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This secondary research paper systematically explores the role of 

storytelling as a strategic driver of luxury brand equity. Physical 

scarcity, conspicuous consumption and heritage are no longer the main 

tools in luxury brand management. Today, it is more and more about 

narrative strategies to communicate authenticity, justify premium 

pricing and generate symbolic resonance. This paper combines the core 

frameworks such as Keller‟s Customer-Based Brand Equity model, 

Aaker‟s Brand Equity framework, Green and Brock's Narrative 

Transportation Theory, and Spence‟s Signalling Theory. It utilises 

secondary empirical and theoretical literature published in leading 

marketing and business research journals from 2000 to 2026. The 

synthesis indicates that the narrative dimensions, founder genesis 

myths, heritage preservation, artisanal craftsmanship and cultural 

patronage are significant contributors to perceived quality, brand 

loyalty, emotional attachment and price premium tolerance. Moreover, 

the analysis also considers the paradox of traditional exclusivity versus 

modern digital transmedia dissemination. The analysis discusses how 

luxury brands manage digital platforms without compromising brand 

prestige. Finally, new trends including hyper-personalised artificial 

intelligence narratives, immersive virtual heritage environments and 

ethical provenance storytelling are reviewed. The paper ends with 

action-oriented strategic recommendations for managers of luxury 

brands and outlines key directions for future empirical investigation. 

 
"© 2026 by the Author(s). Published by IJAR under CC BY 4.0. Unrestricted use allowed 
with credit to the author." 

…………………………………………………………………………………………………….... 

Introduction:- 
Introduction and Background of the Study:- 
Traditionally, the global luxury sector has relied on tangible scarcity, superior material quality, high entry price 

points and restricted distribution channels as its value proposition. But for the past 30 years, structural changes in 

global wealth, consumer demographics, and digital communications technology have transformed the mechanics of 

luxury value creation. Physical scarcity and material craftsmanship, while still necessary baseline conditions, are no 

longer sufficient by themselves to maintain competitive advantage or command premium price margins in saturated 

international markets. Today, luxury purchases are increasingly providing symbolic, experiential and psychological 

value to modern consumers, shifting luxury consumption from a status-driven functional transaction to an identity-

expressive narrative experience.Storytelling has become a key pillar of luxury brand strategy in response to this 
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evolution. Narrative positioning allows luxury houses to rise above competition on functional features by investing 

products with mythic, historic and emotional significance. Luxury brands create immersive symbolic universes 

through narratives of founder genesis, artisanal heritage, geographic origin and cultural stewardship. These stories 

are psychological processes that turn physical objects into culturally meaningful artefacts, creating strong emotional 

resonance, brand resonance and long-term consumer loyalty. 

 

Research Problem:- 

The contemporary luxury brand is infused with a basic tension in its management: the paradox of exclusivity and 

digital accessibility. For decades, luxury brand equity has been built on distance, rarity and controlled exposure. The 

growth of digital media, social networks and e-commerce platforms demands a continuous dissemination of 

narratives and wide engagement with the audience. The dangers of an unfettered digital presence include 

overexposure and brand dilution, and being too enthusiastic can make a brand irrelevant to younger consumer 

groups such as Millennials and Generation Z.Furthermore, although strategic brand storytelling is considered to be 

critical in the practitioner literature, academic literature shows disconnected views regarding the direct effects of 

specific narrative dimensions (e.g., founder myths versus current ethical narratives) on various elements of 

Customer-Based Brand Equity (CBBE). However, a thorough synthesis of narrative transportation theory, brand 

signalling, and equity frameworks is still needed to explain how narrative constructs can lead to tangible equity 

outcomes in contemporary globalised luxury markets. 

 

Research Objectives:- 

 The main objective of this secondary research paper is to evaluate the theoretical and practical connections 

between strategic storytelling and luxury brand equity. In particular, the research aims to: 

 Systematically review the existing secondary literature on narrative antecedents and their influence on 

consumer perception of luxury brand equity. 

 We investigate the theoretical pathways, i.e., Narrative Transportation and Signalling Theory, that enable brand 

stories to influence perceived quality, brand authenticity and price premium tolerance. 

 Analyse the strategic management of the „luxury paradox‟ in digital transmedia storytelling and platform 

expansion. 

 Recognise emerging technologies and ethics trends impacting how luxury brands tell their story, such as AI, 

immersive virtual environments and sustainability messaging. 

 

Research questions:- 

To achieve the research objectives, this study addresses four main research questions:- 

 RQ1: How do key dimensions of narratives (founding myths, heritage, craftsmanship, cultural patronage) 

influence the main dimensions of luxury brand equity? 

 RQ2: What are the theoretical mechanisms that explain the link between brand narrative immersion and 

consumer willingness to pay a price premium? 

 RQ3: How do luxury brands sustain narrative authenticity and brand exclusivity while using wide-reach digital 

and social media channels? 

 RQ4: What are the key managerial implications, ethical considerations and technological shifts disrupting 

luxury storytelling in current research? 

 

Scope and Importance:- 
This study is dedicated to luxury goods in the fashion, leather goods, haute horlogerie, high jewellery and premium 

automotive segments. The review assesses peer-reviewed literature and high-impact secondary empirical studies 

published in top business, marketing and consumer research journals. This paper integrates various conceptual 

streams of brand equity, consumer psychology, narrative transportation, and digital communication to present an 

integrated strategic framework. For academics, it fills important gaps in the literature on narrative-based value 

creation. For marketing practitioners, it provides actionable strategies for using storytelling to preserve equity over 

the long term. 

 

Literature Review:- 
Conceptualising luxury brand equity:- 
Brand equity is the incremental value that a brand name, symbol or identity adds to a product or service. In general 

consumer markets, brand equity is built primarily on functional utility, competitive pricing, broad awareness and 
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consistent service delivery. Conversely, luxury brand equity is built upon perceptions of symbolic value, 

psychological resonance, perceived prestige, perceived quality and controlled accessibility. The foundation of luxury 

equity is based on the models of Keller (1993) and Aaker (1991). 

 

Keller‟s Customer-Based Brand Equity (CBBE) model proposes that equity is developed sequentially in four steps: 

identity of the brand (awareness), brand meaning (performance and imagery), brand responses (judgements and 

feelings) and brand relationships (resonance). “In luxury environments, images and emotional responses matter a lot 

more than just functional performance. Similarly, Aaker‟s framework organises equity in terms of brand loyalty, 

brand awareness, perceived quality, brand associations and proprietary assets. For luxury entities, perceived quality 

is strongly associated with perceived craftsmanship and brand associations are rooted in heritage, social status and 

artistic narrative. 

 

Storytelling Antecedents:- 

The academic literature recognises four major storytelling antecedents that influence and sustain luxury 

brand equity:- 

 Founder Genesis Myths: Tales of the vision, struggle, ingenuity and original artistry of the brand‟s creator 

(Coco Chanel, Louis Vuitton, Enzo Ferrari, etc.) These myths endow the brand with a human quality, a sacred 

origin no competitor can replicate. 

 Heritage & Longevity: Stories of Historical Endurance, Royal Endorsements, Survival Through Cultural Ages, 

and Timeless Continuity. Heritage stories build trust, communicate durability and turn commercial products 

into timeless heirloom assets. 

 Artisanal Craftsmanship and Provenance: Tales emphasising artisanal techniques, strict material selection, 

geographic provenance (e.g., Swiss watchmaking, French haute couture, Italian leatherworking), and labour-

intensive processes. And these are stories that can justify extreme price premiums by displaying objective 

mastery. 

 Cultural Patronage and Artistic Alliances: The narratives that link the brand to fine arts, architectural 

masterpieces, cinematic heritage and high-culture events. This makes the luxury house not only a commercial 

institution but a cultural one. 

 

Storytelling in the Digital Age:- 
The shift to digital ecosystems has transformed luxury storytelling from linear, one-way corporate broadcasts to 

multi-directional transmedia experiences. Transmedia storytelling is the process of distributing unique, yet related, 

narrative content across multiple digital platforms, including short films, interactive social media campaigns, mobile 

apps, and virtual environments in an effort to create a cohesive narrative universe. 

 

Yet digital storytelling creates a management dilemma known as the 'luxury paradox'. Luxury requires distance, 

mystery and exclusivity; digital media requires immediacy, accessibility and high frequency. Research shows that 

luxury brands resolve this paradox through “controlled intimacy”. Instead of disclosing all operational details or 

using discount-oriented promotional rhetoric, successful luxury houses use digital channels to grant behind-the-

scenes access to ateliers, display master artisans, and show artistic cinema. It preserves the brand's lofty positioning, 

cultivating emotional intimacy with global digital audiences. 

 

Synthesis table of key secondary research:- 

Author(s) & Year Methodology Key Findings Theoretical Contribution 

Dubois, Laurent, 

&Czellar (2001) 

Cross-cultural 

qualitative focus 

groups across Europe 

and Asia. 

Identified six key facets of luxury 

perception: extraordinariness, 

aesthetics, price, quality, ancestral 

heritage, and non-utility. 

Established ancestral heritage 

and storytelling as 

foundational dimensions of 

international luxury 

perception. 

Kapferer&Bastien 

(2012) 

Comparative case 

study analysis of 

global luxury houses. 

Formulated the "Anti-Laws of 

Marketing," asserting luxury must 

reject traditional consumer testing 

and rely on visionary storytelling. 

Demonstrated that story-

driven identity creation 

commands structural price 

premiums regardless of 
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Author(s) & Year Methodology Key Findings Theoretical Contribution 

functional utility. 

Beverland (2006) Grounded theory 

approach utilising 

field interviews and 

archive analysis. 

Uncovered seven dimensions of 

brand authenticity, highlighting the 

paradox of managing commercial 

success while appearing non-

commercial. 

Linked historical narrative 

preservation directly to 

consumer perceptions of 

uncompromised brand 

authenticity. 

Lundqvist et al. 

(2013) 

Experimental design 

comparing brand 

stories vs. functional 

information. 

Consumers exposed to structured 

brand stories displayed 

significantly higher willingness to 

pay and positive brand 

associations. 

Quantified the direct 

empirical link between 

narrative exposure, affective 

response, and price premium 

tolerance. 

Kaufmann, Loureiro, 

&Manarioti (2016) 

Structural Equation 

Modelling (SEM) of 

luxury consumers 

across Europe. 

Storytelling positively influences 

brand love and brand passion, 

which sequentially drive brand 

loyalty and word-of-mouth 

advocacy. 

Validated narrative 

transportation as a primary 

mediator in establishing long-

term customer-brand 

emotional resonance. 

 

Haute couture and haute horlogerie: omnichannel dissemination and transmedia archetypes:- 
Advanced understanding of transmedia architecture is necessary to strategically tell stories across the ecosystem of 

today‟s luxury enterprises. Traditional multi-channel marketing is about repeating the same narrative content across 

different media touchpoints. Transmedia storytelling is about breaking up a brand‟s overarching mythos into 

different, complementary narrative pieces that are delivered through specialised platforms. In high fashion and haute 

horlogerie, this architecture allows luxury houses to reconcile the fundamental operational tension between mass 

digital visibility and exclusive brand aura. Luxury brands create immersive symbolic universes by connecting 

specific narrative archetypes with targeted digital, physical and virtual dissemination channels to involve various 

consumer segments without losing perceived prestige. 

 

In high fashion (haute couture and ready-to-wear), transmedia architecture often draws on short-form cinematic 

films, interactive Web3 environments, spatial media, and virtual flagship spaces that project particular narrative 

layers. For example, the linear, highly curated media of documentary films, physical archive exhibitions, and coffee-

table monographs are left for ancestral genesis and artisanal heritage. Conversely, today‟s brand transformations, 

artistic collaborations, and seasonal thematic universes are expressed by vibrant digital media such as augmented 

reality (AR) filters, interactive virtual catwalks, and spatial computing environments. This channel differentiation 

secures the core brand image rooted in historical legitimacy, while interactive digital touchpoints enable current 

relevance and affective engagement for younger consumer cohorts. 

 

Transmedia storytelling is heavily reliant on archetypes of technical provenance and temporal lineage within haute 

horlogerie, where mechanical complexity and micro-engineering dominate the value proposition. Digital product 

passports, interactive 3D visualisations of movements and virtual visits to the manufacture help watchmakers to 

demystify complex horological mechanics without losing the mythical status of the master watchmaker. Horological 

houses turn technical specifications into narrative journeys of human patience, historical continuity, and material 

excellence through virtual flagships and Web3 provenance tracking. Spatial media enables collectors to explore 

micro-components in virtual environments, reinforcing the narrative signal of uncompromised precision and 

artisanal dedication. 

 

Cultural Nuances and Regional Differences in Understanding of Narratives:- 
Cross-cultural consumer psychology and regional socio-economic conditions significantly moderate the 

effectiveness of luxury brand storytelling. Although the core narrative antecedents of founder genesis and artisanal 

craftsmanship have a global appeal, their psychological reception and translation into brand equity differ widely 

between mature Western markets and emerging luxury markets in Asia and the Middle East.In mature Western 
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European and North American markets, luxury consumption has shifted more and more from external status 

signalling to internal self-actualisation, subtle distinction and understated elegance (Dubois et al., 2001; 

Kapferer&Bastien, 2012). Consumers in these regions are more attuned to subtle heritage cues, personal artisanal 

relationships, responsibility for the environment, and ethical provenance in narrative. When the story is about flashy 

wealth, royal patronage or some showy sign of status, the consumer often feels sceptical or sees ostentation. So the 

story techniques in the Western market are based on real craftsmanship, local production, historical continuity and 

an understated aesthetic harmony. 

 

Conversely, in fast-growing emerging markets in East Asia, South Asia and the Middle East, luxury brands often 

fulfil important roles in terms of social mobility, status representation and interpersonal prestige. In these cultural 

contexts, the kinds of narrative resonance are centred on prominent historical lineage, royal warrants, explicit 

founder prestige, and recognised symbols of global success (Dubois et al., 2001). The symbolic utility of the brand 

is enhanced through narratives of ancestral legitimacy, rarity of rare materials, and exclusive social endorsement, 

which allow consumers to express achievement and social status in their peer networks. However, as consumer 

sophistication develops in these markets, the leading luxury houses are experiencing a convergence of younger, 

highly educated affluent demographics who are increasingly asking for narratives that combine regional cultural 

heritage with global sustainability standards. 

 

Theoretical Framework:- 

Theory of Narrative Transportation:- 
Narrative Transportation Theory (Green & Brock, 2000) proposes that absorption in a narrative leads to an 

integrative mental process that involves imagery, affect, and suspension of disbelief. Narrative transportation alters 

message processing in luxury marketing. Unlike the analytical and critical processing of functional product 

evaluations, transported consumers experience greater empathy with story protagonists (e.g., master artisans, 

visionary founders). This psychological absorption diminishes counter-arguing, enhances emotional connection and 

establishes strong beliefs about the intrinsic value and prestige of the brand. 

 

Conceptually, three central psychological dimensions can be distinguished that operate within narrative 

transportation: Suspension of Disbelief, Affective Identification, and Narrative Schema Consistency. Suspension of 

disbelief is the JEDI mind trick that allows the consumer‟s analytical cognitive faculties to be temporarily bypassed, 

reducing critical scrutiny of premium pricing or utility claims. Affective identification is the emotional alignment of 

the consumer with the brand‟s main protagonists (e.g. historical artisans or visionary founders) and the resulting 

intense feelings of admiration, pride and personal resonance. The consistency of the narrative schema is the extent to 

which the new brand narratives are consistent with the existing mental models of the consumer on the brand‟s 

identity history. Therefore, the new narrative should not create cognitive dissonance with the existing mental models 

of the consumer and hence enhance brand trust. 

 

Signalling Theory and Brand Authenticity:- 
According to Signalling Theory (Spence, 1973), credible signals are used to overcome information asymmetry 

between buyers and sellers. In luxury markets, where it can be difficult for consumers to objectively evaluate the 

intrinsic quality of the product prior to purchase, brand storytelling is a costly and difficult-to-counterfeit signal of 

authenticity, uncompromised standards and prestige. Becker, Wetzels, van Doorn and Grewal (2019) posit that story 

elements like documented archival heritage, certified geographical origin and lineage of master craftsmen act as 

reliable signals. These signals mitigate perceived consumer risk, reinforce brand authenticity and rationalise 

structural price premiums. 

 

Costly signalling mechanisms are crucial structural pillars in the framework of artisanal craftsmanship and heritage 

management. Real luxury storytelling is based on verifiable, historical and resource-intensive commitments like 

decades of artisanal training, localised production in traditional geographic clusters, and hand-selected rare 

materials. These elements of narrative cannot be easily copied or faked by mass-market competitors. The high 

capital and temporal investments needed to maintain these operational commitments make the resulting brand 

stories exceptionally credible signals of quality, protecting the brand‟s long-term equity and structural price 

premiums from dilution. 
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Customer-Based Brand Equity Model:-  

Definition:- 
The combination of Keller‟s (1993) CBBE framework with luxury storytelling reveals that narrative inputs are 

active at all levels of the equity pyramid. Compelling stories enhance brand salience at the base of top-of-mind 

awareness. At the second level, the antecedents of narrative are used to create meaning for the brand, turning the 

basic product specifications into images of craftsmanship and heritage. The third level of narrative transportation 

evokes strong positive responses such as pride, self-enhancement, and emotional attachment. Continuous narrative 

engagement at its best results in true brand resonance, which is characterised by active brand communities, repeat 

purchases and deep brand loyalty. 

 

Integrated Conceptual Model of:- 

The relationships synthesised across these theoretical frameworks are conceptualised in a sequential 

structural process:- 

1. Narrative Antecedents (Inputs): Founder Genesis Myths, Heritage and History, Artisanal Craftsmanship and 

Provenance, Cultural Patronage. 

2. Psychological Processing Mechanisms (Mediators): Narrative Transportation (Absorption), Brand 

Authenticity Signalling, Reduced Counter-Arguing, Affective Identification & Empathy 

3. Brand Equity Dimensions (Outputs): Enhanced Perceived Quality, Higher Brand Resonance & Passion, 

Greater Brand Loyalty, Price Premium Tolerance. 

This integrated flow shows that storytelling is not just a promotional wrap. It is a fundamental value creation engine 

that directly translates narrative content into measurable economic and relational equity outcomes. 

 

Role of Brand Authenticity as a Dual-Mediator (Constructive and Existential Authenticity):- 
The psychological relationship between narrative inputs and brand equity outcomes can only be fully understood 

when brand authenticity is conceptualised as a dual-mediator consisting of Constructive Authenticity and Existential 

Authenticity. Whereas the conventional marketing literature has treated authenticity as a singular construct, luxury 

brand storytelling engages consumers along two distinct psychological dimensions. 

 

Constructive Authenticity is the projection of authenticity from the consumer onto a brand based on verifiable 

attributes, historical archiving, documented provenance and traditional production methods. Storytelling, using 

historical archives, certified geographical origins and genealogies of master craftsmen, satisfies the consumer‟s 

cognitive need for objective evidence of quality and heritage. It creates the material legitimacy of the luxury house, 

a cognitive anchor that legitimises the brand‟s positioning in the premium market. 

 

Existential Authenticity, by contrast, is the subjective and emotional experience of self-discovery, expression of 

identity and personal truth that is induced in the consumer through his or her interaction with the brand. Storytelling 

that emphasises timeless values, artistic liberty, ethical stewardship and personal empowerment enables consumers 

to build and project their desired self-identity. Brand story as a bridge between positive historical legitimacy and 

existential self-expression can be a strong dual-mediation mechanism of brand authenticity, influencing rational 

perceived quality and intense emotional brand passion. 

 

Research Methodology:- 
Secondary Research Design & PRISMA Framework:- 

The present study adopts a systematic secondary research design based on the Preferred Reporting Items for 

Systematic Reviews and Meta-Analyses (PRISMA) statement. A systematic secondary review methodology was 

chosen to synthesise various theoretical perspectives, resolve empirical inconsistencies in international studies, and 

provide a unified narrative frame of reference for luxury brand equity. 

 

Search Strategy and Database Selection:- 
Five major electronic databases and publisher indexes were searched for literature, including Elsevier / 

ScienceDirect, Emerald Publishing, Taylor & Francis, Wiley Online Library, and Springer Nature. Keywords were 

combined using Boolean operators ( " AND ", " OR " ). The search strings were (“luxury brand equity” OR 

“customer-based brand equity”) AND (“storytelling” OR “narrative marketing” OR “brand heritage”) AND (“brand 

authenticity” OR “price premium” OR “narrative transportation”). The publication search time frame was set from 

2000 to 2026 to embrace the basic frameworks and the current digital transitions. 
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Inclusion and Exclusion Criteria:- 

Inclusion Criteria Exclusion Criteria 

Peer-reviewed journal articles, scholarly books, and 

research monographs. 

Non-peer-reviewed blog posts, trade magazines, op-

eds, and commercial white papers. 

Studies focusing specifically on luxury goods, high-end 

services, or premium brand contexts. 

Studies focusing exclusively on fast-moving consumer 

goods (FMCG) or mass-market commodities. 

Empirical studies (qualitative, quantitative, or mixed) and 

conceptual papers with explicit theoretical frameworks. 

Articles lacking clear theoretical grounding or 

methodological rigour. 

Published in English between 2000 and 2026. Articles published before 2000 or in languages other 

than English without verified translation. 

 

Data Extraction, Quality Assessment and Synthesis Protocol:- 
The first searches of the database resulted in 428 records. After de-duplication (n = 112), a total of 316 titles and 

abstracts were screened. Records were excluded for not meeting inclusion criteria (n = 214). Full-text assessments 

were conducted for the remaining 102 articles. Articles were assessed for methodological quality, construct validity, 

and statistical or analytical validity. Forty-five core peer-reviewed studies were chosen for full thematic synthesis. 

Data were extracted into standardised matrices of author, year, study context, methodology, key findings, theoretical 

contributions and managerial implications. 

 

Results and Discussion:- 
Key Findings: Narratives and Equity Dimensions:- 

The systematic synthesis provides strong evidence for the positive impact of strategic storytelling on four 

major brand equity dimensions, showing significant differences across specific luxury product categories:- 

 Haute Couture and Leather Goods: The narrative is one of artistic direction, seasonal narrative worlds, and 

specialised hand-stitching traditions (e.g. saddle stitching) in fashion and leathercraft. In this sector, storytelling 

mainly affects brand salience, emotional resonance and seasonal purchase momentum, which leads to high 

consumer willingness to pay for symbolic design innovation. 

 Fine Jewellery and Haute Horlogerie: In hard luxury, stories tend to be biased toward mechanical precision, 

rare gem origins, generational inheritance and historical permanence. Storytelling in this domain acts as a 

powerful costly signal that reduces perceived financial risk, resulting in a high price premium tolerance and 

turning products into long-term investment assets. 

 Premium & Luxury Automotive: The premium automotive space is a balancing act of storytelling between 

heritage motorsport engineering and future-facing technological innovation and sustainable mobility. Founder 

racing heritage, hand-built powertrains and leading-edge performance stories elevate the perception of 

engineering excellence and build strong brand community loyalty. 

 Price Premium Tolerance: The empirical literature consistently confirms that consumers exposed to rich 

brand heritage and craftsmanship stories are significantly more willing to pay price premiums than consumers 

exposed only to product features. Storytelling moves cognitive processing from price sensitivity to symbolic 

appreciation. 

 Perceived Quality and Excellence: Origin storytelling, rare material sourcing and master artisan techniques 

raise perceived product quality above objective benchmark testing. The story itself is an implicit guarantee of 

quality. 

 Brand Loyalty & Advocacy: High affective commitment through transportive storytelling. Consumers who 

have an emotional connection to the brand‟s storytelling journey have higher retention, are more engaged in the 

brand community and become organic brand advocates. 

 Brand Authenticity and Resilience: Founder myths and archival heritage safeguard brands in public relations 

crises. Real historical narrative anchors. Even in the event of adverse market fluctuations or leadership changes, 

brand trust is maintained. 
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Managerial Implications for Luxury:- 
Our findings suggest that storytelling should be considered a core operational strategy rather than a peripheral 

marketing tactic for the management of luxury brands. Luxury houses need to be completely consistent across all 

narrative touchpoints. Inconsistencies between the historical story and the present business (e.g. outsourcing 

manufacturing while promoting local artisanal tradition) generate consumer disbelief, which damages brand 

authenticity and drastically reduces equity. 

 

New Trends in Luxury Narratives:- 

A synthesis of recent literature reveals three transformative trends in the delivery of luxury narratives, as 

well as increased operational and strategic risks:- 

 Generative AI and Hyper-Personalized Narratives: Luxury brands are turning to generative AI for hyper-

personalised narrative interactions, customising how stories are told to individual consumers based on their 

preferences, while staying true to the core of the brand history. However, if human supervision is compromised, 

unconstrained algorithmic narrative generation has serious risks of narrative dilution, loss of brand voice 

consistency and consumer perceptions of commercial manipulation. 

 Immersive Virtual Heritage (AR/VR/Spatial Computing): Global consumers can virtually visit historical 

workshops, experience craftsmanship in 3D spatial environments and engage with the origin stories of founders 

in immersive digital museums thanks to extended reality technologies. These spatial experiences maintain 

exclusivity by offering high-end digital access in a curated environment without the need to grow the physical 

store. 

 Ethical Provenance, Digital Product Passports and Blockchain Verification: Today‟s luxury consumer 

wants narrative transparency about environmental responsibility, ethical sourcing of labour and circular craft 

practices. Luxury houses are adopting blockchain technology and Digital Product Passports (DPPs) to create 

immutable, tamper-proof digital records of supply chain provenance, transforming ethical commitments into 

verifiable narrative assets. 

 Generative Artificial Intelligence and Hyper-Personalized Narratives: Luxury brands are applying 

generative AI to craft hyper-personalised narrative interactions, tailoring story delivery to align with individual 

consumer preferences while preserving the essence of the brand history. 

 Immersive Virtual Heritage (AR/VR/Spatial Computing): Extended reality tools enable worldwide 

audiences to virtually step inside historic ateliers, witness craftsmanship in 3D spatial settings, and interact with 

founder origin stories at immersive digital museums. 

 Ethical Provenance and Sustainability Narratives: Contemporary luxury consumers, especially younger 

consumers, are looking for narrative transparency about environmental responsibility, ethical sourcing of 

labour, and circular craft practices. Brands are infusing ethical provenance into their heritage stories. 

 

Critical discussion: Contextual differences and contradictions:- 
Cross-cultural literature shows significant differences in narrative reception between mature and emerging luxury 

markets. Consumers in developed markets (e.g. Western Europe, North America) are more receptive to nuanced, 

understated narratives around understated elegance, sustainable sourcing and personal self-actualisation. Conversely, 

in emerging luxury markets (e.g. select East Asian and Middle Eastern regions) consumers often prefer prominent 

status signalling, pronounced founder prestige and explicit displays of historic royal lineage. Therefore, global 

luxury houses are required to modify narrative execution across geographic regions, while keeping an unaltered core 

brand personality. 

 

Research Gaps:- 
Although progress has been made in the academic field, there remain important gaps not addressed in the current 

secondary literature. First, there is an absence of long-term longitudinal studies that gauge the precise multi-year rate 

of equity dilution when luxury brands oversaturate digital channels. Second, the long-term effects of content 

produced by AI on consumer perceptions of the authenticity of human craft need further empirical exploration. 
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Comparative Synthesis Table (Extended):- 

Luxury 

House 

Core Narrative Archetype Key Dissemination 

Channels 

Primary Equity 

Outcomes 

Hermès Equestrian Heritage 

&UncompromisedHandcraftsmanship 

Live Artisan Exhibitions, 

Documentary Short Films, 

Physical Flagships 

Maximum Price Premium 

Tolerance, Unrivalled 

Brand Authenticity & 

Scarcity 

Louis 

Vuitton 

Art of Travel, Trunkmaking Genesis 

&Transmedia Innovation 

Immersive Digital 

Exhibitions, Web3 

Collectibles, High-Profile 

Artistic Alliances 

High Global Brand 

Awareness, Cultural 

Salience, Robust Cross-

Category Expansion 

Rolex Perpetual Excellence, Human Achievement 

& Exploration Provenance 

Targeted Cultural 

Partnerships, Sports 

Sponsorships, Print & 

Spatial Cinema 

Dominant Perceived 

Quality, Exceptional 

Resale Equity, Deep 

Brand Trust 

Cartier Royal Patronage, The Panthère Mythos & 

Universal High Culture 

Cinematic Short Films, 

Museum Retrospectives, 

High-Jewelry Salons 

Iconic Product 

Association, Emotional 

Passion, Strong 

Generational Heritage 

Porsche Motorsport Heritage, Engineering Ingenuity 

& Driving Passion 

Brand Communities, 

Interactive Virtual 

Configurator, Motorsport 

Media 

Unmatched Customer 

Loyalty, High Engineering 

Equity, Strong Advocacy 

 

Conclusion:- 
Summary of Study:- 
This study systematically evaluates the role of strategic storytelling in building, sustaining and boosting luxury 

brand equity. The paper integrated Keller‟s Customer-Based Brand Equity framework, Aaker‟s equity dimensions, 

Narrative Transportation Theory and Signalling Theory, and demonstrated that the narrative strategy is a core value 

driver in contemporary luxury brand management. Antecedents of the core narrative founder myths, heritage, 

artisanal craftsmanship, and cultural patronage generate signals of psychological absorption and authenticity that 

lead to perceived quality, brand loyalty, and consumers‟ willingness to pay structural price premiums. 

 

Major Findings:- 
The review produces three major findings: First, functional product excellence is a necessary but not sufficient 

condition for maintaining luxury brand status; symbolic narrative value is the key driver of modern brand equity. 

Second, luxury brands can successfully navigate digital channels without diluting exclusivity through “controlled 

intimacy” and transmedia storytelling strategies. Third, sustainable brand equity requires rigorous narrative 

consistency, linking historical heritage to contemporary ethical provenance. 

 

Managerial Implications for Marketing Managers:- 

 Audit and Formalise Brand: Heritage Archives. Brand managers should develop a multi-step archival 

process: First, conduct systematic historical audits to inventory founding records, artisan patents, and key 

milestone creations. Second, convert physical archives into digital, searchable repositories that can be accessed 

by marketing units around the world. Third, create formal brand narrative codices that specify the boundaries 

within which stories can be told, to ensure consistent global marketing across various cultural markets. 

 Implement Controlled Digital Intimacy: To find the sweet spot between reach and exclusivity, brand teams 

need to implement a tiered digital channel framework: Use open digital channels (such as social media 

platforms) only for high-concept cinematic storytelling and artistic brand imagery. Keep the most intimate, 
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behind-the-scenes stuff masterclass streams, virtual atelier tours, artisan Q&A sessions locked up in gated 

digital environments, verified brand community members and VIP client portals. 

 Embed Ethical Provenance into Heritage: To meet today‟s sustainability demands, marketing leadership 

should integrate heritage storytelling with transparency by embedding it into the narrative: First, implement 

Digital Product Passports for key product lines to enable verifiable supply chain data. Second, position 

environmental initiatives like circular repairs and sourcing sustainable materials as the contemporary version of 

old-school artisanal preservation and quality stewardship. 

 

Methodological Limitations:- 

This paper is limited by the constraints of secondary research designs. The synthesis is based on secondary data 

only, published elsewhere, so there is no possibility to empirically test the proposed structural relationships directly. 

Moreover, publication bias in academic journals may skew available literature toward successful luxury brand case 

studies, under-representing instances where narrative strategies failed. 

 

Implications for Future Empirical Research:- 
Future research should employ longitudinal empirical approaches to monitor consumer brand equity metrics over 

extended periods following transmedia digital campaigns. In addition, experimental research designs should 

examine consumer psychological reactions to AI-assisted storytelling versus human-created brand stories to 

determine boundary conditions for the use of technology in luxury marketing. 

 

Ethical, Cultural, and Regulatory Issues:- 
As luxury brands scale up global storytelling, ethical, cultural and regulatory considerations move to the fore. The 

regulatory landscape in some of the major international markets, including the soon-to-be-implemented European 

Union Ecodesign for Sustainable Products Regulation and Digital Product Passport requirements, is such that luxury 

houses will need to provide substantiation for all environmental and craftsmanship claims. Brands that tell 

sustainability stories that are not backed up risk severe greenwashing penalties, legal sanctions and catastrophic 

reputational erosion. 

 

Furthermore, as luxury houses draw inspiration from stories around the world, cross-cultural ethics demand the 

implementation of robust safeguards against cultural appropriation. For regional heritage or indigenous 

craftsmanship, brands need to have formal cultural advisory boards and use collaborative co-creation models that 

ensure equitable attribution and economic partnership. Finally, the application of personalised artificial intelligence 

storytelling must adhere to global data privacy regulations (e.g., GDPR) to guarantee that hyper-personalised 

narrative delivery honours consumer consent and safeguards personal data without being intrusive or surveilling. 
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