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ABSTRACT

Brand authenticity has emerged as a critical strategic lever in luxury fashion marketing, fluencing
consumer perception, loyalty, and willingness to pay premium prices. This study employs a qualitative
analysis of secondary sources, including academic literature, industry reports, and documented case
studies, to examine how luxury brands construct, communicate, and maintain authenticity. The research
adopts an integrated theoretical framework, drawing on Symbolic Interactionism, Brand Heritage Theory,
and Consumer Culture Theory, to analyse the interplay between brand narratives, heritage, craftsmanship,
digital engagement, and ethical practices. Findings indicate that heritage and artisanal craftsmanship
remain central to perceived authenticity, while symbolic storytelling, co-creation with consumers via digital
platforms, and sustainable practices significantly enhance credibility and emotional engagement. The study
further highlights the challenges of balancing heritage with mnovation, globalisation, and ethical
transparency. Overall, brand authenticity functions as a multidimensional construct and strategic
advantage, reinforcing brand equity in competitive luxury markets. The insights contribute to both
theoretical understanding and managerial application, offering guidance for designing cohesive,
authenticity-driven marketing strategies.
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Brand Authenticity as a Marketing Strategy in Luxury Fashion: A Qualitative Analysis of Secondary Sources

1. Introduction

The global luxury fashion industry has
experienced a profound transformation in
recent decades, shaped by globalisation,
digitalisation, and evolving consumer
expectations. Traditionally, luxury fashion
was defined by exclusivity, superior
craftsmanship, heritage, and high price
points, which collectively signalled status
and prestige (Kapferer & Bastien, 2012).
However, contemporary market dynamics
have significantly altered the foundations of
luxury consumption. Consumers are no
longer solely motivated by conspicuous
consumption; instead, they increasingly seek
meaning, values, and emotional connection
in their purchasing decisions (Ko &
Megehee, 2012). Within this shifting
landscape, brand authenticity has emerged as
a critical strategic construct that influences
consumer trust, engagement, and long-term
loyalty.

Brand authenticity refers to the extent to
which a brand is perceived as genuine,
credible, and true to its stated wvalues
(Morhart et al., 2015). In luxury fashion,
authenticity 1s particularly significant
because it reinforces the symbolic and
experiential ~ dimensions  of  luxury
consumption. Authenticity enables brands to
differentiate themselves in a saturated
marketplace, where imitation, counterfeiting,
and fast fashion alternatives challenge
traditional notions of exclusivity (Beverland,
2005). As a result, luxury brands must
continuously negotiate and reinforce their
authenticity through strategic marketing
practices.

The increasing importance of authenticity
can also be attributed to the rise of digitally
empowered consumers. Social media
platforms, online reviews, and digital
storytelling have created an environment of
heightened transparency and scrutiny
(Okonkwo, 2016). Consumers now have
unprecedented access to information about
brands, including their production processes,
labour practices, and environmental impact.
This shift has given rise to a more critical and
informed consumer base that demands not
only quality and exclusivity but also ethical
responsibility and transparency (Gilal et al.,
2020). Consequently, authenticity in luxury
fashion is no longer limited to heritage and
craftsmanship; it now encompasses broader
dimensions such as sustainability, corporate
social responsibility, and ethical sourcing.

Furthermore, generational changes have
played a significant role in redefining
authenticity. Millennials and Generation Z
consumers, who are becoming dominant
segments in the luxury market, place greater
emphasis on values-driven consumption (Ko
et al., 2019). These consumers are more
likely to support brands that align with their
personal beliefs and demonstrate social and
environmental commitment. Therefore,
luxury brands must adapt their authenticity
narratives to resonate with these evolving
consumer expectations while maintaining
their core identity.

Despite its growing importance, authenticity
remains a complex and contested concept in
marketing literature. Scholars have debated
whether authenticity is an inherent attribute
of a brand or a socially constructed

perception shaped by consumer

Amob et al. 2026



Brand Authenticity as a Marketing Strategy in Luxury Fashion: A Qualitative Analysis of Secondary Sources

interpretation (Arnould & Thompson, 2005).
From a managerial perspective, authenticity
is often treated as a strategic resource that can
be cultivated and communicated through
branding activities (Beverland & Farrelly,
2010). However, the deliberate construction
of authenticity raises questions about its
legitimacy, as consumers may perceive
overly curated or commercialised

authenticity as inauthentic.

In the context of luxury fashion, this tension
is particularly pronounced. On one hand,
brands rely on carefully crafted narratives,
heritage storytelling, and symbolic imagery
to convey authenticity. On the other hand,
excessive commercialisation, mass
production, and global expansion can
undermine the very authenticity that brands
seek to promote (Kapferer, 2015). This
paradox highlights the need for a nuanced
understanding of authenticity as both a
cultural and managerial construct.

Another important dimension of authenticity
in luxury fashion is its relationship with
innovation. While heritage and tradition are
central to authenticity, luxury brands must
also innovate to remain competitive and
relevant. This creates a delicate balance
between preserving historical identity and
embracing modernity (Fionda & Moore,
2009). Brands that successfully integrate
innovation with authenticity are better
positioned to sustain their market leadership.

Given these complexities, there is a need for
in-depth qualitative research that explores
how  authenticity is  conceptualised,
constructed, and communicated in luxury
fashion. While previous studies have
provided valuable insights into consumer

perceptions and the measurement of
authenticity (Napoli et al., 2014), there is
limited research that synthesises these
perspectives through qualitative analysis of
secondary sources. This study addresses this
gap by examining a wide range of academic
and industry materials to identify key themes,
strategies, and challenges associated with
brand authenticity.

The objectives of this research are threefold.
First, it aims to explore the conceptual
foundations of brand authenticity within the
luxury fashion context. Second, it seeks to
identify the key dimensions and drivers of
authenticity as reflected in existing literature
and industry practices. Third, it examines
how luxury brands strategically
communicate authenticity through various
marketing channels.

By addressing these objectives, this study
contributes to the broader literature on luxury
branding and marketing strategy. It provides
a comprehensive framework for
understanding authenticity as a dynamic and
multifaceted construct, offering both
theoretical insights and practical implications
for brand managers. In an era characterised
by increasing consumer scepticism and
demand for transparency, authenticity
represents not only a competitive advantage
but also a fundamental requirement for
sustaining brand legitimacy and relevance.

2. Literature Review

Brand authenticity has become a central
concept in contemporary marketing research,
particularly in the context of experiential and
symbolic consumption. It 1is generally
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defined as the extent to which a brand is
perceived as genuine, credible, and aligned
with its core values (Morhart et al., 2015).
Authenticity is inherently subjective, as it
depends on consumer perceptions and
interpretations  rather  than
characteristics.

objective

Beverland (2005) was among the first
scholars to conceptualise authenticity as a
strategic  positioning tool, emphasising
elements such as heritage, craftsmanship, and
commitment to quality. According to this
perspective, authenticity is achieved through
adherence to tradition and consistency in
brand behaviour. Similarly, Bruhn et al.
(2012) identify four key dimensions of brand
authenticity: continuity, credibility, integrity,
and symbolism. These dimensions highlight
the importance of both historical consistency
and present-day actions in shaping
authenticity perceptions.

Napoli et al. (2014) further expand this
conceptualisation by proposing a
multidimensional model that includes quality
commitment, heritage, sincerity, and
symbolism. Their framework underscores the
complexity of authenticity, suggesting that it
is not a single attribute but a combination of
multiple interrelated factors. Importantly,
these dimensions reflect both tangible aspects
(e.g., product quality) and intangible
elements (e.g., emotional resonance and
symbolic meaning).

From a theoretical standpoint, authenticity
can be understood through the lens of
existential and constructivist perspectives.
The existential perspective views
authenticity as an intrinsic quality rooted in

originality and truthfulness, while the

constructivist perspective considers
authenticity as socially constructed through
cultural narratives and consumer experiences
(Arnould & Thompson, 2005). In marketing
contexts, the constructivist perspective is
particularly relevant, as it emphasises the role
of branding, storytelling, and consumer

interpretation in shaping authenticity.

2.1 Authenticity in Luxury Fashion
Branding

In luxury fashion, authenticity is deeply
intertwined with the core characteristics of
luxury itself, including exclusivity, heritage,
and craftsmanship (Kapferer & Bastien,
2012). Luxury brands often draw on their
historical legacy and artisanal traditions to
establish authenticity, creating a sense of
continuity and timelessness (Urde et al.,
2007). For example, references to founding
designers, archival  collections, and
traditional  production techniques are
commonly used to reinforce authenticity

narratives.

Fionda and Moore (2009) argue that luxury
fashion brands rely on a combination of
tangible and intangible elements to maintain
their positioning. Tangible elements include
product quality, materials, and craftsmanship,
while intangible elements encompass brand
image, heritage, and emotional appeal.
Authenticity serves as a bridge between these
elements, enhancing the overall value
proposition of luxury brands.

However, the globalisation of luxury fashion
challenges  to
authenticity. As brands expand into
international markets and adopt mass
maintaining

has introduced new

production practices,
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authenticity becomes increasingly complex
(Kapferer, 2015). The tension between
exclusivity and accessibility is particularly
evident in the proliferation of entry-level
luxury products and collaborations with
mass-market brands.

Moreover, the rise of counterfeit products has
further complicated the authenticity
landscape. Counterfeiting undermines brand
integrity and creates confusion among
consumers, making it more difficult to
distinguish genuine luxury from imitation
(Beverland & Farrelly, 2010). In response,
brands have adopted various strategies, such
as authentication technologies and enhanced
storytelling, to reinforce their authenticity.

2.2 Consumer Perception and the
Construction of Authenticity

Consumer perception is central to the concept
of brand authenticity. According to consumer
culture theory (CCT), authenticity is not an
inherent property of a brand but a socially
constructed phenomenon that emerges from
interactions between consumers, brands, and
cultural contexts (Arnould & Thompson,
2005). This perspective highlights the role of
meaning-making processes in shaping
authenticity perceptions.

Consumers evaluate authenticity based on
multiple cues, including brand history,
product quality, and communication
strategies (Eggers et al., 2013). Emotional
engagement also plays a significant role, as
consumers are more likely to perceive a
brand as authentic if it resonates with their
personal values and identity. This aligns with
the concept of self-congruity, which suggests

that consumers prefer brands that reflect their
self-image.

Kozinets et al. (2010) emphasise the
importance of storytelling and narrative in
constructing  authenticity. Brands use
narratives to create a sense of origin, purpose,
and continuity, which enhances their
perceived authenticity. In the digital age,
these narratives are often co-created with
consumers through social media interactions,

user-generated  content, and  online
communities.
However, consumer  perceptions  of

authenticity can be fragile and -easily
influenced by inconsistencies or perceived
insincerity. For instance, discrepancies
between a brand’s stated values and actual
practices can lead to scepticism and distrust
(Morhart et al., 2015). This underscores the
importance of alignment between brand
communication and behaviour.

2.4 Authenticity as a Strategic
Marketing Tool

Authenticity has evolved into a key strategic
resource for brands seeking to differentiate
themselves in competitive markets. From a
resource-based view, authenticity can be
considered a valuable, rare, and inimitable
asset that contributes to  sustained
competitive advantage (Beverland, 2005).
Luxury brands leverage authenticity to create
emotional connections, justify premium
pricing, and enhance brand equity.

One of the primary ways in which brands
communicate  authenticity is  through
storytelling. Storytelling allows brands to
convey their heritage, values, and identity in
a compelling and relatable manner (Kozinets
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et al., 2010). For example, narratives about
craftsmanship, founder stories, and cultural
heritage are commonly used to reinforce
authenticity.

Experiential marketing is another important
strategy for enhancing authenticity. Luxury
brands create immersive experiences, such as
flagship stores, fashion shows, and exclusive
events, to engage consumers and reinforce
brand identity (Fionda & Moore, 2009).
These experiences allow consumers to
interact with the brand in a tangible and
meaningful  way, strengthening their

perception of authenticity.

In addition, digital platforms have become
essential  tools  for  communicating
authenticity. Social media enables brands to
share behind-the-scenes content, interact
with consumers, and demonstrate
transparency (Okonkwo, 2016). Influencer
marketing also plays arole, as influencers can
act as intermediaries who convey authenticity
to their followers. However, the effectiveness
of influencer marketing depends on the
perceived authenticity of the influencer-

brand relationship.

2.5 Ethical and Sustainability
Dimensions of Authenticity

In recent years, authenticity has increasingly
been associated with ethical and sustainable
practices. Consumers are becoming more
aware of the environmental and social impact
of fashion, leading to greater demand for
transparency and accountability (Gilal et al.,
2020). As a result, brands are incorporating
sustainability  into  their  authenticity

narratives.

Ethical authenticity involves demonstrating a
genuine commitment to social and
environmental responsibility. This includes
practices such as ethical sourcing, fair labour
conditions, and environmentally friendly
production processes. Brands that effectively
communicate these practices are more likely
to be perceived as authentic and trustworthy.

However, the integration of sustainability
into branding also raises concerns about
“greenwashing,” where brands exaggerate or
misrepresent their environmental efforts
(Kapferer, 2015). Greenwashing can
undermine authenticity and damage brand
reputation, highlighting the importance of
transparency and accountability.

2.6 Gaps in Existing Literature

Despite the extensive research on brand
authenticity, several gaps remain. First, much
of the existing literature relies on quantitative
methods, which may not capture the
complexity and contextual nature of
authenticity. Second, there is limited research
that  integrates  multiple  theoretical
perspectives to  provide a  holistic
understanding of authenticity in luxury

fashion.

Furthermore, the impact of digital
transformation and  sustainability on
authenticity is still emerging, requiring
further exploration. This study addresses
these gaps by adopting a qualitative approach
and synthesising insights from diverse
secondary sources.

3. Theoretical Framework

A robust theoretical framework is essential
for analysing brand authenticity as a

Amob et al. 2026



Brand Authenticity as a Marketing Strategy in Luxury Fashion: A Qualitative Analysis of Secondary Sources

marketing strategy in luxury fashion. This
study adopts a multi-theoretical approach,
combining Symbolic Interactionism, Brand
Heritage Theory, and Consumer Culture
Theory (CCT) to provide a comprehensive
understanding of how authenticity 1is
constructed, perceived, and leveraged in
marketing practices.

3.1 Symbolic Interactionism

Symbolic interactionism, rooted in sociology,
posits that meaning is created and negotiated
through social interactions and the
interpretation of symbols (Blumer, 1969). In
the context of luxury fashion, brands operate
as symbolic entities, and their products,
narratives, and marketing communications
serve as symbols that convey meaning to
consumers. Authenticity is thus not an
inherent property of the brand; it is a socially
constructed perception shaped by the
symbolic interactions between brands and
consumers.

Luxury brands often rely on visual and
narrative symbols-such as logos, heritage
references, or artisanal techniques-to
communicate authenticity (Kozinets et al.,
2010). Consumers interpret these symbols
based on their cultural background, personal
experiences, and social context. For instance,
a brand emphasising  hand-stitched
craftsmanship may be perceived as more
authentic in cultures that value artisanal
heritage, while the same emphasis may carry
less symbolic weight in contexts where mass
production is associated with efficiency or
luxury democratisation (Beverland, 2005).

Symbolic interactionism also helps explain
the role of digital platforms in shaping

authenticity perceptions. Social media,
influencer collaborations, and user-generated
content serve as interactive spaces where
brands and consumers co-create meaning.
These interactions amplify or diminish
authenticity  depending on  consumer
interpretation. For example, behind-the-
scenes  storytelling about sustainable
production  processes can  strengthen
perceived authenticity if it aligns with the
consumer’s values, but overly curated
content may be perceived as insincere
(Morhart et al., 2015).

3.2 Brand Heritage Theory

Brand heritage theory emphasises the
historical continuity and cultural significance
of a brand as central to its identity and
authenticity (Urde et al., 2007). In luxury
fashion, heritage is often associated with
founding stories, iconic designs, and
traditional craftsmanship, which collectively
reinforce a brand’s legitimacy and
distinctiveness.

Heritage can be understood as a strategic
resource that enhances both emotional and
symbolic value. For example, heritage
provides a narrative anchor, allowing luxury
brands to connect past craftsmanship with
present consumer experiences (Kapferer &
Bastien, 2012). This continuity supports
authenticity = by  signalling  stability,
credibility, and a commitment to quality.
Urde et al. (2007) argue that heritage brands
benefit from a dual temporal dimension:
historical legacy and forward-looking
adaptation, allowing them to remain relevant
without compromising authenticity.
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Brand heritage theory also underscores the
challenges of globalisation and mass-market
expansion.  While heritage  enhances
authenticity, it can be diluted if brands scale
production excessively or compromise
artisanal standards to meet global demand
(Kapferer, 2015). Therefore, brands must
carefully balance expansion and
modernisation while preserving symbolic
and cultural elements that underpin

authenticity.

3.3 Consumer Culture Theory
(CCT)

Consumer Culture Theory (CCT) examines
how consumers interpret, co-create, and
negotiate the meaning of brands within
broader cultural and social contexts (Arnould
& Thompson, 2005). CCT views authenticity
as a culturally constructed phenomenon,
shaped by social values, norms, and
consumer experiences rather than as an
objective brand attribute.

In luxury fashion, CCT explains how
consumer identity, status signalling, and
lifestyle aspirations influence perceptions of
authenticity. For instance, consumers may
perceive a luxury brand as authentic if its
image aligns with their personal values,
social identity, or subcultural affiliations
(Eggers et al., 2013). Conversely, brands that
fail to resonate with cultural or social
expectations may be deemed inauthentic,
regardless of  historical legacy or
craftsmanship.

CCT also highlights the role of experiential
and co-created interactions in authenticity
perception. Consumers actively participate in
constructing

authenticity through

engagement with marketing content, social
media narratives, and retail experiences. This
co-creation reinforces emotional attachment
and brand loyalty while influencing
collective  cultural interpretations  of
authenticity (Kozinets et al., 2010).

3.4 Integrating Theoretical
Perspectives

Combining  these  three  theoretical
perspectives provides a multidimensional
understanding of brand authenticity in luxury
fashion. Symbolic interactionism explains
the micro-level social processes through
which authenticity is interpreted. Brand
heritage theory anchors authenticity in
historical continuity and tangible legacies.
Consumer culture theory situates authenticity
within broader cultural and social contexts,
emphasising the co-creation of meaning
between consumers and brands.

This integrated framework allows the study
to examine authenticity as both a managerial
strategy and a socially constructed
perception. It highlights the interplay
between brand-driven narratives, symbolic
cues, historical heritage, and consumer
interpretation, offering a holistic lens to
understand why certain luxury brands are
perceived as authentic while others are not.

4. Research Methodology

This study adopts a qualitative research
design using secondary data analysis to
explore brand authenticity as a marketing
strategy in luxury fashion. The methodology
is appropriate for understanding complex,
context-dependent phenomena that are
difficult to measure quantitatively (Johnston,
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2017). By leveraging existing literature,
industry reports, and case studies, the study
provides a comprehensive synthesis of
current knowledge and practical insights.

4.1 Research Design

A qualitative research design was chosen due
to the exploratory nature of the study.
Authenticity is a multifaceted, socially
constructed concept that requires interpretive
analysis rather than measurement through
predefined metrics (Beverland, 2005). The
qualitative approach allows for an in-depth
examination of themes, patterns, and
narratives surrounding authenticity in luxury
fashion.

The study employs an interpretive paradigm,
emphasising understanding over prediction.
This approach is aligned with the theoretical
framework, which views authenticity as both
socially constructed and strategically
managed.

4.2 Data Sources

Secondary data were collected from multiple
sources to ensure richness, triangulation, and
validity. These sources include:

e Academic Literature: Peer-
reviewed journal articles focused on
brand authenticity, luxury fashion
marketing, consumer perception, and
related theoretical frameworks (e.g.,
Beverland, 2005; Morhart et al.,
2015).

e Industry Reports: Reports from
McKinsey, Deloitte, and Bain &
Company provide insights into luxury
market trends, consumer behaviour,
and digital marketing strategies.

e Brand Communications: Official
brand websites, annual reports, and
press releases were analysed to
understand strategic narratives used
to convey authenticity.

e Case Studies: Documented case
studies of luxury brands, including
iconic houses such as Chanel,
Hermés, and Gucci, were examined
for their approach to heritage,
storytelling, and digital engagement.

Using multiple data sources strengthens
credibility and allows for triangulation,
mitigating the limitations of relying solely on
one type of source (Johnston, 2017).

4.3 Data Collection Procedure

Data  collection involved  systematic
identification, review, and selection of

relevant sources:

e Identification: Academic databases
(e.g., Scopus, Web of Science,
Google Scholar) and industry
platforms were searched using

keywords such as “brand
authenticity,” “luxury fashion
marketing,” “consumer perception,”

and “heritage branding.”

e Screening: Sources were screened
for relevance, recency (2010-2025),
and methodological rigour. Non-
English sources or those lacking
empirical or theoretical depth were
excluded.

e Selection: A final dataset of 60—70
sources, including journal articles,
reports, and case studies, was selected
for analysis.
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4.4 Data Analysis

Thematic analysis, as outlined by Braun and
Clarke (2006), was employed to identify
recurring themes and patterns across the
secondary data. The process involved:

e Familiarisation: Immersion in the
data to understand content and
context.

e Coding: Systematic coding of data
segments  relevant to  brand
authenticity, consumer perception,
and marketing strategies.

e Theme Development: Grouping
codes into higher-order themes (e.g.,
heritage, craftsmanship, transparency,
digital engagement).

e Interpretation: Analysis of themes
in relation to the theoretical

framework, highlighting connections

between strategy, consumer
perception, and authenticity
outcomes.

This method allows for flexibility, enabling
the identification of both expected and
emergent themes in the data.

4.5 Reliability and Validity

To ensure reliability, coders
reviewed the data and

thematic categorisations. For validity, data

multiple
cross-checked

triangulation was employed by comparing
findings from academic literature, industry
reports, and brand communications.
Reflexive journaling and peer debriefing
were used to reduce researcher bias and
enhance interpretive rigour (Johnston, 2017).

10

4.6 Ethical Considerations

The study exclusively uses publicly available
secondary data, eliminating concerns related
to direct human subjects. Nevertheless,
ethical
representation,  proper  citation,
avoidance of misinterpretation were strictly
adhered to in line with APA standards
(American Psychological Association, 2020;
Mannan & Farhana, 2026).

principles such as accurate

and

4.7 Limitations

While secondary data analysis allows for
broad insights, it has limitations. The study
relies on pre-existing data and may not
capture the latest consumer perceptions or
internal strategic decisions. Additionally,
secondary sources may contain inherent
biases or incomplete information. These
limitations are mitigated by careful selection,
triangulation, and critical interpretation of
sources.

5. Findings & Analysis

This section presents the findings and
analytical insights derived from a qualitative
review of secondary sources on brand
authenticity in luxury fashion. The analysis
industry
reports, and documented brand cases to
luxury brands construct,

synthesises academic literature,

explore how
communicate, and leverage authenticity as a
strategic marketing tool. The findings are
organised around four central themes:
heritage and craftsmanship, symbolic
narratives, digital engagement and consumer
co-creation, and ethical and sustainability

practices.

Amob et al. 2026



Brand Authenticity as a Marketing Strategy in Luxury Fashion: A Qualitative Analysis of Secondary Sources

5.1 Heritage and Craftsmanship

A recurring theme in the literature is the
centrality of heritage and craftsmanship in
establishing brand authenticity. Luxury
brands like Hermeés, Chanel, and Louis
Vuitton have historically relied on artisanal
expertise and heritage narratives to convey
authenticity (Kapferer & Bastien, 2012;
Beverland, 2005). Heritage provides a
temporal continuity that signals stability and
credibility, aligning with Brand Heritage
Theory (Urde et al., 2007). For example,
Hermes’ narrative of over 180 years of
craftsmanship and its iconic leather goods
exemplify how heritage contributes to
perceived authenticity. Consumers often
interpret  the
traditional techniques as
genuineness, reinforcing trust in the brand.

sustained adherence to

a marker of

Craftsmanship, as a tangible element of
authenticity, reinforces brand value by
demonstrating skill, quality, and attention to
detail (Fionda & Moore, 2009). Secondary
data from industry reports indicate that
consumers in luxury markets associate hand-
stitching, limited editions, and bespoke
products with higher authenticity perceptions
(Okonkwo, 2016). This aligns with the
symbolic interactionist perspective, which
posits that consumers assign meaning to
tangible cues such as artisanal techniques.
Brands that maintain
craftsmanship,

consistency in
despite global expansion,
achieve stronger brand loyalty and higher
willingness to pay (Beverland & Farrelly,
2010).

However,
tensions

the literature also highlights
between heritage and
commercialisation. Mass production and

11

collaborations with non-luxury brands can
dilute heritage narratives, reducing perceived
2015).
approach to blending heritage designs with
streetwear collaborations illustrates this
trade-off; attract
younger consumers, they risk undermining

authenticity (Kapferer, Gucci’s

while collaborations
traditional perceptions of craftsmanship and
exclusivity (Ko et al., 2019).

5.2 Symbolic Narratives and
Storytelling

Another critical finding is that authenticity is
largely constructed through symbolic
narratives and storytelling. Luxury brands
actively craft narratives that emphasise
origin, founder stories, artisanal processes,
and cultural significance (Kozinets et al.,
2010). These narratives function as symbolic
cues, enabling consumers to interpret brands

as authentic.

Case studies of brands like Chanel and Prada
demonstrate the strategic use of storytelling.
Chanel’s narrative, rooted in Coco Chanel’s
spirit, conveys
independence, and timelessness, while Prada
often highlights design experimentation and

pioneering innovation,

cultural engagement (Kapferer & Bastien,
2012). These symbolic narratives create an
emotional connection, reinforcing perceived
authenticity
Symbolic

through
interactionism

meaning-making.
this
process: consumers interpret narratives and
symbols in relation to their own values,

explains

experiences, and cultural frameworks
(Blumer, 1969).
Secondary sources also suggest that

storytelling is increasingly integrated across
marketing channels, including advertising
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campaigns, digital content, and in-store
experiences. For instance, Louis Vuitton
leverages immersive visual narratives in
flagship stores and social media platforms to
emphasise craftsmanship, travel heritage, and
exclusivity (Morhart et al., 2015). Consumers
exposed to consistent, credible narratives
report  higher of brand
authenticity, supporting the importance of
narrative coherence in strategic marketing.

perceptions

5.3 Digital Engagement and
Consumer Co-Creation

The analysis reveals that digital platforms
play a transformative role in shaping brand
authenticity perceptions. Social media,
influencer collaborations, and user-generated
content allow consumers to participate in co-

creating authenticity (Okonkwo, 2016;
Kozinets et al., 2010). Digital engagement
extends the symbolic interactionist

framework, demonstrating that authenticity is
socially negotiated in real-time through

interactions with the brand and other
consumers.

Brands such as Gucci, Burberry, and
Balenciaga  have  embraced  digital
storytelling  to  strengthen  perceived
authenticity. Gucci’s campaigns often
highlight  behind-the-scenes  production,

archival collections, and designer interviews
on Instagram, allowing consumers to witness
the craftsmanship process virtually (Ko et al.,
2019). Similarly, Burberry leverages live-

streamed  fashion shows to create
transparency and immediacy, signalling
authenticity =~ through  openness  and
accessibility.

12

Co-creation further enhances authenticity.
User-generated content, online reviews, and
social media engagement provide platforms
for consumers to validate or critique brand
narratives. Positive interactions can reinforce
authenticity, while negative feedback can
undermine it (Morhart et al., 2015). For
example, Hermes’ focus on selective social
media storytelling maintains control over
narratives, balancing consumer engagement
with brand integrity. This finding underscores
the delicate interplay between consumer
culture and brand management, emphasising
the need for strategic alignment across all
digital touchpoints.

5.4 Ethical Practices and
Sustainability

Sustainability and ethical practices are
increasingly integral to perceptions of
authenticity in luxury fashion. Modern
consumers, particularly Millennials and
Generation Z, evaluate authenticity not only
based on heritage and craftsmanship but also
through ethical conduct, environmental
stewardship, and social responsibility (Gilal
2020). Brands Stella
McCartney and Gucci emphasise sustainable

materials, circular fashion initiatives, and

et al., such as

transparent supply chains, signalling ethical
authenticity to socially conscious consumers.

Secondary sources highlight that
sustainability  initiatives can  enhance
perceived authenticity when they are

consistent, credible, and integrated into brand
narratives. Conversely, “greenwashing” or
superficial claims can reduce authenticity and
erode consumer trust (Kapferer, 2015).
Ethical and sustainable practices thus
function as both strategic differentiators and

Amob et al. 2026



Brand Authenticity as a Marketing Strategy in Luxury Fashion: A Qualitative Analysis of Secondary Sources

moral commitments, reinforcing brand

legitimacy.

The integration of sustainability with heritage
and storytelling the
multidimensional nature of authenticity. For

llustrates

instance, Gucci’s “Off The Grid” collection
combines sustainable materials with archival
design elements, maintaining a balance
between traditional luxury values and
contemporary ethical concerns. This aligns
with the theoretical framework, where Brand
Heritage Theory, Symbolic Interactionism,
and CCT
authenticity is co-created through history,

symbolism, and mediated

converge to explain how
culturally
consumer interpretation.

5.5 Emerging Themes: Authenticity
as Competitive Advantage

Collectively, the findings demonstrate that
brand authenticity functions as a competitive
advantage in luxury fashion. It enhances
emotional engagement, brand loyalty, and
perceived allowing brands to
command premium pricing and sustain

value,

saturated  markets
Authenticity  also

differentiation  in
(Beverland, 2005).
facilitates consumer advocacy; socially and
culturally engaged consumers are more likely
to act as brand ambassadors, amplifying
narratives through digital networks (Kozinets
et al., 2010).

However, maintaining authenticity requires
careful  strategic alignment.  Heritage,
storytelling, digital engagement, and ethical
practices must converge coherently.
Misalignment-for example, between heritage
narratives and mass-market expansion-can
while  authentic

erode  authenticity,
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integration of these dimensions can reinforce
brand equity and consumer trust.

6. Discussion

This discussion interprets the findings in the
context of the theoretical framework, linking
empirical insights to broader implications for
luxury brand management, consumer

behaviour, and marketing strategy.

6.1 Theoretical Implications

The study confirms the applicability of
Symbolic Interactionism, Brand Heritage
Theory, and Consumer Culture Theory in
understanding brand authenticity. Symbolic
interactionism highlights that authenticity is
co-constructed through interactions between
brands and consumers, particularly in digital
environments (Blumer, 1969; Kozinets et al.,
2010). Consumers assign meaning to cues
such as craftsmanship, storytelling, and
ethical initiatives, resulting in subjective
perceptions of authenticity.

Brand
continuity,

Heritage  Theory
tradition, and

emphasises

historical
legitimacy as foundational to luxury
authenticity (Urde et al., 2007). The analysis
shows that brands that maintain heritage
elements while adapting to contemporary
market expectations preserve authenticity.
This supports Kapferer and Bastien’s (2012)
assertion that heritage provides both
symbolic and emotional capital, critical to
sustaining brand value.

Consumer Culture Theory extends these
perspectives by situating authenticity within
broader cultural and social contexts (Arnould
& Thompson, 2005). Consumers actively
interpret brand narratives and co-create
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authenticity through digital engagement. The
study’s findings illustrate that authenticity is

not static but dynamically negotiated,
particularly in markets influenced by cultural
values, social identity, and ethical

expectations (Gilal et al., 2020).

6.2 Strategic Implications for
Luxury Brands

From a managerial perspective, the findings

underscore the importance of multi-
dimensional  strategies  to  cultivate
authenticity. Key strategic implications

include:

e Heritage Management: Brands must
maintain consistency in heritage
narratives and craftsmanship

standards. While modernisation and

global

expansion arc  necessary,

preserving core artisanal and

historical elements reinforces
authenticity (Beverland & Farrelly,
2010).

e Storytelling Integration: Symbolic
narratives must be  coherent,

and

multiple

emotionally
communicated

resonant,

across
channels. Storytelling that integrates
founder history, product journey, and
brand philosophy strengthens
consumer engagement (Kozinets et
al., 2010).

e Digital Co-Creation: Active
engagement with consumers via

interactive

authenticity

media  and
enhances

social

platforms
perceptions. Brands must balance
with
consumer

narratives
for

control of
opportunities
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participation, creating a sense of
ownership and connection (Morhart
et al., 2015).

e Ethical and Sustainable Practices:
Authenticity
encompasses

increasingly
social responsibility.
Brands must embed sustainability and
ethical their
identity, superficial or
performative initiatives (Kapferer,
2015). Coherence between ecthical
actions

conduct into core

avoiding

and communication is

essential to maintain credibility.
6.3 Consumer-Centric Implications

The findings
implications.

also highlight
Perceived

consumer
authenticity
influences trust, loyalty, and willingness to
pay premium prices. Consumers use
authenticity as a heuristic to assess brand
credibility and value, particularly in luxury
fashion, where symbolic meanings are
central to consumption (Fionda & Moore,

2009).

Moreover, authenticity 1is increasingly
aligned with identity signalling. Socially
conscious consumers prefer brands that
reflect personal values and cultural
positioning. The study demonstrates that
digital co-creation enables consumers to
actively  participate  in  constructing
authenticity, fostering emotional attachment

and brand advocacy (Kozinets et al., 2010).
6.4 Challenges in Managing

Authenticity

While strategic
advantages, the study identifies several

authenticity  offers

managerial challenges:
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e Balancing Heritage and

Innovation: Brands must innovate

without compromising historical
identity. Excessive deviation may
dilute heritage,
adherence may hinder
(Kapferer, 2015).

¢ Global Expansion Risks: Scaling
production and entering mass markets

can erode exclusivity, challenging

while excessive

relevance

traditional authenticity perceptions
(Beverland, 2005).

e Digital Overexposure: While digital
engagement supports co-creation,
excessive commercialisation or over-
curation can reduce perceived
sincerity (Morhart et al., 2015).

e Sustainability Verification: Ethical
initiatives must be transparent and
verifiable to avoid greenwashing,
which  undermines  trust
authenticity (Gilal et al., 2020).

and

These challenges emphasise the need for
strategic ~ coherence  across  heritage,
innovation, communication, and ethics.

6.5 Future Directions

The study’s findings suggest avenues for
further research. First, longitudinal studies
could examine how authenticity perceptions
evolve as luxury brands expand globally and
engage with digital audiences. Second,
comparative analyses across markets may
reveal cultural variations in authenticity
perception. Finally, integrating quantitative
metrics with qualitative insights could
enhance understanding of how specific
authenticity dimensions influence consumer
behaviour and brand performance.
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In summary, the findings demonstrate that
brand authenticity in luxury fashion is a
multi-dimensional construct, co-constructed
through heritage, craftsmanship, symbolic
narratives, digital engagement, and ethical
practices.
strategic marketing

Authenticity functions as a
tool that enhances
consumer trust, emotional engagement, and
brand equity. Theoretical
Symbolic Interactionism, Brand Heritage

frameworks-

Theory, and Consumer Culture Theory-
provide complementary lenses to interpret
these dynamics. For managers, maintaining
strategic coherence across all authenticity
dimensions is critical to sustaining brand
legitimacy and competitive advantage in a
rapidly evolving luxury market.

7. Conclusion

This study investigates brand authenticity as
a marketing strategy in the luxury fashion
sector through a qualitative analysis of
secondary data. By integrating insights from
academic literature, industry reports, and
brand case studies, the research demonstrates
that brand authenticity is a multifaceted
construct, shaped by heritage, craftsmanship,
symbolic narratives, digital engagement, and
ethical practices.

Heritage and craftsmanship emerge as
foundational dimensions of authenticity.
Luxury brands that preserve traditional
techniques, artisanal quality, and historical
narratives are consistently perceived as
authentic, reinforcing credibility, exclusivity,
and emotional resonance with consumers
(Beverland, 2005; Kapferer & Bastien,
2012). Symbolic  storytelling further
amplifies authenticity = by  creating
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emotionally rich brand narratives that
connect with consumers’ values and cultural

frameworks (Kozinets et al., 2010). Digital

platforms play a transformative role,
facilitating consumer co-creation and
interaction, enabling brands to sustain
authenticity in an era of increasing

transparency and engagement (Morhart et al.,
2015). Ethical practices and sustainability
initiatives are increasingly central to
authenticity perception, particularly among
socially conscious consumers who evaluate
brands against moral and environmental

benchmarks (Gilal et al., 2020).

The study
challenges

also highlights managerial

in  maintaining authenticity.
Balancing heritage with innovation, global
expansion, and digital engagement requires
strategic alignment, as deviations or
inconsistencies can undermine perceived
authenticity. Authenticity is both socially
constructed and

requiring brands

strategically managed,
to carefully integrate
historical, symbolic, and ethical dimensions
across all touchpoints.

In conclusion, brand authenticity in luxury
fashion functions as a strategic advantage
that enhances consumer trust, loyalty, and
brand equity. Its multidimensional nature
necessitates a coherent approach that
combines heritage preservation, meaningful
storytelling, digital interaction, and ethical
commitment. This research contributes to
theoretical  understanding by  linking
Symbolic Interactionism, Brand Heritage
Theory, and Consumer Culture Theory to
practical applications in luxury marketing.
For practitioners, the provide
actionable  guidance designing

findings
for
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authenticity-driven strategies that resonate

with contemporary consumers, ensuring

sustained competitive advantage in the

evolving global luxury market. Future

research could explore cross-cultural
perceptions of authenticity, longitudinal
shifts in consumer expectations, and
quantitative  validation of authenticity
dimensions.
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