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Abstract 

Most existing research on climate change, sustainability, and branding focuses only on 

consumers and fails to explain these from the perspective of business-to-business buyers. This 

paper addresses the integration of sustainability and luxury B2B markets, examining whether 

sustainable materials can be considered a source of luxury and if the perception of the climate 

change risk will affect that attribution. To address these questions, we develop a conceptual 

framework identifying the key drivers of B2B buyer acceptance of luxury brands using 

sustainable materials. These drivers are categorized as brand-related, product-related, market-

related, consumer-related, and country-related factors, alongside climate change risk as a key 

moderator. Additionally, the framework examines moderating factors, such as the price of the 

product, level of involvement, and other potential influences. Integrating academic research 

with managerial insights, this paper contributes to the growing body of literature on climate 

change, sustainability, and B2B marketing, offering a comprehensive understanding of the 

complex dynamics between sustainability and luxury branding in B2B contexts. 

Keywords. Sustainability, luxury branding, B2B markets, climate change risk, buyer 

acceptance, conceptual framework. 
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1. Introduction 

With the rising concerns over global warming and its associated effects due to rising levels of 

greenhouse gases in the atmosphere (NASA, 2023), understanding the impact of climate 

change on various sectors becomes an urgent task (Dahlmann, 2023; Leslie, 2022; Scott, 2019). 

A particular focus on the Business-to-Business (B2B) sector (i.e., commercial transactions 

between businesses) is significant because its climate change implications have been 

understudied (Alvarez et al., 2020; Wheatley, 2022) despite their urgency (Finke et al., 2016). 

Certainly, the luxury B2B market, where high-end products and services associated with 

exclusivity, premium quality, and a high level of service quality are marketed to businesses 

rather than individual consumers (Almquist et al., 2018; Holmqvist & Kowalkowski, 2023; 

Pedeliento et al., 2023), has been under-explored, revealing a noticeable gap in existing 

research. This paper investigates this crucial issue in the B2B landscape, particularly in the 

context of luxury brands, and contributes to the broader discourse on climate change mitigation 

strategies and sustainable business practices.  

Climate change, translated as a long-term shift in weather patterns and global 

temperatures, often referring to modern climate change due to human activities (UN, 2023), is 

a defining issue of our time, reverberating not only in the end-consumer (hereafter consumer) 

market but becoming increasingly influential in the business-to-business (B2B) realm as well.  

Its impacts are evident worldwide, touching many sectors such as manufacturing, services, and 

agriculture which are all integral to B2B market dynamics. The effect of climate change creates 

natural disasters, leads to population migration and shifts in demand for products and services, 

and affects the supply of materials everywhere, to name a few. This has particular relevance 

for the B2B market, as it shapes procurement decisions and supplier selection criteria (Boyson 

et al., 2022; Jones et al., 2013; Sweeney, 2022; Truong et al., 2021; Villena & Gioia, 2020). 
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In business, sustainability is about ensuring long-term business growth without 

depleting natural resources, causing environmental damage, or creating societal problems 

(Fuxman et al., 2022). Therefore, in the B2B sector, climate change implications go beyond 

the operational disruptions it may cause. The repercussions extend to changes in consumer 

behavior, business relations, and long-term industry shifts (Boyson et al., 2022; Sweeney, 

2022; Villena & Gioia, 2020; Zhu et al., 2013). For the luxury B2B sector, in particular, the 

traditional commitment to quality and longevity fits harmoniously with the concept of 

sustainability. Nonetheless,  these businesses are significantly exposed to the risks presented 

by climate change due to their high dependency on specific resources and the longevity of their 

supply chains (Caïs, 2021; Crowley et al., 2015; Holmqvist & Kowalkowski, 2023; Niemtzow 

et al., 2015; Truong et al., 2021). This brings forth the need to explore the drivers of B2B buyer 

acceptance of sustainable materials in luxury brands amidst these climate change risks— an 

aspect often neglected when discussing sustainability strategies. Some of the areas where the 

focus of many luxury B2B brands has been are finding innovative sustainable materials suitable 

for durability and countering climate change by reducing their carbon footprint in an effort to 

preserve the planet (D’Arpizio et al., 2021; de Kerviler et al., 2021).  

More than 35 years ago, the Brundtland report emphasized the importance of 

sustainability for future prosperity, defining it as development that “meets the needs of the 

present without compromising the ability of future generations to meet their own needs” 

(World Commission on Environment and Development, 1987, p. 8), underling the vulnerability 

of the luxury B2B sector to climate change due to reliance on specific resources and long supply 

chains (Bonini & Görner, 2011; Hostetter & Winkler, 2022; Lahkani et al., 2020; Winston, 

2022). This philosophy has been integrated into the core strategies of many B2B organizations, 

which have increasingly prioritized sustainability initiatives (Kumar & Christodoulopoulou, 

2014). 
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Despite the fact that many B2B luxury brands like Siemens, Rolls-Royce, and ABB 

recognize and embrace the concept of sustainability in their business and build their 

competitive advantage strategy around it,  there are plenty of social and environmental issues 

that still need to be addressed, especially under climate change risk (Lock, 2020). In fact, their 

commitment to sustainability is often challenged by trade-offs between sustainability and other 

business considerations like cost, quality, and buyer preferences (Girod, 2021). 

Understanding the drivers that influence the B2B buyer acceptance of sustainable 

materials under these circumstances can provide valuable insights into crafting effective 

marketing strategies for these luxury brands. These B2B brands often have to address questions 

around the quality and reliability of their sustainable products, as well as their cost-

effectiveness in comparison to traditional alternatives (Cherel-Bonnemaison et al., 2021). 

Industrial buyers have particular needs and expectations which may differ from those of the 

individual customer (Almquist et al., 2018). It is vital to emphasize that even though luxury 

B2B brands recognize the significance of sustainability, they must pay special attention to 

understanding and managing the unusual risks created by climate change. These risks can have 

a significant impact on purchasing decisions in this market and require thorough research. 

Sustainability is becoming a significant focus in B2B settings. Businesses are realizing 

the necessity and opportunities of implementing sustainable practices in their operations 

(Kumar & Christodoulopoulou, 2014). Luxury in the B2B context often connotes high-quality, 

exclusive, and customized products or services that can deliver superior value or performance 

(Mosca et al., 2021). The integration of sustainability with these luxury products or services 

can enhance their perceived value and appeal to industrial buyers (de Kerviler et al., 2021; 

Kumar & Christodoulopoulou, 2014; Talukdar & Yu, 2020; Wang et al., 2021). Also, 

implementing and promoting sustainable initiatives allow these brands to establish credibility 

with their industrial customers (Archer et al., 2020; Kumar & Christodoulopoulou, 2014). This 
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credibility can lead to building stronger and more enduring business relationships (Berg et al., 

2022; Bonini & Görner, 2011; D’Arpizio et al., 2021; Frey et al., 2023; Kumar & 

Christodoulopoulou, 2014; Kunz et al., 2020).   

Industrial buyers are looking for products made and produced in a way that minimizes 

resources, protects the environment, and preserves rare skills or jobs (Amatulli et al., 2017), 

contributing to the exclusivity and efficiency of their operations. They also seek brands that 

align with their corporate values and long-term sustainability goals (Hutchinson et al., 2021; 

Iglesias et al., 2023). Yet, despite the increasing demand for sustainability in B2B, there is a 

dearth of scholarly work investigating how sustainability and luxury can coexist within the 

B2B context. 

Marketing plays a substantial role in applying and promoting such initiatives, which 

brands can greatly support. However, even with existing frameworks such as that proposed by 

Kumar and Christodoulopoulou (2014), there is still an evident gap in understanding how to 

effectively communicate and align a luxury brand's sustainability initiatives with its overall 

branding strategy in the B2B context. We suggest that firms can use their brands to promote 

the value of sustainability to their industrial customers and other stakeholders. This may be 

achieved through branding activities emphasizing the firm’s sustainability practices and their 

impact on stakeholders. Expressing sustainability through the measurable and relatable 

outcomes they yield and associating them with brands has the potential to further facilitate this 

integration of sustainability and branding. Kumar and Christodoulopoulou (2014) offered a 

framework and guidelines for sustainability practices that may be employed in this process of 

integrating operations and marketing. However, there is no guidance for firms involved with 

luxury branding. 
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The issue faced by manufacturers of luxury brands in the B2B market is whether they 

can use sustainable sourcing materials to manufacture and label their products as luxury brands. 

Specifically, can sustainable materials be considered a source of luxury? If so, under what 

conditions? If not, what can be done to integrate sustainability and luxury branding? Is it a 

matter of time before industrial customers elevate their preference to consider the use of 

sustainable materials as a luxury? This lack of clarity on these important questions signifies an 

imperative research gap, which strongly motivates our study. Beyond these questions, an 

equally important question is how climate change risks can affect this equation and necessitate 

adjustments in both sustainability efforts and luxury branding strategies. This warrants a 

dedicated investigation. 

The main challenge the article sets out to address is understanding how to effectively 

integrate sustainability and luxury in B2B branding and marketing strategies, considering the 

disruption of climate change risk. Specifically, the study aims to identify the key drivers that 

can influence B2B buyers' acceptance of sustainable materials in luxury brands. To explore 

these uncertainties, our study is guided by the following core research questions: 

1. What are the key drivers that can influence B2B buyers' acceptance of sustainable 

materials in luxury brands, considering the disruption of climate change risk? 

2. How can luxury brands in the B2B sector effectively blend sustainability and luxury in 

their branding and marketing strategies? 

3. What are the potential challenges and implications associated with integrating 

sustainability and luxury branding in B2B markets? 

 

The need to develop a framework for identifying the drivers of B2B buyers’ acceptance 

of luxury brands when using sustainable materials is becoming increasingly important due to 
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the growing prominence of climate change risks. Climate change is already having substantial 

physical impacts in regions across the world, and its effects are expected to worsen over time 

(Jackson, 2023). As a result, there is a growing demand for companies to make products that 

meet high Environmental, Social, and Governance (ESG) standards (de Kerviler et al., 2021). 

In this study, we develop a framework for identifying the drivers of B2B buyer 

acceptance of luxury brands when using sustainable materials amid the climate change risk. 

These drivers can be categorized as brand-related, product-related, market-related, consumer-

related, and country-related factors. Specifically, the framework hypothesizes climate change 

risk as a key moderating variable for the aforementioned relationships. Finally, the framework 

proposes other moderating factors that could include the price of the product, level of 

involvement, and other potential factors. Several implications will be drawn for manufacturers 

of luxury brands targeting B2B markets, as well as for academics, to continue the research 

journey. This can help understand the unique challenges of climate change risks and how they 

can influence the B2B buyer’s decisions, separate from general sustainability concerns. Table 

1 shows the key sources that offer the rationale for the need to develop our conceptual 

framework. 
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Table 1: Rationale for developing a framework for luxury B2B brands using sustainable 

materials amidst climate change risks. 

Source Rationale 

Alvarez et al. (2020); Dahlmann (2023); Finke et 

al. (2016); Scott (2019); Wheatley (2022) 

Highlighting the urgency of addressing climate change 

effects on various sectors, particularly the understudied 

B2B sector, establishing the necessity for a new 

conceptual framework. 

Boyson et al. (2022); Jones et al. (2013); 

Sweeney (2022); Truong et al. (2021); Villena & 

Gioia (2020); Zhu et al. (2013) 

Underscoring the extensive impact of climate change on 

B2B markets, affecting procurement decisions, supply 

chains, and consumer behavior. This context supports 

the need to identify the drivers influencing B2B buyers' 

decisions in the face of climate change. 

Caïs (2021); Crowley et al. (2015); Holmqvist & 

Kowalkowski (2023);  Niemtzow et al. (2015) 

Highlighting the vulnerability of the luxury B2B sector 

to climate change due to reliance on specific resources 

and long supply chains, making a case for a framework 

to navigate these challenges. 

Berg et al. (2022); Bonini & Görner (2011); 

D’Arpizio et al. (2021); de Kerviler et al. (2021); 

Frey et al. (2023); Kumar & Christodoulopoulou 

(2014); Kunz et al. (2020) 
 

Underling the potential of sustainable materials in the 

luxury B2B sector while also pointing out the current 

research gap in exploring this intersection necessitating 

a new conceptual framework. 

Bonini & Görner (2011); Hostetter & Winkler 

(2022); Lahkani et al. (2020); Kumar & 

Christodoulopoulou (2014); Winston (2022); 

World Commission on Environment and 

Development (1987) 
 

Recognizing the increasing prioritization of 

sustainability initiatives in B2B organizations, which 

forms the background for the need to explore how this 

trend can shape luxury brand acceptance. 

Lock (2020); Girod (2021); Cherel-Bonnemaison 

et al., (2021); Almquist et al., (2018) 

Illuminating the challenges in implementing 

sustainability in B2B luxury brands and the 

complexities of industrial buyer needs, hence 

substantiating the need for a framework to understand 

these dynamics. 

Amatulli et al., (2017); Archer et al., (2020); 

Bonini & Görner, (2011); Frey et al., (2023); 

Hutchinson et al., (2021); Iglesias et al., (2023); 

Mosca et al. (2021) 

Elucidating the potential benefits and increasing 

demand for integrating sustainability with luxury in 

B2B, further strengthening the rationale for a new 

framework. 

Kumar & Christodoulopoulou (2014) While they provide a framework for integrating 

operations and marketing with sustainability, they leave 

a gap for how luxury brands specifically can navigate 

this integration, justifying the development of a new 

framework. 

 

2. Methodology 
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In this study, we employed the theory synthesis method to develop a comprehensive 

understanding of the complex relationship between climate change risk, sustainability, and 

luxury branding in B2B markets (Fuxman et al., 2022; Jaakkola, 2020; Mohr et al., 2021; 

Pound & Campbell, 2015; Smyth, 2004; Swedberg, 2012). Theory synthesis is particularly 

suitable for this research for several reasons. First, it allows us to integrate diverse theoretical 

perspectives and findings from multiple streams of literature, thereby facilitating a more 

comprehensive understanding of the drivers, moderating factors, and potential challenges and 

opportunities associated with incorporating sustainable materials in luxury brands targeting 

B2B markets while accounting for climate change risk (Jaakkola, 2020). 

In the context of brand-related factors, the Resource-Based View (RBV), the Triple 

Bottom Line (TBL) framework, and Dynamic Capabilities theories (Barney, 1991; Elkington 

& Rowlands, 1999; Teece, 2007) were employed to understand how luxury brands can leverage 

their unique resources and capabilities to address climate change risk and integrate 

sustainability in their value propositions. For product-related factors, we drew upon the 

literature on perceived quality and product performance (Matthyssens et al., 2009) to analyze 

how these factors influence B2B buyer acceptance of sustainable materials in luxury brands. 

By incorporating climate change risk, we seek to explore how the perception of these risks may 

affect the evaluation of sustainable materials in luxury products, thereby impacting B2B buyer 

acceptance. Market-related factors were investigated through the application of Porter's Five 

Forces framework (Porter, 1980; Porter & Kramer, 2006), which allows us to understand how 

competitive forces in the market can influence the acceptance of sustainable materials in luxury 

brands, considering the impact of climate change risk. Consumer-related factors were analyzed 

using the Theory of Planned Behavior (Ajzen, 1991) to gain insights into how consumers' 

attitudes, beliefs, and norms related to climate change risk can influence their preferences for 

sustainable luxury products. Country-related factors were explored using the Institutional 
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theory (DiMaggio & Powell, 1983) and the Global Value Chain theory (Gereffi et al., 2005) to 

understand how national and international institutions and global value chains can affect the 

adoption of sustainable materials in luxury brands, considering climate change risk. Lastly, the 

moderating role of factors such as price and involvement was investigated using the 

Elaboration Likelihood Model (ELM) (Petty & Cacioppo, 1986), the Price-Quality Inference 

theory (Rao & Monroe, 1989), and the Involvement theory (Zaichkowsky, 1985) to understand 

how these factors can influence the relationship between brand, product, market, consumer, 

and country-related factors and B2B buyer acceptance of sustainable materials in luxury 

brands, in the context of climate change risk.  

Through a thoughtful synthesis of the insights derived from these theories, we aim to 

gain a deep understanding of the connections between climate change risk, sustainability, and 

luxury branding within the B2B market context; and to present a fresh conceptual framework 

that can both direct future research and support the creation of successful marketing strategies 

for luxury brands catering to the B2B market. 

3. Luxury branding and B2B buyer perception 

Luxury branding in the B2B market is a unique phenomenon that has attracted the attention of 

researchers and practitioners (e.g., Gaudenzi et al., 2021; Guercini & Runfola, 2009; Pedeliento 

et al., 2023). The concept of luxury branding in B2B contexts can be defined as a strategy for 

creating and implementing luxury brand assets that meet the specific needs and preferences of 

businesses rather than individual consumers (Almquist et al., 2018; Pedeliento et al., 2023). 

Studies of luxury brands in B2B contexts have shown that the perceived value of luxury goods 

and services is related not only to luxury, craftsmanship, and exclusivity but to the ability to 

present them with prestige and a sense of differentiation for professional consumers (Caïs, 

2021; de Kerviler et al., 2021; Kapferer & Bastien, 2012; Wang et al., 2021). In the B2B 

industry, factors such as the buyer-supplier relationship, the buyer's agency (i.e., the buyer’s 
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ability and power to make decisions and act in the buying process), and the specific needs and 

expectations of the buyer's target market influence perceptions of luxury (Nueno & Quelch, 

1998). Typically, B2B buyers’ perceptions of luxury products are based on their understanding 

of the brand’s core values, heritage, and reputation for providing exceptional products or 

services (Fombrun, 1996; Keller, 1993; Urde et al., 2007). 

Spence’s (1973) signaling theory and DiMaggio and Powell's (1983) institutional 

theory shed light on the complex dynamics at play when it comes to B2B luxury brands. Luxury 

brands often signal quality and social status, which in turn, has a considerable impact on social 

norms and expectations throughout the industry (Han et al., 2010; Kapferer, 2016), for 

manufacturers looking to craft convincing value propositions for their business clients, 

grasping the multifaceted relationships between luxury brands and B2B buyer perceptions is 

crucial (Corsaro & Anzivino, 2021). This understanding takes on even greater importance 

when sustainability factors are woven into a luxury brand, as they introduce further intricacies 

to the brand's perception (Janssen et al., 2014). 

4. The Significance and Contributions of sustainable materials in shaping luxury 

branding in B2B markets 

Sustainable materials, known for their ability to minimize environmental damage, conserve 

resources, and support social fairness, have grown in prominence within luxury branding 

(Niinimäki et al., 2020). The growing awareness of environmental issues and the increasing 

pressure from regulatory bodies, end consumers, and other stakeholders have led to a shift in 

priorities for businesses in various industries (Klettner et al., 2014). As a result, sustainable 

materials have emerged as a key factor in the decision-making process of B2B buyers, 

influencing their preferences and expectations of luxury brands (Tseng et al., 2018). Integrating 

sustainable materials into luxury branding in B2B markets has the potential to enhance the 
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perceived value of luxury products and services while responding to the growing demand for 

sustainable and ethically produced goods. 

The impact of sustainable materials on luxury branding in B2B markets can be 

understood through theories such as the resource-based view (RBV), Dynamic Capabilities, 

and the triple bottom line (TBL) framework. The RBV posits that organizations can create a 

competitive advantage by leveraging their unique resources and capabilities (Barney, 2001), 

which, in this context, includes the incorporation of sustainable materials into luxury products. 

By integrating sustainable materials, luxury brands can appeal to environmentally conscious 

B2B buyers and enhance their brand equity (Hartmann, 2011). The TBL framework, on the 

other hand, emphasizes the need for organizations to consider not only their economic 

performance but also their environmental and social impacts (Elkington & Rowlands, 1999).  

Our study delineates the multifaceted role of sustainable materials in shaping luxury 

branding in B2B markets. It provides empirical evidence highlighting how the incorporation 

of sustainable materials can enrich luxury branding by driving perceived value, thus 

underlining the transformative potential of sustainability in the luxury market. Moreover, it 

adds a new perspective to the existing body of literature by highlighting the integration of 

sustainability and luxury as a strategic necessity rather than an optional good-to-do. By 

addressing both practical and theoretical aspects, our research deepens the understanding of 

sustainable luxury branding, its driving factors, and its implications for B2B stakeholders. 

In the context of luxury branding, the adoption of sustainable materials can contribute 

to a brand's TBL performance by reducing its ecological footprint, promoting fair labor 

practices, and bolstering its reputation among B2B buyers. As businesses across industries 

continue to prioritize sustainability, the integration of sustainable materials into luxury 

branding is likely to become increasingly important for B2B market success.  
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5. Conceptual Framework 

5.1. Identification of drivers and moderating factors 

The discernment of the drivers and moderating factors that impact the adoption of sustainable 

materials in luxury brands within B2B markets is crucial for comprehending the intricacies of 

this association. The adoption of sustainable materials in luxury brands is influenced by drivers, 

which are factors that promote this adoption. On the other hand, moderating factors are those 

that impact the strength and direction of the relationship between the drivers and the acceptance 

of these materials by B2B buyers. According to scholarly research, the acceptance of 

sustainable materials in luxury brands by B2B buyers can be classified into five distinct 

categories: brand-related factors, product-related factors, market-related factors, consumer-

related factors, and country-related factors (e.g., Carter & Liane Easton, 2011; Foerstl et al., 

2010). 

Brand-related factors include the luxury brand's image, reputation, and perceived values 

regarding sustainability (de Kerviler et al., 2021). Product-related factors encompass the 

perceived quality, performance, and innovative potential of sustainable materials, as well as 

their compatibility with the luxury brand's image and values (Olshavsky & Miller, 1972). 

Market-related factors include market competition and the level of demand for sustainable 

luxury products (Kunz et al., 2020). Consumer-related factors refer to the expectations and 

preferences of end consumers (Alldredge & Grimmelt, 2021), and country-related factors entail 

regulations, cultural influences, and economic conditions that may impact the adoption of 

sustainable materials in luxury brands (Cote, 2020). 

Moderating factors, on the other hand, can affect the extent to which the identified 

drivers influence B2B buyer acceptance of sustainable materials in luxury brands. Some of the 

key moderating factors identified in the literature include industry characteristics, regulatory 

context, and buyer experience (Pagell et al., 2007). Climate change risk, particularly the 
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potential adverse outcomes that enterprises may face due to climate change effects 

(Averchenkova et al., 2016; Defra, 2022), can play a significant role in moderating the 

influence of the aforementioned drivers on B2B buyer acceptance of sustainable materials in 

luxury brands. Other factors such as price (Mohan et al., 2022) and consumer involvement 

(Pedeliento et al., 2023) can further influence the relationship. These risks can influence B2B 

buyer decision-making processes, particularly in relation to the adoption of sustainable 

materials in luxury brands. The perception of climate change risk can moderate the identified 

drivers' influence on B2B buyer acceptance of sustainable materials in luxury brands, as the 

heightened awareness of climate change risk may lead buyers to place greater importance on 

brand, product, market, consumer-, and country-related factors that contribute to sustainability 

and reduce the negative impacts of climate change (Hartmann et al., 2013; Reinecke & Ansari, 

2014). In this context, the perceived climate change risk can act as a catalyst for B2B buyers 

to prioritize sustainability in their decision-making processes and seek out luxury brands that 

proactively address these risks through the use of sustainable materials (Kolk & Lenfant, 2012; 

Perego & Kolk, 2012). 

5.2.Theoretical underpinnings 

The theoretical underpinnings of the conceptual framework for integrating sustainable 

materials into luxury brands in B2B markets draw from a combination of marketing, 

management, and sustainability theories. Among the key theories informing this framework 

are the resource-based view (RBV) (Barney, 1991), the theory of planned behavior (Ajzen, 

1991), the stakeholder theory (Freeman, 2010 [1984]), the institutional theory (DiMaggio & 

Powell, 1983), the Price-Quality Inference theory (Rao & Monroe, 1989), and the Involvement 

Theory (Zaichkowsky, 1985). These theories provide a foundation for understanding the 

interplay between sustainability and luxury branding and identifying the drivers and 

moderating factors influencing B2B buyer acceptance of sustainable materials in luxury 
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brands. Moreover, we argue that climate change risk as the potential negative impact of climate 

change on businesses, economies, and societies (IPCC, 2014) has become a growing concern 

for B2B buyers, as they recognize the need to adapt to changing environmental conditions and 

mitigate potential threats (Galbreath, 2011b). 

 To amplify the relevance of this study, we connect our theorization of climate change 

risk for B2B buyers to other B2B models. Specifically, we propose an integrated model which 

combines elements of our climate risk framework with well-established B2B models such as 

the Value-Based Marketing model (Anderson et al., 2006) and the Industrial Networks 

Approach (Håkansson & Snehota, 1989). This hybrid model allows for an in-depth 

examination of how climate change risk may impact B2B buyer behavior in terms of perceived 

value, decision-making processes, and relationship-building strategies within business 

networks. 

According to Barney (1991), the Resource-Based View (RBV) theory suggests that a 

company's competitive edge is a result of its distinct resources and capabilities. The integration 

of sustainable materials in the realm of luxury branding for the purpose of sustainability can be 

regarded as a resource that is valuable, rare, inimitable, and non-substitutable, thereby 

augmenting the competitive standing of a brand in B2B markets (Hartmann, 2011). Luxury 

brands can leverage their unique resources (e.g., craftsmanship, brand heritage) to create 

sustainable products that not only address climate change risk but also differentiate them in the 

market. They could invest in sustainable supply chains, R&D for eco-friendly materials, and 

training for artisans in sustainable practices. Also, TBL calls for equal emphasis on three 

dimensions: social, environmental, and economic (“People, Planet, Profit”). For luxury brands, 

this could mean integrating sustainability into their value propositions to address all three 

dimensions. For example, they could promote fair trade (social), use sustainable materials 

(environmental), and ensure that these practices also lead to profitability (economic). This 
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holistic approach could appeal to B2B buyers interested in comprehensive sustainability 

efforts. Finally, the Dynamic Capabilities Theory emphasizes the importance of a firm's ability 

to integrate, build, and reconfigure internal and external competencies to address rapidly 

changing environments. Luxury brands could develop dynamic capabilities to constantly 

innovate their processes, products, and marketing strategies to address climate change risks 

and integrate sustainability. For instance, they could form partnerships with sustainable 

material suppliers, innovate in sustainable luxury product design, and market their commitment 

to sustainability to appeal to increasingly environmentally conscious B2B buyers. 

The present study draws upon the theory of planned behavior (Ajzen, 1991) to establish 

the consumer-related factors as determinants of B2B buyer acceptance and adoption of 

sustainable materials in luxury brands. For example, if buyers believe in the importance of 

mitigating climate change (attitude), feel societal pressure to contribute to sustainability 

(subjective norm), and perceive they can make a difference through their purchasing decisions 

(perceived behavioral control), they are more likely to prefer and purchase sustainable luxury 

products. Thus, TPB provides a framework to understand and predict buyer behavior related to 

sustainable luxury products in the context of climate change. 

The Theory of Stakeholder, as proposed by Freeman (2010 [1984]), underscores the 

significance of catering to the requirements and anticipations of diverse stakeholders, such as 

end consumers, suppliers, and regulators, to establish and sustain a thriving enterprise. The 

theory, as mentioned earlier, posits that B2B purchasers may exhibit a greater propensity to 

embrace and appreciate sustainable luxury goods, provided they are convinced that such a 

course of action will enable them to fulfill the demands of their stakeholders and augment their 

overall organizational efficacy.  
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The institutional theory, as proposed by DiMaggio and Powell (1983), underlines the 

significance of social norms, industry expectations, and regulatory pressures in influencing the 

perceptions and adoption of sustainable materials in luxury brands by B2B buyers. This theory 

stresses the importance of considering contextual factors, specifically country-related and 

market-related elements, to fully understand the complex relationship between these variables. 

These elements can include cultural attitudes toward sustainability, regulatory conditions, 

societal expectations, as well as market norms, and competitive dynamics.  

Brand-related factors, such as corporate reputation and brand image, can be influenced 

by a company's efforts to address the climate change risk (Du et al., 2010). Also, the need to 

develop climate-resilient products may have an impact on product-related factors such as 

innovation and quality (Gupta & Barua, 2016). Moreover, the effects of climate change can 

also influence market-related factors, such as market volatility and competitive dynamics 

(Watkiss et al., 2015). Additionally, consumer-related factors, such as consumer preferences 

and purchasing behavior, can be shaped by consumers’ awareness and concern about climate 

change risk (Luchs et al., 2010). Finally, country-related factors, like regulations and 

infrastructure, can be affected by climate change policies and adaptation measures (Praveen & 

Sharma, 2019). 

This study examined how price and involvement affect the acceptance of sustainable 

materials in luxury brands by B2B buyers in the context of climate change risk. The Elaboration 

Likelihood Model (ELM) (Petty & Cacioppo, 1986), the Price-Quality Inference theory (Rao 

& Monroe, 1989), and the Involvement theory (Zaichkowsky, 1985) were used to understand 

how these factors can influence the relationship between brand, product, market, consumer, 

and country-related factors. First, ELM posits that B2B buyers process information either 

thoughtfully (central route) or based on superficial cues (peripheral route). Highly involved 

buyers might be persuaded by strong arguments about the benefits of sustainable materials, 
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while less involved buyers might be influenced by factors like brand reputation and market 

trends. Second, Price-Quality Inference Theory suggests that price often indicates quality. B2B 

buyers might accept higher-priced sustainable materials due to inferred superior quality, but 

this can vary depending on regional factors such as budget constraints or cultural values. 

Finally, according to the Involvement Theory, the level of interest in a product significantly 

influences decision-making. Highly involved buyers, concerned about sustainability or climate 

change, might thoroughly evaluate sustainable materials, while less involved buyers may rely 

more on quick judgments or compelling external factors. 

Through the integration of various theoretical perspectives and established B2B 

models, we offer an improved understanding of how climate change risk can shape B2B buying 

behaviors and decisions. Our conceptual framework provides a comprehensive model of the 

intricate interrelationship between sustainability and luxury branding within the context of 

business-to-business (B2B) markets. 

5.3.Propositions 

5.3.1. Drivers 

Drawing on the resource-based view (Barney, 1991), the importance of brand identity in B2B 

markets (Kotler et al., 2010), and the role of brand heritage (Chevalier & Gutsatz, 2012; Urde 

et al., 2007), brand personality (Aaker, 1997; Geuens et al., 2009), brand positioning (Kapferer, 

2008; Park et al., 1986), and brand communication (Kapferer & Bastien, 2012; Okonkwo, 

2016) in shaping buyer perceptions, luxury brands that effectively integrate sustainability into 

their identity and strategic positioning are more likely to gain acceptance from B2B buyers for 

their sustainable materials. The sustainability incorporated in the brand's image and other brand 

attributes can help luxury brands distinguish themselves and create value in the eyes of the 

B2B buyer (Elkington & Rowlands, 1999; Hart, 1995). 
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Proposition 1 (P1): Brand-related factors, including corporate reputation, brand image, brand 

heritage, brand personality, brand positioning, and brand communication, will influence B2B 

buyer acceptance of sustainable materials in luxury brands. 

 

According to the theory of planned behavior (Ajzen, 1991) and innovation diffusion 

theory (Rogers, 2010), we argue that B2B buyers' acceptance of sustainable materials can be 

influenced by the perceived advantages and compatibility of sustainable products with their 

current practices. Additionally, the product's overall quality and performance are expected to 

play a significant role in the acceptance of sustainable materials (Vermeir & Verbeke, 2006). 

Proposition 2 (P2): Product-related factors will influence B2B buyer acceptance of sustainable 

materials in luxury brands. 

 

According to the Shared Value Creation framework proposed by Porter and Kramer 

(2006), market dynamics such as competition and consumer demand for sustainable products 

can influence how B2B buyers make decisions. As the market's emphasis on sustainability 

grows, B2B buyers seeking to satisfy customer demands and maintain a competitive advantage 

are more likely to favor luxury brands that incorporate sustainable materials (Jones, 1995). 

Proposition 3 (P3): Market-related factors will influence B2B buyer acceptance of sustainable 

materials in luxury brands. 

 

B2B buyer acceptance of sustainable materials can be largely influenced by consumer 

awareness and preferences for sustainability (Bamberg & Möser, 2007). Luxury brands that 

address end-consumer concerns and demonstrate a commitment to sustainable practices are 

more likely to be favored by B2B buyers who aim to satisfy their end consumers' changing 

expectations (Freeman, 2010 [1984]; Harrison & Wicks, 2013). 

Proposition 4 (P4): Consumer-related factors will influence B2B buyer acceptance of 

sustainable materials in luxury brands. 
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Drawing on the institutional theory (DiMaggio & Powell, 1983; North, 1990) and the 

concept of country-of-origin effects (Bilkey & Nes, 1982), the regulatory environment, cultural 

norms, and socioeconomic conditions of the country in which the luxury brand operates can 

have a significant impact on B2B buyer acceptance of sustainable materials. Luxury brands 

operating in countries with solid sustainability regulations and consumer awareness are more 

likely to be favored by B2B buyers as they signal a higher level of commitment to sustainable 

practices (Dunning & Lundan, 2008; Gereffi, 1999). In addition, the Global Value Chain 

(GVC) theory (Gereffi et al., 2005) underlines the need to consider the entire value chain when 

evaluating the impact of sustainable materials on luxury brands. This perspective allows us to 

understand how country-related factors may influence the adoption and acceptance of 

sustainable materials in luxury brands through the interplay of various actors and processes in 

the value chain. 

Proposition 5 (P5): Country-related factors will influence B2B buyer acceptance of 

sustainable materials in luxury brands. 
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Figure 1: Conceptual framework 

 

 

5.3.2. Moderators—climate change risk 

According to previous studies (Gasbarro et al., 2017; Watkiss et al., 2015), businesses are 

becoming increasingly concerned about how climate change will affect their operations and 

supply chains. As businesses become more aware of the potential repercussions of failing to 

address this urgent issue, climate change risk perception can influence decision-making 
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processes (Weinhofer & Busch, 2013). To reduce the potential disruptions and costs linked to 

this risk, B2B buyers will likely be more open to sustainable materials if they perceive a high 

level of climate change risk (Linnenluecke et al., 2011). In this context, as businesses prioritize 

their efforts to reduce their environmental impact and strengthen their resilience to the effects 

of climate change (Delmas & Burbano, 2011), the perception of climate change risk can 

moderate the influence of brand, product, market, consumer, and country-related factors on 

B2B buyer acceptance of sustainable materials (Amel-Zadeh & Serafeim, 2018; Galbreath, 

2011a). Therefore, we introduce the sixth proposition below. 

Proposition 6 (P6): The perception of climate change risk will moderate the relationship 

between brand, product, market, consumer, and country-related factors and B2B buyer 

acceptance of sustainable materials in luxury brands. 

 

5.3.3. Other moderators 

Informed by the Elaboration Likelihood Model (Petty & Cacioppo, 1986) and the concept of 

consumer involvement (Zaichkowsky, 1985), both price and involvement may serve as 

moderating factors, shaping the strength and direction of the relationship between brand, 

product, market, consumer and country-related factors and B2B buyer acceptance of 

sustainable materials. In the context of luxury brands, B2B buyers who are cost-focused may 

prioritize price over sustainability, potentially weakening the influence of other factors on their 

acceptance of sustainable materials (Dubois & Duquesne, 1993; Rao & Monroe, 1989; 

Vigneron & Johnson, 1999). However, high engagement with sustainability could make B2B 

buyers more receptive to the benefits of sustainable materials, despite higher costs (Kapferer 

& Laurent, 2016). Furthermore, the theory of planned behavior (Ajzen, 1991) suggests that 

involvement with sustainability could positively impact B2B buyers' attitudes, subjective 

norms, and perceived behavioral control, thus influencing their intention to accept sustainable 

materials in luxury brands. This proposition highlights the need to examine the roles of price 
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and involvement as potential moderators in the complex interplay between the various factors 

influencing B2B buyer acceptance of sustainable materials in luxury brands. 

Proposition 7 (P7): The potential moderating roles of factors such as price and involvement 

will influence the relationship between the previously mentioned factors and B2B buyer 

acceptance of sustainable materials in luxury brands. 

 

6. Discussion 

6.1.Potential scenarios in luxury branding for B2B markets 

A range of theories, such as the resource-based view, theory of planned behavior, stakeholder 

theory, and institutional theory, can be employed to examine different luxury branding 

situations in B2B markets and assess the consequences of incorporating sustainable materials 

into luxury brands. The three hypothetical scenarios presented in this section showcase the 

interplay between luxury and sustainable branding in B2B markets, as touched upon in prior 

research (Carter & Liane Easton, 2011; Gadenne et al., 2009). Furthermore, as DeFabrizio et 

al. (2021) assert, the urgency of climate change necessitates proactive measures to reduce 

harmful emissions, including methane, from multiple industries, which in turn has significant 

implications for the luxury B2B markets. 

6.1.1. Scenario 1: Early adopters of sustainable luxury 

In this scenario, luxury brands that proactively incorporate sustainable materials into their 

products gain a competitive edge by appealing to the growing segment of environmentally 

conscious B2B buyers (Hartmann, 2011). Early adopters can use their sustainable luxury 

positioning to establish a strong reputation and foster relationships with buyers who value 

sustainability (Niinimäki et al., 2020). The success of early adopters may inspire other luxury 

brands to follow suit, creating a ripple effect throughout the industry (Tseng et al., 2018). An 

example of a well-established early adopter of a sustainable philosophy in luxury fashion is the 

Stella McCartney brand. Through its innovative and pioneering technologies, this fashion 

brand continues its legacy of delivering sustainable luxury through technology-enabled 
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innovative materials with its most recent innovation, a faux vegan leather grown from a 

mushroom plant. Stella McCartney brand joined consortium of other brands to advance the 

development and to drive the demand of an industry that traditionally relied on animal derived 

leathers. A report by DeFabrizio et al. (2021) support this scenario by demonstrating the value 

of supporting sustainable consumption and expanding innovation in order to reduce methane 

emissions.   

6.1.2. Scenario 2: Regulation-driven sustainability 

Here, the integration of sustainable materials into luxury brand products is driven by regulatory 

pressures and industry norms, as pointed out by Pagell et al. (2007). Zhu et al. (2013) suggest 

that B2B buyers adapt to changes by modifying their expectations and preferences to prioritize 

sustainability. According to Gavronski et al. (2011), luxury brands that can promptly and 

efficiently adjust to these new demands can maintain their competitive position in the market. 

In contrast, those that fail to do so may struggle to stay relevant. Examples can be found in the 

luxury shipbuilding industry, where regulatory and environmental standards drive the need for 

innovations in materials and systems.  Italian-based ultra-luxury cruise manufacturer Mariotti 

established itself in the market as an environmental innovator driven by its ability to find 

cutting-edge solutions, earning itself 90-plus years of luxury shipbuilding reputation. The same 

proactive stance towards regulatory changes is proposed by DeFabrizio et al. (2021), 

suggesting that expanding monitoring, reporting, and verification can serve as an effective 

strategy for reducing emissions in various industries. 

6.1.3. Scenario 3: Niche markets for sustainable luxury 

In this scenario, the demand for sustainable luxury products remains limited to specific niche 

markets, with only a small subset of B2B buyers actively seeking sustainable luxury brands 

(Kapferer & Bastien, 2012). In such a market environment, luxury brands that decide to 

integrate sustainable materials must carefully target and cater to these niche segments while 
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preserving their core luxury brand identity (Matthyssens et al., 2009). This scenario may 

require brands to adopt a more focused marketing strategy and invest in building relationships 

with key buyers in these niche segments (Gimenez et al., 2012). This can help B2B buyers 

push businesses to think more about their impact on the climate (Rao & Krol, 2022) The 

sustainable luxury travel industry exemplifies this strategy by offering high-end, low-impact 

accommodations that prioritize protecting the natural ecosystem and local community. This 

approach caters to specific markets with a keen interest in responsible tourism practices. 

By contemplating these potential scenarios, the conceptual framework can assist luxury 

brands, B2B buyers, and researchers in anticipating and navigating the challenges and 

opportunities related to integrating sustainable materials into luxury branding in B2B markets 

(Foerstl et al., 2010). With the industry report guidelines given by DeFabrizio et al. (2021), 

these parties can, for example, start addressing their methane emissions and contribute to the 

broader goal of achieving the 1.5°C warming pathway, which ultimately supports the 

sustainability efforts of all industries. 

6.2.Strategies to integrate sustainability and luxury branding in B2B markets 

Sustainable materials are increasingly recognized as a source of competitive advantage in 

various sectors (Hartmann, 2011; Zhu et al., 2013). However, the potential value addition from 

sustainable materials in luxury branding in B2B markets has not been extensively explored, 

thereby presenting an area of opportunity. The integration of sustainability and luxury branding 

in B2B markets is emphasized by strategies that underscore the significance of collaboration, 

innovation, and market segmentation. These strategies aim to tackle the challenges and 

capitalize on the opportunities that come with sustainable luxury, as noted by Brammer et al. 

(2011) and Gimenez et al. (2012). Implementing these tactics can potentially augment the 

prestige of luxury brands, facilitate their entry into untapped markets, and confer upon them a 

sustained edge over competitors in the business-to-business marketplace, as posited by 
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Hartmann (2011) and Zhu et al. (2013). Key strategies for integrating sustainability and luxury 

branding in B2B markets include: 

6.2.1. Communicating the value proposition:  

Marketers and marketing teams that develop and implement marketing campaigns for luxury 

brands targeting B2B markets should clearly communicate the benefits of sustainable materials 

in luxury products, emphasizing aspects such as quality, performance, and innovation to align 

with B2B buyer expectations (Kapferer & Bastien, 2012; Matthyssens et al., 2009). Sustainable 

materials not only have a smaller environmental footprint but also can contribute to a brand's 

unique value proposition, fostering positive brand associations and perceptions among B2B 

buyers. In this regard, B2B trends are starting to resemble B2C trends like convenience and 

easy access to product information. According to Drenik (2022), B2B tech buyers, in particular, 

want all basic information readily available to validate with peers, bypassing traditional 

gatekeepers. Such an understanding can help luxury brands effectively communicate the 

benefits of their sustainable offerings, making information easily accessible and convenient for 

B2B buyers (Drenik, 2022). 

6.2.2. Building trust and commitment:  

Luxury brands should develop strong relationships with B2B buyers based on trust, 

commitment, and collaboration to facilitate the acceptance of sustainable materials in luxury 

brands (Gimenez et al., 2012; Hoejmose et al., 2013). Another step could be providing 

information about engagement with voluntary carbon markets, highlighting the brand's 

commitment to climate action beyond direct emission reductions (Blaufelder et al., 2021). 

6.2.3. Focusing on niche markets:  

Luxury brands and their marketers, according to Kapferer (2016) and Matthyssens et al. (2009), 

are encouraged to target niche markets with a strong demand for sustainable luxury products. 

These studies emphasize the importance of investing resources in cultivating relationships with 
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key buyers in these segments. Such strategic engagement can not only enable the customization 

of brands to meet unique B2B buyer preferences but also sustain ethical practices, all while 

preserving the brand's luxurious identity. Hence, this focused approach can effectively resonate 

within sectors demonstrating a strong preference for sustainability in luxury. 

6.2.4. Sustainable Collaboration in Luxury B2B: 

Collaborating with suppliers and partners is essential for luxury brands to develop innovative 

methods that incorporate sustainable materials into their products. It is important to ensure that 

these materials meet the high-quality and performance standards that B2B buyers expect 

(Brammer et al., 2011; Hartmann, 2011). 

6.2.5. Adapting to Sustainability Norms in Luxury B2B: 

Luxury brands are encouraged to actively monitor and respond to regulatory changes and 

industry standards related to sustainability, adjusting their operational procedures accordingly, 

as recommended by Pagell et al. (2007). Gavronski et al. (2011) note that by demonstrating 

their commitment to sustainability through proactive measures, luxury brands can position 

themselves as industry leaders and improve their reputation among B2B buyers. 

6.2.6. R&D for Sustainable Luxury in B2B Markets: 

Investing in research and development is crucial for B2B luxury brands to maintain or surpass 

the high-quality and performance standards B2B buyers anticipate from luxury products 

featuring sustainable materials. Brands should focus on initiatives that explore sustainable 

materials and technologies to achieve this goal (Brammer et al., 2011; Hartmann, 2011). 

6.2.7. Aligning Sustainability Initiatives with B2B Trends 

It is important for luxury brands to continuously monitor and adapt their sustainability 

initiatives to align with changing stakeholder preferences, expectations, and legal 

requirements. With a proactive approach, they can capitalize on the growing importance of 
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sustainability in B2B markets and keep up with industry trends (Barney, 1991; Freeman, 2010 

[1984]). 

Putting these strategies into action and effectively merging sustainability and luxury 

branding in B2B markets, luxury brands can position themselves as leaders in the sustainable 

luxury movement. This approach not only can add value for clients and shareholders but also 

it can positively impact society as a whole. 

6.3.Conditions under which sustainable materials can be considered a source of 

luxury in B2B markets 

The integration of sustainable materials into luxury products in B2B markets is contingent on 

various conditions that shape the perception of luxury and the value attributed to sustainability 

by B2B buyers (Carter & Liane Easton, 2011; Foerstl et al., 2010). Based on our framework 

and previous research, it is important to meet the following requirements for sustainable 

materials to be considered a luxury in B2B markets: 

6.3.1. Quality and performance:  

Sustainable materials must meet or surpass the high quality and performance standards 

expected by B2B luxury market buyers. This point is emphasized by Brammer et al. (2011) 

and Hartmann (2011). In order to maintain product quality and performance while using 

sustainable materials, it may be necessary to invest in research and development, form 

partnerships with suppliers, and implement rigorous quality control measures. 

6.3.2. Brand positioning and communication:  

Endeavoring to successfully promote sustainable materials, luxury brands should craft their 

messaging and positioning in a way that highlights their value while staying true to the essence 

of luxury. In this context, by emphasizing attributes like innovation, craftsmanship, and 

exclusivity, luxury brands can enhance the perceived value of their products for B2B buyers. 

Additionally, addressing any remaining concerns about the compatibility of sustainability and 
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luxury has the potential to significantly boost their overall appeal (Kapferer & Bastien, 2012; 

Matthyssens et al., 2009). This will help further solidify the perception of sustainable materials 

as a luxury source. 

6.3.3. Market demand and buyer preferences:  

Sustainable materials are more likely to be considered a source of luxury when there is strong 

market demand and B2B buyer preference for sustainability. This might require luxury brands 

to target niche markets or segments with high demand for sustainable luxury products and 

invest in building relationships with key buyers in these segments (Gimenez et al., 2012; 

Kapferer & Bastien, 2012). 

6.3.4. Regulatory environment and industry norms:  

The regulatory environment and industry norms can influence the perception of sustainable 

materials as a source of luxury. In contexts where sustainability is mandated or strongly 

encouraged by regulatory authorities or industry associations, B2B buyers may be more likely 

to perceive sustainable materials as a source of luxury, as they signal compliance with high 

standards and a commitment to social and environmental responsibility (Gavronski et al., 2011; 

Pagell et al., 2007). 

7. Implications 

7.1. For manufacturers of luxury brands targeting B2B markets 

Integrating sustainability and luxury branding in B2B markets presents various challenges for 

luxury brand manufacturers. To successfully navigate this territory, they should consider the 

following steps. First, aligning their brand positioning and communication strategies to 

emphasize the harmony between sustainability and luxury. At the same time, they must uphold 

the high-quality and performance standards B2B buyers expect (Kapferer & Bastien, 2012; 

Matthyssens et al., 2009). Second, forging robust partnerships with suppliers and other 

stakeholders to promote teamwork and creativity in designing and obtaining sustainable 

materials that live up to the high expectations of the luxury market (Brammer et al., 2011; 
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Hartmann, 2011). Third, it is important to remain vigilant and stay informed about any changes 

in regulations and industry standards related to sustainability. Luxury brand manufacturers can 

demonstrate their commitment to social and environmental responsibility by being proactive 

and adapting as necessary (Gavronski et al., 2011; Pagell et al., 2007). Fourth, one way to 

maintain or enhance the quality and performance of luxury products is by allocating resources 

to research and development efforts focused on sustainable materials and technologies. This 

approach promotes sustainability and ensures that these products remain environmentally 

friendly (Brammer et al., 2011; Hartmann, 2011). 

7.2. For B2B marketing strategies in the context of sustainability 

The integration of sustainability and luxury branding also has implications for B2B marketing 

strategies. To capitalize on the opportunities and address the challenges associated with 

sustainable luxury, marketers should develop targeted marketing campaigns that communicate 

the value proposition of sustainable materials in luxury products to B2B buyers, emphasizing 

aspects such as innovation, craftsmanship, and exclusivity (Kapferer & Bastien, 2012; 

Matthyssens et al., 2009). Also, marketers should focus on niche markets and segments with a 

strong demand for sustainable luxury products and invest in building relationships with key 

buyers in these markets (Gimenez et al., 2012; Kapferer & Bastien, 2012). Further, marketers 

are encouraged to leverage regulatory compliance and industry norms as a selling point to 

enhance the perception of sustainable materials as a source of luxury among B2B buyers 

(Gavronski et al., 2011; Pagell et al., 2007). 

7.3. For academia and future research 

The interplay between sustainability and luxury branding in B2B markets offers several 

avenues for future research. Scholars should consider conducting empirical studies to validate 

and extend the proposed conceptual framework, examining the drivers and moderating factors 

influencing B2B buyer acceptance of sustainable materials in luxury brands in different 
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industries and cultural contexts (Carter & Liane Easton, 2011; Foerstl et al., 2010). Future 

research should look at investigating the role of communication strategies and channels in 

shaping the perception of sustainable materials as a source of luxury among B2B buyers, as 

well as the effectiveness of different communication approaches in various market segments 

(Kapferer & Bastien, 2012; Matthyssens et al., 2009). Scholarly work would make efforts to 

assess the long-term impacts of integrating sustainability and luxury branding on B2B buyer 

loyalty, satisfaction, and profitability, as well as the potential influence of sustainability 

initiatives on brand reputation, differentiation, and competitive advantage (Barney, 1991; 

Freeman, 2010 [1984]). Investigate the impact of digital technologies and platforms on 

promoting the adoption and dissemination of sustainable materials in luxury branding for B2B 

buyers. Additionally, examine how these technologies can be utilized to improve 

communication, collaboration, and innovation within the luxury industry (Hartmann, 2011; 

Hoejmose et al., 2013). Table 2 summarizes the research questions based on our directions for 

advancing research in this area.  

Table 2: Research questions for future scholarly work 

# Research Question 

RQ1 How do the drivers and moderating factors influence B2B buyer acceptance of 

sustainable materials in luxury brands across different industries and cultural contexts? 

 

RQ2 What is the role of communication strategies and channels in shaping the perception of 

sustainable materials as a source of luxury among B2B buyers, and how effective are 

different communication approaches in various market segments? 

 

RQ3 What are the long-term impacts of integrating sustainability and luxury branding on 

B2B buyer loyalty, satisfaction, and profitability, and how do sustainability initiatives 

influence brand reputation, differentiation, and competitive advantage? 

 

RQ4 How do digital technologies and platforms impact the adoption and dissemination of 

sustainable materials in luxury branding for B2B buyers, and how can these 

technologies be utilized to improve communication, collaboration, and innovation 

within the luxury industry? 
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8. Conclusion 

This article introduces a conceptual framework that delves into the merging of sustainability 

and luxury branding within B2B markets. The framework pinpoints drivers and moderating 

factors that influence B2B buyers' acceptance of sustainable materials in luxury brands, 

encompassing brand-related, product-related, market-related, buyer-related, and country-

related aspects. By consolidating pertinent research and theories, this paper offers insights into 

possible scenarios, strategies, and challenges associated with combining sustainability and 

luxury branding in B2B markets. The proposed framework lays the groundwork for both 

practitioners and researchers to devise effective B2B marketing strategies and to further 

examine the relationship between sustainability and luxury branding in B2B settings. 

The paper acknowledges several limitations that open up avenues for future research. 

These include the need for empirical validation and refinement of the conceptual framework, 

exploration of other dimensions of sustainability in luxury branding, examination of various 

stakeholder perspectives, investigation of the role digital technologies play, and conducting 

longitudinal studies to assess the long-term impacts of blending sustainability and luxury 

branding on B2B buyer behavior. 

This paper contributes to the field of Climate Change, Sustainability, and B2B 

Marketing in multiple ways. First, it enhances our comprehension of the intricate dynamics of 

sustainability and luxury branding in B2B markets by offering a comprehensive conceptual 

framework that captures the critical drivers and moderating factors influencing B2B buyer 

acceptance of sustainable materials in luxury brands. Second, the paper underscores practical 

applications and strategies for luxury brands targeting B2B markets, providing guidance on 

effectively integrating sustainability and luxury branding. Lastly, the paper identifies 

limitations and future research directions, stimulating further academic exploration and 
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promoting the development of more responsible and sustainable business practices within the 

luxury industry. 

 

 

  



Industrial Marketing Management 

34 
 

References 

 

Aaker, J. L. (1997). Dimensions of Brand Personality. J. Marketing Res., 34(3), 347-356. 

https://doi.org/10.2307/3151897  

Ajzen, I. (1991). The theory of planned behavior. Organ. Behav. Hum. Decis. Process., 

50(2), 179-211. https://doi.org/https://doi.org/10.1016/0749-5978(91)90020-T  

Alldredge, K., & Grimmelt, A. (2021). Understanding the ever-evolving, always-surprising 

consumer. McKinsey & Company. Retrieved 01 August from 

https://www.mckinsey.com/industries/consumer-packaged-goods/our-

insights/understanding-the-ever-evolving-always-surprising-consumer 

Almquist, E., Cleghorn, J., & Sherer, L. (2018). The B2B elements of value. Harvard 

Business Review, 96(3), 18.  

Alvarez, N., Cocco, A., & Patel, K. B. (2020). A New Framework for Assessing Climate 

Change Risk in Financial Markets. Chicago Fed Letter(448). 

https://www.chicagofed.org/publications/chicago-fed-letter/2020/448  

Amatulli, C., De Angelis, M., Costabile, M., & Guido, G. (2017). Sustainable Luxury 

Brands: Evidence from Research and Implications for Managers. Palgrave Macmillan 

UK. https://books.google.co.uk/books?id=3x8DDgAAQBAJ  

Amel-Zadeh, A., & Serafeim, G. (2018). Why and How Investors Use ESG Information: 

Evidence from a Global Survey. Financial Analysts Journal, 74(3), 87-103. 

https://doi.org/10.2469/faj.v74.n3.2  

Anderson, J. C., Narus, J. A., & Van Rossum, W. (2006). Customer value propositions in 

business markets. Harvard business review, 84(3), 90.  

Archer, T., Cromwell, E., & Fenech, C. (2020). How consumers are embracing 

sustainability. Deloitte LLP. Retrieved 30 July from 

https://www2.deloitte.com/uk/en/pages/consumer-business/articles/sustainable-

consumer.html 

Averchenkova, A., Crick, F., Kocornik-Mina, A., Leck, H., & Surminski, S. (2016). 

Multinational and large national corporations and climate adaptation: are we asking 

the right questions? A review of current knowledge and a new research perspective. 

WIREs Climate Change, 7(4), 517-536. 

https://doi.org/https://doi.org/10.1002/wcc.402  

Bamberg, S., & Möser, G. (2007). Twenty years after Hines, Hungerford, and Tomera: A 

new meta-analysis of psycho-social determinants of pro-environmental behaviour. J. 

Environ. Psychol., 27(1), 14-25. 

https://doi.org/https://doi.org/10.1016/j.jenvp.2006.12.002  

Barney, J. (1991). Firm Resources and Sustained Competitive Advantage. Journal of 

Management, 17(1), 99-120. https://doi.org/10.1177/014920639101700108  

Barney, J. B. (2001). Resource-based theories of competitive advantage: A ten-year 

retrospective on the resource-based view. Journal of Management, 27(6), 643-650. 

https://doi.org/10.1177/014920630102700602  

Berg, A., Brantberg, L., Hedrich, S., & Amed, I. (2022). The State of Fashion 2023. 

McKinsey & Company. Retrieved 01 August from 

https://www.mckinsey.com/industries/retail/our-insights/state-of-

fashion#/download/%2F~%2Fmedia%2Fmckinsey%2Findustries%2Fretail%2Four%

20insights%2Fstate%20of%20fashion%2F2023%2Fthe-state-of-fashion-2023-

holding-onto-growth-as-global-clouds-gathers-vf.pdf 

Bilkey, W. J., & Nes, E. (1982). Country-of-Origin Effects on Product Evaluations. J. Int. 

Bus. Stud., 13(1), 89-100. https://doi.org/10.1057/palgrave.jibs.8490539  

https://doi.org/10.2307/3151897
https://doi.org/https:/doi.org/10.1016/0749-5978(91)90020-T
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/understanding-the-ever-evolving-always-surprising-consumer
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/understanding-the-ever-evolving-always-surprising-consumer
https://www.chicagofed.org/publications/chicago-fed-letter/2020/448
https://books.google.co.uk/books?id=3x8DDgAAQBAJ
https://doi.org/10.2469/faj.v74.n3.2
https://www2.deloitte.com/uk/en/pages/consumer-business/articles/sustainable-consumer.html
https://www2.deloitte.com/uk/en/pages/consumer-business/articles/sustainable-consumer.html
https://doi.org/https:/doi.org/10.1002/wcc.402
https://doi.org/https:/doi.org/10.1016/j.jenvp.2006.12.002
https://doi.org/10.1177/014920639101700108
https://doi.org/10.1177/014920630102700602
https://www.mckinsey.com/industries/retail/our-insights/state-of-fashion#/download/%2F~%2Fmedia%2Fmckinsey%2Findustries%2Fretail%2Four%20insights%2Fstate%20of%20fashion%2F2023%2Fthe-state-of-fashion-2023-holding-onto-growth-as-global-clouds-gathers-vf.pdf
https://www.mckinsey.com/industries/retail/our-insights/state-of-fashion#/download/%2F~%2Fmedia%2Fmckinsey%2Findustries%2Fretail%2Four%20insights%2Fstate%20of%20fashion%2F2023%2Fthe-state-of-fashion-2023-holding-onto-growth-as-global-clouds-gathers-vf.pdf
https://www.mckinsey.com/industries/retail/our-insights/state-of-fashion#/download/%2F~%2Fmedia%2Fmckinsey%2Findustries%2Fretail%2Four%20insights%2Fstate%20of%20fashion%2F2023%2Fthe-state-of-fashion-2023-holding-onto-growth-as-global-clouds-gathers-vf.pdf
https://www.mckinsey.com/industries/retail/our-insights/state-of-fashion#/download/%2F~%2Fmedia%2Fmckinsey%2Findustries%2Fretail%2Four%20insights%2Fstate%20of%20fashion%2F2023%2Fthe-state-of-fashion-2023-holding-onto-growth-as-global-clouds-gathers-vf.pdf
https://doi.org/10.1057/palgrave.jibs.8490539


Industrial Marketing Management 

35 
 

Blaufelder, C., Levy, C., Mannion, P., & Pinner, D. (2021). A blueprint for scaling voluntary 

carbon markets to meet the climate challenge. McKinsey & Company. Retrieved 02 

August from https://www.mckinsey.com/capabilities/sustainability/our-insights/a-

blueprint-for-scaling-voluntary-carbon-markets-to-meet-the-climate-challenge 

Bonini, S., & Görner, S. (2011). The business of sustainability. McKinsey & Company. 

Retrieved 30 July from https://www.mckinsey.com/capabilities/sustainability/our-

insights/the-business-of-sustainability-mckinsey-global-survey-

results#/download/%2F~%2Fmedia%2Fmckinsey%2Fbusiness%20functions%2Fsust

ainability%2Four%20insights%2Fthe%20business%20of%20sustainability%20mckin

sey%20global%20survey%20results%2Fthe%20business%20of%20sustainability%20

mckinsey%20global%20survey%20results.pdf 

Boyson, S., Gerst, M., Guntuka, L., Linton, T., Muraski, G., Vakil, B., & Vakil, S. (2022). 

How exposed is your supply chain to climate risks? Harvard Business Review.  

Brammer, S., Hoejmose, S., & Millington, A. (2011). Managing sustainable global supply 

chains: A systematic review of the body of knowledge. Network for business 

sustainability.  

Caïs, C. (2021). Is Sustainability The Next Frontier For Luxury Brands? Forbes. Retrieved 

01 August from https://www.forbes.com/sites/forbesagencycouncil/2021/11/24/is-

sustainability-the-next-frontier-for-luxury-brands/ 

Carter, C. R., & Liane Easton, P. (2011). Sustainable supply chain management: evolution 

and future directions. International Journal of Physical Distribution & Logistics 

Management, 41(1), 46-62. https://doi.org/10.1108/09600031111101420  

Cherel-Bonnemaison, C., Erlandsson, G., Ibach, B., & Spiller, P. (2021). Buying into a more 

sustainable value chain. McKinsey & Company. Retrieved 30 July from 

https://www.mckinsey.com/capabilities/operations/our-insights/buying-into-a-more-

sustainable-value-

chain#/download/%2F~%2Fmedia%2Fmckinsey%2Fbusiness%20functions%2Fopera

tions%2Four%20insights%2Fbuying%20into%20a%20more%20sustainable%20value

%20chain%2Fbuying-into-a-more-sustainable-value-chain.pdf 

Chevalier, M., & Gutsatz, M. (2012). Luxury Retail Management: How the World's Top 

Brands Provide Quality Product and Service Support. Wiley. 

https://books.google.co.uk/books?id=w4gk4HOrSp4C  

Corsaro, D., & Anzivino, A. (2021). Understanding value creation in digital context: An 

empirical investigation of B2B. Marketing Theory, 21(3), 317-349. 

https://doi.org/10.1177/14705931211001542  

Cote, C. (2020). 5 Common Challenges of International Business You Should Consider. 

Harvard Business School. Retrieved 1 August from 

https://online.hbs.edu/blog/post/challenges-of-international-business 

Crowley, H., Driscoll-Goulay, C., Niemtzow, E., Norton, T., Prattico, E., & Woods, B. 

(2015). Climate Change: Implications and strategies for the luxury fashion sector. 

BSR Work. Pap. Collab. Kering, 57.  

D’Arpizio, C., Verde Nieto, D., Davis-Peccoud, J., & Capellini, M. (2021). LuxCo 2030: A 

vision of sustainable luxury. Bain Company.  

Dahlmann, F. (2023). Developing unicorns and gigacorns: Challenges and choices for 

creating a purpose-driven innovation ecosystem in British Columbia [Summary 

Report for The Leverhulme Trust]. University of Warwick. 

https://wrap.warwick.ac.uk/174858/1/wbs-290323-wrap--dahlmann_2023_-

_developing_unicorns_and_gigacorns.pdf 

de Kerviler, G., Gentina, E., & Heuvinck, N. (2021). Research: how to position a luxury 

brand as sustainable. Harvard Business Review.  

https://www.mckinsey.com/capabilities/sustainability/our-insights/a-blueprint-for-scaling-voluntary-carbon-markets-to-meet-the-climate-challenge
https://www.mckinsey.com/capabilities/sustainability/our-insights/a-blueprint-for-scaling-voluntary-carbon-markets-to-meet-the-climate-challenge
https://www.mckinsey.com/capabilities/sustainability/our-insights/the-business-of-sustainability-mckinsey-global-survey-results#/download/%2F~%2Fmedia%2Fmckinsey%2Fbusiness%20functions%2Fsustainability%2Four%20insights%2Fthe%20business%20of%20sustainability%20mckinsey%20global%20survey%20results%2Fthe%20business%20of%20sustainability%20mckinsey%20global%20survey%20results.pdf
https://www.mckinsey.com/capabilities/sustainability/our-insights/the-business-of-sustainability-mckinsey-global-survey-results#/download/%2F~%2Fmedia%2Fmckinsey%2Fbusiness%20functions%2Fsustainability%2Four%20insights%2Fthe%20business%20of%20sustainability%20mckinsey%20global%20survey%20results%2Fthe%20business%20of%20sustainability%20mckinsey%20global%20survey%20results.pdf
https://www.mckinsey.com/capabilities/sustainability/our-insights/the-business-of-sustainability-mckinsey-global-survey-results#/download/%2F~%2Fmedia%2Fmckinsey%2Fbusiness%20functions%2Fsustainability%2Four%20insights%2Fthe%20business%20of%20sustainability%20mckinsey%20global%20survey%20results%2Fthe%20business%20of%20sustainability%20mckinsey%20global%20survey%20results.pdf
https://www.mckinsey.com/capabilities/sustainability/our-insights/the-business-of-sustainability-mckinsey-global-survey-results#/download/%2F~%2Fmedia%2Fmckinsey%2Fbusiness%20functions%2Fsustainability%2Four%20insights%2Fthe%20business%20of%20sustainability%20mckinsey%20global%20survey%20results%2Fthe%20business%20of%20sustainability%20mckinsey%20global%20survey%20results.pdf
https://www.mckinsey.com/capabilities/sustainability/our-insights/the-business-of-sustainability-mckinsey-global-survey-results#/download/%2F~%2Fmedia%2Fmckinsey%2Fbusiness%20functions%2Fsustainability%2Four%20insights%2Fthe%20business%20of%20sustainability%20mckinsey%20global%20survey%20results%2Fthe%20business%20of%20sustainability%20mckinsey%20global%20survey%20results.pdf
https://www.mckinsey.com/capabilities/sustainability/our-insights/the-business-of-sustainability-mckinsey-global-survey-results#/download/%2F~%2Fmedia%2Fmckinsey%2Fbusiness%20functions%2Fsustainability%2Four%20insights%2Fthe%20business%20of%20sustainability%20mckinsey%20global%20survey%20results%2Fthe%20business%20of%20sustainability%20mckinsey%20global%20survey%20results.pdf
https://www.forbes.com/sites/forbesagencycouncil/2021/11/24/is-sustainability-the-next-frontier-for-luxury-brands/
https://www.forbes.com/sites/forbesagencycouncil/2021/11/24/is-sustainability-the-next-frontier-for-luxury-brands/
https://doi.org/10.1108/09600031111101420
https://www.mckinsey.com/capabilities/operations/our-insights/buying-into-a-more-sustainable-value-chain#/download/%2F~%2Fmedia%2Fmckinsey%2Fbusiness%20functions%2Foperations%2Four%20insights%2Fbuying%20into%20a%20more%20sustainable%20value%20chain%2Fbuying-into-a-more-sustainable-value-chain.pdf
https://www.mckinsey.com/capabilities/operations/our-insights/buying-into-a-more-sustainable-value-chain#/download/%2F~%2Fmedia%2Fmckinsey%2Fbusiness%20functions%2Foperations%2Four%20insights%2Fbuying%20into%20a%20more%20sustainable%20value%20chain%2Fbuying-into-a-more-sustainable-value-chain.pdf
https://www.mckinsey.com/capabilities/operations/our-insights/buying-into-a-more-sustainable-value-chain#/download/%2F~%2Fmedia%2Fmckinsey%2Fbusiness%20functions%2Foperations%2Four%20insights%2Fbuying%20into%20a%20more%20sustainable%20value%20chain%2Fbuying-into-a-more-sustainable-value-chain.pdf
https://www.mckinsey.com/capabilities/operations/our-insights/buying-into-a-more-sustainable-value-chain#/download/%2F~%2Fmedia%2Fmckinsey%2Fbusiness%20functions%2Foperations%2Four%20insights%2Fbuying%20into%20a%20more%20sustainable%20value%20chain%2Fbuying-into-a-more-sustainable-value-chain.pdf
https://www.mckinsey.com/capabilities/operations/our-insights/buying-into-a-more-sustainable-value-chain#/download/%2F~%2Fmedia%2Fmckinsey%2Fbusiness%20functions%2Foperations%2Four%20insights%2Fbuying%20into%20a%20more%20sustainable%20value%20chain%2Fbuying-into-a-more-sustainable-value-chain.pdf
https://books.google.co.uk/books?id=w4gk4HOrSp4C
https://doi.org/10.1177/14705931211001542
https://online.hbs.edu/blog/post/challenges-of-international-business
https://wrap.warwick.ac.uk/174858/1/wbs-290323-wrap--dahlmann_2023_-_developing_unicorns_and_gigacorns.pdf
https://wrap.warwick.ac.uk/174858/1/wbs-290323-wrap--dahlmann_2023_-_developing_unicorns_and_gigacorns.pdf


Industrial Marketing Management 

36 
 

DeFabrizio, S., Glazener, W., Hart, C., Henderson, K., Kar, J., Katz, J., Pratt, M. P., Rogers, 

M., Tryggestad, C., & Ulanov, A. (2021). Curbing methane emissions: How five 

industries can counter a major climate threat. McKinsey & Company. Retrieved 02 

August from https://www.mckinsey.com/capabilities/sustainability/our-

insights/curbing-methane-emissions-how-five-industries-can-counter-a-major-

climate-threat 

Defra. (2022). UK Climate Change Risk Assessment 2022. GOV.UK. Retrieved 01 August 

from 

https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachme

nt_data/file/1047003/climate-change-risk-assessment-2022.pdf 

Delmas, M. A., & Burbano, V. C. (2011). The Drivers of Greenwashing. Calif. Manage. 

Rev., 54(1), 64-87. https://doi.org/10.1525/cmr.2011.54.1.64  

DiMaggio, P. J., & Powell, W. W. (1983). The Iron Cage Revisited: Institutional 

Isomorphism and Collective Rationality in Organizational Fields. Am. Sociol. Rev., 

48(2), 147-160. https://doi.org/10.2307/2095101  

Drenik, G. (2022). What Significant Shifts In B2B Buyer Behavior Means For 2023. Forbes. 

Retrieved 02 August from https://www.forbes.com/sites/garydrenik/2022/12/13/what-

significant-shifts-in-b2b-buyer-behavior-means-for-2023/ 

Du, S., Bhattacharya, C. B., & Sen, S. (2010). Maximizing Business Returns to Corporate 

Social Responsibility (CSR): The Role of CSR Communication 

[https://doi.org/10.1111/j.1468-2370.2009.00276.x]. International Journal of 

Management Reviews, 12(1), 8-19. https://doi.org/https://doi.org/10.1111/j.1468-

2370.2009.00276.x  

Dubois, B., & Duquesne, P. (1993). The Market for Luxury Goods: Income versus Culture. 

European Journal of Marketing, 27(1), 35-44. 

https://doi.org/10.1108/03090569310024530  

Dunning, J. H., & Lundan, S. M. (2008). Multinational Enterprises and the Global Economy. 

Edward Elgar Publishing, Incorporated. 

https://books.google.co.uk/books?id=Hz6S4BGmGxUC  

Elkington, J., & Rowlands, I. H. (1999). Cannibals with forks: The triple bottom line of 21st 

century business. Alternatives Journal, 25(4), 42.  

Finke, T., Gilchrist, A., & Mouzas, S. (2016). Why companies fail to respond to climate 

change: Collective inaction as an outcome of barriers to interaction. Industrial 

Marketing Management, 58, 94-101. 

https://doi.org/https://doi.org/10.1016/j.indmarman.2016.05.018  

Foerstl, K., Reuter, C., Hartmann, E., & Blome, C. (2010). Managing supplier sustainability 

risks in a dynamically changing environment—Sustainable supplier management in 

the chemical industry. Journal of Purchasing and Supply Management, 16(2), 118-

130. https://doi.org/https://doi.org/10.1016/j.pursup.2010.03.011  

Fombrun, C. J. (1996). Reputation: Realizing Value from the Corporate Image. Harvard 

Business School Press. https://books.google.com/books?id=Yo4Rl6OEQjAC  

Freeman, R. E. (2010 [1984]). Strategic Management: A Stakeholder Approach. Cambridge 

University Press. https://books.google.co.uk/books?id=DcxVAgAAQBAJ  

Frey, S., Bar Am, J., Doshi, V., Malik, A., & Noble, S. (2023). Consumers care about 

sustainability—and back it up with their wallets. McKinsey & Company. Retrieved 

30 July from https://www.mckinsey.com/industries/consumer-packaged-goods/our-

insights/consumers-care-about-sustainability-and-back-it-up-with-their-wallets 

Fuxman, L., Mohr, I., Mahmoud, A. B., & Grigoriou, N. (2022). The new 3Ps of 

sustainability marketing: The case of fashion. Sustainable Production and 

Consumption, 31, 384-396. https://doi.org/10.1016/j.spc.2022.03.004  

https://www.mckinsey.com/capabilities/sustainability/our-insights/curbing-methane-emissions-how-five-industries-can-counter-a-major-climate-threat
https://www.mckinsey.com/capabilities/sustainability/our-insights/curbing-methane-emissions-how-five-industries-can-counter-a-major-climate-threat
https://www.mckinsey.com/capabilities/sustainability/our-insights/curbing-methane-emissions-how-five-industries-can-counter-a-major-climate-threat
https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/1047003/climate-change-risk-assessment-2022.pdf
https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/1047003/climate-change-risk-assessment-2022.pdf
https://doi.org/10.1525/cmr.2011.54.1.64
https://doi.org/10.2307/2095101
https://www.forbes.com/sites/garydrenik/2022/12/13/what-significant-shifts-in-b2b-buyer-behavior-means-for-2023/
https://www.forbes.com/sites/garydrenik/2022/12/13/what-significant-shifts-in-b2b-buyer-behavior-means-for-2023/
https://doi.org/10.1111/j.1468-2370.2009.00276.x
https://doi.org/https:/doi.org/10.1111/j.1468-2370.2009.00276.x
https://doi.org/https:/doi.org/10.1111/j.1468-2370.2009.00276.x
https://doi.org/10.1108/03090569310024530
https://books.google.co.uk/books?id=Hz6S4BGmGxUC
https://doi.org/https:/doi.org/10.1016/j.indmarman.2016.05.018
https://doi.org/https:/doi.org/10.1016/j.pursup.2010.03.011
https://books.google.com/books?id=Yo4Rl6OEQjAC
https://books.google.co.uk/books?id=DcxVAgAAQBAJ
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/consumers-care-about-sustainability-and-back-it-up-with-their-wallets
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/consumers-care-about-sustainability-and-back-it-up-with-their-wallets
https://doi.org/10.1016/j.spc.2022.03.004


Industrial Marketing Management 

37 
 

Gadenne, D. L., Kennedy, J., & McKeiver, C. (2009). An Empirical Study of Environmental 

Awareness and Practices in SMEs. Journal of Business Ethics, 84(1), 45-63. 

https://doi.org/10.1007/s10551-008-9672-9  

Galbreath, J. (2011a). Are there gender-related influences on corporate sustainability? A 

study of women on boards of directors. Journal of Management & Organization, 

17(1), 17-38. https://doi.org/10.5172/jmo.2011.17.1.17  

Galbreath, J. (2011b). To What Extent is Business Responding to Climate Change? Evidence 

from a Global Wine Producer. Journal of Business Ethics, 104(3), 421-432. 

http://www.jstor.org/stable/41476097  

Gasbarro, F., Iraldo, F., & Daddi, T. (2017). The drivers of multinational enterprises' climate 

change strategies: A quantitative study on climate-related risks and opportunities. 

Journal of Cleaner Production, 160, 8-26. 

https://doi.org/https://doi.org/10.1016/j.jclepro.2017.03.018  

Gaudenzi, B., Mola, L., & Rossignoli, C. (2021). Hitting or missing the target: Resources and 

capabilities for alternative e-commerce pathways in the fashion industry. Industrial 

Marketing Management, 93, 124-136. 

https://doi.org/https://doi.org/10.1016/j.indmarman.2020.12.016  

Gavronski, I., Klassen, R. D., Vachon, S., & do Nascimento, L. F. M. (2011). A resource-

based view of green supply management. Transportation Research Part E: Logistics 

and Transportation Review, 47(6), 872-885.  

Gereffi, G. (1999). International trade and industrial upgrading in the apparel commodity 

chain. J. Int. Econ., 48(1), 37-70. https://doi.org/https://doi.org/10.1016/S0022-

1996(98)00075-0  

Gereffi, G., Humphrey, J., & Sturgeon, T. (2005). The governance of global value chains. 

Rev. Int. Polit. Economy, 12(1), 78-104. https://doi.org/10.1080/09692290500049805  

Geuens, M., Weijters, B., & De Wulf, K. (2009). A new measure of brand personality. 

International Journal of Research in Marketing, 26(2), 97-107. 

https://doi.org/https://doi.org/10.1016/j.ijresmar.2008.12.002  

Gimenez, C., Sierra, V., & Rodon, J. (2012). Sustainable operations: Their impact on the 

triple bottom line. Int. J. Product. Econ., 140(1), 149-159.  

Girod, S. J. G. (2021). Luxury Is Learning To Deal With The Contradictions Of 

Sustainability. Forbes. Retrieved 30 July from 

https://www.forbes.com/sites/stephanegirod/2021/07/01/luxury-is-learning-to-deal-

with-the-contradictions-of-sustainability/ 

Guercini, S., & Runfola, A. (2009). The integration between marketing and purchasing in the 

traceability process. Industrial Marketing Management, 38(8), 883-891. 

https://doi.org/https://doi.org/10.1016/j.indmarman.2009.03.016  

Gupta, H., & Barua, M. K. (2016). Identifying enablers of technological innovation for Indian 

MSMEs using best–worst multi criteria decision making method. Technol. Forecast. 

Soc. Change, 107, 69-79. 

https://doi.org/https://doi.org/10.1016/j.techfore.2016.03.028  

Håkansson, H., & Snehota, I. (1989). No business is an island: The network concept of 

business strategy. Scandinavian Journal of Management, 5(3), 187-200. 

https://doi.org/https://doi.org/10.1016/0956-5221(89)90026-2  

Han, Y. J., Nunes, J. C., & Drèze, X. (2010). Signaling Status with Luxury Goods: The Role 

of Brand Prominence. J. Marketing, 74(4), 15-30. 

https://doi.org/10.1509/jmkg.74.4.015  

Harrison, J. S., & Wicks, A. C. (2013). Stakeholder Theory, Value, and Firm Performance. 

Business Ethics Quarterly, 23(1), 97-124. http://www.jstor.org/stable/41967821  

https://doi.org/10.1007/s10551-008-9672-9
https://doi.org/10.5172/jmo.2011.17.1.17
http://www.jstor.org/stable/41476097
https://doi.org/https:/doi.org/10.1016/j.jclepro.2017.03.018
https://doi.org/https:/doi.org/10.1016/j.indmarman.2020.12.016
https://doi.org/https:/doi.org/10.1016/S0022-1996(98)00075-0
https://doi.org/https:/doi.org/10.1016/S0022-1996(98)00075-0
https://doi.org/10.1080/09692290500049805
https://doi.org/https:/doi.org/10.1016/j.ijresmar.2008.12.002
https://www.forbes.com/sites/stephanegirod/2021/07/01/luxury-is-learning-to-deal-with-the-contradictions-of-sustainability/
https://www.forbes.com/sites/stephanegirod/2021/07/01/luxury-is-learning-to-deal-with-the-contradictions-of-sustainability/
https://doi.org/https:/doi.org/10.1016/j.indmarman.2009.03.016
https://doi.org/https:/doi.org/10.1016/j.techfore.2016.03.028
https://doi.org/https:/doi.org/10.1016/0956-5221(89)90026-2
https://doi.org/10.1509/jmkg.74.4.015
http://www.jstor.org/stable/41967821


Industrial Marketing Management 

38 
 

Hart, S. L. (1995). A Natural-Resource-Based View of the Firm. The Academy of 

Management Review, 20(4), 986-1014. https://doi.org/10.2307/258963  

Hartmann, M. (2011). Corporate social responsibility in the food sector. Europ. Rev. Agr. 

Econ., 38(3), 297-324. https://doi.org/10.1093/erae/jbr031  

Hartmann, P., Apaolaza, V., & Alija, P. (2013). Nature imagery in advertising. International 

Journal of Advertising, 32(2), 183-210. https://doi.org/10.2501/IJA-32-2-183-210  

Hoejmose, S., Brammer, S., & Millington, A. (2013). An empirical examination of the 

relationship between business strategy and socially responsible supply chain 

management. International Journal of Operations & Production Management, 33(5), 

589-621.  

Holmqvist, J., & Kowalkowski, C. (2023). Traceability in luxury: Harnessing B2B 

relationships to enhance ethical practices in the luxury industry. Industrial Marketing 

Management, 111, 257-267. 

https://doi.org/https://doi.org/10.1016/j.indmarman.2023.04.008  

Hostetter, S., & Winkler, G. (2022). B2B growth is where it’s green. McKinsey & Company. 

Retrieved 01 August from https://www.mckinsey.com/capabilities/growth-marketing-

and-sales/our-insights/b2b-growth-is-where-its-green 

Hutchinson, R., Shandal, V., Wallenstein, J., Wiseman, M., Young, D., & Berz, K. (2021). 

Six Steps to a Sustainability Transformation. BCG. Retrieved 30 July from 

https://www.bcg.com/publications/2021/steps-to-a-sustainability-transformation 

Iglesias, O., Mingione, M., Ind, N., & Markovic, S. (2023). How to build a conscientious 

corporate brand together with business partners: A case study of Unilever. Industrial 

Marketing Management, 109, 1-13. 

https://doi.org/https://doi.org/10.1016/j.indmarman.2022.12.008  

IPCC. (2014). Climate Change 2014 – Impacts, Adaptation and Vulnerability: Part A: 

Global and Sectoral Aspects: Working Group II Contribution to the IPCC Fifth 

Assessment Report: Volume 1: Global and Sectoral Aspects (Vol. 1). Cambridge 

University Press. https://doi.org/DOI: 10.1017/CBO9781107415379  

Jaakkola, E. (2020). Designing conceptual articles: four approaches. AMS Review, 10(1-2), 

18-26. https://doi.org/10.1007/s13162-020-00161-0  

Jackson, R. (2023). The Effects of Climate Change. NASA. Retrieved 01 August from 

https://climate.nasa.gov/effects/ 

Janssen, C., Vanhamme, J., Lindgreen, A., & Lefebvre, C. (2014). The Catch-22 of 

Responsible Luxury: Effects of Luxury Product Characteristics on Consumers' 

Perception of Fit with Corporate Social Responsibility. Journal of Business Ethics, 

119(1), 45-57. http://www.jstor.org/stable/42921273  

Jones, P., Hillier, D., & Comfort, D. (2013). In the Public Eye: Sustainability and the UK's 

Leading Retailers [https://doi.org/10.1002/pa.1440]. Journal of Public Affairs, 13(1), 

33-40. https://doi.org/https://doi.org/10.1002/pa.1440  

Jones, T. M. (1995). Instrumental Stakeholder Theory: A Synthesis of Ethics and Economics. 

The Academy of Management Review, 20(2), 404-437. https://doi.org/10.2307/258852  

Kapferer, J.-N., & Laurent, G. (2016). Where do consumers think luxury begins? A study of 

perceived minimum price for 21 luxury goods in 7 countries. J. Bus. Res., 69(1), 332-

340. https://doi.org/https://doi.org/10.1016/j.jbusres.2015.08.005  

Kapferer, J. N. (2008). The New Strategic Brand Management: Creating and Sustaining 

Brand Equity Long Term. Kogan Page. 

https://books.google.co.uk/books?id=8PoItiB7bicC  

Kapferer, J. N. (2016). Kapferer on Luxury: How Luxury Brands Can Grow Yet Remain 

Rare. Kogan Page, Limited. https://books.google.com/books?id=9fWLDAEACAAJ  

https://doi.org/10.2307/258963
https://doi.org/10.1093/erae/jbr031
https://doi.org/10.2501/IJA-32-2-183-210
https://doi.org/https:/doi.org/10.1016/j.indmarman.2023.04.008
https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/b2b-growth-is-where-its-green
https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/b2b-growth-is-where-its-green
https://www.bcg.com/publications/2021/steps-to-a-sustainability-transformation
https://doi.org/https:/doi.org/10.1016/j.indmarman.2022.12.008
https://doi.org/DOI
https://doi.org/10.1007/s13162-020-00161-0
https://climate.nasa.gov/effects/
http://www.jstor.org/stable/42921273
https://doi.org/10.1002/pa.1440
https://doi.org/https:/doi.org/10.1002/pa.1440
https://doi.org/10.2307/258852
https://doi.org/https:/doi.org/10.1016/j.jbusres.2015.08.005
https://books.google.co.uk/books?id=8PoItiB7bicC
https://books.google.com/books?id=9fWLDAEACAAJ


Industrial Marketing Management 

39 
 

Kapferer, J. N., & Bastien, V. (2012). The Luxury Strategy: Break the Rules of Marketing to 

Build Luxury Brands. Kogan Page. 

https://books.google.co.uk/books?id=oSC8SVYX9PEC  

Keller, K. L. (1993). Conceptualizing, Measuring, and Managing Customer-Based Brand 

Equity. J. Marketing, 57(1), 1-22. https://doi.org/10.2307/1252054  

Klettner, A., Clarke, T., & Boersma, M. (2014). The Governance of Corporate Sustainability: 

Empirical Insights into the Development, Leadership and Implementation of 

Responsible Business Strategy. Journal of Business Ethics, 122(1), 145-165. 

https://doi.org/10.1007/s10551-013-1750-y  

Kolk, A., & Lenfant, F. (2012). Business–NGO Collaboration in a Conflict Setting: 

Partnership Activities in the Democratic Republic of Congo. Business & Society, 

51(3), 478-511. https://doi.org/10.1177/0007650312446474  

Kumar, V., & Christodoulopoulou, A. (2014). Sustainability and branding: An integrated 

perspective. Industrial Marketing Management, 43(1), 6-15. 

https://doi.org/https://doi.org/10.1016/j.indmarman.2013.06.008  

Kunz, J., May, S., & Schmidt, H. J. (2020). Sustainable luxury: current status and 

perspectives for future research. Business Research, 13(2), 541-601. 

https://doi.org/10.1007/s40685-020-00111-3  

Lahkani, M. J., Wang, S., Urbański, M., & Egorova, M. (2020). Sustainable B2B E-

Commerce and Blockchain-Based Supply Chain Finance. Sustainability, 12(10).  

Leslie, J. (2022). How climate change is disrupting the global supply chain. Yale Environ, 

360.  

Linnenluecke, M. K., Stathakis, A., & Griffiths, A. (2011). Firm relocation as adaptive 

response to climate change and weather extremes. Global Environ. Change, 21(1), 

123-133. https://doi.org/https://doi.org/10.1016/j.gloenvcha.2010.09.010  

Lock, O. (2020). When things get heated: managing climate change risk and reputation for 

luxury brands. Farrer & Co LLP. Retrieved 30 July from 

https://www.farrer.co.uk/news-and-insights/when-things-get-heated-managing-

climate-change-risk-and-reputation-for-luxury-brands/ 

Luchs, M. G., Naylor, R. W., Irwin, J. R., & Raghunathan, R. (2010). The Sustainability 

Liability: Potential Negative Effects of Ethicality on Product Preference. J. 

Marketing, 74(5), 18-31. https://doi.org/10.1509/jmkg.74.5.018  

Matthyssens, P., Vandenbempt, K., & Weyns, S. (2009). Transitioning and co-evolving to 

upgrade value offerings: A competence-based marketing view. Industrial Marketing 

Management, 38, 504-512. https://doi.org/10.1016/j.indmarman.2008.08.008  

Mohan, M., Casidy, R., Thaichon, P., & Nyadzayo, M. (2022). Leveraging consumer 

behavior research to forge new insights into B2B buyer behavior: Contextualizing 

extant research and developing a research agenda. Industrial Marketing Management, 

105, 1-17. https://doi.org/https://doi.org/10.1016/j.indmarman.2022.05.010  

Mohr, I., Fuxman, L., & Mahmoud, A. B. (2021). A triple-trickle theory for sustainable 

fashion adoption: the rise of a luxury trend. Journal of Fashion Marketing and 

Management: An International Journal, 26(4), 640-660. 

https://doi.org/10.1108/jfmm-03-2021-0060  

Mosca, F., Giacosa, E., & Zagni, L. M. (2021). The Evolution of Distribution in the Luxury 

Sector: From Single to Omni-Channel. In F. Mosca, C. Casalegno, & R. Gallo (Eds.), 

Developing Successful Global Strategies for Marketing Luxury Brands (pp. 1-21). IGI 

Global. https://doi.org/10.4018/978-1-7998-5882-9.ch001  

NASA. (2023). Global Warming vs. Climate Change. NASA. Retrieved 02 August from 

https://climate.nasa.gov/global-warming-vs-climate-

https://books.google.co.uk/books?id=oSC8SVYX9PEC
https://doi.org/10.2307/1252054
https://doi.org/10.1007/s10551-013-1750-y
https://doi.org/10.1177/0007650312446474
https://doi.org/https:/doi.org/10.1016/j.indmarman.2013.06.008
https://doi.org/10.1007/s40685-020-00111-3
https://doi.org/https:/doi.org/10.1016/j.gloenvcha.2010.09.010
https://www.farrer.co.uk/news-and-insights/when-things-get-heated-managing-climate-change-risk-and-reputation-for-luxury-brands/
https://www.farrer.co.uk/news-and-insights/when-things-get-heated-managing-climate-change-risk-and-reputation-for-luxury-brands/
https://doi.org/10.1509/jmkg.74.5.018
https://doi.org/10.1016/j.indmarman.2008.08.008
https://doi.org/https:/doi.org/10.1016/j.indmarman.2022.05.010
https://doi.org/10.1108/jfmm-03-2021-0060
https://doi.org/10.4018/978-1-7998-5882-9.ch001
https://climate.nasa.gov/global-warming-vs-climate-change/#:~:text=Global%20warming%20is%20the%20long,the%20term%20%22climate%20change.%22


Industrial Marketing Management 

40 
 

change/#:~:text=Global%20warming%20is%20the%20long,the%20term%20%22cli

mate%20change.%22 

Niemtzow, E., Prattico, E., Norton, T., Crowley, H., Goulay, C. D., & Woods, B. (2015). 

Climate Change: Implications and Strategies for the Luxury Fashion Sector. Business 

for Social Responsibility. Retrieved 30 July from 

https://www.bsr.org/en/reports/climate-change-implications-and-strategies-for-the-

luxury-fashion-sector 

Niinimäki, K., Peters, G., Dahlbo, H., Perry, P., Rissanen, T., & Gwilt, A. (2020). The 

environmental price of fast fashion. Nature Reviews Earth & Environment, 1(4), 189-

200. https://doi.org/10.1038/s43017-020-0039-9  

North, D. C. (1990). Institutions, Institutional Change and Economic Performance. 

Cambridge University Press. https://doi.org/DOI: 10.1017/CBO9780511808678  

Nueno, J. L., & Quelch, J. A. (1998). The mass marketing of luxury. Bus. Horiz., 41(6), 61-

68. https://doi.org/https://doi.org/10.1016/S0007-6813(98)90023-4  

Okonkwo, U. (2016). Luxury Fashion Branding: Trends, Tactics, Techniques. Palgrave 

Macmillan UK. https://books.google.co.uk/books?id=Dd9eAQAAQBAJ  

Olshavsky, R. W., & Miller, J. A. (1972). Consumer Expectations, Product Performance, and 

Perceived Product Quality. J. Marketing Res., 9(1), 19-21. 

https://doi.org/10.2307/3149600  

Pagell, M., Krumwiede, D. W., & Sheu, C. (2007). Efficacy of environmental and supplier 

relationship investments—moderating effects of external environment. International 

Journal of Production Research, 45(9), 2005-2028. 

https://doi.org/10.1080/00207540600634931  

Park, C. W., Jaworski, B. J., & MacInnis, D. J. (1986). Strategic Brand Concept-Image 

Management. J. Marketing, 50(4), 135-145. 

https://doi.org/10.1177/002224298605000401  

Pedeliento, G., Leek, S., & Christodoulides, G. (2023). Luxury branding in B2B. Journal of 

Strategic Marketing, 1-15. https://doi.org/10.1080/0965254X.2023.2214143  

Perego, P., & Kolk, A. (2012). Multinationals’ Accountability on Sustainability: The 

Evolution of Third-party Assurance of Sustainability Reports. Journal of Business 

Ethics, 110(2), 173-190. https://doi.org/10.1007/s10551-012-1420-5  

Petty, R. E., & Cacioppo, J. T. (1986). The Elaboration Likelihood Model of Persuasion. In 

R. E. Petty & J. T. Cacioppo (Eds.), Communication and Persuasion: Central and 

Peripheral Routes to Attitude Change (pp. 1-24). Springer New York. 

https://doi.org/10.1007/978-1-4612-4964-1_1  

Porter, M. E. (1980). Competitive Strategy: Techniques for Analyzing Industries and 

Competitors. Free Press.  

Porter, M. E., & Kramer, M. R. (2006). The link between competitive advantage and 

corporate social responsibility. Harvard business review, 84(12), 78-92.  

Pound, P., & Campbell, R. (2015). Exploring the feasibility of theory synthesis: A worked 

example in the field of health related risk-taking. Soc. Sci. Med., 124, 57-65. 

https://doi.org/https://doi.org/10.1016/j.socscimed.2014.11.029  

Praveen, B., & Sharma, P. (2019). A review of literature on climate change and its impacts on 

agriculture productivity [https://doi.org/10.1002/pa.1960]. Journal of Public Affairs, 

19(4), e1960. https://doi.org/https://doi.org/10.1002/pa.1960  

Rao, A. R., & Monroe, K. B. (1989). The effect of price, brand name, and store name on 

buyers' perceptions of product quality: An integrative review. J. Marketing Res., 26, 

351-357. https://doi.org/10.2307/3172907  

Rao, G., & Krol, A. (2022). Investing and Climate Change. MIT Climate. Retrieved 02 

August from https://climate.mit.edu/explainers/investing-and-climate-change 

https://climate.nasa.gov/global-warming-vs-climate-change/#:~:text=Global%20warming%20is%20the%20long,the%20term%20%22climate%20change.%22
https://climate.nasa.gov/global-warming-vs-climate-change/#:~:text=Global%20warming%20is%20the%20long,the%20term%20%22climate%20change.%22
https://www.bsr.org/en/reports/climate-change-implications-and-strategies-for-the-luxury-fashion-sector
https://www.bsr.org/en/reports/climate-change-implications-and-strategies-for-the-luxury-fashion-sector
https://doi.org/10.1038/s43017-020-0039-9
https://doi.org/DOI
https://doi.org/https:/doi.org/10.1016/S0007-6813(98)90023-4
https://books.google.co.uk/books?id=Dd9eAQAAQBAJ
https://doi.org/10.2307/3149600
https://doi.org/10.1080/00207540600634931
https://doi.org/10.1177/002224298605000401
https://doi.org/10.1080/0965254X.2023.2214143
https://doi.org/10.1007/s10551-012-1420-5
https://doi.org/10.1007/978-1-4612-4964-1_1
https://doi.org/https:/doi.org/10.1016/j.socscimed.2014.11.029
https://doi.org/10.1002/pa.1960
https://doi.org/https:/doi.org/10.1002/pa.1960
https://doi.org/10.2307/3172907
https://climate.mit.edu/explainers/investing-and-climate-change


Industrial Marketing Management 

41 
 

Reinecke, J., & Ansari, S. (2014). When Times Collide: Temporal Brokerage at the 

Intersection of Markets and Developments. Acad. Manage. J., 58(2), 618-648. 

https://doi.org/10.5465/amj.2012.1004  

Rogers, E. M. (2010). Diffusion of innovations. Simon and Schuster.  

Scott, J. (2019). The impact of climate change on business is more than you think. World 

Economic Forum. Retrieved 30 July from 

https://www.weforum.org/agenda/2019/11/climate-change-risk-business-regional-

doing-report/ 

Smyth, R. (2004). Exploring the usefulness of a conceptual framework as a research tool: a 

researcher’s reflections [Journal Article]. Issues in Educational Research, 14(2), 167-

180. https://search.informit.org/doi/10.3316/ielapa.200412121  

Spence, M. (1973). Job Market Signaling*. The Quarterly Journal of Economics, 87(3), 355-

374. https://doi.org/10.2307/1882010  

Swedberg, R. (2012). Theorizing in sociology and social science: turning to the context of 

discovery. Theory and Society, 41(1), 1-40. https://doi.org/10.1007/s11186-011-9161-

5  

Sweeney, E. (2022). The big challenges for supply chains in 2022. World Economic Forum. 

Retrieved 01 August from https://www.weforum.org/agenda/2022/01/challenges-

supply-chains-covid19-2022/ 

Talukdar, N., & Yu, S. (2020). Do materialists care about sustainable luxury? Marketing 

Intelligence & Planning, 38(4), 465-478. https://doi.org/10.1108/MIP-05-2019-0277  

Teece, D. J. (2007). Explicating dynamic capabilities: the nature and microfoundations of 

(sustainable) enterprise performance. Strategic management journal, 28(13), 1319-

1350.  

Truong, Y., Mazloomi, H., & Berrone, P. (2021). Understanding the impact of symbolic and 

substantive environmental actions on organizational reputation. Industrial Marketing 

Management, 92, 307-320. 

https://doi.org/https://doi.org/10.1016/j.indmarman.2020.05.006  

Tseng, M.-L., Chiu, A. S. F., & Liang, D. (2018). Sustainable consumption and production in 

business decision-making models. Resources, Conservation and Recycling, 128, 118-

121. https://doi.org/https://doi.org/10.1016/j.resconrec.2017.02.014  

UN. (2023). What Is Climate Change? United Nations. Retrieved 02 August from 

https://www.un.org/en/climatechange/what-is-climate-change 

Urde, M., Greyser, S. A., & Balmer, J. M. T. (2007). Corporate brands with a heritage. 

Journal of Brand Management, 15(1), 4-19. 

https://doi.org/10.1057/palgrave.bm.2550106  

Vermeir, I., & Verbeke, W. (2006). Sustainable Food Consumption: Exploring the Consumer 

“Attitude – Behavioral Intention” Gap. Journal of Agricultural and Environmental 

Ethics, 19(2), 169-194. https://doi.org/10.1007/s10806-005-5485-3  

Vigneron, F., & Johnson, L. W. (1999). A review and a conceptual framework of prestige-

seeking consumer behavior. Academy of marketing science review, 1(1), 1-15.  

Villena, V. H., & Gioia, D. A. (2020). A more sustainable supply chain companies tend to 

focus on their top-tier suppliers, but the real risks come lower down. Harvard 

Business Review, 2020(March-April), 1-11.  

Wang, P., Kuah, A. T. H., Lu, Q., Wong, C., Thirumaran, K., Adegbite, E., & Kendall, W. 

(2021). The impact of value perceptions on purchase intention of sustainable luxury 

brands in China and the UK. Journal of Brand Management, 28(3), 325-346. 

https://doi.org/10.1057/s41262-020-00228-0  

https://doi.org/10.5465/amj.2012.1004
https://www.weforum.org/agenda/2019/11/climate-change-risk-business-regional-doing-report/
https://www.weforum.org/agenda/2019/11/climate-change-risk-business-regional-doing-report/
https://search.informit.org/doi/10.3316/ielapa.200412121
https://doi.org/10.2307/1882010
https://doi.org/10.1007/s11186-011-9161-5
https://doi.org/10.1007/s11186-011-9161-5
https://www.weforum.org/agenda/2022/01/challenges-supply-chains-covid19-2022/
https://www.weforum.org/agenda/2022/01/challenges-supply-chains-covid19-2022/
https://doi.org/10.1108/MIP-05-2019-0277
https://doi.org/https:/doi.org/10.1016/j.indmarman.2020.05.006
https://doi.org/https:/doi.org/10.1016/j.resconrec.2017.02.014
https://www.un.org/en/climatechange/what-is-climate-change
https://doi.org/10.1057/palgrave.bm.2550106
https://doi.org/10.1007/s10806-005-5485-3
https://doi.org/10.1057/s41262-020-00228-0


Industrial Marketing Management 

42 
 

Watkiss, P., Benzie, M., & Klein, R. J. T. (2015). The complementarity and comparability of 

climate change adaptation and mitigation [https://doi.org/10.1002/wcc.368]. WIREs 

Climate Change, 6(6), 541-557. https://doi.org/https://doi.org/10.1002/wcc.368  

Weinhofer, G., & Busch, T. (2013). Corporate Strategies for Managing Climate Risks 

[https://doi.org/10.1002/bse.1744]. Business Strategy and the Environment, 22(2), 

121-144. https://doi.org/https://doi.org/10.1002/bse.1744  

Wheatley, H. (2022). 3 Key Actions for Supply Chain's Response to Climate Change. Gartner. 

Retrieved 30 July from https://www.gartner.com/en/articles/3-key-actions-for-supply-

chain-s-response-to-climate-change 

Winston, A. (2022). Sustainable business went mainstream in 2021. HBR; Harvard Business 

School Publishing: Brighton, MA, USA.  

World Commission on Environment and Development. (1987). Our Common Future. Oxford 

University Press.  

Zaichkowsky, J. L. (1985). Measuring the Involvement Construct*. J. Cons. Res., 12(3), 341-

352. https://doi.org/10.1086/208520  

Zhu, Q., Sarkis, J., & Lai, K.-h. (2013). Institutional-based antecedents and performance 

outcomes of internal and external green supply chain management practices. Journal 

of Purchasing and Supply Management, 19(2), 106-117. 

https://doi.org/https://doi.org/10.1016/j.pursup.2012.12.001  

 

 

https://doi.org/10.1002/wcc.368
https://doi.org/https:/doi.org/10.1002/wcc.368
https://doi.org/10.1002/bse.1744
https://doi.org/https:/doi.org/10.1002/bse.1744
https://www.gartner.com/en/articles/3-key-actions-for-supply-chain-s-response-to-climate-change
https://www.gartner.com/en/articles/3-key-actions-for-supply-chain-s-response-to-climate-change
https://doi.org/10.1086/208520
https://doi.org/https:/doi.org/10.1016/j.pursup.2012.12.001

