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Discover the secrets to successful luxury brand management with this bestselling guide written
by two of the world's leading experts on luxury branding, Jean-Noël Kapferer and Vincent
Bastien, providing a unique blueprint for luxury brands and companies. Having established itself
as the definitive work on the essence of a luxury brand strategy, this book defines the
differences between premium and luxury brands and products, analyzing the nature of true
luxury brands and turning established marketing 'rules' upside-down.Written by two world
experts on luxury branding, The Luxury Strategy provides the first rigorous blueprint for the
effective management of luxury brands and companies at the highest level.This fully revised
second edition of The Luxury Strategy explores the diversity of meanings of 'luxury' across
different markets. It rationalizes those business models that have achieved profitability and
unveils the original methods that were used to transform small family businesses such as
Ferrari, Louis Vuitton, Cartier, Chanel, Armani, Gucci, and Ralph Lauren into profitable global
brands.Now with a new section on marketing and selling luxury goods online and the impact of
social networks and digital developments, this book has truly cemented its position as the
authority on luxury strategy.

"A very intriguing book that can generate passionate discussions...an original and competent
point of view on luxury marketing." ― Branduniq"Praise for the previous edition:Actionable
information and advice. If you market luxury products, or want to, The Luxury Strategy should be
on your bookshelf." ― Roger Dooley, Neurosciencemarketing.com"This well-written,
comprehensive volume on managing luxury products is a blueprint for successfully navigating
what many marketers have found to be a treacherous path. ...Abundant examples enhance the
text. All components of the marketing mix are explored in terms of how they should be applied to
luxury brands ...Summing Up: Highly recommended. Practitioners, students at all levels, general
readers, and researchers." ― Choice"Highly recommended for any basic business collection." ―
Midwest Book ReviewAbout the AuthorJean-Noel Kapferer is an internationally recognized
thought leader on brands and brand management. A professor at HEC Paris, he holds a PhD
from Northwestern University (USA) and is an active consultant to many European, Asian and
American corporations. He is the author of 12 books, including The New Strategic Brand
Management, The Luxury Strategy and Kapferer on Luxury, all published by Kogan
Page.Vincent Bastien is one of the most experienced senior managers in the luxury business.
Formerly MD of Louis Vuitton Malletier and CEO of Yves Saint Laurent Parfums, he has held
senior posts at some of the world's most prestigious luxury brands. He is now Affiliate Professor
at HEC Paris, where he teaches Strategy in Luxury.
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Prime35, “WOW! I LOVE this book. I've been in marketing for over 20 years and have never seen
a book like this before. The "anti-marketing laws" are genius and effective for luxury brands.”

Emery, “Hmmm... Somewhat helpful. Four stars is what I would rate this book. It started off
talking about the link to history that luxury has and theoretically may have had. Then, 260 pages
later, it has discussed basic information in a complex manner -a lot of things that are obvious to
a person that studies the luxury market but not to someone that know nothing about it, which I
thought was somewhat impossible considering that luxury is everywhere. Here is an example:
they wrote that luxury is something that people dream of and is supposed to be desired, partially
because it is made with old practices and only the most skilled craftsman. Who doesn't know
this??? Apparently Ford motor are doesn't, because they use them as an example in the book
stating that they purchased Aston Martin and tried to use cheaper parts as in their ford lines and
lower the price of the products under the Aston Martin name. They ended up selling the
company for a loss. If this doesn't seem obvious why to you then this book could be a great help,
although I wouldn't want to know someone like you, sorry.”

snowbird, “Very good book for classroom and for practice!. I have used this book in the
classroom as the primary 'text' as well as recommended this book for use in business real-world
practice. It is very good for either purpose. The students enjoyed the 'text' as it is
comprehensive, easy-to-read for the international student who is ESL, and provocative in
thought as it challenges the reader to think outside the typical marketing 4P's structure. For
practice, it provides enough theory to answer the 'why' while giving good examples that provide
the application. I will - and am - definitely using this book again as well as continuing to
recommend it. I have looked at a number of books that could be used in a classroom setting
and this one is, by far, the best. This book is a keeper that will stay on a marketer's shelf - for
future reference - for a long time.”

Jeff Downing, “Thoughtful Research and Insight. I have taken more notes on this book and I've
gained actionable insight into my own luxury business. This book will be useful to anyone trying
to position their brand as luxury or premium”

Ellen Anders, “Incredible information that sheds light on the luxury industry.. The topic of luxury
is very broad and because it covers so many sectors, it is difficult to comprehend. I found this
book very informative and poses diverging views of luxury strategies and anti-strategies used in
marketing. It is helpful in explaining how luxury fits into the global economy and how luxury
industry standards define luxury products and experiences. Before reading this book I had a
view of luxury being in the hands of the rich and out of reach for most people. However, after
reading it, I found that the rare, elusive, quality and timeless values, which are the core



essentials to the luxury trade, relate to all walks of life. You don't have to be a billionaire to
appreciate quality and a job well done.”

Robert Berganza, “Absolutely valuable.. I bought this book in hopes of learning how to attract a
higher clientele for a service business. I knew the book wasn’t quiet written for my purpose. Even
with that, there is so much useful information in this book, I couldn’t put a dollar value on it. There
are several strategies I’m putting in place. One of the best books I’ve read recently, and I read a
lot. I only wish it came in Audible version so I could more easily review it now and than while
driving.”

Sarah Diab, “7 Stars. An Academic, well written material, amazing well researched and analyzed
content by a famous writer.The language and classy choice of vocabulary makes it a true luxury
book about luxury.”

Chantelle A, “Highly recommended. I'm three quarters of the way through this book. Having no
previous knowledge of working in luxury or even purchasing luxury, this books explains in depth
what luxury is. It explains the anti-laws of luxury, why companies that sell premium product buy
luxury brands fail at selling luxury, how different cultures view luxury, why luxury brands resist
selling their products online, etc. I can't recommend this book enough.”

Culture Enthusiast, “The must have book if you work in the luxury sector. This book is a must
have if you work or are interested in the luxury sector. It covers all the issues (from the definition
of luxury, marketing, brand management, business models, luxury and the internet, etc) and is
very practical. The authors are well known within the luxury sector and they poured their
experience in this book. I particularly enjoyed the chapter on the anti-laws of luxury marketing (in
itself worth the price of the entire book). The book is packed full with examples taken from real
luxury brands and flows amazingly: very well written, clear and straight to the point. The
examples are still current as the book was published in 2012.Such a shame it contains some
minor errors (Ferre' was a designer for Dior and not for Chanel as the authors stated) and
several spelling mistakes. Additionally the chapter on brand stretching and brand extension is a
little bit messy as the authors keep on jumping from one concept to the other without any clear
logic behind it - it starts talking about brand extension then in the next paragraph is brand
stretching and then back to brand extension.”

laura, “Good. Good”

Ebook Library Reader, “If you are in any industry must read. Great read for sme looking for a
different way to compete with their sector presents existing ideas and strategies in a non
repetitive way.”



Ebook Library Reader, “Incredible book! Highly recomended for everyone staring their
business .... Incredible book! Highly recomended for everyone staring their business or wanting
to improve. Even though it says luxury strategy on the cover it is handy for all sorts of businesses
and covers wide range and of topics.”

The book by Thomas A Morgan has a rating of  5 out of 4.5. 250 people have provided feedback.
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