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Luxury brands have found their way into emerging markets (EM) around the 
world. While some brands have been successful in one EM, they have not 
successfully replicated their success in others. We use several methods to 
examine luxury brand vendors in EM. First, a qualitative study reveals the 
characteristics of the EM market (market heterogeneity, competition from 
unbranded products, socio-political sovereignty and resources and 
infrastructure) with a company's marketing efforts and financial market freedom 
over the sale of luxury brands. We experimentally test the results using data from 
88 luxury brands and robust econometric analysis. Our results show that market 
characteristics affect luxury sales and the effects of such market characteristics 
on sales. The luxury brand is heterogeneous. We also find the significant 
modulating impact of marketing efforts and financial freedom, so our study 
expands the literature on luxury and EM brand marketing. 
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Several luxury brands in developed markets have experienced a slump in sales. Consumption 

figures show that such brands have either not grown or have grown negatively over the past decade. 

Hence, realizing the sustainability challenges in these conditions, many luxury brands have begun to 

explore new markets [1-4].  

Expansion in emerging markets (EM) led to the industry reaching one trillion euros by the end 

of 2017. Brands such as Hermes and Ralph Lauren have had significant success in the Chinese and 

Mexican markets. However, many luxury brands successful in an EM have not successfully replicated 

their success in other markets. For example, Hermes, a well-known brand of leather and accessories the 

lifestyle, with proper identification, has found its way to several Chinese cities and targeted its 

consumers but could not move beyond the two cities of India. Possible reasons for this range from 

product collection to distribution to partner selection, which is closely related to the nature of markets 

(e.g. Resources and infrastructure) (RI) Such non-uniformity in the sale of luxury brands two 

fundamental questions arise: first, what makes a luxury brand successful in EM, and second, whether 

the effects of country characteristics on the sale of luxury brands are heterogeneous [5-8]. 

Despite the importance of these issues, to our knowledge, no research has focused on 

understanding the incentives for luxury consumption in EM. Relatively little literature on luxury brands 

across the EM makes it difficult for us to explain the heterogeneity of the success of these brands in such 



 

markets. The existing luxury brand literature has tried to meet consumer behaviour goals through 

several specific factors [5]. Individuals who like to understand the value of Scientists also see differences 

in the consumption of luxury brands. Developed and emerging markets have emerged; Among the 

various markets developed; However, no research systematically assesses the difference in sales of a 

luxury brand in different EM types, which is even more challenging as it may provide common 

explanations. Multi-market studies, such as manufacturers at different levels and cultures, explain that 

EM is insufficient [2, 8-19].  

There is no reason to a priori believes that individual-level factors such as personality, values, 

etc., will differ in terms of the system as a whole in EM. Hence, such factors may not explain the difference 

in consumption of luxury brands in these markets. Again, in terms of cultural dimensions) The expected 

differences between Emerging and developing markets are highlighted (it does not matter even for 

luxury consumption, there is no consensus [5, 12, 15, 18, 19].  

Researchers have noted that culture is slowly homogenizing in markets cannot help explain the 

differences between EM. In addition, numerous researchers have shown that cultural distance has 

decreased and therefore cannot help explain the differences between EM. In addition, numerous 

researchers have shown that cultural spaces Decreased and consumers, especially in EM, become global. 

In addition, EM texts provide no guidance to explain the heterogeneity in the sale of luxury brands. Does 

not offer in EM. International marketing research ensures that EMs are homogeneous [11, 17, 20, 21].  

 In reviewing the literature on luxury brands, they argue that different theories from different 

discipline areas should be tested to understand the various aspects of these brands. Given this research 

gap and calls for new research, our study seeks to identify factors that may explain the heterogeneity of 

luxury brand sales across EM. 

Research Methodology  

We need the information to test the proposed framework. We obtain information from various 

sources for all identified discrepancies, such as the Blomberg Database, the Euromonitor Database, and 

the World Bank Database of 88 luxury brands emerging throughout the market over eight years. The 

year is gathering information more than one-year-long Due to the difficulties we encountered. We 

monitored a significant difference in the identity of the emerging country. And in the same year, in 2013, 

the value of UC in China and India is 200 billion 769 and 184880, while in Russia in 2013, about 54 

million dollars remain. Similarly, sales of the Bohegavenebu brand in Russia remained stable at about $ 

54 million in 2013. If this value had decreased to $ 3102 million in 2015, Bohega's sales in the United 

Arab Emirates remained. 

Coding Strategy for Data Collection and Analysis 

In this research, we use pattern analysis, which relies on generating a list of codes. 

Representative codes are used to identify themes from data and can be caused by both a priori and facto 

posts. A coding framework is essential for implementing this method, guided by existing theory and 

theory-based concepts. Therefore, in our case, the programming code is driven by EM, and the luxury 

consumption scholarship becomes. All our codes are generated after production. First-time coding uses 

raw data to create conceptual categories. Words, phrases, phrases, and paragraphs are categorized into 

specific, well-defined codes. After carefully studying the interviews, the author and independent 

encoder created first-order codes that helped researchers identify the original patterns of the data. 



 

Factors Affecting the Sales of Luxury Brands across industry and management level, 

There is a consensus among managers that there is a difference in market characteristics in EM, 

which "I used to work in South Africa. The infrastructure challenges were manageable. Transport and 

growth were easy in such a country. Then I moved to India. The infrastructure is not well developed 

here. "Making money from just 4 to 5 metro cities is challenging. All the competition is concentrated in 

these cities. How do we expect you to grow?" "There is a lot of China-India infrastructure in the 

transportation business. My organization experienced a variety of issues during transportation that 

affected my sales in China." - Vice President, Operations, Garment Trade Shows that RI plays a key role 

in the distribution of luxury brands. As distribution becomes more cumbersome due to infrastructure 

challenges, brands may reach significantly smaller populations. Hence, consumers may not have enough 

opportunities to buy luxury brands. Therefore, we have formulated Proposition 1 (P1) as follows: The 

greater the RI-related challenges in an EM, the lower the luxury brand sales. Apart from infrastructure, 

managers stated that one of the biggest challenges for luxury brands is that UCs vary from one EM to 

another. One respondent explained, "We have been operating in India for a long time. Business is not 

easy here. There are local jewellery stores. Although they sell crap products, if you are not an expert in 

this field, "You can't tell the difference." [10, 14, 20, 22, 23]. 

It took us a long time to realize the change. We still occupy about 1% of the total market. 

However, my experience in other EMs is not the same. Look at Taiwan. We have just entered that market. 

The scenario is not the same. "- Medium-level manager, jewellery trade (M11.) The notion that the sale 

of luxury brands is significantly dependent on UC was mentioned by another respondent: due to 

excessive copying" - Manager, jewellery trade) M10 Similarly, a senior apparel manager told us: "I was 

travelling in Mexico. I was shocked to see so many of my brands in the market. It is not surprising that 

it is difficult for us to differentiate" (M14). 

Interview our findings show that the presence of UC may pose challenges for luxury brands. In 

the company of several unauthorized market goods, brands may find it difficult to differentiate, and as 

a result, the customer's motivation to buy luxury brands decreases and affects sales. Therefore, we have 

formulated Proposition 2 (P2) as follows: The higher the number of unbranded products in an EM, the 

lower the luxury brand sales. Managers also commented on an essential feature of the market, the gap 

between rich and poor, or what defines it as "market heterogeneity" (MH). "My sales are the highest in 

the market; you can divide the market into two buckets: low and high ... but I have not experienced good 

sales in a homogeneous market," one respondent said, citing his own experience. " "I think the rich are 

the same in the markets. All the rich want to show off their luxury products. I think," said the director of 

the luxury jewellery business, M9, a senior executive in the automotive industry. This is a common 

occurrence in my industry, poor population, the more we sell. Such an irony! ") M7) A similar finding 

was reported by a middle-level manager in the clothing industry:" I tell you a Chinese story. "Fifteen 

years ago, no one imagined that we would be so successful in China. I was then the young brand manager, 

but as inequality increased, the rich Chinese started buying more and more luxury brands, and we took 

advantage of that." (M15.) Management interviews show that high MHs may motivate wealthy 

consumers to differentiate themselves from poor consumers through luxury consumption. 

This will have a positive effect on the sales of luxury brands. Therefore, we can formulate 

Proposition 3 (P3) as follows: P3: The more MH-related challenges in an EM, the lower the luxury brand 

sales. Another feature of the market that has become the focus of discussion is the role of government. 

Some executives have stated that the tax regime may be in one country affects the sale of luxury brands. 

Most importantly, political stability seems to be an essential factor that distinguishes EM. As one 



 

respondent noted: "In many economic areas, political stability is a concern. It creates trade challenges. 

I worked in African countries, and political instability is not good for our products. In such a situation, 

consumers tend to save more than luxury spending "- Senior CEO, Mark Jewelry (M9) This news was 

also reflected in another newsletter:" African markets have a problem of political instability. I call them 

for I do not know luxury cars favourable "- Director, Automotive Industry (M6.) However, there is also 

the opposite voice. "Contrary to what people say, high political stability is indeed for," one 

correspondent argued. Our sales are negative—luxury for a few wealthy consumers. Stability means 

more brands, more competition, and a loss of premiums. ”- Moderate Manager, Automotive Industry 

(M8). Similar arguments have been made by another respondent: “Luxury is not for everyone.  

Discussion 

The results and analysis in the interviews were recorded with the consent of the managers. Our 

discussions were semi-structured, as previous research has shown that semi-structured interviews 

provide both real-time and past reports of people experiencing the phenomenon under study. We 

created an interview protocol and presented the questions in D1-WA. Due to a lack of research in this 

area, we were unaware of any potential explanations for sales heterogeneity across EM. So, we started 

by asking questions about consumers, different EM challenges, competitive environments and so on. An 

independent writer and coder independently interpret all interviews and take notes for each discussion. 

Then, both the author and the independent coder prepared the themes based on the code in the note. 

These themes were compared between the independent cryptographer, and the differences were 

resolved after discussion. Our study highlights the factors influencing the sale of luxury brands in EM 

and the orientation of these relationships. While we have shown these effects empirically, we have not 

theorized about them. Finally, as the availability of goods and services may become a significant concern 

in EM, buying opportunities are considered essential, which we also believe in our study. While MAO is 

often used to explain the effects of the individual level, it is just as effective when analyzing changes to 

an organization. 

We go one step further to analyze the markets. Shows MH increases only a small number of 

consumers have high wealth, while the primary market will not have any. Most luxury marketers may 

refuse to enter a category with low price associations, which leads to a lack or almost impossibility for 

consumers to buy luxury brands. By increasing skilled labour and communication infrastructure, brands 

can effectively tailor their campaigns and innovations to the desired segment. By increasing advertising 

and practical display, RI will help you motivate consumers to buy their luxury by creating awareness of 

the presence and higher quality. Research has shown that even if MKT increases the equity value of a 

luxury brand, it will not necessarily become a customer value if competition among luxury brands 

grows. It makes consumers less loyal to a particular brand. Therefore, as more luxury brands enter the 

market with an improved SPG, MKT may no longer have the incentive to buy such brands from 

customers. This makes all brands Businesses lose their monopoly and negatively affect consumer 

motivation to purchase luxury brands and sell in EM. Awareness among consumers to buy luxury 

brands. 

Hence, theoretically, our experimental result is logical. Eventually, as SPG increases, so will 

competition, mainly due to the negative relationship between SPG and Luxury sales. However, with the 

rise in FF, more consumers can buy luxury brands, which reduces the SPG verse's ill effect on luxury 

sales. While we use the MAO framework to justify our results, we know that our effects precede the 

development of our theory. Hence, it may be argued that there is a greater possibility of correcting the 



 

approach. We acknowledge the limitations of this. However, despite such limitations, this study helps to 

expand the luxury branding literature in several ways. 
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