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Abstract

Using hedonic consumption theory (HCT) and a niche marketing strategy as analytical
frameworks, our study examines consumer behavior in the luxury flower market, a swiftly
growing segment of the global luxury goods industry. Adopting a nonexperimental, cross-
sectional survey design, we collected primary data from 392 individuals from affluent
households (defined as those with annual incomes exceeding $75,000, per standard demo-
graphic criteria) via purposive stratified sampling. Our questionnaire, which was reviewed
by experts and tested in a pilot study, examined demographics, buying preferences, sustain-
ability awareness, and hedonic motivations. The main findings show that most clients are
well-educated women with substantial wealth. They care most about sensory, emotional,
and symbolic qualities. Chi-square tests and logistic regressions robustly supported three
hypotheses, gender disparities in appreciation, educational and sustainability awareness,
and income influences on quality and variety emphasis, with descriptive evidence aligning
with two further hypotheses regarding perceived supply shortages and sustainability pref-
erences. The preferred places to buy include nurseries and high-end florists, suggesting
opportunities for SMEs. Our study offers initial evidence supporting the application of
HCT to perishable luxury floriculture among younger, educated, affluent consumers in
North America. It underscores the hedonic appeal heightened by ephemerality and the
potential influence of sustainability as a guilt-free enhancement, while indicating oppor-
tunities for niche marketing strategies through customization and sustainable sourcing.
Our findings indicate opportunities for businesses aiming to reach comparable younger,
educated, affluent demographics to fulfill unmet demand through sustainable sourcing,
unique varieties, and customized experiences, which align with the SDGs. We conclude
with a future research agenda.

Keywords: customer behavior; entrepreneurship; hedonic consumption; niche marketing;
sustainable development

1. Introduction
The global luxury goods industry has shown significant resilience, with personal

luxury goods sales projected at €364 billion, approximately USD 390 billion, in 2024, and
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is anticipated to remain steady in 2025 despite macroeconomic challenges [1]. In this
vast industry, luxury floriculture, the specialized segment of high-end, unique, and often
customized floral items, constitutes a swiftly expanding yet underexplored domain. The
global cut-flower market is anticipated to increase from USD 39.08 billion in 2024 to USD
51.83 billion by 2030, reflecting a compound annual growth rate of 4.9% [2]. This expansion
signifies a rising consumer appetite among wealthy families for experiential, aesthetically
pleasing, and status-indicating items.

Luxury flowers (see Table 1) have a unique status within the realm of luxury con-
sumption. They amalgamate profound hedonic attributes, sensory enjoyment—e.g., aesthetic
appeal and aroma—emotional significance, and symbolic worth—e.g., prestige, commemora-
tion, self-representation, intrinsic transience and brief product lifespan. Simultaneously,
wealthy customers are becoming more cognizant of sustainability issues, such as ethical
sourcing, reduced environmental impact, and responsible agricultural methods [3,4]. This
notion engenders a fundamental tension: luxury has historically been linked to excess,
uniqueness, and ostentatious consumption, whereas sustainability prioritizes resource
conservation, waste minimization, and long-term accountability. The conflict is especially
evident in the case of perishable items like flowers, which require substantial amounts of
water and pesticides for cultivation and whose global supply chains contribute significantly
to emissions [5,6].

Table 1. Examples of Luxury Flower Types and Prices, 2025–2026 Market data.

Flower Variety Description and Rationale for Luxury Approximate Price Source/Reference

Shenzhen Nongke Orchid Lab-created, ultra-rare hybrid Up to $200,000
(historical auction) [7–9]

Gold of Kinabalu Orchid Endangered, slow growing Up to $6000+ per stem [10–12]

Juliet Rose Exclusive patented hybrid $25–$150 per
bloom/bouquet [13–15]

Premium Cymbid-
ium/Phalaenopsis High-end cut orchids $50–$100+ per stem;

$200–$400 bouquet [16–18]

Exotic Roses Superior size, vase life $10–$30 per stem;
$150–$500 arrangement [19–21]

Despite the lucrative prospects of luxury floriculture and the growing alignment of
hedonic desires with sustainability choices, empirical studies of wealthy consumer behavior
in this sector are scarce [22,23]. Current research has been clustered on enduring luxury
sectors, i.e., fashion, jewelry, watches, or mass-market floriculture [22,24]. Insufficient atten-
tion has been given to the evaluation, selection, and procurement processes for premium
and rare floral products by high-income consumers; the influence of sustainability on their
decision-making; the unmet demand; and the resulting entrepreneurial opportunities for
SMEs, boutique florists, and family-owned nurseries [22,25].

Our research fills this gap by using Hedonic Consumption Theory (HCT) [26,27] as
the main theoretical framework. HCT asserts that consumption is often motivated by
multisensory, emotional, and symbolic advantages rather than only practical value, a
viewpoint particularly pertinent to luxury flowers, which operate as mediums for aesthetic
enjoyment, emotional satisfaction, and social signaling. We expand HCT to include the
distinctive characteristics of perishable luxury items, i.e., ephemerality, dependency on
freshness, and the evolving integration of hedonic pleasure with environmental concerns,
e.g., positive luxury or guiltless enjoyment [28,29]. In addition to this framework, we use a
niche marketing strategy [30,31] to investigate how tailored, personalized products can
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increase profits and foster loyalty in specialized niches that are often neglected by mass-
market competitors.

Our research used a cross-sectional survey of 392 wealthy consumers, showing a
family income above USD 75,000, to achieve the following particular objectives: (1) define
the demographic and psychographic characteristics of premium flower buyers; (2) assess
customers’ cognizance of sustainable company practices and their impact on purchase
behavior; (3) examine the presence and characteristics of unmet demand within the luxury
flower sector; and (4) provide insights into product qualities, price, and sustainability
factors that facilitate entrepreneurial ventures in this field.

The subsequent sections of the paper are structured as follows. Section 2 examines
the theoretical underpinnings (hedonic consumption theory and niche marketing strategy),
addresses pertinent market opportunities and constraints, and articulates the study’s hy-
potheses. Section 3 delineates the technique, including sampling, questionnaire formulation,
and data processing protocols. Section 4 presents the significant empirical results. Section 5
addresses theoretical contributions, practical consequences for SMEs and entrepreneurs,
and compatibility with the United Nations Sustainable Development Goals, including SDG
12: Responsible Consumption and Production. Section 6 delineates the limits and proposes
avenues for further study.

2. Theoretical and Conceptual Frameworks
2.1. Hedonic Consumption Theory

While HCT has been applied in the permanent luxury industries of symbolic signal-
ing and sensory stimuli maintained over time, its use in perishable luxury has not yet
attracted much attention. Perishable luxury goods, such as luxury flowers, are subject
to specific restrictions, and their transitory properties give them greater sensory urgency
and affective depth, while the ecological impact of their production intensifies the tradi-
tional luxury–sustainability problem [28,29]. Existing HCT literature fails to address how
transience increases the degree of hedonic immediacy and how sustainability becomes
not only a potential utilitarian constraint but also a hedonic support for ‘guiltless’ enjoy-
ment. Moreover, niche marketing studies [30–32] noted customization and profitability
of niche product offerings, yet did not integrate these principles with hedonic motiva-
tions in sustainability-conscious, perishable environments. This study aims to fill these
gaps through the empirical extension of HCT’s three central constructs (multisensory en-
gagement, symbolic self-expression, emotional/symbolic benefits) to luxury floriculture,
exploring whether perishability and sustainability preference impact the potency and qual-
ity of hedonic drivers, and illustrating how niche strategies might reconcile hedonic allure
with ethical responsibility.

The theoretical foundation of our study is Hedonic Consumption Theory (HCT),
which posits that consumption is driven by the desire for experiential, emotional, and
sensory enjoyment, in contrast to utilitarian motives that prioritize functionality [27,33].
The HCT highlights the multisensory, emotional, and symbolic aspects of consumption,
which are especially pertinent in luxury markets where items such as flowers function
as means of self-expression, social differentiation, and aesthetic appreciation [26,34]. In
the luxury flower market, HCT is particularly applicable, as flowers embody hedonic
qualities that transcend mere utility [35]. They serve as vehicles for self-expression, social
differentiation, and aesthetic appreciation, and they align with the theory’s emphasis on
symbolic significance and sensory engagement [36]. For affluent consumers, luxury flowers,
e.g., rare orchids or exotic varieties, are decorative items and symbols of prosperity, lifestyle,
and emotional allure [37]. This market exemplifies how hedonic motives are manifested
in affluent environments, where buyers prioritize exclusivity, quality, and the intangible
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“feel-good” aspects over basic needs [38]. Our research advances the main ideas of HCT
by drawing on the luxury flower niche, broadening the theory to include niche luxury
consumption, and revealing how these products amplify sensory appeal while converging
with symbolic values such as status signaling [39].

Theoretical Extensions and Propositions

Although HCT is effective for enduring luxury items, its applicability to perishable
goods such as flowers is limited. We expand this research via three factors, (1) ephemerality
heightening sensory urgency, (2) cultural symbolism, and (3) sustainability as a hedonic
enhancer (see Table 2), addressing the previously mentioned dilemma [28,29]. Innovations
in greenhouse technology illustrate this integration, minimizing waste in floriculture [6].

Table 2. Conceptual Propositions.

Proposition Description

1

In perishable luxury contexts, hedonic consumption is driven by
heightened multisensory immediacy and ephemerality, where the
transient nature of freshness elevates sensory and emotive engagement
beyond that of durable goods. We look to extend [26] emphasis on
multisensory facets.

2

Luxury flowers function as powerful instruments for symbolic
self-expression and status signaling, with emotional aspects, e.g.,
emotional appeal and lifestyle symbolism, prevailing over simple
aesthetic appreciation, especially among wealthy consumers. We aim to
expand upon the symbolic consumption proposals [26].

3

Sustainability preferences influence hedonic value in luxury consumption,
converting eco-friendly sourcing from a utilitarian limitation into a
hedonic enhancement that facilitates guiltless emotional and sensory
enjoyment, so addressing the paradox in luxury–sustainability discourse.

Note. The propositions are empirically tested through five hypotheses, with logistic regression results revealing
significant impacts of gender, education, income, perceived supply shortages, and sustainability on hedonic
appreciation and premium preferences.

These propositions extend HCT beyond its conventional emphasis on durable goods
by considering ephemerality not as a limiting factor but as a cause for multisensory imme-
diacy [26], advancing symbolic self-expression and status signaling in perishable contexts
to a more emotionally resonant level [26,36], and re-conceptualizing sustainability as a core
hedonic enhancer rather than a trade-off [28,29]. These extensions are directly assessed
in the five hypotheses proposed: H1 and H3 explore intensified symbolic and quality-
driven hedonic motives that are influenced by affluence and gender; H2 and H5 explore
whether sustainability is a moderator or an enhancer of hedonic value; and H4 consid-
ers how perceived supply and perishability deficiencies heighten hedonic urgency and
premium demand.

2.2. Niche Market Strategy

The conceptual foundation of our study is the niche marketing strategy, which in-
volves creating, protecting, and offering valuable goods or services to a small segment
of a market with specific demands [30]. Worldwide, applications of this method have
yielded positive results [31,32]. Typically, success is distinguished by enhancing existing
items, inventing, and developing new items. However, success involves innovation and
invention, acknowledging and selling notions, starting with customer needs, wants, and de-
mands [40]. Therefore, niche marketing is grounded in the idea that specialized markets al-
low for targeted strategies that can yield higher profit margins and customer loyalty [30,41].
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The luxury flower market is an ideal case study, as it attracts affluent consumers with
distinct preferences and expectations.

The luxury flower market, as outlined in the document, can be effectively analyzed
through HCT, which offers insights into the consumer behavior of affluent individuals
who prioritize exclusivity, quality, and symbolic significance. Therefore, we refined the
HCT fundamental constructs, incorporating insights from the luxury flower market and
suggesting theoretical extensions to improve relevance to niche luxury consumption. We
emphasized luxury flowers as symbols of prosperity and a lifestyle that aligns with this
theory (see Table 3).

Table 3. Alignment of Hedonic Consumption Theory and the Luxury Industry.

Concept Description Supporting Literature

Application

Businesses can enhance hedonic
appeal by creating immersive purchase
experiences and emphasizing the
emotional benefits of luxury flowers,
particularly for female consumers.

[42–47]

Emotional Appeal

Luxury flowers evoke emotions such
as joy, prestige, and exclusivity,
influencing the purchasing behavior of
affluent consumers. Unmet quality
expectations highlight the importance
of emotional satisfaction in
this market.

[48–52]

Experiential Value

The acquisition of luxury flowers
occurs in reputable environments such
as high-end florists and greenhouses.
These environments promote the
sensory and symbolic aspects of
purchasing, aligning with the hedonic
consumption focus on
multisensory experiences.

[53–57]

Gender Differences

The relationship between gender and
appreciation for luxury flowers may
indicate differing hedonic motivations,
as women may place greater value on
aesthetic and emotional experiences
compared to men.

[58–62]

Theoretical Gap and Research Contribution

Although HCT has been utilized in luxury goods to underscore sensory and symbolic
allure [26,34] and niche marketing strategies have emphasized customization for increased
profitability [30,41], a distinct theoretical gap persists in their blend within perishable,
sustainability-conscious niches such as luxury floriculture. Current research frequently
neglects the interplay between hedonic motivations and perishability, e.g., the floricultural
value contingent on freshness [6], as well as sustainability dilemmas, e.g., the extravagant
image of luxury against environmentally conscious sourcing [28], especially in relation
to affluent customers. This gap limits awareness of how luxury markets can leverage
these characteristics to achieve entrepreneurial success. Advances in greenhouse technolo-
gies [6,63] exemplify how production innovations can integrate sustainability into hedonic
frameworks, reducing waste and enhancing the guiltless appeal of perishable luxuries.
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In our study, we sought to fill this gap by expanding HCT to niche luxury floriculture,
enhancing its constructs to include perishability and sustainability (see Table 2), and illus-
trating the convergence of hedonic appeal with status signaling in affluent contexts. We
further develop niche marketing theory by empirically revealing the influence of customiza-
tion, unique variety, and ecological practices on demand and profitability for SMEs [40].
These extensions offer a sophisticated framework for comprehending consumer behavior
in nascent luxury sectors, integrating hedonic theory with sustainable entrepreneurship.

2.3. Market Opportunities and Analysis

Analyzing new niches begins by examining the market to define a new sales space
with potential consumers [64]. A crucial element in such assessments of a firm is demand
conditions [65]; thus, startups should be founded on a clear need for a distinctive good or
service because existing companies do not meet that demand [66]. The evolving needs of
businesses and markets and the increasing diversity of consumers’ tastes and habits favor
smaller, more agile companies that can customize their offerings for niche markets [67]. In
recent decades, niche markets have been critical in multiple industries, such as agriculture,
culinary products, tourism, and textiles [68]; experts such as [69,70] have emphasized the
importance of incorporating niche marketing into companies’ strategies.

Niche marketing facilitates the establishment of more precise connections with the
target market’s demands, which leads to substantial profit margins [71]. Consequently,
niche marketers must tailor their products and marketing mix to accommodate the diverse
preferences of their target audience in contemporary fragmented markets [72,73]. Hence, a
niche market design effectively targets a precise segment depicted by narrow competition
and clients [74].

2.4. Challenges and Dynamics of the Current Market

Owing to rapid and robust economic growth, SMEs now operate in an increasingly
complex and competitive environment [75]. Access to markets plays a significant role
in promoting sustainable growth [76]. Thus, marketing data are meaningful for making
strategic decisions [77] and for setting organizational goals [78,79]. New technological
advancements and market shifts present new opportunities and challenges for niche mar-
keting [80]. The effective use of segmentation within a company’s marketing strategy is
essential for success. For example, the emergence of big data and artificial intelligence (AI)
has significantly impacted market segmentation, as AI-powered algorithms can analyze
web browsing and purchase history to identify patterns and segment customers on the
basis of their interests, behaviors, and demographics, i.e., unveiling niche markets [81].

Another market shift that affects segmentation is the growing importance of sustain-
ability and environmental concerns. Consumers are becoming increasingly conscious of the
environmental impact of their purchases, and companies must adjust their segmentation
strategies to account for these concerns. Therefore, niche marketing centered on sustain-
ability values can help businesses target these consumers more effectively [82]. Since the
1980s, specialized marketers have significantly impacted mass-marketing companies by
encroaching on their primary markets. Niche marketers are swiftly penetrating portions
of established mass markets [83]. As a result, more prominent organizations have had no
choice but to embrace innovative, nontraditional marketing approaches to maintain and
grow their existing markets [84].

Researchers have also identified observable variables based on products and services
that can improve the understanding of purchasing and consumption patterns. These
characteristics include the user’s status, usage frequency, brand and store loyalty, patronage,
adoption stage, and usage circumstances. Perceptions, qualities, preferences, and intentions
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are intangible aspects of goods and services that have been studied and are ranked in a clear
hierarchy of benefits [85,86]. Market segmentation in the retail agriculture industry adopts
a customer-focused approach [87]. By focusing on the needs of the most profitable market
segments that demonstrate an inclination toward hedonic consumption, entrepreneurs can
develop products and services that meet those needs and thus distinguish their businesses
from competitors [88]. Through market segmentation, suppliers can increase sales by
catering to the demands of clients in each niche [89].

Our study aims to examine customers’ profiles, e.g., preferences, trends, and demand
for luxury flowers in elite settings. Our findings can help researchers determine the current
demand for these products and assess entrepreneurs’ requirements to supply this niche
market. To accomplish these objectives, we conducted survey research to examine affluent
individuals’ perceptions of these products. This niche market demonstrates an attractive
demand for entrepreneurs to produce these goods, offering the potential for sustained
commercial success. Our research pursues the following four specific objectives: (1) to
provide an overview of participants’ characteristics; (2) to assess how familiar buyers are
with sustainable business practices and how those practices affect their purchase decisions;
(3) to examine the existence of an unsatisfactory luxury flower niche market; and (4) to
develop notions and dimensions about product characteristics and ranges of prices to sell
such products in this niche market to assist entrepreneurs in their business efforts.

2.5. Entrepreneurial Enterprises in the Luxury Flower Market

The luxury flower market is a niche within the global luxury goods industry that
includes entrepreneurial ventures, i.e., primarily SMEs, family-owned businesses, and
innovative startups [90]. These organizations benefit from their size and framework to
meet the specific needs of wealthy consumers, who prioritize exclusivity, quality, and
sustainability in floral products [91]. In contrast to larger corporations, SMEs and mi-
crobusinesses lead the luxury flower sector owing to their agility and capacity to adapt
quickly to changing consumer preferences [40]. The entrepreneurial ecosystem denotes the
cultivation of rare flower varieties, the implementation of sustainable practices, and the
creation of personalized customer experiences, all of which are essential for success in this
niche market [92].

The luxury flower market comprises boutique florists, sustainable greenhouse startups,
and family-owned nurseries. Boutique florists specializing in bespoke floral arrangements
for high-end events or luxury retail settings exemplify entrepreneurial ventures that target
affluent consumers with hedonic consumption traits, delivering tailored offerings [93].
Sustainable greenhouse startups that implement advanced sustainable technologies or
cultivation methods leverage the increasing demand for eco-friendly luxury flowers [94].
Family-owned nurseries are frequently established over multiple generations, integrating
traditional craftsmanship with contemporary marketing strategies to sustain a competitive
advantage in this niche market [95]. These enterprises exemplify the entrepreneurial
dynamics within the luxury flower industry, where innovation and niche specialization
facilitate market differentiation [32].

The size and adaptability of SMEs allow for significant profit margins and the ability to
meet specific consumer demands in the luxury flower market [96]. Unlike larger firms, the
limited bureaucratic processes of SMEs enable them to swiftly adjust their product offerings
and marketing strategies to align with consumer trends, including the growing focus on
sustainability, exclusivity, and hedonic consumption [41]. SMEs can cultivate and market
rare flowers to meet the preferences of affluent consumers, who are willing to pay a pre-
mium for unique, high-quality products [97]. Moreover, their reduced scale facilitates direct
customer engagement, thereby enhancing brand loyalty through personalized experiences,
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including exclusive floral design consultations and curated services [98]. Their innovative
capacity in product development and marketing, as noted by [40], underscores the vital
role of entrepreneurship in sustaining competitive advantages within niche markets.

Our research aligns with the SDG by addressing the economic, social, and environ-
mental dimensions of sustainability within the niche-market framework. We delineate the
specific SDGs that our study directly or indirectly supports (see Table 4), establishing a
linkage between the study’s findings and the global sustainability agenda.

Table 4. Alignment to the SDGs.

SDG Description Supporting Literature

12: Responsible Consumption
and Production

Our study explores sustainable practices in the luxury
flower sector, aligning with SDG 12, by highlighting the
growing consumer awareness of eco-friendly sourcing
and sustainable business practices. Therefore, promoting
waste reduction, resource efficiency, and sustainable
supply chains to reduce environmental impacts and
foster sustainable business practices.

[6,99,100]

2.6. Hypotheses Development

Our study examines five predetermined hypotheses with formal inferential statistics,
i.e., chi-square tests of independence and binary logistic regression. These represent the
confirmatory element of the analysis. Supplementary descriptive and bivariate findings, not
associated with pre-registered hypotheses, offer exploratory and contextual insights and
are distinctly labeled as such throughout the results. We propose the following hypotheses
to direct our empirical inquiry, which is based on the literature and is consistent with our
study’s objectives:

2.6.1. Gender Differences in Hedonic Appreciation of Luxury Flowers

HCT emphasizes the importance of emotional and symbolic aspects of hedonic con-
sumption, in which items such as luxury flowers serve as media for self-expression and
social signaling [26,36]. Gender affects these dimensions, as women often have stronger
connections to emotional, artistic, and relational symbols in consumption than men do,
who may emphasize utilitarian or status-oriented factors [58]. The gender disparity is espe-
cially evident in flower goods, which traditionally embody symbolic meanings of beauty,
love, and lifestyle improvement, factors that align more closely with women’s hedonic
preferences [35,60]. In the specialized luxury floriculture sector, where exclusivity enhances
symbolic value, this results in heightened appreciation among women. Consequently, we
propose that female purchasers have greater appreciation for premium flowers than their
male counterparts do. Therefore, we propose:

H1. Female purchasers have greater appreciation for luxury flowers than their male counterparts.

2.6.2. Education and Awareness of Sustainable Business Practices

Incorporating sustainability into HCT as a hedonic enhancer, where guiltless enjoy-
ment aligns emotional pleasure with ethical duty [28,29], positions education as a crucial
moderator. Advanced educational achievement enhances cognitive understanding of en-
vironmental and social concerns, allowing consumers to incorporate sustainability into
pleasure-driven decision-making and alleviating the luxury conundrum of having to trade
off excess to conserve [101]. Empirical data indicate that educated customers are more
inclined to favor sustainable practices in luxury purchases, as education improves their
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capacity to assess ethical sources and long-term consequences [102,103]. In luxury flori-
culture, where perishability exacerbates sustainability challenges [6], this understanding
fosters niche preferences for environmentally friendly alternatives. We propose that greater
formal educational attainment is positively associated with a deeper understanding of sus-
tainable business practices among affluent luxury flower consumers, thereby alleviating the
hedonic-sustainability conundrum. Accordingly, we propose the following hypothesis, i.e.,

H2. Greater formal educational attainment is positively associated with a deeper understanding of
sustainable business practices among affluent luxury flower consumers.

2.6.3. Income Levels and Emphasis on Flower Quality and Variety

HCT asserts that wealthy consumers seek heightened hedonic value through sensory
and symbolic exclusivity, especially in perishable items, where excellence conveys status
and mitigates ephemerality [26,37]. Income levels affect this endeavor, as higher earners
possess more discretionary resources to emphasize premium characteristics such as flower
type and quality, which correspond with status signaling in niche markets [104,105]. Re-
search indicates that affluence is associated with an emphasis on exceptional artistry and
scarcity in luxury consumption, enhancing hedonic pleasure despite perishability limita-
tions [5,106]. In luxury floriculture, this is evident in the demand for exotic varieties and
superior freshness, creating potential for niche differentiation. We propose that elevated
income levels are associated with greater emphasis on flower quality and variety in the
luxury floriculture sector, thereby increasing hedonic value despite perishability constraints.
Hence, we propose:

H3. Elevated income levels are associated with greater emphasis on flower quality and variety in
the luxury floriculture sector.

2.6.4. Perceived Supply Shortages and Demand for Premium Products

Niche marketing theory emphasizes that perceived market deficiencies, including
supply shortages, provide entrepreneurial possibilities by stimulating demand for tailored,
high-quality alternatives that mainstream markets neglect [30,41]. In HCT, these deficien-
cies amplify hedonic urgency, prompting consumers to pursue enhanced sensory and
symbolic experiences when current alternatives do not provide enough [26,107]. Empir-
ical studies indicate that unfulfilled expectations about quality or availability influence
choices for premium items in perishable markets, leading to innovation aimed at rectifying
shortcomings [108]. In luxury floriculture, where transience demands unwavering quality,
perceived imperfections, e.g., rarity or freshness, heighten the desire for superior products,
enabling SMEs to tap into neglected market segments. The perceived deficiencies in the
current luxury flower supply are positively correlated with increased demand for premium,
high-quality floral items. Consequently, we propose:

H4. The perceived deficiencies in the current luxury flower supply are positively correlated with
increased demand for premium, high-quality floral items.

2.6.5. Sustainability Preferences and Choice of Eco-Friendly Suppliers

HCT’s expansion into sustainable luxury harmonizes pleasure-seeking with ethical
obligations, as sustainability fosters emotional satisfaction by providing positive luxury
free of guilt [4,29]. Consumers who prioritize sustainability actively pursue suppliers
who adhere to these ideals, reconciling sensory enjoyment with ethical beliefs within the
luxury conundrum [28,109]. Previous research has indicated that eco-conscious attitudes
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significantly influence preferences for environmentally responsible suppliers in luxury
markets, especially in perishable sectors such as floriculture, where production effects, e.g.,
water consumption and emissions, are prominent [3,100,110]. This alignment facilitates
specialized marketing by distinguishing itself through sustainable methods, thereby culti-
vating loyalty among wealthy demographics. We propose that, within the sustainability
dilemma of luxury floriculture, clients who prioritize sustainability are more inclined to
choose suppliers that use eco-friendly practices, reconciling hedonistic demands with
ethical principles. Thus, we propose the following hypothesis, i.e.,

H5. Within the sustainability dilemma of luxury floriculture, clients who prioritize sustainability
are more likely to choose suppliers that use eco-friendly practices.

The subsequent relationships were examined descriptively or through chi-square
tests without formal hypotheses established before data collection: (a) gender disparities
in preferred purchasing venues, and (b) descriptive trends concerning perceived supply
shortages H4 and sustainability preferences H5. We assessed these hypotheses via chi-
square tests and logistic regression analyses on survey data from 392 wealthy customers,
revealing substantial correlations that substantiate the theoretical extensions and guide
practical tactics for sustainable business in luxury floriculture.

3. Methods/Data Sources
We employed a nonexperimental, cross-sectional survey design and collected pri-

mary data using purposive stratified sampling, which is consistent with methodologies
in marketing and consumer behavior research [111]. Using purposive stratified sampling,
we gathered 392 participants from affluent households who attended North American
universities accredited by the AACSB, country clubs, and luxury shops. Because of its
importance in North American business education [112] and its correlation with the profiles
of affluent students and alumni [113,114], we chose AACSB-accredited institutions. In
keeping with the study’s geographic focus, this guaranteed access to high-income partici-
pants; alternative accreditations, such as AMBA or EQUIS, were not sought because they
are more common outside North America [115]. A purposive stratified sampling approach
ensures representation across gender, age, and education levels, with strata defined by
demographic data from preliminary market surveys [116,117]. The exclusion criteria were
as follows: individuals under 18 years of age, those spending less than $50/month on
luxury goods, those lacking discretionary income, or those who had previously completed
the questionnaire. Importantly, the $50/month luxury flower expenditure exclusion serves
as a behavioral relevance filter rather than an affluent proxy, with affluence primarily
defined by household income above $75,000.

3.1. Sample Size Determination

We determined the sample size based on the assumption of an infinite population,
given that the target population of luxury flower consumers is extensive and not precisely
quantifiable [63,118]. The rationale for employing the infinite-population model in sample
size determination is the assumption of an unlimited population size [119,120]. There-
fore, a population that desires and demands luxury flowers aligns with the definition
provided [121]. We conducted sampling without replacement via the formula for an infinite
population to determine the sample size needed to achieve an acceptable level of reliability
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and found that, for our study, n = 385, with a 5.00% margin of error and a 95.00% confidence
level. We proceed with the statistical function for infinite populations as follows:

n =
Z2

α · p · q
i2

where

n: population size;
Z: a value corresponding to the Gaussian distribution such that Z_0.05 = 1.96 and
Z_0.01 = 2.58; Z_0.05 (expected prevalence, assuming maximum variability);
p: the expected prevalence of the parameter to be evaluated; if it is unknown, then p = 0.5;
q: 1 − p (e.g., if p = 70%, then q = 30%);
i: the expected error for 5%, that is, i = 0.05.

Therefore, 392 responses assured the reliability and extrapolation of the findings of
this study.

In this way, every member of the selected population received an equal opportunity,
thereby minimizing selection bias and guaranteeing the representativeness of the sam-
ple [122]. Before developing our questionnaire, we examined the relevant literature and
published research [103]. This process facilitated the identification of fundamental ideas
and constructs to guide the development of our evaluation instrument [123].

3.2. Definition of Affluent Consumer Behavior

Our study rigorously describes Affluent Consumer Behavior as the purchasing pat-
terns, preferences, and decision-making processes of individuals from high-income house-
holds when interacting with luxury goods and services, characterized by a focus on hedonic
motivations, e.g., sensory pleasure, emotional fulfillment, and symbolic status signaling,
alongside emerging concerns for sustainability and ethical sourcing [26,28,29]. Our frame-
work is based on HCT, which asserts that wealthy consumption surpasses practical re-
quirements to emphasize experiential and aspirational value [34,124]. We define affluent
consumers as those with annual household incomes above $75,000, a criterion consistent
with established demographic standards for upper-middle to high-income groups in North
America [113]. Therefore, affluent customers are defined as people with household incomes
above $75,000 a year, which meets a well-established demarcation for upper-middle- to
high-income groups in North America, and who meet defined quality-of-life criteria, with
disposable income sufficient to cover discretionary costs for a luxury purchase [125,126].
The $75,000 and above criterion includes families with substantial disposable income to
spend on niche luxury items, such as premium flowers, consistent with previous marketing
work on purchasing habits of wealthy consumers in experiential sectors [127,128]. This
income criterion serves as a proxy for economic ability to engage in discretionary luxury ex-
penditures, whereas behavioral dimensions are assessed through psychographic indicators,
including a valuation of exclusivity, a focus on quality, and an awareness of sustainability.

Theoretical significance and accessibility, rather than complete population represen-
tativeness, a typical characteristic in niche luxury consumer behavior studies where the
target demographic, namely regular purchasers of rare or bespoke luxury flowers, is
challenging to quantify accurately, akin to sampling luxury goods through prestigious
venues or educated networks, are the main focus of this purposive-stratified methodology.
While this sample is fairly young, which might increase the association between educa-
tion and sustainability (H2) and gender (H1) due to cohort-specific values, the filters for
behavioral luxury expenditure and income ensure relevance to our focus on hedonic and
sustainable preferences for luxury floriculture in the study. This generalizability primarily
applies to educated, emerging-affluent customers in experiential sectors in North Amer-
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ica, but older affluent segments, e.g., elderly high-net-worth individuals, exhibit more
divergent patterns.

To achieve analytical clarity, the behavior of wealthy consumers in this specialized
luxury floriculture environment is delineated by the following essential aspects, taken from
the literature and experimentally validated in our hypotheses (see Table 5).

Table 5. Essential aspects of specialized luxury floriculture.

Aspect Definition References

Hedonic Dimensions

Sensory (e.g., aesthetic appeal of rare flowers), emotional (e.g.,
self-expression through personalized arrangements), and symbolic (e.g.,
status signaling via premium products) drivers that amplify perceived
value amid perishability constraints.

[35,36]

Sustainability Integration
Awareness and preference for eco-friendly practices, addressing the
luxury–sustainability paradox by balancing guiltless enjoyment with
environmental responsibility.

[4,42]

Niche-Specific Preferences
Focus on quality, rarity, and customization in purchase decisions,
influenced by sociodemographic factors such as gender, education,
and income.

[58,101]

3.3. Questionnaire Development

The questionnaire was developed following a rigorous process to ensure content
validity [129–131]. Five experts, i.e., three business and economics faculty members from
an AACSB-accredited university and two luxury florist owners with over 20 years of
experience, reviewed the initial questionnaire for relevance and clarity. Their feedback led
to rephrasing ambiguous items, e.g., simplifying sustainability-related questions [132]. A
pilot test with 30 participants from the target population resulted in further refinements,
such as clarifying response scales. A sample question is as follows: “On a scale of 1–5,
how important is eco-friendly sourcing in your decision to purchase luxury flowers?” The
final instrument comprises 15 items assessing demographics, purchase preferences, and
sustainability awareness.

Measurement Scales and Reliability

We measured the constructs via 5-point Likert scales, where 1 = strongly disagree and
5 = strongly agree. The items were adapted from established scales to fit the context of
luxury floriculture.

We assessed internal consistency via Cronbach’s α [133]. All values exceeded the
0.70 threshold recommended [77], indicating good to excellent reliability: Hedonic appreciation,
four items, adapted from [26], α = 0.877; sustainability awareness, five items, adapted
from [103], α = 0.842; perceived supply shortage, three items, developed for this study,
α = 0.809; and purchase intention for premium flowers, three items [134], α = 0.864. No
item deletion improved α by more than 0.02; therefore, we retained all the items.

To elucidate the theoretical constructs, Table 6 below correlates the four HCT di-
mensions elaborated in Table 2 with the scales used in this study. The 4-item hedonic
appreciation scale (α = 0.877), directly adapted from [26], was developed to encapsulate
the three fundamental facets of HCT, i.e., multisensory engagement, emotional benefits,
and symbolic self-expression, as a unified construct; the items were articulated within the
luxury floriculture context to convey sensory urgency, emotional resonance, and status
signaling. The remaining scales evaluate the suggested extensions: Ephemerality through
perceived supply scarcity and sustainability as a hedonic enhancer. All items employed
5-point Likert scales, i.e., 1 = strongly disagree, 5 = strongly agree.
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Table 6. Mapping of HCT Dimensions to Measured Constructs and Hypotheses.

Dimension Measured Construct Hypothesis Tested Example Link to Analysis

Multisensory engagement
(heightened by ephemerality

Hedonic appreciation,
4 items & Perceived supply
shortage, 3 items

H4
Supply shortage & premium
demand, descriptive and
directional support

Emotional/symbolic benefits
& self-expression Hedonic appreciation, 4 items H1, H3

Gender effect (OR = 2.39) &
income effect on quality and
variety (OR = 3.55)

Sustainability as
hedonic enhancer

Sustainability awareness,
5 items & Preference for
eco-friendly suppliers

H2, H5

Education & awareness
(OR = 3.27); descriptive
prioritization of
eco-suppliers

Overall hedonic appreciation Hedonic appreciation scale total
score, binary for logistic models H1, H3

Chi-square & logistic results
directly test appreciation,
quality focus, and
sustainability integration

3.4. Ethical Considerations

Our study was exempt from institutional review board (IRB) approval under 45 CFR
46.104 (d) (2) Category 2, as we did not include identifiable data and used anonymous
surveys that posed minimal risk [135,136]. All the participants provided informed ver-
bal consent after reading a carefully crafted script that explained the study’s purpose,
emphasized the voluntary nature of their involvement, and assured them of complete
anonymity [137–139]. We did not offer any compensation and did not use any intrusive or
medical procedures.

We ensured that the questionnaire remained in English, the primary target language,
and that it was consistent with the language of the original scales, adapted from established
sources. No translation of information was required, as all participants spoke English, and
pilot testing ensured clear, digestible responses for the target population. Data collection
methods adhered to ethical best practices for anonymous surveys, including recruitment
through stratified sampling and explicit opt-in invitations; secure storage of responses
on password-protected servers accessible solely to the research team; and immediate
anonymization of raw data upon collection.

3.5. Data Analysis

Binary logistic regression in IBM SPSS version 28 was employed to evaluate the associa-
tion between each primary predictor and the binary outcome of interest, such as admiration
for expensive flowers: 1 = yes, 0 = no [140–142]. Univariable models were estimated, each
consisting of one explanatory variable and an intercept. These models provide odds ratios
(OR) with 95% confidence intervals that illustrate the unadjusted association between the
predictor and the outcome. No modifications for putative confounders were implemented
in the primary reported models. Education was modeled as an ordinal, linear predictor
based on confirmatory diagnostics (Box–Tidwell test, p > 0.05); it yielded lower AIC/BIC
values than categorical coding.

The logistic regression model we used was as follows:

log
(

p
1 − p

)
= β0 + β1 · X

where p is the probability of the outcome occurring, e.g., appreciation = 1, β0 is the intercept,
β1 is the coefficient for predictor X, and the odds ratio is exp(β1).
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For H3 specifically, income was coded as a binary variable (0 = lower affluent,
1 = higher affluent) in the primary reported logistic regression model. This binary spec-
ification was selected to provide clear, interpretable contrasts in discretionary spending
power within the affluent sample, i.e., household income of more than $75,000, and to align
directly with the chi-square test of independence, df = 1. An ordinal specification with mul-
tiple income levels was examined only in sensitivity analyses and produced directionally
consistent results. When necessary, we used fractional polynomials and the Box–Tidwell
test to assess linearity.

Chi-square tests of independence were used to analyze bivariate relationships between
categorical variables, such as gender and appreciation for luxury flowers, as well as edu-
cation level and sustainability consciousness. This nonparametric test evaluates whether
the observed frequencies in cross-tabulations significantly deviate from those anticipated
under the assumption of no association, offering a clear metric of relationship strength
through p-values and effect sizes, specifically Cramér’s V, where 0.1 indicates a small effect,
0.3 a medium effect, and 0.5 a large effect.

Furthermore, logistic regression enhanced these studies by modeling the likelihood
of binary outcomes, e.g., appreciation of luxury flowers = 1 vs. 0, based on factors such
as gender and education, treated as ordinal variables. It produces odds ratios that may be
interpreted as multiplicative changes in odds; for instance, OR = 2.39 indicates that females
have 2.39 times the odds of appreciation compared to men, while controlling for other
variables, accompanied by confidence intervals and p-values for significance. The binary
coding of outcomes and selected predictors enabled a clear interpretation of directional
effects aligned with predictions, while the ordinal treatment of education maintained
ranking information.

Treatment of the Ordinal Variables

To imply a monotonic, incremental influence on the log odds in accordance with theo-
retical expectations of cumulative knowledge gains, ordinal predictors, such as education
level (1 = bachelor’s, 2 = master’s, and 3 = doctoral), were modeled as linear in logistic
regressions [103]. The Box–Tidwell test for linearity (p > 0.05 for all models) and model fit
comparisons, such as a lower AIC/BIC for linear vs. categorical coding, provided empirical
support for this therapy. Similar findings were confirmed by sensitivity analyses using
dummy variables; there was no qualitative shift in support of the hypothesis.

For all chi-square tests of independence, we report the test statistic (χ2), degrees of
freedom, sample size (N), exact or threshold p-value, and Cramér’s V as a measure of effect
size to indicate practical significance.

3.6. Common Method Bias

Our study employed self-report data from a single cross-sectional survey, which raised
concerns about common method bias (CMB), that is, variation due to the manner rather
than the construct [143,144]. To minimize CMB a priori, we adopted several recommended
approaches, including procedural separation, in which items that addressed multiple
constructs were separated into distinct portions of the questionnaire and given, where
feasible, individual instructions and answer styles; we took assurances of anonymity
and minimized assessment apprehension into account, e.g., the consent form and survey
introduction emphasised anonymity and voluntary participation, which helped control for
social desirability and consistency-driven responses; and we used reverse-worded items
when necessary and varied the order of questions within blocks to break patterns.
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4. Selected Results
4.1. Participant Demographics

Table 7 summarizes the participants’ characteristics. The sample included 278 females
(70.9%) and 114 males (29.1%), with ages ranging from 18 to 65 years, where µ = 23 and
SD = 8.2. The most common education level was a bachelor’s degree (336, 85.7%), followed
by a master’s degree (45, 11.5%) and a doctoral degree (11, 2.8%).

Table 7. Participant Demographics (n = 392).

Characteristics n %

Gender

Female 278 70.9

Male 114 29.1

Age

18–25 280 71.4

26–45 90 23.0

46–65 22 5.6

Education

Bachelor’s 336 85.7

Master’s 45 11.5

Doctoral 11 2.8

4.2. Confirmatory Hypothesis Tests

Our study reveals a significant relationship between gender and appreciation for
luxury flowers, [χ2 (1392) = 14.224, p < 0.001], and V = 0.190 in response to H1. This
value suggests that appreciation for luxury flowers differs significantly across genders (see
Figure 1). The alpha value of 0.000 and Cramér’s V of 0.190 indicate a small to moderate
size effect [145,146], revealing that gender impacts the level of appreciation for luxury
flowers. Further research could explore the factors influencing luxury appreciation and
gender interactions [147].

 

Figure 1. Relationship between gender and appreciation for luxury flowers.
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We also analyzed the factors focusing on significant places that shape consumers’
decisions to buy luxury flowers, e.g., department stores, luxury florists, exclusive nurseries,
upscale greenhouses, and even black-market sources. The results indicate that nurseries
and luxury florists are the most significant places to acquire luxury flowers. Consequently,
enterprises targeting this affluent niche must emphasize these places to sell their unique
flowers (see Figure 2). The results were [χ2 (4392) = 9.894, p < 0.042] and V = 0.159, which
indicates a small to moderate effect [145,146]. These results show a significant relationship,
with a 4.2% probability of the observed association being due to chance. These statistics
suggest that men and women have different preferences for where they purchase luxury
flowers, possibly influenced by factors such as quality and flower type (see Figure 2).

 

Figure 2. Relationship between gender and significant locations for purchasing luxury flowers.

The data suggest a correlation between educational attainment and the understanding
of sustainable business practices (see Figure 3). Consequently, as educational attainment
increases, customers demonstrate greater awareness of sustainable business practices and
are more likely to be motivated to purchase, thus providing support for H2. This prag-
matic insight can propel future investigations into how integrating sustainable practices
in business yields competitive advantages [82]. The analysis reveals a significant finding,
indicated by Pearson’s [χ2 (2392) = 12.546, p < 0.002] and V = 0.179, indicating a small to
moderate effect [145,146].

We also analyzed the factors that shape consumers’ decisions to buy orchids. When
asked about their core criteria for acquiring flowers, the results indicate that quality and
flower type are the most significant determinants of purchase choices, thus providing sup-
port for H3. Consequently, businesses that aim to engage this niche market must prioritize
these elements to address the distinct requirements of this market (see Figure 4). The
Pearson chi-square coefficients [χ2 (1392) = 14.224, p < 0.001] and V = 0.190 are significant;
additionally, Cramér’s V is 0.190, indicating a small to moderate size effect [145,146] and
that income levels influence consumer preferences regarding the quality and type of luxury
flowers. Higher-income consumers prioritize quality, indicating that specific luxury flowers
with more lavish quality are more appealing to this market than are other luxury flowers.
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Figure 3. Relationship between respondents’ level of study and awareness of sustainable practices
in business.

 

Figure 4. Relationship between income and aspects of luxury flower purchases.

It is important to highlight several additional inquiries that provided descriptive
insights. We investigated whether the existing supply of orchids fulfilled consumers’ quality
expectations. The findings indicated that the quality of orchids in current marketplaces fell
short of consumer expectations, which highlights potential opportunities for entrepreneurs
capable of meeting or surpassing these standards, thus providing support for H4.

Another significant inquiry was whether consumers placed a premium on eco-
friendliness within this niche market. The assertion of a growing demand for sustainable
choices in the luxury flower market suggests that this trend will persist. Similarly, we
included a question about prioritizing sustainable values when purchasing luxury flori-
cultural products. The results suggest that affluent consumers are becoming increasingly
aware of the environmental impact of their purchasing decisions and are willing to make
conscious choices to prioritize sustainable values in response to H5. We assessed partici-
pants’ expenditure on luxury flowers, comparing it to their monthly spending and average
annual income. As expected, higher-income individuals generally allocate more funds to
these products than do lower-income individuals do, thus supporting the above claim [148].
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4.3. Logistic Regression

We present logistic regression analyses for our significant hypotheses, modeling
dependent variables (DVs). For example, in H2, Education is treated as an ordinal predictor,
where 1 = bachelor’s degree, 2 = master’s degree, and 3 = doctoral degree. Similarly, for
the gender–purchase location association, which was not tied to a specific hypothesis but
resulted in a significant result, we simplified the multicategory outcome to a binary DV, i.e.,
preference for top locations, where “Nurseries/luxury florists” = 1 and “others” = 0, for
standard binary logistic regression.

Hypotheses H1, H2, and H3 were rigorously assessed utilizing chi-square tests of inde-
pendence (see Table 8) and binary/ordinal logistic regression models (see Tables 8 and 9).
In contrast, Hypotheses H4 and H5 were predominantly analyzed through descriptive
response patterns and specific questionnaire items regarding perceived supply quality
deficiencies and the prioritization of sustainable or eco-friendly suppliers. Participants
acknowledged that the existing supply of orchids and flowers often failed to meet quality
standards and noted a growing focus on environmental sustainability when acquiring
luxury floricultural items. Formal inferential tests, e.g., chi-square or logistic models uti-
lizing perceived shortage or sustainability priority as predictors of premium demand or
eco-supplier selection, were not performed in the primary analysis due to the binary and
descriptive nature of these items; nonetheless, the observed patterns are directionally
consistent with theoretical expectations.

Table 8. Summary of Chi-Square Tests of Association.

Hypothesis Variables χ2 df N p-Value Cramér’s V Effect Size
Interpretation

Gender & differences in
appreciation H1

Gender &
Appreciation for
luxury flowers

14.224 1 392 <0.001 0.190 Small-to-moderate

Education &
sustainability
awareness H2

Education level &
Sustainability
awareness

12.546 2 392 0.002 0.179 Small-to-moderate

Income & focus on
quality and variety H3

Income & Emphasis
on quality/type 14.224 1 392 <0.001 0.190 Small-to-moderate

Gender & preferred
purchase locations

Gender Purchase
location
(5 categories)

9.894 4 392 0.042 0.159 Small-to-moderate

Note. Gender & preferred purchase location is not a Hypothesis.

Table 9. Summary of Descriptive results.

Hypothesis Variables Statistical Test Key Finding Interpretation

Deficiency in
Supply H4

Perceived supply
shortage & Demand
for premium products

Descriptive;
percentage reporting
unmet quality
expectations

Majority indicated
current supply fell
short of expectations

Consistent with
hypothesis and
directional support

Prioritize
sustainability &
use eco-friendly
practices H5

Sustainability priority
& Preference for
eco-friendly suppliers

Descriptive
(self-reported
prioritization of
sustainable values)

Affluent consumers
reported increasing
emphasis on
eco-friendliness

Consistent with
hypothesis
(directional support)

For Gender Predicting Appreciation for Luxury Flowers H1, we used Gender (0 = male,
1 = female) to predict appreciation (0 = no, 1 = yes). Therefore, females have significantly
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greater odds of appreciating luxury flowers OR = 2.39, 95% CI [1.53, 3.75], p < 0.001), as
indicated in Table 10.

Table 10. Logistic regression results indicating that gender predicts appreciation for luxury flowers.

Predictor B SE Z p OR 95% CI (L) 95% CI (U)

Constant −0.539 0.194 −2.778 0.006 0.583 0.399 0.853
Gender (F) 0.873 0.229 3.812 <0.001 2.394 1.528 3.750

The significantly elevated likelihood of appreciation among females (OR = 2.39) in-
dicates a statistical disparity and more profound social and hedonic dynamics in luxury
floriculture. In circumstances where flowers possess significant symbolic-emotional value,
such as beauty, caring, and relational signaling, women conditioned to expressive and
aesthetic consumption perceive heightened hedonic urgency due to their transience. The
transient nature heightens sensory immediacy and emotional payoff. This vision corre-
sponds with previous findings indicating that female consumers emphasize emotional
engagement and curiosity satisfaction in flower purchases more than their male counter-
parts, who tend to focus only on sensory pleasure. Consequently, the market concludes
that SMEs might leverage opportunities by providing customized, emotion-centric services
at nurseries or upscale florists.

We used Education Predicting Awareness of Sustainable Practices to predict awareness
(0 = no, 1 = yes). After running the logistic regression (see Table 11), we observe that higher
education levels are associated with increased odds of sustainability awareness (OR = 3.27,
95% CI [1.35, 7.89], p = 0.009).

Table 11. Logistic Regression Results for Education Predicting Awareness of Sustainable Practices.

Predictor B SE Z p OR 95% CI (L) 95% CI (U)

Constant −0.122 0.495 −0.246 0.806 0.885 0.335 2.335
Education 1.184 0.450 2.631 0.009 3.267 1.353 7.893

Note. OR = exp (B). 95% confidence intervals are reported for the odds ratios. Z = B/SE.

The strong positive association between educational attainment and sustainability
awareness (OR = 3.27) arises because higher education fosters critical evaluation of environ-
mental/social impacts, enabling affluent consumers to integrate ethical considerations into
hedonic enjoyment, transforming sustainability from a potential trade-off into a guilt-free
enhancer. In perishable luxury like floriculture, where cultivation demands significant
resources, e.g., water, emissions, educated buyers are more attuned to these tensions and
seek resolution through eco-friendly sourcing. One important policy or market connection
is its alignment with SDG 12, which promotes educational campaigns and incentives for
sustainable floriculture.

For income-predicting Focus on Quality and Type in Luxury Flower Purchases, we
used income, where 0 = lower affluent and 1 = higher affluent, and assumed a binary
split for modeling, predicting a focus on quality/type, i.e., 0 = no and 1 = yes. Therefore,
(see Table 12), higher income significantly increases the odds of focusing on quality and
type (OR = 3.55, 95% CI [2.35, 5.38], p < 0.001). Consistent with the methods, income was
coded as a binary variable (0 = lower affluent, 1 = higher affluent) in the primary logistic
regression model for H3.

https://doi.org/10.3390/su18083720

https://doi.org/10.3390/su18083720


Sustainability 2026, 18, 3720 20 of 32

Table 12. Logistic Regression Results for Income Predicting Focus on Quality and Flower Type.

Predictor B SE Z p OR 95% CI (L) 95% CI (U)

Constant −0.544 0.148 −3.676 <0.001 0.580 0.434 0.776
Income 1.268 0.212 5.981 <0.001 3.554 2.345 5.384

Note. OR = exp (B). 95% confidence intervals are reported for the odds ratios. Z = B/SE.

The robust correlation between higher income and greater emphasis on flower qual-
ity and variety (OR = 3.55) arises from increased discretionary resources that facilitate
the pursuit of exclusivity and sensory or symbolic perfection within the constraints of
perishability, where freshness and rarity serve as direct indicators of status and alleviate
the urgency associated with transience. Affluent individuals may purchase uncommon
hybrids, such as Shenzhen Nongke orchids, at elevated prices or better cultivars, thereby
enhancing hedonic value via perceived rarity. The contemporary market demands smart
luxury, characterized by high-quality, experiential products rather than mass-produced
alternatives, as wealthy customers increasingly evaluate the rationale for premium pricing
amid economic challenges. This concept highlights opportunities for SMEs and boutique
nurseries to distinguish themselves through rare or sustainable varieties and customization,
thereby cultivating loyalty in neglected areas.

For Gender-Predicting Preferences for Nurseries/Luxury Florists, we set 0 = others and
1 = top locations. Therefore, (see Table 13), females have greater odds of preferring top
locations [OR = Exp (0.855) ≈ 2.35, p < 0.001].

Table 13. Logistic Regression Results for Gender Predicting Preference for Nurseries and
Luxury Florists.

Predictor B SE Z p OR 95% CI Lower 95% CI Upper

Constant −0.247 0.189 −1.307 0.191 0.781 0.539 1.131
Gender (F) 0.855 0.227 3.767 <0.001 2.351 1.507 3.669

Note. OR = exp (B). 95% confidence intervals are reported for the odds ratios. Z = B/SE.

The logistic regression analyses provide strong empirical evidence for the suggested
hypotheses, clarifying significant drivers of customer behavior in the premium flower
industry. Gender is an important determinant, with females demonstrating approximately
2.39 times the likelihood of valuing luxury flowers than men do (H1) and 2.35 times the
odds of favoring premium purchase venues such as nurseries and luxury florists. The
level of education has a significant positive correlation with sustainability consciousness,
with each additional increment in educational attainment increasing the likelihood by
approximately 3.27 times (H2), highlighting the influence of knowledgeable customers on
eco-conscious choices. Moreover, higher income levels are associated with an increased
likelihood of choosing quality and specific flower types in purchase decisions (H3), con-
sistent with hedonic consumption theory’s focus on exclusivity and sensory allure among
affluent consumers. These results substantiate the proposed associations and provide
practical insights for entrepreneurial endeavors, underscoring the potential of specialized
marketing tactics that incorporate sustainability and excellence to satisfy unmet demands
in this industry.

Moreover, these findings offer direct empirical validation for the theoretical extensions.
The pronounced gender influence on hedonic enjoyment (OR = 2.39, p < 0.001) substantiates
Proposition 2, i.e., emotional and symbolic self-expression, suggesting that women place
greater importance on the relational and status-signaling dimensions of luxury flowers.
The financial effect on the emphasis on quality and diversity (OR = 3.55, p < 0.001) aligns
with both sensory urgency, as aligned with Proposition 1, and symbolic exclusivity. The
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impact of education on sustainability awareness (OR = 3.27, p = 0.009) and respondents’
preference for eco-friendly providers substantiate Proposition 3, i.e., sustainability as a
hedonic enhancer rather than a trade-off. Ultimately, the illustrative evidence of unmet
quality expectations (H4) demonstrates how perceived supply constraints intensify hedonic
immediacy owing to perishability, supporting Proposition 1.

5. Conclusions
Our study provides a detailed examination of consumer behavior in the luxury flower

market, which is an emerging niche within the global luxury goods sector characterized by
rapid growth, unique hedonic attributes, and a rising emphasis on sustainability [149,150].
Our results elucidate the demographic and psychographic characteristics of consumers
in this sector. The clientele is predominantly female, highly educated, and has high
incomes, emphasizing emotional, sensory, and symbolic attributes in their purchasing
decisions. These insights corroborate and enhance the theoretical framework, i.e., hedonic
consumption theory [26,34], illustrating how luxury flowers serve as instruments for self-
expression, social status signaling, and experiential satisfaction in affluent contexts [35,36].

The empirical evidence in support of the presented hypotheses is fundamental to
our results, as it highlights the interaction between sociodemographic determinants and
behavioral drives. H1 establishes a notable gender gap in the value of luxury flowers,
with females demonstrating approximately 2.39 times greater chances of appreciation
than men do. These results correspond with previous studies on gender effects in luxury
spending, indicating that women often connect these items with emotional significance and
aesthetic symbolism [58,60]. Furthermore, the results imply that marketing techniques must
capitalize on these hedonic aspects to increase attractiveness. H2 demonstrates a significant
link between educational attainment and knowledge of sustainable behaviors, with each
additional level of education increasing the likelihood of adopting sustainable behaviors
by approximately 3.27 times. This finding aligns with research connecting education
to increased environmental awareness [101,102], suggesting that more knowledgeable
customers serve as catalysts for sustainable transformations in specialized markets.

Moreover, H3 underscores the significance of income for quality and exclusivity, as
individuals with higher incomes are 3.55 times more likely to prioritize premium flower
varieties, aligning with the notion of status-driven consumption among affluent demo-
graphics [104,105]. The recognition of unmet quality expectations in the current market (H4)
highlights a significant gap in which perceived shortcomings in freshness, rarity, and crafts-
manship create opportunities for entrepreneurial innovation, reinforcing the imperative for
SMEs to exploit underserved demands [107,108]. H5 asserts that sustainability-focused cus-
tomers are more likely to support environmentally conscious companies, underscoring the
strategic importance of incorporating green practices to enhance brand appeal [100,109,110].
These patterns reveal significant prospects for differentiation through enhanced product
offerings and highlight the paradox of luxury and sustainability, where opulence can
coexist with sustainable practices [28,29], moderating pressures between hedonism and
sustainable consumption.

Furthermore, our study advances niche marketing strategies by revealing that such
targeted tactics in specific segments can generate higher margins and loyalty through
customization and innovation [32,40]. We also develop hedonic consumption theory
by situating it within the realm of luxury floricultural products, where sensory appeal
converges with symbolic value [86,124]. Our results have practical consequences for the
SMEs, startups, and family-owned businesses that predominate in this ecosystem [90,91].
These organizations may use agility to implement sustainable sourcing, develop unique
flower types, and enhance direct client interactions to successfully enter the market [96,98].
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Similarly, in alignment with SDG 12, the luxury flower industry can foster broader societal
benefits, including economic inclusivity for rural producers and reduced environmental
impacts [6,99]. This convergence establishes the sector as a paradigm for “positive luxury,”
whereby well-being, social impact, and growth are interconnected [42].

The empirical evidence for our hypotheses substantiates our proposed extensions:
gender differences, i.e., H1, emphasize the emotive and symbolic significance tied to Propo-
sition 2; the effects of education and income, i.e., H2 and H3, correspond with individual
variations in hedonic sensitivity [26]; perceived supply shortages, i.e., H4, accentuate ur-
gency driven by ephemerality related to Proposition 1; and sustainability preferences, i.e.,
H5, validate the integration of hedonic and sustainability considerations corresponding to
Proposition 3. Chi-square tests and logistic regressions offered unequivocal statistical vali-
dation for hypotheses H1 through H3. The survey data corroborated H4, i.e., unmet quality
expectations driving premium demand, and H5, i.e., sustainability preferences favoring
eco-friendly providers, indicating potential avenues for additional confirmatory research.

5.1. Theoretical Contributions

Our research offers substantial empirical evidence for the application of Hedonic
Consumption Theory to perishable luxury floriculture, illustrating that the fundamental
constructs of HCT, multisensory engagement, emotional/symbolic benefits, and symbolic
self-expression, function cohesively within the “hedonic appreciation” metric and are en-
hanced by two innovative boundary conditions: Ephemerality, assessed through perceived
supply scarcity, and sustainability preferences, evaluated using specialized sustainability
scales. The three dimensions were assessed collectively instead of as distinct subscales, in
accordance with the conventional operationalization established by [26]. The results from
H1–H5 directly support the three propositions (see Table 5); (a) the ephemeral quality of flo-
ral freshness makes the sensory and emotional engagement stronger than that of enduring
objects, deepening the sense of hedonic immediacy; (b) luxury flowers are powerful tools
of symbolic self-expression and status signaling, especially among high-income female
consumers, due to their emotive resonance and lifestyle symbolism; and (c) sustainabil-
ity serves as a hedonic enhancer, creating a positive effect, so that eco-friendly sourcing
shifts from utilitarian restriction to guilt-free enjoyment and ends the luxury–sustainability
dichotomy. We claim that these additions complement HCT, bringing perishability, niche
dynamics, and ethical concerns to the market, which have thus far not been adequately
addressed in perishable luxury. In addition, our studies link HCT to the niche market-
ing strategy and show how customization, uniqueness, and sustainability can be used
to increase profits and loyalty among historically underrepresented populations, thereby
expanding niche marketing theory into experiential and agribusiness sectors.

Rather than confirming the impact of gender, education, and wealth observed in per-
manent luxury settings [58,101,104], our findings shed light on the boundary conditions that
increase these associations for perishable luxury. Ephemerality seems to enhance women’s
symbolic–emotional involvement (H1), consistent with Proposition 2, while simultaneously
intensifying the emphasis on quality and diversity among higher earners (H3) due to the
urgency associated with freshness and rarity. The robust connection between education
and sustainability (H2) and the alignment of sustainability with preferences (H5), which
points toward a hedonic enhancer of sustainability that promotes guilt-free sensory and
emotional pleasure, indicate that sustainability serves as a hedonic enhancer, facilitating
guilt-free sensory and emotional pleasure and thereby alleviating, rather than perpetu-
ating, the luxury–sustainability tension often addressed in previous studies [28,29,100].
Perceived supply shortages (H4) highlight perishability as a novel moderator that intensi-
fies hedonic urgency and creates niche entrepreneurial opportunities, thereby expanding
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niche marketing theory [30,41] by demonstrating how the customization of rare, sustain-
able, and personalized floral experiences can transform theoretical hedonic drivers into
profitable differentiation.

Previous applications of HCT have primarily focused on durable luxury items, e.g.,
handbags, watches, jewelry, or automobiles, in which symbolic value arises from lasting
ownership, prolonged visibility, and continuous status signaling. However, the extreme
perishability of luxury flowers fundamentally challenges and expands these parameters.
In enduring situations, symbolic self-expression occurs through stable, tangible objects
that may be consistently witnessed by oneself and others over prolonged periods, thereby
reinforcing identity and social distinction in a low-urgency, cumulative fashion.

Conversely, luxury floriculture presents the following heightened temporal dynamic:
the product’s maximum hedonic and symbolic value is confined to a brief period of
freshness, after which its aesthetic, sensory, and status significance swiftly diminishes. This
transience converts symbolic consumption from a static, possessive action into a fleeting,
performative, and imperative occurrence. The symbolic significance is no longer rooted
in extended possession or archival exhibition but in the immediacy of the moment, the
intentional presentation of rarity, e.g., a Shenzhen Nongke Orchid or Juliet Rose, for a
particular occasion, recipient, or self-expressive ritual, cognizant that the symbol itself
will soon dissipate. This alters the symbolic significance to enhance emotional depth
and experience intensity; therefore, the flower becomes a transient symbol of generosity,
elegance, or emotional commitment rather than a lasting indicator of affluence.

Thus, perishability enhances rather than reduces symbolic significance for affluent
consumers, especially women, who are particularly sensitive to the relational and emo-
tional symbolism inherent in ephemeral beauty, e.g., care, celebration, or memorialization.
The urgency induced by decay amplifies hedonic immediacy. It concurrently enhances
symbolic self-expression to a more emotionally resonant, context-specific degree, in which
the act of gifting or showcasing a rare, ephemeral bloom imparts greater interpersonal or
autobiographical significance than comparable enduring luxuries. This extension elucidates
a boundary condition of HCT in non-durable luxury contexts, symbolic value pertains less
to enduring accumulation and more to ephemeral intensity, thereby making the theory
more relevant to experiential, perishable, and ritualistic domains, e.g., gourmet foods, fine
wines, high-end floral design, where transience serves as a source of symbolic distinction
and hedonic enhancement rather than a constraint.

5.2. Practical and Applicative Implications

Our study extends HCT into the overlooked area of perishable luxury floriculture and
addresses inefficiencies in current solutions, which largely target long-term luxury products.
We implement three new and improved modifications to strengthen HCT: (a) the ephemeral
value-laden and multisensory urgency in floral freshness can lead to a sensory and an
emotional engagement not comparable to that experienced with permanent objects and can
ultimately generate hedonic immediacy; (b) luxury flowers serve as significant instruments
of symbolic self-presentation and status representation, particularly for affluent female
clients, in the form of emotional salience and lifestyle representations; and (c) sustainability
becomes a hedonic enhancer, where sustainable sourcing transitions from mere utilitarian
constraint to guilt-free pleasure, resolving the luxury–sustainability dichotomy. We claim
that adding perishability, niche-market conditions, and ethical considerations further
enriches HCT by addressing issues that have yet to be thoroughly investigated in perishable
luxury contexts. Our research also introduces niche marketing strategies and connections
connecting HCT to niche marketing as a means of increasing profitability and loyalty,
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addressing under-represented groups, and thereby expanding the niche marketing theory
domain into experiential domains, both in an agricultural context.

6. Limitations and Directions for Future Research
While our study employs robust methodologies, i.e., chi-square testing and logis-

tic regression, we must acknowledge meaningful limitations to contextualize our results
and inform future research. The cross-sectional methodology provides a fixed perspec-
tive on consumer behavior, perhaps neglecting temporal variations driven by economic
cycles, seasonal changes in floriculture, or changing cultural standards [117]. The em-
phasis on affluent participants, drafted from prestigious locations, e.g., luxury malls and
AACSB-accredited universities, limits the generalizability of the findings to diverse global
settings, where cultural, economic, and regulatory disparities may influence choices [116].
For example, emerging markets might exhibit distinct hedonic drivers or sustainability
priorities [5,102]. Self-report survey data, despite validation through expert evaluations
and pilot testing [129,130], may still exhibit response biases, such as social desirability in
sustainability-related inquiries.

To overcome these limitations and enhance our contributions, future research should
explore a wide range of pathways by adopting longitudinal designs, which would enable
tracking of behavioral changes over time [6,63]. Panel studies may investigate the persis-
tence of hedonic motives and sustainability awareness throughout economic fluctuations,
offering predictive insights for market forecasting [151].

Additionally, integrating mixed-method techniques would yield more comprehensive,
triangulated data. Qualitative methods, such as comprehensive interviews or ethnographic
observations in luxury retail environments, could clarify the emotional and sensory foun-
dations of hedonic consumption and enhance quantitative measures [42,61]. Finally, to
enhance SDG alignment, research could assess solutions such as regulatory incentives for
sustainable floriculture or educational initiatives to increase consumer awareness [82,103].
By following these guidelines, academics can promote interdisciplinary collaborations
among marketing, entrepreneurship, and environmental science to develop strategies that
align luxury appeals with environmental stewardship, thereby advancing the field toward
an equitable and sustainable future [29,152].

A significant limitation is the pronounced bias toward students and young people
in our sample. The sample, with a mean age of 23 years and composed mostly of partic-
ipants recruited via AACSB-accredited university networks, disproportionately reflects
young, highly educated, emerging wealthy individuals rather than a representative cross-
section of established high-income families. This demographic bias jeopardizes external
validity in several ways. First, luxury consumption motives, including hedonic, sym-
bolic, and sustainability-related drivers, vary substantially by age and life stage; younger
consumers may exhibit heightened sensitivity to novelty, social signaling, and perfor-
mative eco-consciousness, which is less characteristic of middle-life or senior affluent
buyers. Second, the purchase behavior of flowers, especially in the luxury sector, exhibits
distinct age-related variations, with older buyers often emphasizing traditional quality,
occasion-specific gifting, or home improvement rather than exotic or unusual types. The
disproportionate presence of university students presumably exaggerates the correlations
between education and sustainability awareness (H2) and overall hedonic appreciation
(H1), owing to both authentic cohort effects and possible social desirability bias. Although
financial and behavioral filters somewhat alleviate socioeconomic bias, they fail to address
age- and life-stage-related impacts adequately. Subsequent research should prioritize age-
diverse samples, specifically by targeting mid-career and senior affluent consumers through
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luxury retail loyalty programs, private clubs, or high-net-worth databases, to evaluate the
robustness of our findings and theoretical extensions across generational cohorts.

A further issue concerns the possible impact of geographic disparities across North
America on wealthy consumer behavior. Subnational disparities in economic develop-
ment, lifestyle choices, and ecosystems may influence hedonic appreciation, sustainability
priorities, and preferences for purchasing venues. The literature on luxury consumption
corroborates this perspective, demonstrating that regional economic disparities and cultural
nuances can influence status signaling, experiential value, and environmentally conscious
decision-making, even within a single nation [150]. Our sample, although stratified by
gender, age, and education, did not explicitly account for respondents’ geographic location
or exposure to regional lifestyles and business activities.

The observed trends, such as pronounced gender and education effects in H1 and H2,
may partly represent the largely youthful, university-affiliated, urban-oriented nature of
the sample rather than the universally applicable wealthy behavior across various North
American areas. Future multiregional or geocoded research may include location-based
factors, e.g., via zip code proxies or self-reported regional economic assessments, to facilitate
comparative subgroup analysis and to evaluate the robustness of HCT expansions in other
settings. Future research should use more flexible techniques, such as generalized additive
models (GAMs) or spline functions, to capture potential nonlinearities, even if diagnostic
tests suggest treating ordinal variables as linear [153]. These modifications further reduce
threats across a variety of samples with different ordinal intervals.

While all key associations were tested with chi-square and effect sizes computed, future
reporting could further standardize presentation in tabular form for enhanced reproducibility.

6.1. Methodological Limitations

The cross-sectional survey approach facilitated rapid collection of primary data from
392 wealthy respondents and enabled rigorous statistical hypothesis testing, but it nec-
essarily restricts causal inference. Associations, such as the correlation between gender
and hedonic appreciation or education and sustainability awareness, can be discerned;
however, the temporal sequence of these variables remains indeterminate, precluding the
ability to ascertain whether elevated education causally enhances sustainability preferences
or if inherent eco-conscious characteristics drive individuals to seek advanced degrees.
Likewise, self-reported metrics, while procedural protections against common method bias,
are nevertheless vulnerable to social desirability and recall errors, which may exaggerate
reported hedonic or ethical motives.

The purposive-stratified sample method, while suitable for reaching theoretically
relevant growing wealthy customers via AACSB networks, country clubs, and luxury
venues, adds selection bias. The sample has a significant youth bias, with a mean age of
23 years, 71.4% aged 18–25, and elevated educational qualifications, with 85.7% possessing
a bachelor’s degree, thereby disproportionately representing university-affiliated, early-
career individuals. This analysis may effectively elucidate the hedonic and sustainability
choices of younger, educated, wealthy demographics, who are becoming more impactful in
experiential luxury sectors. Nonetheless, generalization cannot extend to wider wealthy
demographics, such as mid-career professionals or affluent seniors, whose hedonic moti-
vators, such as heritage signaling, occasion-based giving, or sustainability concerns, may
significantly diverge owing to life-stage influences.

6.2. Scope and Generalizability Constraints

Geographically, the North American focus via AACSB-accredited institutions lim-
its applicability to other cultural contexts where perceptions of luxury floriculture vary.
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The $75,000 household income benchmark, consistent with upper-middle- to affluent-
classifications in previous North American research, encompasses families with the finan-
cial means for niche indulgences but excludes ultra-high-net-worth individuals. The results
mostly elucidate behavior in accessible affluent sectors, fostering an increase in hedonic
or sustained experience purchases; however, not necessarily in the richest tiers, where
exclusivity and investment value prevail.

The behavioral filter guarantees relevance for active customers; nevertheless, the
niche-specific emphasis on luxury floriculture implies that findings cannot be immediately
applied to durable luxury categories, where transience is irrelevant. The conflicts between
perishability and sustainability, central to our theoretical expansions, enhance specific
benefits in this context but may diminish or reverse for durable commodities.

6.3. Implications for Interpretation and Claims

To prevent overgeneralization, we assert that our results provide compelling evidence
of hedonic consumption expansions in perishable, sustainability-focused niches among
educated, young, wealthy North Americans. They strongly endorse arguments such as
ephemerality increasing urgency and sustainability serving as a hedonic enhancer in this
context, but cannot assert universality across age groups, economic levels, cultures, or
product categories. This limited validity highlights the study’s exploratory character in a
relatively unexamined field.

6.4. Directions for Future Research

Our proposed boundaries delineate distinct avenues for progress, including: (a) lon-
gitudinal or panel designs to monitor the evolution of hedonic or sustainability pref-
erences, economic cycles, or life stages, addressing causality and temporal dynamics;
(b) age-diverse, multi-generational samples to determine if our extensions apply to older
affluent consumers, where emotional drivers may shift towards nostalgia or legacy;
(c) cross-cultural comparative studies to investigate how cultural values influence per-
ishability and sustainability effects in luxury floriculture; (d) replications focused on higher-
income demographics to evaluate whether ultra-affluent buyers demonstrate stronger or
weaker integration of sustainability and hedonic factors; (e) mixed-methods approaches
to elucidate nuanced emotional mechanisms related to gender, education, and perceived
scarcity effects; and (f) experimental tests of interventions to assess causal impacts on
purchase intentions within actual retail environments.

By following these avenues, future research may expand upon our initial expansion of
HCT to perishable luxury, further defining boundary conditions and guiding sustainable
entrepreneurship across various wealthy groups.
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