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Underpinned by art infusion theory, this present research examines the effect of art infusion on brand attitudes
under different brand conditions (i.e. pro-environmental luxury brands and luxury brands) in advertising. Across
two experimental studies, this research offers empirical evidence to a moderated mediation model, such that
when an advertisement features an artwork (vs. no-artwork), consumers will perceive lower levels of in
compatibility between luxury and sustainability, leading to a more favorable brand attitude toward the proenvironmental luxury brand. However, such differences will not occur among consumers evaluating an ordi
nary luxury brand. The findings of this research broaden the current body of knowledge related to the art
infusion effect and provide important implications for marketers in their advertising strategy. Furthermore, these
findings suggest that art infusion may be the solution to the dilemma facing sustainable luxury brands since
luxury and sustainability are often perceived as incongruent concepts.

1. Introduction
Consumers, especially new generations, have increasingly scruti
nized the social and environmental impact of businesses (Cheung and
To, 2019; Kang and Sung, 2021; Kumar et al., 2021). The millennials
make up roughly 50% of the luxury market by 2025 and 42% of them
expressed concerns about the environment (Danziger, 2019). They are
one of the most significant luxury market segments with considerable
purchasing power (Arli et al., 2019; Moreno et al., 2017) who consider
firms should be responsible for environmental sustainability (Hanson,
Rasmussen and Lauver, 2018). Therefore, the luxury industry is also
pressured to demonstrate its corporate social responsibility (CSR) stand
(Rolling et al., 2020). Companies no longer afford to ignore their CSR,
and now focus on extending and promoting their sustainable initiatives
such as the use of ethically sourced, recycled materials and preservation
of natural resources (Robertson and Barling, 2015).
Responding to these new trends, many luxury brands have incor
porated pro-environmental practices into their business model, advo
cating sustainable luxury (De Angelis, Adıgüzel and Amatulli, 2017;
Janssen et al., 2014). For example, Stella McCartney has committed to
cruelty-free (i.e. no fur or leather) and the use of re-engineered

cashmere, ethically sourced wool, organic cotton and recycled textiles. It
also introduced Clevercare, a labeling system to encourage mindful
garment care and become a member of the Ethical Trading Initiative
(The Good Trade, 2021). It has worked with other luxury brands such as
LVMH and exchange knowledge and expertise in sustainable operations
(Paton and Friedman, 2019). Likewise, Gucci has manufactured prod
ucts using sustainable supplies such as eyewear made from eco-friendly
materials that are based on castor-oil seeds and biodegradable plastic
sandals (Kang and Sung, 2021). It has also launched Gucci Equilibrium
to provide more transparency and sustainability (Gucci, 2021). The
L’Oréal Group, which owns luxury brands such as Giorgio Armani, Yves
Saint Laurent, and Kiehl’s, has reduced the emissions of its industrial
sites by 78% since 2005 and 35 of them had achieved carbon neutrality
before 2020 (L’Oréal, 2019). L’Oréal is a founding partner of the
Women4Climate program launched in 2017 which aims to support and
boost young females’ leadership capabilities and empower them to
accomplish their local climate adaption projects (L’Oréal, 2021).
Although the sustainable luxury concept has gained traction in both
academic research and the business environment (Arrigo, 2018; Batat,
2020), there is still uncertainty about the communication of sustain
ability in the luxury sector (Kang and Sung, 2021). Exhibiting an
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increasing focus on sustainability, pro-environmental luxury brands
integrate environmental priorities into their design, production and
operation while disengaging in harmful practices such as including an
imal cruelty and environmental destruction (Lundblad and Davies,
2015). However, many luxury brands are wary of promoting their
environmental sustainability to their customers and hence, remain quiet
about their commitment (Givhan, 2015). This is on the account of
consumers’ perception that luxury and sustainability are contradictory
concepts (Beckham and Voyer, 2014). For instance, luxury buyers
demonstrated unfavorable attitudes toward purchasing luxury products
made of recycled materials (Achabou and Dekhili, 2013). Luxury is
associated with exclusivity and prestige and often involves the use of
rare and unique materials (Cheah et al., 2020), focusing on the dream
factor instead of environmental impact (Karaosman et al., 2018).
Therefore, luxury brands are facing a dilemma. On one hand, it is
intuitive to reveal their eco-friendly practices and position themselves as
a socially responsible brand in response to rising social pressure and
scrutiny. On the other hand, by promoting their green image, there is a
possibility that customers might be confused and develop negative at
titudes toward luxury brands (Kang and Sung, 2021). Doubts cast upon
the eco-friendly practices could damage brand reputation (Laufer, 2003;
Porter and Kramer, 2006). For example, customers might associate the
sustainability initiatives with greenwashing, manipulating or
misleading (Kapferer and Michaut-Denizeau, 2014). Further, it was
found that the use of recycled materials reduces consumer preferences
for the products (Achabou and Dekhili, 2013). Therefore, it is critical to
investigate strategies that can mitigate the risks and improve customers’
attitudes towards pro-environmental luxury brands.
Advertising is a popular vehicle of marketing communications
(Hamelin et al., 2020) that can be used to promote product and brand
images (Teona et al., 2020). One of the common advertising strategies,
especially in the luxury sector, is to feature visual artworks (Kapferer,
2014). It is a common practice that luxury brands pair their products
with renowned paintings or visuals inspired by famous artwork, for
instance, Dior’s advertisement featuring an image inspired by Édouard
Manet’s Le déjeuner sur l’herbe in 2013, and GucciGram initiative in
2015 pairing Gucci products with images inspired by some of the most
recognized artworks such as reinterpretation of “Il bacio” (Francesco
Hayez) by Chris Rellas and the “American Gothic” painting by Grant
Wood (Peluso et al., 2017). It is believed that associations with artworks
can transfer the positive perceptions of artworks to luxury brands and
products. This is termed the “art infusion effect” (Hagtvedt and Patrick,
2008). The presence of art can exert a positive effect on brand image and
brand extension evaluations (Lee et al., 2015). More importantly, as art
can improve customer cognitive flexibility, featuring artworks might
help to increase customers’ ability to process conflicting ideas and
enhance their connectedness (Hagtvedt and Patrick, 2008). As a result,
we expect that art infusion can reduce the incompatibility between
luxury and sustainability in the case of pro-environmental luxury
brands.
Addressing the gaps in the current luxury literature, the purposes of
this study are twofold: (a) to explore the art infusion effects on cus
tomers’ attitudes towards pro-environmental luxury brands and towards
luxury brands, and (b) to examine how perceived incompatibility be
tween luxury and sustainability mediates the relationship between art
infusion and customers’ attitudes towards pro-environmental luxury
brands. The current study contributes to the literature on proenvironmental luxury and advertising strategy in three ways. First, the
current research expands the understanding of art infusion effect on
brand attitudes in advertising. Second, extending prior research, we
empirically demonstrate that this effect is subject to the brand condi
tions (e.g., pro-environmental luxury brands or [ordinary] luxury
brands). Finally, building on previous works (Beckham and Voyer, 2014;
Kapferer and Michaut-Denizeau, 2014; Hagtvedt and Patrick, 2008), we
recognize perceived incompatibility between luxury and sustainability
as the mediating mechanism. The findings offer some guidelines for

pro-environmental luxury brands in communicating to their customers.
The subsequent section provides a literature review and hypotheses
development, followed by the research design of two studies, a discus
sion of findings, implications of the research, limitations and future
research directions.
2. Theoretical development
2.1. Sustainable luxury and advertising
The concept of luxury is associated with exclusivity, prestige and
rarity (Kapferer and Michaut-Denizeau, 2020; Quach and Thaichon,
2017). This is often perceived as defiance of the idea of frugality
involved in a sustainable lifestyle. Sustainability is considered triple
bottom line including economic profitability, environmental and social
responsibility (Johnson, 2009; Rahimah et al., 2020). Whereas luxury is
characterized by its inherent values of pleasure, wealth, power and
inessentiality, the embedded values of sustainability are altruism, ethics,
self-discipline, and social responsibility (Beckham and Voyer, 2014;
Hamelin and Thaichon, 2016). In fact, some have criticized luxury as the
embodiment of gratuitous consumption in modern society (Kozinets and
Handelman, 2004). Consequently, previous research has highlighted the
contradiction between luxury and sustainability in consumers’ minds
(Achabou and Dekhili, 2013; Kapferer and Michaut-Denizeau, 2020;
Dekhili and Achabou, 2016). For example, Achabou and Dekhili (2013)
reveal that customers’ attitude toward a luxury product is negatively
related to the use of recycled material. In addition, it is found that
compared to other factors such as quality, pride and brand image, a
brand’s environmental commitment played the least important role in
the decision-making process of luxury consumers (Joy et al., 2012). This
is supported by Davies et al. (2012) who suggest that consumers are less
likely to consider sustainability and ethics in their purchase of luxury
products as opposed to commodity products. Furthermore, Dekhili et al.
(2019) show that the use of sustainable materials in luxury sectors
damages the luxury image due to conflicting values. Therefore, sus
tainable luxury brands often face difficulties in changing consumers’
perceptions of their products or services (Osburg et al., 2020).
On the other hand, some emerging research has advocated the pos
itive relationship between luxury and sustainability. This school of
thought suggests that sustainability lies in the core of luxury since luxury
prioritizes quality (such as craftsmanship, heritage and creativity) over
quantity (Kapferer, 2010; Hennigs et al., 2013). Therefore, luxury goods
are more durable and can be passed on to different generations. This is in
stark contrast with fast fashion which involves mass production of
products and the use of cheap labor in developing countries. In fact,
many luxury fashion brands such as Prada, LV, Stella McCartney and
Gucci have focused on sustainability as one of the key success factors.
Sustainable luxury involves the ethical and environmentally friendly
design, production and consumption of luxury products. This excludes
animal cruelty, environmental harm and human exploitation (Lundblad
and Davies, 2015). For example, the Prada Re-Nylon project promoted
the use of recycled materials and Stella McCartney became the first
vegetarian luxury label (Athwal et al., 2019). The idea of
pro-environmental luxury is particularly appealing to consumers who
are increasingly aware of the environmental and social impact of busi
nesses (Danziger, 2019; Ducrot-Lochard and Murat, 2011). Previous
research demonstrates that an environmental claim can improve con
sumer perception of luxury products (Steinhard et al., 2013). Further
more, luxury consumers can use expensive sustainable goods to indicate
their standing, which is considered ‘conspicuous conservation’ behavior
(Sexton and Sexton, 2014). However, in general, the evidence about
consumer attitudes towards sustainable luxury in extant research is still
inconclusive (Beckham and Voyer, 2014).
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2.2. Art infusion effect

Further studies in this area have explored how the art infusion effect
can be attenuated in the marketing contexts; however, there are mixed
findings in this regard. For example, some research suggests that the art
infusion effect emerges for hedonic but not functional products (Huett
and Gierl, 2012; Lee et al., 2015). Yet, this is inconsistent with the
original findings from Hagtvedt and Patrick (2008), showing that the art
infusion effect was observed in the context of soap dispensers and
cutlery items, both of which are functional products. Other studies have
also found mixed findings of whether the presence of price information
might influence (Huett and Gierl, 2012) versus not influence (Lee et al.,
2015) art infusion effect. Last, while Peluso et al. (2017) argue that
highly (vs. less) recognizable artworks can strengthen the art infusion
effect, others studies have also demonstrated that this effect emerges
even among relatively unfamiliar artworks (Lee et al., 2015). Therefore,
our understanding of the conditions under which the art infusion effect
would occur remains inconclusive. Further and from the managerial
perspective, such understanding would also offer managers implications
on how to employ artworks and develop effective advertising strategies.

Many luxury brands do not focus on communicating the sustain
ability aspects of their business due to the existing belief that luxury
might be incompatible with sustainability (Carrigan et al., 2013; Kap
ferer and Michaut-Denizeau, 2020). However, because of the potential
benefits of sustainability in retaining existing customers and attracting
new customers, luxury brands have started utilizing advertising to
provide customers with information about pro-environmental aspects of
their business and change customer mindsets (Sahin et al., 2020). In
general, advertising can be used to promote brand image and enhance
customers’ attitudes towards a product or company (Mo et al., 2018;
Nyilasy et al., 2014), which in turn affect their purchase behaviors (Low
and Lamb, 2000). Therefore, effective advertising can induce positive
responses, and subsequent actions towards the advertised brand (Teona
et al., 2020). Though previous research has examined the effects of
advertising appeals related to sustainable luxuries such as gratitude and
pride appeals (Septianto et al., 2020), mixed emotional appeals (Nalla
peruma et al., 2021), message types (Sahin et al., 2020) and environ
mental claims (Teona et al., 2020), there is still limited evidence on how
to increase the effectiveness of advertisements related to sustainable
luxury brands compared to those promoting ordinary luxury brands.
In this paper, we examine the role of artwork defined as “skillful and
creative expressions of human experience, in which the manner of cre
ation is not primarily driven by any other function” (Hagtvedt and
Patrick, 2008, p. 380), and “art infusion”, which refers to “the general
influence of the presence of art on consumer perceptions and evaluations
of products with which it is associated” (Hagtvedt and Patrick, 2008, p.
379). Following Hadtvedt and Patrick (2008), this paper adopts the
continuum of categorization of art which that “extends between two
poles—variously labeled as highbrow/lowbrow, elite or high cultur
e/mass or pop culture, art/entertainment, or legitimate taste/popular
taste” (Holbrook, 1999, p. 144) and focuses on high art as opposed to
low art. The art infusion process can be explained by the halo and
contagion effects. Art can influence positive initial perceptions which
exert an impact on subsequent evaluations, demonstrating halo effects;
at the same time, art can also exhibit contagion effects in which close
contact between two objects can result in the transfer of one’s properties
to the another (Lee et al., 2015). Overall, the art infusion effect suggests
that by incorporating artwork in a product or communications about a
brand and product, the favorable perceptions associated with the
artwork properties will spill over to the product or brand, prompting
customers to form more positive evaluations about the product and
brand (Peluso et al., 2017).
Art infusion is often investigated in the context of luxury as it is
believed that the spillover effect increases prestige and exclusivity
which are inherent characteristics of artworks (Peluso et al., 2017). Art
infusion can take effect in the context of physical pairing, for example,
placing the product alongside artworks such as paintings in a physical
retail store (Dion and Arnould, 2011), incorporation of artistic elements
in the product itself such as design or packaging, product (Hagtvedt and
Patrick, 2008a, 2008b, 2008b; Lee et al., 2015) or placement of artwork
in an advertisement (Huettl and Gierl, 2012; Peluso et al., 2017). It
generally concurs that the presence of formal visual art leads to an
improvement in consumers’ attitudes towards the associated product
(Logkizidou et al., 2019). In fact, visual art is a common feature in
luxury advertising and it is believed that the mere presence of art can
enhance product evaluations (Hagtvedt and Patrick, 2008; Estes et al.,
2018).

2.3. Incompatibility between luxury and sustainability
As per the previous discussion, luxury and sustainability are often
perceived as incongruent concepts (Dekhili et al., 2019; Joy et al.,
2012). In fact, a study about French luxury clothing reveals that the
incorporation of recycled materials reduces consumer preferences
(Achabou and Dekhili, 2013). The nature of luxury as rarity, exclusivity
and prestige seems to be opposite to sustainable practices of recycling
materials which lose a sense of uniqueness (Amatulli et al., 2018; De
Barnier, Falcy and Valette-Florence, 2012). Hence, the incompatibility
between luxury and sustainability may damage the customers’ attitudes
toward the pro-environment luxury brand (Kapferer and
Michaut-Denizeau, 2015). This has become a dilemma facing
pro-environmental luxury brands (Kang and Sung, 2021) despite the fact
that the essence of luxury revolves around high-quality, durable and
timeless which are also closely related to the preservation of scarce re
sources and sustainability (Franco et al., 2019).
On the other hand, art can inspire imagination and creativity and
support learning and cognitive development (Hagtvedt and Patrick,
2008). Previous research indicates that featuring visual art can stimulate
cognitive flexibility which refers to the state of litheness, elasticity and
openness of mind depicted by associational fluency (Mednick and
Mednick, 1967; Hagtvedt and Patrick, 2008). Cognitive flexibility al
lows a broader perspective and improves an individual’s ability to
process information in innovative ways (Isen et al., 1985, 1987). More
importantly, during this process, individuals are able to make novel
connections between various concepts. Therefore, the presence of art
can reduce the level of incompatibility between seemingly conflicting
objects on account of augmented cognitive flexibility. In other words, art
can enable the customers to grasp meaningful relationships among
divergent ideas of luxury and sustainability which co-exist in a
pro-environmental luxury advertisement. As a result, it can enhance
interconnectedness and decrease the level of incongruence.
On the basis of the foregoing discussion, we propose that the effect of
art infusion on brand attitudes in the context of pro-environmental
luxury is mediated by the perception of incompatibility between lux
ury and environmental sustainability (Beckham and Voyer, 2014; Kap
ferer and Michaut-Denizeau, 2014). Previous research suggests that
visual stimuli generally influence purchase intention via perceived
luxury (e.g., Huettl and Gierl, 2012; Hagtvedt and Patrick, 2008; Lee
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et al., 2018). Since typical luxury brands without pro-environmental
aspects are inherent “luxury” and do not suffer from the incongruence
between luxury and sustainability, we suggest that the art infusion effect
is not present in the context of an ordinary luxury brand and the
perception of incompatibility should not act as a mediator in this
context. Therefore, we propose the following hypothesis:

Hence, these results suggested that participants’ familiarity with the
artwork and the differences in the levels of familiarity between these
artworks should be unlikely to introduce confounds to our empirical
results in Studies 1 and 2.
3. Study 1

H1. There will be a significant moderated mediation effect, such that
(a) when an advertisement features an artwork (vs. no-artwork), con
sumers will perceive lower levels of incompatibility between luxury and
sustainability, leading to a more favorable brand attitude toward the
pro-environmental luxury brand. However, (b) such differences will not
occur among consumers evaluating an ordinary luxury brand.

3.1. Method
We recruited 199 participants from the U.S. (25% females, Mage =
35.43, SD = 7.66) using Amazon MTurk. Study 1 employed a 2 (artwork:
presence vs. absence) × 2 (brand: pro-environmental luxury, luxury
[control]) between-subjects design. Participants were randomly
assigned into one of four experimental conditions: 49 participants in the
no-artwork, luxury condition; 50 participants in the artwork, luxury
condition; 50 participants in the no-artwork, pro-environmental luxury
condition; 50 participants in the artwork, pro-environmental luxury
condition.
With assistance from a professional graphic designer, we developed
four advertisements for Gucci as the luxury brand (see Appendix A). In
the artwork condition, we featured Le Givre à Giverny by Claude Monet
(1885), whereas we did not provided such image in the no-artwork
condition. Afterward, in the pro-environmental condition, respondents
were asked to read some details about a pro-environmental initiative of
the brand. To be more specific, based on prior research (Septianto et al.,
2020), the information was: “As a part of their promotional program,
this brand is pairing the sale of their products with environmental ac
tion. For every watch sold, this brand will remove one pound of trash
from waterways.” In the control condition, participants were not
exposed to such information.
Brand attitudes were the dependent variable, measured using four
bipolar items (“bad – good,” “unappealing – appealing,” “unlikable –
likable,” and “unfavorable – favorable; ” α = .95) on a 7-point scale
(Errmann et al., 2019). To measure the posited mediator, participants
indicated the extent to which they perceive that the concept of luxury
and the concept of sustainability were “conflicting,” “incompatible,” and
“inconsistent” (1 = strongly disagree, 7 = strongly agree; α = .95). As for
manipulation checks, participants rated the extent to which the brand is
a luxury brand and a pro-environmental brand (adapted from Septianto
et al., 2020), measured on a 7-point scale (1 = strongly disagree, 7 =
strongly agree). We also asked whether the advertisement featured an
artwork (1 = strongly disagree, 7 = strongly agree) (Hagtvedt and
Patrick, 2008). Last, we measured participants’ familiarity with the
brand on a 7-point scale (1 = not familiar at all, 7 = very familiar).
Appendix B presented the detailed items and descriptive statistics for all
items used in Studies 1 and 2.

2.4. Overview of studies
We tested our prediction in two experimental studies. We used two
different brands (Gucci in Study 1, a fictitious brand, Primavera, in
Study 2) and also different sets of artworks. We sought to use a real
brand as Gucci to illustrate the potential practical implication of our
research in a real-world setting. Gucci was selected because prior
research has established Gucci as a luxury brand (Jackson and Haid,
2002; Moore and Birtwistle, 2005). We then used a fictitious brand in
Study 2 to control for potential confounds for using a real brand.
We recruited participants located in the U.S. using Amazon Me
chanical Turk because the U.S. ranked first as the personal luxury goods
market, reaching 55 billion euros in 2020 (Statista, 2021). Note that
although we did not specifically recruit participants from specific de
mographic profiles (e.g., high-income levels), we explicitly stated at the
beginning of the survey that the study was about luxury advertising and
thus, we sought to recruit consumers who personally own luxury
products (either purchased or received as a gift).
Moreover, we noted that we did not include any attention check
questions in the surveys. However, to ensure data quality, we consis
tently used three criteria in Studies 1 and 2 following prior research
(Puzakova and Aggarwal, 2018): (1) location in the U.S.; (2) at least 98%
HIT approval rate; and (3) at least 100 approved HITs. The sample size
was determined following the recommendation from Simmons et al.
(2011) by collecting approximately 50 participants per cell. Thus, given
our design (2 × 2 between-subjects), we set MTurk to recruit 200
participants.
The selection of artworks for Studies 1 and 2 was based on prior
research (Seo et al., 2021). In addition, prior research has demonstrated
that the art infusion effect emerges even among relatively unfamiliar
artworks (Lee et al., 2015); in other words, our predictions should occur
even among participants who are (un)familiar with the artwork.
Regardless, there might be concerns that participants’ familiarity with
the artwork might influence our empirical results. Hence, we conducted
a separate pretest (N = 100 MTurkers located in the U.S., 41% females,
Mage = 37.11, SD = 10.70), in which participants were randomly
assigned to evaluate either the artwork used in Study 1 (Le Givre à
Giverny by Claude Monet) or the artwork used in Study 2 (Sunflowers by
Vincent van Gogh). Participants then indicated their familiarity with the
artwork on a 7-point scale (1 = very unfamiliar, 7 = very familiar).
One sample t-tests revealed that participants were familiar with Le
Givre à Giverny (M = 4.90, SD = 1.99 vs. ‘4’ [the neutral mid-point], t
(50) = 3.23, p = .002) and Sunflowers (M = 5.22, SD = 1.53 vs. ‘4’ [the
neutral mid-point], t(48) = 5.60, p < .001). In addition, an independent
sample t-test also showed that there were non-significant differences on
the levels of familiarity among participants (t(98) = .91, p = .368).

3.2. Results and discussion
Manipulation Checks. As expected, there were non-significant
differences across conditions in terms of the perception of luxury
brand (Mluxury = 6.00, SD = 1.29, Mpro-environmental luxury = 5.94, SD =
1.13, F(1, 195) = .13, p = .722). Notably, across all conditions, partic
ipants perceived the brand to be luxurious (Mluxury = 5.97, SD = 1.21 vs.
4 [mid-point], t(198) = 23.05, p < .001). However, we found that
participants perceived the brand with pro-environmental effort to be
more pro-environmental than those without pro-environmental effort
(Mluxury = 4.22, SD = 1.95, Mpro-environmental luxury = 5.10, SD = 1.63, F(1,
195) = 9.88, p = .002). In addition, participants in the artwork condi
tion considered the advertisement featured an artwork than those in the
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Fig. 1. Moderated mediation model (study 1).

Table 1
Moderated mediation analysis (study 1).
Antecedent

Consequent
Perceived Incompatibility (M)
Coeff

Constant
Artwork (X)
Brand (W)
X×W
Perceived Incompatibility (M)
Brand Familiarity (Covariate)
Model Summary

SE

Brand Attitude (Y)
t

3.819
.582
6.561
− .132
.129
− 1.022
− .088
.130
− .675
− .285
.129
− 2.209
–
–
–
− .230
.103
− 2.225
2
R = .06 F(4, 194) = 2.813, p = .027

p

Coeff

< .001
.308
.501
.028
–
0.027

4.854
.534
9.090
.077
.108
.708
–
–
–
–
–
–
− .267
.059
− 4.496
.172
.087
1.983
2
R = .13 F(3, 195) = 9.555, p < .001

SE

t

p
< .001
.480
–
–
< .001
.049

no-artwork condition (Mno-artwork = 5.80, SD = 1.30, Martwork = 4.55, SD
= 1.90, F(1, 195) = 29.55, p < .001).
Moderated Mediation Analysis. To test our hypothesis, we con
ducted a moderated mediation analysis using Hayes’ PROCESS Model 7
with 5000 bootstraps resamples (Hayes, 2017). We examined the indi
rect effects of artwork (1 = artwork, − 1 = no artwork), moderated by
brand (1 = pro-environmental luxury, − 1 = luxury), on brand attitude
via perceived incompatibility (see Fig. 1). We also included brand fa
miliarity as a covariate in the model.
As can be seen in Table 1, we found a significant interaction effect
between artwork and luxury condition on perceived incompatibility (B
= − .29, SE = 0.13, t = − 2.21, p = .028), such that artwork (vs. noartwork) lead to lower levels of perceived incompatibility in the proenvironmental luxury brand condition (B = − .42, SE = .18, t =
− 2.29, p = .023); however, such differences did not occur in the ordi
nary luxury brand condition (B = .15, SE = .18, t = .84, p = .403). We
also found a significant effect of perceived incompatibility on brand
attitude (B = − .27, SE = .06, t = − 4.50, p < .001) and a non-significant
direct effect of artwork on brand attitude (B = .08, SE = .11, t = .71, p =
.480).
More importantly, bootstrapping results revealed a significant index
of moderated mediation (B = .152, SE = .092, 95% CI: .014 to .366),
such that the indirect effect was significant in the pro-environmental
luxury brand condition (B = .111, SE = .061, 95% CI: .012 to .252)
but not in the ordinary luxury brand condition (B = − .041, SE = .056,
95% CI: − .172 to .049). Taken together, these results provided evidence
for our hypothesis.

38.29, SD = 12.02) via Amazon MTurk. Study 2 employed a 2 (artwork:
presence vs. absence) × 2 (brand: pro-environmental luxury, luxury
[control]) between-subjects design. As in Study 1, participants were
randomly assigned into one of four experimental conditions: 53 partic
ipants in the no-artwork, luxury condition; 49 participants in the
artwork, luxury condition; 50 participants in the no-artwork, pro-envi
ronmental luxury condition; 50 participants in the artwork, proenvironmental luxury condition.
We developed four advertisements for a fictitious cosmetic brand,
Primavera (see Appendix A). In this regard, we manipulated luxury
brands using advertising messages by adopting from prior research
(Septianto et al., 2020). Specifically, participants read, “Primavera is
universally recognized as a symbol of luxury and status. From humble
beginnings, skill and innovation have made Primavera a brand coveted
by the elite.” Moreover, we used a different set of artwork in Study 2. In
the artwork condition, we featured Sunflowers by Vincent van Gogh
(1887), whereas in the no-artwork condition, following prior research
(Hagtvedt and Patrick, 2008; Seo et al., 2021), we featured a photograph
with similar content.
Next, as in Study 1, participants were exposed to either a proenvironmental effort of the brand (pro-environmental luxury brand
condition) or no information (luxury brand – control condition). Par
ticipants then completed identical dependent variable (α = .94), medi
ator (α = .95), and manipulation checks as those in Study 1.

4. Study 2

Manipulation Checks. As expected, there were non-significant
differences across conditions in terms of the perception of luxury
brand (Mluxury = 5.74, SD = 1.22, Mpro-environmental luxury = 5.86, SD =
1.22, F(1, 198) = .52, p = .471). Notably, across all conditions, partic
ipants perceived the brand to be luxurious (Mluxury = 5.80, SD = 1.22, vs.
4 [mid-point], t (201) = 21.02, p < .001). Moreover, however, we found

4.2. Results and discussion

4.1. Method
We recruited 202 participants from the U.S. (40% females, Mage =
5
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Fig. 2. Moderated mediation model (study 2).

Table 2
Moderated mediation analysis (study 2).
Antecedent

Consequent
Perceived Incompatibility (M)
Coeff

Constant
Artwork (X)
Brand (W)
X×W
Perceived Incompatibility (M)
Model Summary

SE

Brand Attitude (Y)
t

3.77
.128
29.364
-.206
.128
− 1.601
-.236
.128
− 1.841
-.274
.128
− 2.138
–
–
–
R2 = .05 F(3, 198) = 3.475, p = .017

that participants perceived the brand with pro-environmental effort to
be more pro-environmental than those without pro-environmental effort
(Mluxury = 4.37, SD = 1.74, Mpro-environmental luxury = 5.26, SD = 1.54, F(1,
198) = 14.84, p < .001). In addition, participants in the artwork con
dition considered the featured image as an artwork than those in the noartwork condition (Mno-artwork = 4.88, SD = 1.83, Martwork = 6.01, SD =
1.17, F(1, 198) = 26.47, p < .001).
Moderated Mediation Analysis. To test our hypothesis, we con
ducted a moderated mediation analysis using Hayes’ PROCESS Model 7
with 5000 bootstraps resamples (Hayes, 2017). We examined the indi
rect effects of artwork (1 = artwork, − 1 = no artwork), moderated by
brand (1 = pro-environmental luxury, − 1 = luxury), on brand attitude
via perceived incompatibility (see Fig. 2).
As can be seen in Table 2, we found a significant interaction effect
between artwork and luxury condition on perceived incompatibility (B
= − .27, SE = .13, t = − 2.14, p = .034), such that artwork (vs. noartwork) lead to lower levels of perceived incompatibility in the proenvironmental luxury brand condition (B = − .48, SE = .18, t =
− 2.63, p = .009); however, such differences did not occur in the luxury
brand condition (B = .07, SE = .18, t = .38, p = .704). We also found a
significant effect of perceived incompatibility on brand attitude (B =
− .22, SE = .05, t = − 4.38, p < .001) and a non-significant direct effect of
artwork on brand attitude (B = .10, SE = .10, t = 1.02, p = .307).
More importantly, bootstrapping results revealed a significant index
of moderated mediation (B = .123, SE = .071, 95% CI: .005 to .279),
such that the indirect effect was significant in the pro-environmental
luxury brand condition (B = .107, SE = .053, 95% CI: .019 to .225)
but not in the luxury brand condition (B = − .015, SE = .041, 95% CI:
− .105 to .063). Taken together, these results provided further support to
our hypothesis.

p

Coeff

<.001
.111
.067
.034
–

6.382
.214
29.840
.097
.095
1.024
–
–
–
–
–
–
-.223
.051
− 4.376
R2 = .10 F(2, 199) = 10.734, p < .001

SE

t

p
<.001
.307
–
–
<.001

5. General discussion and implications
We conducted two experimental studies using two different sets of
artworks (Gucci advertisement featuring Le Givre à Giverny by Claude
Monet [Study 1] and a fictitious brand called Primavera featuring Sun
flowers by Vincent van Gogh [Study 2]) to test our hypothesis examining
the relationship between art infusion and brand attitudes, the moder
ating role of brand conditions (i.e. pro-environmental luxury vs luxury
brands), and the mediating role of perceived incompatibility in this re
gard. As predicted, when an advertisement features an artwork (vs. noartwork), participants perceived lower levels of incompatibility between
luxury and sustainability, leading to a more favorable brand attitude
toward the pro-environmental luxury brand. However, such differences
did not emerge among those evaluating an ordinary luxury brand.
Although recent studies have attempted to explore the effect of art on
consumer behavior (e.g., De Angelis et al., 2020; Kim and Heo, 2021) the
current research offers some unique insights into the effectiveness of
using visual art in luxury advertising and the consequential effect on
brand attitudes. For example, De Angelis et al. (2020) highlight the
relevance of the artist’s craftsmanship over the course of the artwork
creation which can increase consumers’ purchase intention via the
perceived durability of the product in the advertisement. Extending this
finding, we specifically focus on the effect of the artwork itself and sheds
light on the role of high art in advertising a pro-environmental luxury
brand. The present research contributes to the body of knowledge on art
infusion in two ways. First, previous research indicates that the positive
effects of art and its related elements can spill over onto product eval
uation. We found that featuring an artwork can improve brand attitudes,
confirming prior studies such as Huettl and Gierl (2012) and Peluso et al.
(2017). However, and more importantly, we empirically demonstrate
that this effect is moderated by brand conditions, such that the art

6

S. Quach et al.

Journal of Retailing and Consumer Services 64 (2022) 102780

infusion effect only emerges in the context of pro-environmental luxury
brands (but not in the context of ordinary luxury brands). Although Kim
and Heo (2021) found that artistic expression increases the perception of
a retail store as environmentally friendly, their study was carried out in a
general retail setting (as opposed to luxury brands). We offer a unique
context in which art infusion exerts an effect on the perception of
pro-environmental luxury brands characterized by the incongruence
between luxury and sustainability. These findings thus add to our un
derstanding of the conditions under which the art infusion effect can be
attenuated.
Second, we explain perceived incompatibility between luxury and
sustainability as a mechanism in which visual arts influence attitudes
associated with pro-environmental luxury brands. Though confirming
the art fusion effect, previous research generally focuses on either luxury
brands (e.g. De Angeli et al., 2020; Peluso et al., 2017) or sustainability
perception (e.g. Kim and Heo, 2021). Therefore, a unique contribution
of our research lies in the amalgamation of luxury and sustainability.
Based on art infusion theory, arts can improve customers’ cognitive
flexibility which allows them to integrate seemingly contradicting
concepts such as luxury and sustainability (Hagtvedt and Patrick, 2008).
This mechanism helps reduce the level of incompatibility between lux
ury and sustainability which can be experienced in advertisements of
pro-environmental luxury brands. In this respect, the findings broaden
the application of art infusion in the advertising literature.
Furthermore, the findings provide significant practical implications.
Whereas it is common for luxury brands to include artworks in their
advertisements, we suggest that art presence can be even more benefi
cial for pro-environmental luxury brands. Customers have become more
eco-conscious and increased their expectations of the firm’s social and
environmental impact. Therefore, sustainable luxury is the future and
represents an opportunity for brands to develop meaningful connections
with their consumers and the wider community. However, luxury
brands need to be cautious when promoting their sustainability

associations due to the perceived incompatibility between luxury and
sustainability which may backfire and reduce consumers’ willingness to
pay (Osburg et al., 2020). This research offers some guidelines to
improve brand attitudes which play a significant part in conspicuous
consumption and critical to luxury purchases (Jacob et al., 2020). We
suggest that art infusion may be the solution to the dilemma facing
sustainable luxury brands as art presence can reduce the incongruity
between luxury and sustainability. Therefore, in order to improve cus
tomers’ brand attitudes, pro-environmental luxury brands can develop
advertising campaigns featuring highly recognizable visual artworks.
Art presence can transfer the general connotations of arts to the asso
ciated brands and improve customers’ attitudes toward the brands.
6. Conclusion, limitations, and future research directions
Although the current research offers valuable insights, there are
several limitations. First, participants were recruited from the U.S. As
culture plays an important part in luxury purchases (Mainolfi, 2020),
future research can extend the findings by examining the role of cultural
factors in different contexts. Furthermore, our research focuses on high
art or highly recognizable artworks. A fruitful research area is to
examine the impact of different types of art such as less recognized and
modern artworks on brand attitudes. Furthermore, the participants in
both studies were only exposed to the advertisements once. It would be
interesting to investigate the effects of repeated exposure to advertise
ments featuring artwork in the case of pro-environmental luxury brands.
A longitudinal, repeated measure, among-subject designs can provide
more insights in this respect. Finally, the effects of art infusion on brand
attitudes could be subject to personal characteristics. Future in
vestigations may extend the current research by incorporating other
individual variables in the context of advertising pro-environmental
luxury brands.

Appendix A. Advertising Stimuli
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Appendix B. Scale Items and Descriptive Statistics
Construct, Question, and Items

Study 1
M

DV: Brand Attitude
The advertised brand is …
• Bad (1) – Good (7)
• Unappealing (1) – Appealing (7)
• Unlikable (1) – Likable (7)
• Unfavorable (1) – Favorable (7)
Brand Manipulation Check
The advertised brand is … (1 = Strongly Disagree, 7 = Strongly Agree)
• is a luxury brand
• is a pro-environmental brand.
Artwork Manipulation Check
Do you agree or disagree that the advertisement featured an artwork? (1 = Strongly Disagree, 7 = Strongly Agree)
Brand Familiarity
How familiar are you with Gucci? (1 = Not at All, 7 = Very Familiar)
Mediator: Perceived Incompatibility
To what extent do you agree or disagree that the concept of luxury and the concept of sustainability is … ? (1 = Strongly Disagree, 7 = Strongly
Agree)
• Conflicting
• Inconsistent
• Incompatible

References

Study 2
SD

α = .95

M

SD

α = .94

5.11
5.06
5.16
5.16

1.78
1.79
1.71
1.72

5.53
5.52
5.53
5.56

1.46
1.55
1.56
1.52

5.97
4.64

1.21
1.89

5.80
4.81

1.21
1.70

5.18
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5.44

1.64

5.50

1.26

2.52
2.54
2.61

1.89
1.98
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α = .95

α = .95
3.98
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3.65

1.97
1.89
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