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Abstract

In the ever-evolving landscape of luxury fashion, a conspicuous transformation is
underway as renowned brands extend their reach into services, particularly in
hospitality industries such as hotels, restaurants, and cafes. Despite its growing
popularity in practice, there is a paucity of research exploring the strategic implications
and challenges inherent in this brand expansion approach. Employing an experimental
study, we examine the viability of co-branding versus brand extension as a
diversification strategy for luxury fashion brands looking to expand into hospitality
services. Underpinned by Categorization and Information Integration theories, we find
co-branding a more viable than brand extension as a strategy for luxury fashion brands
expansion into hospitality. Our research advances knowledge on luxury consumers’
evaluations of different brand leveraging strategies and provide relevant implications
for luxury fashion brand managers wishing to expand into luxury services.
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