, 2010;
Liu, Yildirim, & Zhang, 2018), on the same veins, is drawing attention from the
scholars of luxury. Some of the notable hotel brands have been quick to embrace
this trend and create hotel spaces with ‘fresh and minimal’ designs ‘while main-
taining an elevated level of luxury’ (Luxury Travel Magazine, 2018). The ‘mini-
malist aesthetic’, or what is also known as ‘purposeful limitation’ (Fagan, 2017)
approach to luxury, is popularised even in culinary circles using minimalist décor
and menu to convey a sense of exclusivity and luxury. The idea of minimalistic
luxury tourism is also being seen as a shift from ‘eco-conspicuous’ consumption
to a more ‘eco-conscious’ consumption (Ramchandani & Coste-Maniere,
2018, p. 1).

Globally, yet another new segment of luxury tourism consumers is accelerating
the luxury phenomena – the growing affluent middle classes in emerging econo-
mies. This segment, ‘no longer at a financial distance from luxury’ (Atwal &
Khan, 2008), is aspiring to travel to exotic locales, experience premium hospitality
and invest in exclusive experiences. One may observe that the chasm between
unattainable luxury and ‘accessible luxury’ is gradually blurring, making luxury
travel more ‘democratised’ (Lipovetsky & Roux, 2003 in Vigneron & Johnson,
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2004; Brun & Castelli, 2013; Correia et al., 2019; Yeoman & McMahon-Beattie,
2018). This trend indicates a shift in the notion of traditional luxury where
‘affordable luxuries and premiumised offerings’ make luxury tourism more
reachable. The concept of ‘masstige’ brands is also gaining recognition among
academia (Kapferer, 2014; Paul, 2018; Truong, McColl, & Kitchen, 2009).
Masstige brands are ‘just a step below traditional luxury brands and a step above
mid-priced brands’ (Paul, 2018, p. 723). A number of traditional luxury hotel
brands have experimented with their masstige brand extensions to cater to this
growing tourist segment.

The idea of luxury is constantly journeying through time and evolving to
acquire newer interpretations. Fig. 2 illustrates the various constructs that inter-
pret the meaning of luxury based on examination of the literature. The luxury
marketing space is witnessing a number of discussions and debates on how ‘the
next wave of luxury spenders’, namely, the millennials and generation Z, will
reshape the luxury market (de Kerviler & Rodriguez, 2019; Kapferer & Michaut-
Denizeau, 2020). A number of researches have indicated that millennial luxury
consumers avoid engaging with brands that lack ethics and integrity, while a
Deloitte study (2017) argued that ‘the sustainability consciousness of millennials
was paradoxically quite low in luxury buying’ (in Kapferer & Michaut-Denizeau,
2020). Within the luxury tourism space, one finds limited literature addressing the
value that millennial tourists associate with luxury.

While luxury tourism and hospitality brands navigate their way through the
‘attention economy, the aesthetic economy and the experience economy’ (Kohrs,
2020), technology and innovation have undeniably changed the luxury landscape.
Holmqvist, Wirtz, and Fritze (2020) observe that luxury industry has been slow
and rather cautious to adopt technology-led change; however, many brands have

Fig. 2. Word Cloud of Meanings and Interpretation of Luxury.
Source: Authors.
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also demonstrated that digitisation can be embraced by luxury brands success-
fully. Luxury hotel brands that rely heavily on heritage value have attempted to
create a fine blend of technologically transformed spaces and bespoke experiences
through personalisation while continuing to maintain human interactions at the
core of their offering. Marketing communication has also transformed the brands’
storytelling in order to engage better with the next generation of luxury travellers
(Langer, 2020; Thirumaran, Jang, Pourabedin, & Wood, 2021) through social
media networks. In a hyper-digitised, hyper-connected and hyper-viralised age
that we live in, luxury brands are often faced with predicaments to find the right
balance between exclusivity and ubiquity (Hennigs, Wiedmann, & Klarmann,
2012). For tourists whose idea of luxury leans towards status, prestige and public
display, social media networks have created a window to showcase their luxury
travel experiences. While technology and digitisation permeate through most
travel activities today, there is a small but growing section of luxury tourists
who seek to digitally isolate themselves. Digital or more specifically, social
media privacy is increasingly being deemed as a luxury (Papacharissi, 2010;
Papacharissi & Gibson, 2011) where tourists prefer to deliberately stay offline
and refrain from posting about their luxury vacations in order to accentuate the
feeling of exclusivity.

The global COVID-19 crisis brought tourism activities worldwide to a sudden
and abrupt halt, affecting the tourism industry’s demand and supply dynamics
(Sigala, 2020). The COVID-19 crisis is being seen as a change trigger, bringing
about a transition in tourism (Brouder, 2020; Cheer, 2020; Hall, Scott, &
Gössling, 2020). Post-pandemic luxury tourism consumption is observed to be
witnessing a realignment of consumer sentiments and behaviour with regard to
how they view conspicuous spending. Luxury consumption patterns have altered,
if only temporality, forcing luxury tourism brands to pivot and redesign tourist
experiences in order to re-start tourism. This may further see newer meanings of
luxury to emerge, redefining what luxury means to individuals.

Marketing Luxury Hospitality and Tourism
As complex as it is to define luxury, marketing luxury can be even more so. The
marketing of luxury services has become increasingly composite because of its
linkages with conveying an image of quality, performance and authenticity, and
endeavouring to offer an experience by connecting it to the lifestyle constructs of
consumers. Extant literature in luxury tourism and luxury, in general, is nuanced
with a number of interpretations of luxury, perhaps, making it difficult to arrive at
a precise definition. It would, therefore, be safe to assume that the business of
luxury is unlike any other. Further, luxury consumer behaviour is constantly
changing. The recent global COVID-19 crises have forced luxury travellers to ‘re-
examine their priorities and, as a consequence, attitudes and behaviours towards
luxury’ (Yeoman, 2011). This would require unlearning the classical marketing
principles, and approach and re-examine luxury tourism marketing from different
angles (Kapferer, 2016).
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The need for luxury is largely psychological (Derval, 2018; Dubois, Jung, &
Ordabayeva, 2020; Sung, Choi, Ahn, & Song, 2015). While this is true, under-
standing luxury itself ‘simply as something that is, or an object waiting to be
analysed’ is nearly impossible (Kapferer, 2016). Therefore, luxury tourism mar-
keting will have to take into account a sociological, psychological, economic as
well as other functional dimensions associated with luxury. Kapferer and Bastien
(2012, in Kapferer, 2016) proposed a framework on functional perspective on
luxury segmentation where the authors divide the luxury market segments into
four quadrants made up of two variables forming a continuum between ‘personal
experience’ to ‘display for others’ and ‘dissociating from below’ to ‘integration
above’. The resultant market luxury segments are as follows:

• Luxury as membership (luxury travellers who choose popular luxury destina-
tions and brands in order to conform or mark their entry into the luxury
segment);

• Luxury as an affirmation of power (luxury travellers choosing ultra-luxury
destinations, uber-luxurious hotel brands in order to stand out and demon-
strate power in their social circles);

• Luxury as a personal expression (avant-garde luxury travellers who seek
unique, authentic and curated experiences);

• Luxury as an art of living (cultural connoisseurs who seek meaningful expe-
riences that fulfil their personal aspirations and well-being).

These luxury traveller segments respond to their own unique stimuli, and
luxury marketing will have to address them effectively by connecting the right
tourism experiences with the right segments. Tourists, and more so the luxury
tourists, have ‘traditionally been experience collectors, iconic figures of the
experience economy’ (Dixit, 2020; Richards, 2021). Experience marketing is ‘any
form of customer-focused marketing activity that creates a connection to cus-
tomers’ by way of evoking experiences and focussing on enhanced customer
engagements and interactions (Ketter, 2018; Schmitt, 2011). Experience market-
ing in luxury tourism and hospitality must also identify and adapt marketing
strategies to the tourist ‘experiential zones’, namely, education, escapist and
aesthetic values (Pine & Gilmore, 1999). Therefore, Atwal and Williams (2017,
p. 345) propose that luxury experience marketing must focus on customer expe-
riences and lifestyle that enhance ‘sensory, emotional, cognitive and relational’
values. Secondly, it must create effective ‘synergies between meaning, perception,
consumption and brand loyalty’. One may conclude that experience marketing in
luxury tourism must highlight the richness of the experiences using the right
marketing channels that can effectively deliver emotions and complex messages
(Ketter, 2018; Schmitt, 1999).

The idea of luxury in tourism and hospitality is constantly being reimagined
and reinterpreted. This has created an opportunity for a constant engagement
between industry practitioners and academia to explore associated theoretical and
practical issues. Through this book, it is our sincere attempt to offer a deeper and
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comprehensive insight into the ever-evolving phenomena of luxury tourism. The
Handbook presents chapters authored by academicians and researchers in the field
of luxury tourism and hospitality who discuss several examples and case studies
drawn from current practice in order to help readers to understand clearly. This
Handbook will definitely help researchers and practitioners to better appreciate
luxury management concepts and practices through its rich literature comprising
review of existing knowledge, upcoming paradigms and contemporary global case
studies from luxury hospitality and tourism.

The Handbook Organisation
The Handbook consists of 27 chapters grouped under five thematic parts. Each
part is assigned carefully a theme to offer a glimpse of both theoretical and
practical dimensions of luxury management in tourism and hospitality. Part 1,
‘Conceptualizing Luxury’, attempts to examine the concept of luxury from
various standpoints in order to create a foundation for the Handbook so as to
establish the multi-disciplinarity of luxury. Part 2, ‘Managing and Marketing
Luxury Experiences’, addresses the multidimensionality of marketing and man-
aging luxury tourism, enabling the readers to appreciate the finer nuances of
luxury experience creation and management. Part 3, ‘Technology and other
contemporary facets in Luxury’, introduces that technological dimension to
experience creation in luxury tourism and hospitality. Part 4, ‘Sustaining Luxury’,
examines luxury tourism from a sustainable and ethical viewpoint, highlighting a
shift among luxury consumers towards a more responsible luxury consumption.
Part 5, ‘Luxury in a post-pandemic world’, attempts to give a glimpse of changes
that the luxury tourism industry is witnessing since the onset of the COVID-19
pandemic.

Part 1 – Conceptualising Luxury

Part 1, comprising five chapters, builds a comprehensive theoretical base to the
understanding of luxury tourism. Chapter 1, authored by Vinay Chauhan,
Suvidha Khanna and Sandeva Khajuria, examines luxury tourism from a his-
torical standpoint in an attempt to understand the historical progression. Authors
highlight that the concept of luxury is constantly evolving and that the concept is
not limited to one society or one culture. Authors conclude that any study of the
progression of luxury tourism and its development must be viewed from a cross-
cultural perspective. Chapter 2, authored by Mona Eskola, Minni Haanpää and
José-Carlos Garcı́a-Rosell, sets out to explore consumer-centred experiential
luxury from the perspective of a human body. Using an autoethnographic
approach, the authors investigate the tourist practices inducing luxury in the
premises of a luxury hotel enriches the discussion of the co-creation between
human bodies and the experience setting. The study proposes that luxury is sensed
only through individuals’ five external senses, and a deeper insight into the co-
creation of luxury experiences could be gained through understanding the
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