Understanding the effects of consumer wisdom in stores: 
The mediating effects of climate change actions and perceived luxury
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Abstract:

The question of how consumer wisdom affects perceptions of climate change action has not been addressed in the retail literature. This question is even more relevant with respect to luxury stores, as the relation between luxury and climate change action is not clearly identified. This study shows how climate changes action and luxury in stores mediate the relationship between consumer wisdom and consumers’ attitudes towards luxury stores. Through a face-to-face survey among 447 real informants during their shopping trip, we find that two dimensions of consumer wisdom, namely responsibility and climate sustainability, affect consumer attitudes toward luxury stores. Responsibility positively influences consumers’ attitudes toward luxury stores through the double mediation effect of climate change action and luxury. Climate change sustainability has a negative direct effect on consumer attitudes towards the luxury store. The paper ends with managerial implications and avenues for future research.
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