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Abstract This paper builds on existing research investigating CSR and ethical consumption within luxury contexts, and makes several contributions to the literature.
First, it addresses existing knowledge gaps by exploring the
ways in which consumers perform ethical luxury purchases
of fine jewellery through interpretive research. Second, the
paper is the first to examine such issues of consumer ethics
by extending the application of theories of practice to a
luxury product context, and by building on Magaudda’s (J
Consum Cult 11(1):15–36, 2011) circuit of practice
framework. This is significant in that, to date, consumer
research using practice theories has focused mainly on
routine and habitual practices. Our findings and discussion
provide an analysis of intentional and less intentional ethical consumer performances within the interconnected
nexus of activities of consumers’ fine jewellery consumption practice, where meanings, understandings and intelligibility of social phenomena are worked through the
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various activities that shape such a practice. Finally, the
paper concludes with significant managerial and policyrelated implications, as our extended circuit of practice
analysis conveys that if ethics and sustainability dimensions are to be embedded in fine jewellery consumption
practice, they must first be made an intrinsic part of the
nexus of the social and material environment of trading and
consumption places.
Keywords Consumer ethics  Luxury consumption 
Marketing ethics  Practice theory  Qualitative research

Introduction
The global jewellery industry markets products which are
highly valued for both their material worth and symbolic
meanings (Brun et al. 2008; Danziger 2005). With global
sales of $183 billion (Dauriz et al. 2014), millions of
people are employed by the global jewellery industry and
some countries’ entire economic wellbeing depends on this
trade (Childs 2014; Cavalieri 2012). Yet the industry has
faced increased criticisms from non-governmental organisations, activist groups and international governmental
institutions regarding issues of corporate social irresponsibility (Lin-Hi and Müller 2013; Hilson 2008), including
poor transparency, human rights abuses, child labour,
money laundering, bribery and corruption, environmental
degradation from mining, and funding terrorism from
conflict minerals, as well as the industry’s failure to
demonstrate a substantial commitment to addressing these
concerns and promoting ethical business practices (OECD
2013; RJC 2013a; Global Witness 2006, 2012; Human
Rights Watch 2009; Childs 2010; Goreux 2001). These
criticisms present significant challenges to the organisation
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of global jewellery supply chains (Earthworks 2010, 2013),
as well as corporate governance (Muskawa 2014). While
corporate social responsibility (CSR) has become mainstream (Baden et al. 2011), the jewellery industry is still
lagging behind in their commitment to CSR (Charles 2010;
Nair 2008). This issue was recently highlighted by the 2015
ICGLR-OECD-UN GoE Joint Forum on Responsible
Mineral Supply Chains, which debated the challenges for
downstream implementation of the OECD Due Diligence
Guidance for small and medium-sized enterprises (SMEs)
in four key industry sectors: jewellery, electronics, medical
technology and automotives. The reticence shown towards
CSR commitments may be due to the industry’s composition, given that it hosts a number of SMEs and that ‘‘a
tailored perspective on CSR’’ for small businesses with ‘‘a
bespoke research agenda’’ (Spence 2007, p. 533) remains
emergent.
Nevertheless, trade press and conferences are citing
increased social responsibility as a key priority (Alawdeen
2015; Layton 2015), alongside government regulation such
as the Dodd Frank Act (2010), and the European Commission Conflict Minerals draft legislation (European
Commission 2013, 2014), while trade associations such as
the British Jewellers’ Association (BJA) and the Responsible Jewellery Council (RJC) are leading improvements in
the industry’s business responsibility standards at a global
level (RJC 2013b; Rainer 2013). Relevant initiatives
include commitments to standards of best practice,
improved third-party certification procedures, supply chain
initiatives that seek to enhance labour standards (Bishop
2014), and the traceability of minerals (CIBJO 2007;
Kendall 2010; OECD 2013; Rainer 2013). Such organisations believe that the uncertainty caused by asymmetric
information (for both businesses and consumers) in the
jewellery market can be potentially reduced through the
use of third-party certification (Mollenhoff et al. 2014).
Although multinational corporations such as De Beers have
recognised the reputational value of supporting a number
of certification programmes, issues of business responsibility may not always resonate with, or represent a priority
for many fine jewellery SMEs (Mollenhoff et al. 2014).
Although sales of Fairtrade and ethical fine jewellery are
increasing (Hailes 2015; Bishop 2014), questions remain
regarding the extent to which business responsibility may
be a salient concern in consumers’ choice criteria in fine
jewellery purchases, as research in this area is scant.
Nevertheless, rather than wait for consumers to drive a
demand for jewellery CSR in order to tackle global concerns with industry-specific responsibility issues, jewellery
businesses can benefit from understanding what role ethics
and responsibility might play in consumers’ fine jewellery
purchases. Therefore, additional research on consumer
ethics in fine jewellery consumption is needed. To date,
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research on ethical consumption—herein defined as consumer choices that go beyond economic criteria and
encompass moral beliefs about animal, people and environmental welfare (Bucic et al. 2012)—has focused mainly
on rational approaches to ethical decision-making (Shaw
et al. 2000, 2006). Such research has also focused on the
segmentation of green and ethical consumers (see Rettie
et al. 2012), measurement of green markets (The Co-operative Bank 2012), and explanations for the gap between
consumers’ ethical attitudes and their actual consumption
behaviours (Boulstridge and Carrigan 2000; Carrington
et al. 2014; Chatzidakis et al. 2007; Hassan et al. 2015).
Further, much research on sustainability and ethical consumption explores low-involvement, low-value product
categories (Davies et al. 2012). However, issues of sustainability and responsibility impact all industries (Achabou and Dekhili 2013), and consumers will consider
ethical criteria in ways that vary across different product
categories (Carrington et al. 2014; Davies et al. 2012;
Janssen et al. 2014). Therefore, it would be difficult to infer
the extent to which ethical concerns are relevant to consumers’ jewellery purchasing practices based on existing
research.
This paper builds on previous research investigating
ethical consumption and CSR, and makes several contributions to the literature. First, it addresses existing
knowledge gaps by exploring the ways in which ethical
considerations are integrated into UK consumers’ highinvolvement, luxury purchases of fine jewellery. Second,
the paper is the first to examine such issues of consumer
ethics by extending the application of theories of practice
to a luxury product context, and by drawing on and
extending Magaudda’s (2011) circuit of practice framework. Finally, the paper concludes with significant theoretical, managerial and policy-related implications that can
shape the ongoing CSR debates in the transferable context
of the global fine jewellery industry.
The paper begins with a review of the extant relevant
literature on ethical concerns in consumption, the consumption of luxury goods and the practice theories
approach that is used to frame our empirical work. The
paper then addresses the methodology, findings and discussion, as well as the conclusions and relevant
implications.

Ethical Concerns in Consumption
While some studies have approached consumption ethics
through historical analyses (e.g. Newholm et al. 2014;
Hilton 2003), most researchers have tried to establish a
relationship between consumers’ concerns with ethical
issues and their purchasing decisions, the factors which
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may affect such a relationship, and ultimately whether or
not it is possible to enable consumers to purchase more
ethically.
Some of the most well-known rationalist approaches to
the impact of ethical concerns on consumer decisionmaking are based on the theory of reasoned action (Ajzen
and Fishbein 1980), which posits that consumer behaviour
is a function of purchasing intention, which in turn is
impacted by attitudes and subjective perceptions of norms.
The theory of planned behaviour (Ajzen 1991) is another
commonly used rationalist approach, which in addition to
attitudes and subjective norms also includes a measure of
perceived behavioural control as an antecedent to behavioural intention, in order to account for behaviours which
are not entirely under consumers’ volitional control. While
a comprehensive review of this literature can be found in
Hassan et al. (2015), research on ethical consumption using
the latter theory generally produced better results than the
theory of reasoned action in terms of its ability to explain
and predict ethical consumer behaviour (cf. Chang 1998;
Eagly and Chaiken 1995; Sparks and Shepherd 1992).
Other developments of this model entail the inclusion of
values as determinants of ethical consumption behaviour
(Shaw et al. 2005), but these rationalist approaches suffer
from a particular limitation regarding the assessment of
consumers’ actions when motivated by ethical concerns
(Raats et al. 1995). The models consider consumers as selfinterested agents, pursuing their own personal benefits even
when social norms are considered to play a role. However,
ethical concerns are more likely to include the social welfare
of distant others, as well as animal and environmental issues,
which are inherently driven by altruistic values (Shaw et al.
2000), and this is an acknowledged weakness in the rationalist
approach to ethical consumption (Shaw et al. 2015; GregorySmith et al. 2013). Thus, research into ethical consumption
has two main limitations in that it tends to consider consumer
behaviour from an individualistic viewpoint and attempts to
understand such phenomenon by adding variables to existing
models of decision-making (Brinkmann and Peattie 2008).
Such approaches are particularly problematic in the context
of fine jewellery consumption, given that such a practice is
motivated by emotional and symbolic drivers that go beyond
rational decision-making.
Marketers have also tried to understand and cater for
consumers who use their purchases as ethical votes (Moraes et al. 2011), by attempting to segment consumers
according to their commitment to ethical consumption, in
the belief that segmentation offers the promise of a better
focus on, and understanding of, ethical consumers. However, the evidence base for segmentation as a useful tool to
explain ethical consumer behaviour remains limited (Rettie
et al. 2012). Researchers’ profiling of responsible consumers has followed geographical, demographic, cultural,

psychographic and psychological variables (Rettie et al.
2012; Gilg et al. 2005; Hines et al. 1987), but have been
generally incapable of producing clear evidence that there
is a segment of consumers which base all of their purchasing decisions on ethical criteria (Rettie et al. 2012). A
different approach has been to produce segments based on
ethical consumer attitudes rather than socio-demographic
variables. For example, Finisterra do Paço and Raposo
(2010) found three distinctive segments of consumers with
regard to their attitudes to environmental issues, namely
uncommitted, green activists and undefined. Furthermore, a
recent meta-analysis highlights additional factors such as
social and moral norms, as well as feelings of guilt and
attribution processes, which are equally important in
determining whether or not consumers will make ethical
choices in the marketplace (Bamberg and Möser 2007).
Thus, although useful, segmentation alone does not seem to
explain ethical consumer behaviour fully.
Indeed, Rettie et al. (2012) demonstrate that consumers
have no problem distinguishing between green and nongreen behaviours, but will only engage with some of those
activities and not others. According to the authors, it is the
degree to which an activity is thought to be normal that
determines whether or not consumers will do it. They
concluded that ‘‘it is possible that research attempts to
identify ‘the green consumer’ have been unsuccessful
because there is no green consumer: consumers are green
in relation to some activities and not others. The identification of demographic variables relevant to green consumption may have been confounded because the
demographic factors relevant to one area of consumer
green behaviour are not relevant to another’’ (Rettie et al.
2012, p. 439). This discussion may also relate to the fine
jewellery consumption context, as consumers who consider
ethical criteria in other product categories may not do so in
their fine jewellery purchases.
Given the points raised above, it is not surprising that so
many researchers observe contradictions in ethical consumption, which have been termed the attitude–behaviour
gap (Carrigan and Attalla 2001; Boulstridge and Carrigan
2000; Moraes et al. 2012; Chatzidakis et al. 2007; Hassan
et al. 2015). For some time, researchers have come to expect
that consumers process information about corporate social
responsibility and act accordingly, favouring companies
with good responsibility records and penalising those with
poor ones. Such consumer actions would provide companies
with incentives to ‘do the right thing’; to change their actions,
become good corporate citizens and receive a ‘social licence
to operate’ from their consumers (Ferreira, forthcoming).
The result would be a virtuous cycle of increased corporate
profits as well as improved social and environmental outcomes (Spaargaren and Mol 1992). However, in practice,
this does not seem to be the case.
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For example, Vermeir and Verbeke (2006) examine the
impact of three groups of variables in the relationship between
pro-ethical attitudes and the intention to acquire sustainable
food products, namely involvement (the extent to which
products are resonant with consumers’ values and motivations), uncertainty (lack of information and knowledge), as
well as perceived availability and effectiveness (perceived
behavioural control). Vermeir and Verbeke (2006) find that
high involvement with sustainability, certainty and perceived
consumer effectiveness all have a positive impact on both
attitudes towards sustainability and the intention to buy sustainable food products. Perceived low availability of sustainable products has a negative impact on the intention to
buy, despite positive attitudes to the product, while social
norms can explain an intention to buy, despite a negative
attitude towards the product (Vermeir and Verbeke 2006).
Consumers also rationalise their attitude–behaviour
gaps. Such neutralisation techniques encompass denial of
responsibility, denial of injury, condemning the condemners and appeal to higher loyalties, and are employed by
consumers when justifying why their ethical attitudes are
not translated into ethical purchases (Chatzidakis et al.
2007). Further, d’Astous and Legendre (2009) find additional consumer arguments which justify the distance
between their attitudes and actions, including the economic
rationalist argument (i.e. the costs of socially responsible
consumption outweigh the benefits), the economic development reality argument (i.e. economic development outweighs ethical and moral aspirations) and the government
dependency argument (i.e. governments’ inaction means
there is no cause for alarm or action by consumers).
Together, these studies highlight explanations for consumers’ attitude–behaviour gaps.
Recent research highlights additional obstacles to ethical
consumption. Bray et al. (2011) identify seven factors
which may contribute to consumer choices that are not
aligned to their manifest ethical principles, namely price
sensitivity (especially for frequently purchased items),
personal experience (such as habit and lack of information
about the consequences of their choices), ethical obligation
(including the belief that one’s actions are not enough to
make a difference), lack of information about ethical
choices, the perceived (lack of) quality of ethical goods,
inertia in purchasing behaviour (which acts as a strong
disincentive to change purchasing habits even when price
is disregarded) and scepticism towards companies’ corporate social responsibility claims. Carrington et al. (2014)
also demonstrate that four factors affect consumers’ attitude–behaviour gaps, namely prioritisation of ethical issues
(where primary ethical issues contribute to a sense of dissonance when non-ethical purchases take place), habits,
readiness to commit to ethical consumption and types of
purchasing behaviour.
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Overall, ethical consumption and the analysis of consumer choice in relation to ethical concerns remain a
complex task. Despite the extensive literature on rational
motives driving ethical consumption decisions, the
attempts to segment ethical consumers and the endeavour
to understand attitude–behaviour gaps, much of the
research done to date focuses specifically on low-involvement and habitual shopping. Therefore, little is known
about the applicability of such studies to contexts of highinvolvement consumption practices such as those related to
fine jewellery purchases, which are bound to present their
own idiosyncrasies.

Luxury Purchases and Ethics
Luxury purchases have been studied since Veblen (1912),
and relevant literature shows an increase in research on
luxury brands (Wiedmann et al. 2009; Kapferer 2014; Han
et al. 2010; Janssen et al. 2014). What might constitute a
luxury product has multiple definitions, which we
acknowledge (cf. Davies et al. 2012; Eckhardt et al. 2015).
However, as Janssen et al. (2014, p. 46) suggest ‘‘a defining
characteristic of luxury products is their scarcity or limited
availability’’, and such products may be durable or
ephemeral. Thus, for the purposes of this paper, we consider fine jewellery a luxury product given that it is a
discretionary, exclusive product which is durable, scarce
and of limited availability. Indeed, luxury products are
marked by a set of characteristics which set them apart
from necessary, everyday products or commodities in the
same category. These characteristics include higher price
and quality, the importance of aesthetics, the perception of
scarcity versus unusualness, and various layers of symbolic
meanings (Heine and Phan 2011). Such meanings, and the
value of discretionary goods, are co-created by consumers
and brands (Tynan et al. 2010): consumers describe luxury
products in more abstract terms than necessary products
(Hansen and Wänke 2011), and associate luxury products
more with an experiential and symbolic dimension than
with the material ownership of things (Roper et al. 2013).
Overall, luxury is associated with a positive social
image (Eagly and Chaiken 1995). Whether this is the
consumer’s ultimate objective or not, luxury consumption
can enhance status and produce benefits in social situations,
including the elicitation of preferential treatment, which
can be a valuable social strategy (Nelissen and Meijers
2011). Further, Han et al. (2010) propose a classification of
consumers according to need for social status and wealth.
The authors argue that wealthy consumers with a low need
for status are interested in ‘quiet’ luxury goods that only
other consumers like them can recognise, whereas wealthy
consumers with a high need for social status prefer
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conspicuous luxury goods, which allow such consumers to
convey to the less affluent that they are part of a wealthy
group. Indeed, consumer research shows that consumers
perceive and engage with luxury goods in ways that differ
from what they do with commoditised, less prestigious
products (Eckhardt et al. 2015). For consumers, luxury
goods have a higher psychological distance than necessity
goods, in part because of features such as perceived high
quality, high price, scarcity and uniqueness (Hansen and
Wänke 2011). But consumers’ motivations to buy luxury
goods can be intrinsic, such as the perception of superior
product quality and self-directed pleasure. Psychologically,
a consumer’s self-esteem is an important determinant of
consumption of luxury goods, which is linked positively
with self-directed pleasure, but negatively with notions of
conspicuous consumption (Truong and McColl 2011).
Peloza and Shang (2011) provide a similar classification of
the motivations behind sustainable consumption, in which
CSR-related activities can be viewed as having other-oriented value (i.e. where a significant other is necessary for
perceived value), or self-oriented value (i.e. where value is
perceived solely for the self). Nevertheless, while research
on luxury brands has increased (Wiedmann et al. 2009;
Kapferer 2014; Han et al. 2010; Janssen et al. 2014), scant
attention has been dedicated to the ethical issues associated
with luxury consumption (Carrigan et al. 2013).
From an ethics perspective, the consumption of luxury
goods has been studied as an issue of conspicuous consumption, which historically has been perceived as a moral
transgression (Beckham and Voyer 2014), and associated
with wasteful, lavish consumption undertaken in order to
enhance the consumer’s social prestige (Chaudhuri and
Majumdar 2006; Godey et al. 2012). However, the concept
of conspicuous consumption, with the associated normative
view that luxury consumption is necessarily unnecessary
and thus negative, may be an unhelpful framework with
which to analyse the relationship between luxury goods
and consumer ethics. In demonstrating this argument,
Roper et al. (2013) describe how consumers of luxury
goods present a moral framework for their consumption, in
which luxury is seen as a form of restraint in consumption;
a trade-off of quantity for quality (Roper et al. 2013). This
same rationalisation of luxury consumption is identified by
Achabou and Dekhili (2013) and Davies et al. (2012), who
term it ‘‘the fallacy of clean luxuries’’ (Davies et al. 2012,
p. 41). These findings relate to fine jewellery consumption
in that consumers may well try and rationalise the purchases of such luxury items through the clean luxuries
argument presented above. For example, Janssen et al.
(2014) problematize consumers’ perceptions of the fit
between luxury and CSR concepts. Their findings suggest
that, when luxury products are scarce and durable (such as
fine jewellery), such products are perceived as more

socially responsible than widely available ones, which in
turn suggests a good fit with CSR. However, this association is not present in the case of ‘ephemeral’ luxury
products, such as luxury fashion apparel, where the fit
between CSR and luxury is considered contentious by
consumers.
Further, there seems to be an ambiguous association
between luxury and sustainable consumption (Beckham
and Voyer 2014). For example, Davies et al. (2012) and
Achabou and Dekhili (2013) suggest that prestige, price
and perceptions of quality are still the most salient choice
criteria in luxury product categories. Also, the inclusion of
recycled materials in luxury fashion products can diminish
the value of such products, as corporate responsibility
remains a secondary concern for consumers, and product
quality and brand reputation remain the most salient criteria for choosing luxury products in such categories
(Achabou and Dekhili 2013). This is especially problematic in relation to ethical choices, as the psychological
distance between consumers and luxury products means
that consumers are more likely to focus on the central
characteristics of the product when making their purchasing choices while ignoring peripheral ones (Hansen and
Wänke 2011), such as ethical product attributes.
However, consumers are not entirely disengaged with
ethical issues in luxury products. In a netnographic study of
the creation and development of an online community
dedicated to analysing sustainability issues in the luxury
fashion sector, Cervellon and Wernerfelt (2012) conclude
that knowledge about the supply chain of luxury products
is important for consumers involved in eco-purchases
(Cervellon and Wernerfelt 2012). These consumers derive
personal benefits from the green and ethical credentials of
the supply chains of the brands they buy (McEachern and
Warnaby 2005). While the environmental claims of luxury
products may be perceived as utilitarian, they may provide
justification for consumers to increase positive evaluations
of such products (Steinhart et al. 2013). But research on
whether consumers consider the ethical issues in luxury
purchases remains limited. To address this gap, we propose
that a practice theories approach to examining consumer
ethics in fine jewellery purchasing can contribute to an
enhanced understanding of luxury consumption.

Practice Theories and Fine Jewellery Consumption
The approaches to the issue of luxury consumption
reviewed above all start from a perspective of dualism and
opposition between the individual consumer and social
structures. Social theory has long been based on a central
dualism of individuality versus totality, which has meant
that, ontologically, many analyses have started from either
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perspective. However, this dualism has been challenged by
an alternative set of understandings of human action in
context, which are described as practice theories (Reckwitz
2002; Schatzki 1997). Warde (2014) argues that practice
theories have emerged as an attempt to redress the shortcomings of cultural analysis, and Fuentes (2014) suggests
there is much to be gained by drawing on such theories to
examine ethical and green issues in consumption. Such
theories highlight the complexities of cultural, social and
economic processes which can impact consumption
(Wheeler 2012), but they also bridge the duality between
individuality and totality. Indeed, Schatzki (1990) opposes
the proliferation of binaries in the analysis of social life
such as individual versus social, and structure versus
agency. Practices are seen to traverse individuals and
structures, with an understanding that society is constituted
by social practices which are produced and reproduced
across time and space (Giddens 1984). Here the focus of
research is the practice, understood as an ontological unit
of analysis (Røpke 2009), which can be defined by the
actor or the researcher (Warde 2014). While economic
models see human action as dependent on individual
motives and interests, and other sociological theories might
tend to explain action according to the impact of social
norms and the need for some consensus, practice theories
seek to explain and understand action through the symbolic
processes of interconnected meanings (Reckwitz 2002).
However, the proliferation of approaches which undermine dualisms in the social sciences has also meant that
there is no unified practice theory approach (Warde 2014).
Despite this diversity, there are commonalities between
perspectives: ‘‘practice accounts are joined in the belief
that such phenomena as knowledge, meaning, human
activity, science, power, language, social institutions, and
historical transformation occur within and are aspects or
components of the field of practices’’ (Schatzki 2001a,
p. 11). Such a field encompasses the total interconnectedness of human practices, ‘‘which can thus be demarcated as
all analyses that (1) develop an account of practices, either
the field of practices or some subdomain thereof (e.g. science), or (2) treat the field of practices as the place to study
the nature and transformation of their subject matter’’
(Schatzki 2001a, p. 11). In this way, the concept of a field
of practices becomes central to practice approaches
(Schatzki 2001a).
In trying to describe a research agenda for the field,
authors have struggled to define what constitutes a practice.
Some argue that practice theory conceptualises social life
as being focused on practice and, viewed from this prism,
‘‘the social is a contingent and perpetually metamorphosing
array of manifolds of human activity’’ (Schatzki 1997,
p. 284). Therefore, a practice is, first and foremost, a set of
actions (Schatzki 2001b). Much of people’s everyday

123

actions are part of practices and social phenomena, such
that institutions and power can be inferred from the
structures and relations among practices. Thus, practices
can be understood as open-ended sets of actions, connected
by practical understandings, explicit rules, and teleoaffective structures, that is, orientations towards an end, how
things matter and the emotions linked to such actions
(Schatzki 2001b; Arsel and Bean 2013). These factors are
not causes of action, but rather conditions of human existence that articulate what it is that makes sense for people
to do (Schatzki 1997). And if practices are sets of actions,
they depend on mental activity to take place. Thus, practices can be conceptualised as organised nexus of activities,
involving both the activity and its organisation in a set of
possible activities (Schatzki 2001b). It is in the context of
practices that meanings are established in human life;
understanding and intelligibility of social phenomena are
articulated in manifolds of activity, and constitute the basic
ordering medium of life (Schatzki 1997).
Warde (2005), on the other hand, distinguishes three
components of practices, namely understandings, procedures and engagements, while Reckwitz (2002, pp. 249–250)
describes them as ‘‘a routinized type of behaviour which
consists of several elements, interconnected to one another:
forms of bodily activities, forms of mental activities, ‘things’
and their use, a background knowledge in the form of
understanding, know-how, states of emotion and motivational knowledge… a ‘block’ whose existence necessarily
depends on the existence and specific interconnectedness of
these elements’’. It is also possible to distinguish practice-asentity, that is, the ‘gluing together’ of a set of activities
through material, meaning and competence (Røpke 2009),
and practice-as-performance, that is, the performing of
doings and sayings, thus actualising the entity (Warde 2005).
Each individual is the crossing point of practices and experiences (Reckwitz 2002), managing the path dependency of
daily life and participating in some practices while excluding
others (Røpke 2009). In this way, practice theories focus on
the systematic arrangement of meanings, know-how,
knowledge, understanding, infrastructures, sayings, doings
and material objects (Warde 2005; Wheeler 2012; Arsel and
Bean 2013), which may or may not be carried out in socially
and environmentally friendly ways (Rettie et al. 2012; Evans
et al. 2012).
Practice theories have been employed in the business
literature in areas as different as management science (De
Clercq and Voronov 2009; Johannisson 2011; Terjesen and
Elam 2009), organisational studies (Baxter and Chua 2008;
Makkonen et al. 2012; Weiskopf and Willmott 2013) and
marketing (Echeverri and Skalen 2011; Murphy and Patterson 2011). However, the most influential research
focusing on practices has been done on topics related to
consumption (Harvey et al. 2001; Warde 2005, 2014; Arsel
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and Bean 2013), and on the role of practice in understanding behaviour change towards sustainability (Evans
et al. 2012; Røpke 2009; Shove and Walker 2010; Rettie
et al. 2012). Indeed, this theoretical lens presents opportunities to foster behavioural change through a change in
‘‘the social and material environment of action rather than
the beliefs or intentions of individuals’’ (Warde 2013),
which is a fundamental shift in approach from the ethical
consumer studies reviewed in earlier sections of this paper.
Relevant works have ‘‘recognised the importance of the
local setting or environment in steering behaviour, and the
shared and social nature of practices’’ (Warde 2014,
p. 297). Thus, consumers are conceptualised as practitioners—carriers of practices—rather than architects of
their own action; they enact practices according to shared
understandings of normality and their subjective interpretation of how to successfully perform a given practice
(Evans et al. 2012). This means that (un)ethical and (non-)
ecological forms of consumption are embedded in the
prevailing organisation of practices and related to what
people consider a normal way of life (Shove and Walker
2010; Rettie et al. 2012).
The challenge is that green and ethical attributes may
not be within the inter-linkages of emotion-laden objects,
doings and salient meanings, and the understandings that
traverse fine jewellery consumption practices. Ethical
practices in the nexus of low-involvement, habitual consumption may not ‘spill over’ (Thøgersen and Crompton
2009) to fine jewellery consumption, as evidenced in relevant luxury consumption studies. For example, within the
organised nexus of luxury activities, Davies et al. (2012)
suggest that consumer meanings do not entail the negative
impact of luxury products, given the infrequency of such
purchasing activities compared to commodity consumption
practices; consumers have little knowledge of ethical
alternatives, and co-create meanings and understandings of
luxuries as items which are not produced under contentious
working and environmental conditions. Further, consumers
seem to understand and construe price differentials for
ethical luxuries as too high, and feel they cannot research
the ethical issues linked to every product they buy (Davies
et al. 2012). Thus, practice-as-entity in this context is not
oriented toward ethical or sustainable consumption, given
that, in Røpke’s (2009) words, there is no ‘gluing together’
of the material (i.e. luxury products), meaning (i.e. symbolic, aesthetic and hedonic rather than morally oriented)
and competence (i.e. no knowledge of, or ability to search
for, relevant ethical issues and ethical luxury consumption
places) in the set of activities involved in luxury consumption. Therefore, ethical consumer practices entail
sayings, doings and meanings in relation to routine and
habitual purchases, while the ethical issues involved in
infrequent consumption, such as luxury, are (perhaps

unintentionally) ignored. We suggest that new practices,
such as ethical forms of luxury consumption, require a
process of innovation whereby consumers integrate
meanings, materials and competencies in their way of
doing things; they are emergent phenomena based on selforganising processes (Røpke 2009).
Thus far in consumer research, practice theories have
been applied mostly to the study of low-involvement,
routine and habitual purchases. This is likely a result of
authors’ conceptualisations of practices as routinized
behaviours, as is the case in Reckwitz’s (2002) work.
Nevertheless, in reviewing Reckwitz’s (2002) research,
Everts et al. (2011) emphasise that practices consist of both
routinized and intentional actions as well as many other
elements, which are, to varying degrees, intentional or
routinized. Therefore, if we take the broader perspective
that practices entail interconnected understandings, procedures and engagements (Warde 2005), that they are an
organised nexus of activities where meanings, understandings and intelligibility of social phenomena are
articulated in the manifolds of activities that constitute the
entire ordering of human life (Schatzki 1997, 2001b), and
if we consider that non-habitual practices are also a part of
such ordering of human life, then we can argue that a
practice theories perspective can be applied to practices
such as luxury consumption. Indeed, this argument for the
use of practice theories in the context of luxury consumption is in line with Warde’s (2005, p. 137) view of
consumption through the perspective of theories of practice
in that he defines consumption as ‘‘a process whereby
agents engage in appropriation and appreciation, whether
for utilitarian, expressive or contemplative purposes, of
goods, services, performances, information or ambience,
whether purchased or not, over which the agent has some
degree of discretion’’ (emphasis added). We argue that a
practices approach can shed new light on luxury consumption, including the ways in which norms and the
consumption environment come into play in fostering
specific types of behaviour, which, according to Warde
(2014), has been neglected in accounts of practice theories.
By analysing consumption through practice theories, we
are forced to centre on consumption processes and to
explore the ways in which practices are learned, shared,
undertaken and advanced in social life, as well as how they
might be dependent on complex circumstances (Wheeler
2012), including the consumption place (Everts et al.
2011).
For parsimony, we draw on Magaudda’s (2011) circuit
of practice framework, which has been previously utilised
in the context of music consumption (Magaudda 2011), and
home design (Arsel and Bean 2013). Based on Shove and
Pantzar’s (2005) practice scheme, Magaudda’s (2011) circuit of practice is an analytical framework designed to
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assist in the analysis of a practice and changes in such a
practice. The framework entails three key elements,
namely object, doing and meaning, which constitute the
practice (in our case, fine jewellery consumption), and
which helps to explain the dynamics of such elements
within a practice from the viewpoint of consumers’ specific
experiences. According to Magaudda (2011, p. 21), the
circuit is ‘‘both an analytical and visual tool to account for
the work of reconfiguration of the practice as actually
experienced by consumers, focusing on the individual and
concrete level in which practices are created, stabilized and
transformed’’. Further, we add to the circuit of practices
framework by giving additional emphasis to the role of
norms, shared knowledge and understanding, as well as
experience of the local consumption setting or place
(Everts et al. 2011; Warde 2014), in order to acknowledge
the ways in which practices are understood, shared, performed and advanced in the case of fine jewellery consumption. The methodology is discussed next.

Methodology
Interpretive research seeks to gain in-depth understanding
of a particular phenomenon or behaviour, and to generalise
to theoretical propositions rather than to populations (Jamali et al. 2009; Carrigan et al. 2011). We used an interpretivist approach to explore the subjective meanings and
understandings (Bryman and Bell 2011; Spiggle 1994),
which interconnect participants’ nexus of fine jewellery
consumption practices. A qualitative approach was considered appropriate given the exploratory nature of the
research at hand (Cresswell 2007; Miles et al. 2014), and
the dearth of investigation on fine jewellery consumption.
The snowballing technique, which is an acceptable sampling strategy in qualitative research (Patton 1990; Kuzel
1999; Crouch and McKenzie 2006), was used to recruit
participants who had prior experience of purchasing jewellery at the Birmingham Jewellery Quarter (BJQ). Being a
consumer of fine jewellery was a necessary characteristic
of the sample, which afforded in-depth understanding of
relevant consumption practices for this research. The call
for research participants was posted on a UK university’s
web portal and aimed solely at staff. Although most
research participants were recruited through this call,
additional participants were selected through the personal
networks of participating staff (Table 1).
We recruited both male and female participants who
shop in the BJQ, and their demographic profiles reflect UK
fine jewellery consumers more generally (Keynote 2014).
As the location of one of the main UK Assay Offices, as
well as a number of fine jewellery SMEs trading locally
and globally (Pollard 2004; de Propris and Wei 2007), the
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Table 1 Participants’ profiles
Pseudonym

Age

Income (£)

Education

1

Jane

26–35

20,001–30,000

Postgraduate degree

2

Jill

36–45

50,001 and above

Postgraduate degree

3

Dean

56–65

50,001 and above

Postgraduate degree

4

Barbara

46–55

50,001 and above

Postgraduate degree

5

Zana

16–25

10,001–20,000

Further education

6

Jonathan

46–55

40,001–50,000

Undergraduate
degree

7

Keith

26–35

30,001–40,000

Undergraduate
degree

8

Dennis

26–35

10,001–20,000

Postgraduate degree

9

Steve

26–35

30,001–40,000

Postgraduate degree

10

Roy

16–25

30,001–40,000

Postgraduate degree

11

Tamira

46–55

10,001–20,000

Further education

12

Kieron

36–45

30,001–40,000

Postgraduate degree

13

Thomas

26–35

30,001–40,000

Postgraduate degree

14

Felix

26–35

30,001–40,000

Postgraduate degree

15

Alex

26–35

30,001–40,000

Postgraduate degree

16

Janet

46–55

20,001–30,000

Undergraduate
degree

17

Harriet

55–65

30,001–40,000

Postgraduate degree

18

Violet

26–35

20,001–30,000

Undergraduate
degree

19

Helen

46–55

20,001–30,000

Further education

20

Linda

36–45

30,001–40,000

Postgraduate degree

BJQ is a significant fine jewellery market. As an industry
cluster, the BJQ is a microcosm of the wider jewellery
marketplace, enabling an informed snapshot of fine jewellery consumption practices. The sample yielded a total of
twenty semi-structured, face-to-face interviews, which
lasted approximately one hour each. This small number of
interviews is consistent with prescribed approaches to finegrained, in-depth inquiry (Sen and Crowley 2013; Crouch
and McKenzie 2006). The interviews allowed participants
to introduce and reflect on issues and practices that they
perceive as relevant to the research topic (Kvale 1996).
Although practice theorists have been criticised for their
lack of methodological prescription (Warde 2014), the use
of in-depth interviews is in line with a practice theories
approach (cf. Magaudda 2011; Arsel and Bean 2013;
Wheeler 2012). As Wheeler (2012) suggests, although it
may seem uncommon to explore practices through individual interviews given that practices are understood as
complex bundles of interconnected elements, the individual
is still at the cross-point of practices (Wheeler 2012;
Reckwitz 2002). As such, it is through the individual’s
mental and embodied performances that we can understand
practices that are intertwined with consumption.
Participants loosely discussed shopping trips to the BJQ
and reflected on their fine jewellery purchases including the
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jewellery objects they bought, reasons for which jewellery
was purchased, the meanings of such jewellery and their
experiences of the BJQ. Individual participant’s answers
were then probed further with a view to gaining in-depth
insight into interrelated practices. Additionally, given our
research involvement with SMEs in the jewellery industry,
which included a series of private industry meetings and
discussions, trade shows and events between 2011 and
2014, we gained a wider perspective on jewellery markets,
industries, institutional environments and regulatory contexts. Although such SME research findings are not within
the scope of this paper, they have influenced our analysis of
the consumer practices we analyse here.
All interviews were voice-recorded and transcribed
verbatim to address issues of credibility (Lincoln and Guba
1985). Data analysis was ongoing throughout the project
and followed a thematic analysis approach (King and
Horrocks 2010; Bryman and Bell 2011). Initially two
authors took a few transcripts and coded them independently. Then they compared codes, agreed on which codes
seemed to reflect the data best before analysing more scripts
and comparing them again. NVivo10 software was used to
support this iterative process, which led to the emergence of
a coding scheme including relevant analytical themes (King
1998). As the analysis progressed more detailed codes
emerged, which in turn were organised according to, and
building on, Magaudda’s (2011) circuit of practice framework. Moreover, we decided to use a writing strategy which
focuses mainly on two key narrative cases derived from the
findings, which is consistent with the manner in which
previous studies using practice theories have represented
their in-depth findings (Wheeler 2012; Magaudda 2011).
Through this writing strategy, we examine and highlight the
most relevant as well as the most exceptional elements
(Bazeley 2013) of fine jewellery consumption practice. In
this way, we prioritise depth of insight and narrative over a
theme-by-theme description, which in turn allows us to
preserve the holistic nature of a few in-depth accounts
(King and Horrocks 2010; Saunders et al. 2009). Finally, we
sought interpretive quality by considering the study’s theoretical frame and contributions, comparing and discussing
interpretations, respecting participants’ sayings and doings,
and providing evidence of the emerging interpretations
(Pratt 2009; Moraes et al. 2014).

Findings and Discussion
We draw mainly on two purposefully selected extended
narrative examples concerning fine jewellery consumption
practice, which illustrate whether and how ethical performances and meanings may or may not be involved in such
a practice. The first example entails the practice dynamics

involved in the purchasing of a conflict-free diamond ring,
which embodies ethical performances in fine jewellery
consumption practice. The second consists of an analysis of
redesigned fine jewellery consumption where ethical
meanings are not as salient as in the first example. Conflictfree sourcing and recycling are central tenets of such
accounts. In each example, we discuss the three key elements of Magaudda’s (2011) circuit of practice framework
(i.e. object, doing and meaning). However, in our extended
framework (Figs. 1, 2), norms, shared knowledge and
understanding, and experience of the consumption environment or place (Everts et al. 2011; Warde 2014) are also
emphasised in order to explain the dynamics of such elements within the fine jewellery consumption practice from
the viewpoint of consumers’ experiences and narratives.
Relevant themes within these elements are also highlighted
and analysed. In our extended fine jewellery circuit of
practice (Figs. 1, 2), we assume a constant, constitutive
relationship between all core elements of the framework,
with norms, shared knowledge and understanding, and
experience of the consumption place seen as part of that
relationship and of the field of fine jewellery consumption
practice. Further, and following Magaudda (2011), the
lines in the figures indicate consumers’ specific experiences of the relationships between such elements as they
manifest in fine jewellery consumption. Through this presentation of the findings and discussion, we seek to bring to
the fore and make explicit the intertwined and organised
nexus of activities, understandings, rules, and emotions
linked to the jewellery practice (Schatzki 2001b; Arsel and
Bean 2013), and to highlight opportunities to foster behavioural change through a change in the social and consumption environment (Warde 2013) of jewellery
purchases.

Caring About Fine Jewellery Ethics: The ConflictFree Diamond Ring
We draw on the example of the conflict-free diamond ring
in order to illustrate how ethical performances can be a part
of consumers’ fine jewellery consumption practice.
Through this example, we convey the ways in which
consumers can interact, and develop new connections, with
ethical fine jewellery objects. Our analysis suggests such
ethical performances are far from widely spread across our
sampled research participants. However, this exceptional
example is useful and significant in that it allows us to
conceptualise what can happen when ethical performances,
meanings and the consumption place come into play within
fine jewellery consumption practice, and how they can
foster ethically resonant, innovative reconfiguration of
objects, meanings and doings within the practice.
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Fig. 1 The extended circuit of
practice of an ethical diamond
ring

2. Creation of social, affective and
moral value around the conflictfree, luxury diamond ring.

1. The conflict-free diamond is introduced to the
market.

Object

Meaning

6. Potential for conflictfree diamond ring to
diffuse within the BJQ
and more widely.

5. Conflict-free diamond
ring as symbol of eternal
love, with a conscience.
3. New norms, shared knowledge and
understanding through the BJQ.

Doing

Place

4. Purchasing the conflictfree diamond ring.

Fig. 2 The process of
reintegration of old jewellery
into the extended circuit of fine
jewellery consumption practice

2. Negative change in the use
value of the old jewellery
piece.

1. Change in aesthetic requirements from the old
jewellery piece.

Object

Meaning
5. Renewed symbolic attachment to the resigned fine
jewellery piece.

6. Reintegration of redesigned fine jewellery
piece into everyday use.

3. New norms, shared knowledge and
understanding of (recycling) old jewellery
through the BJQ.

Doing

Place

4. Acquisition of new abilities in
redesigned and recycled fine jewellery; acquisition of the actual redesigned piece.

The conflict-free diamond ring is an object which represents the reconceptualization of the fine jewellery consumption practice through ethical meanings that can have
cultural, economic and social impacts. Although not a new
object as such, the conflict-free diamond ring can enable
consumer appropriation and meaning redefinition in a
potentially paradoxical and, to date, incommensurable way
in the minds of most consumers (i.e. through luxury plus
ethics). Alex’s account of buying his wife’s engagement
ring in the BJQ illustrates these points:
I bought my wife’s engagement ring in the BJQ, back
in 2007. My main focus was… It had to be a conflict-
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free diamond. That was my big, big ethical dilemma
when I was buying it. Apart from that, it was just then
the style that she would like, but the conflict-free…
The diamonds need to be able to be traced back to
their location and source and obviously, if they’re
not, then there’s a big chance that they are being used
to fund all sorts of corrupt terrorist regimes… And
something as valuable and as important as diamonds
in our society should be able to be traced, I think, and
shouldn’t be used to be funding wars and conflicts… I
don’t know much about Fair Trade jewellery, [but] I
know a big supporter of the Fair Trade movement
itself through my family, through my family’s church
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and things, and just through my general ethical outlook. I am a big supporter of Fair Trade. I try and buy
it wherever possible… I was literally walking into
shops and my first question wasn’t looking at the
rings, it was, are your diamonds conflict-free, can you
prove it? If they answered yes to both those questions, then I’d have a look. If not I left straight away,
went to the next one. They were very friendly and
helpful… They had the styles we liked, at the price
that was agreeable. In the BJQ there’s a cluster of
jewellers around and you can go from place to place
finding the one I wanted with the background I
wanted (Alex, 26–35 age bracket).
During the interview, Alex also discussed how much he
loves his wife and how much he wanted to convey his love
through the diamond ring without harming anyone down
the supply chain. Alex’s account reveals prioritisation of
ethical issues (Carrington et al. 2014), and factors (e.g.
shops without ethical diamonds or lacking in proof of
traceability, time-consuming search process due to prioritisation of ethical concerns) which could have contributed
to a consumer choice that was not aligned to Alex’s
manifest ethical principles (Bray et al. 2011), if Alex were
not so adamant about the importance of the conflict-free
attribute (i.e. having to expend considerable search effort
before finding a jeweller offering conflict-free rings).
Alex’s case also shows many different elements of, and
steps in, the fine jewellery consumption circuit of practice
(Fig. 1) including the processes involved in the appropriation (i.e. the ethical thinking, sayings, doings and places
involved in the purchase) of the conflict-free diamond ring,
and meaning redefinition (i.e. the diamond as the signifier
of ethical love without harmful impact, rather than the
signifier of love through luxurious aesthetic beauty without
a conscience), which reconciles luxury and ethics through
the material object. This addresses the ambiguous association between luxury and responsible consumption
(Beckham and Voyer 2014), and reinforces the fit between
luxury and CSR, aligned with Janssen et al.’s (2014) view
that durable luxuries are more resonant with sustainability
concerns. The range of designers and custom design
capabilities of the BJQ, the BJQ as the consumption place
(Warde 2014; Everts et al. 2011), norms (Rettie et al. 2012)
in relation to such a ring, and consumers’ shared knowledge and understanding of the BJQ further enable this
consumer appropriation of the conflict-free diamond ring
through direct, place-based interactions with fine jewellery
designers and diamond dealers. In this way, the quote
above highlights the interrelated articulation of object
(steps 1 and 6—the diamond ring, which is now ‘conflictfree’), meanings (steps 2 and 5—the social, affective and
moral value of the conflict-free ring and its symbolic

dimensions) and ways of consuming (step 4—the purchasing processes and the actual purchase) in relation to the
conflict-free diamond ring, as illustrated in Fig. 1.
Additionally, by drawing on our extension of Magaudda’s (2011) circuit of practice, Alex’s account demonstrates the importance of norms (i.e. the influence of
family, church and relevant Fairtrade supporter), shared
knowledge and understanding and, as Everts et al. (2011)
and Warde (2014) suggest, experience of place and consumption environment (i.e. learning about conflict-free
diamond by researching and engaging with BJQ; step 3).
Indeed, the interrelatedness between elements of the fine
jewellery consumption practice highlights the potential for
fostering a more normalised link between consumer ethics
and luxury products through the consumption place (i.e. the
retail environment). Through our extension of Magaudda’s
(2011) circuit of practice framework, it is also possible to
identify the complex connection between different practices (Warde 2005), namely conflict-free diamond ring and
Fairtrade support in other product categories, which is
developed through norms, shared knowledge and understanding of domestic consumption ethics generally. We can
thus explain Alex’s case above in relation to the everchanging and complex relationships among the object,
doings and representations (Schatzki 1997), and the sets of
fine jewellery consumption actions that are connected by
practical understandings, explicit rules and teleoaffective
structures (Schatzki 2001b; Arsel and Bean 2013).
In examining ethical dimensions in our participants’ fine
jewellery consumption practice, it is possible to argue that
the availability of conflict-free diamonds has been coupled
with relevant shared knowledge (anecdotal or otherwise)
about the ethical issues linked to diamonds as conveyed by
various media. For example, most participants mentioned
the issue of blood diamonds as seen in films and due to
celebrity scandals, as well as news exposés on labour and
other human rights issues. This is in line with research
which suggests that knowledge about the supply chain of
luxury products can be important in consumers’ ethical
purchases (Cervellon and Wernerfelt 2012; McEachern and
Warnaby 2005). Such knowledge and availability of conflict-free diamonds, in turn, has enabled some consumers
such as Alex and Thomas below to articulate new practices, meanings and involvement with fine jewellery (Sethi
and Glozer 2013):
It’s an 18 carat rose gold ring with an engraved
pattern going all the way around it. She loves it. I told
her that I designed it. The designer also gave me
some professional sketches of the ring. I designed it
all over Skype with the designer so I would have
probably one or two Skype sessions a week… I
bought the diamond separately… For this particular
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ring I would say, umm… I would say the location for
the diamond was quite important because I think,
when you buy something like that, it has to be, for me
anyway, it has to be personal so I have to have seen it
and had personal interaction with it and chosen it
from a range of diamonds, so it was obviously
important for me to be close to that. The metal,
particularly the colour of the metal, that’s obviously
very important to me and the engraving is very
important. I don’t actually know how Fair Trade
affects suppliers. The ethical part of jewellery supply
that I know about is the diamond… The Kimberley
Process. Obviously when I went through my
engagement ring thing, I read up on the Kimberley
Process and the UN’s actions around this and all of
that sort of stuff, so I became quite informed. I know
that it’s fairly standard now; it’s a fairly standard
practice, that jewellery diamonds would be sourced
through the Kimberley Process… And I know that
there’re certificates that you can get for each diamond
to prove that it’s been sourced ethically and sustainably, that sort of thing, but I don’t know the details of
the process… I actually requested the invoice from
the retailer so the retailer had bought it off a wholesaler and the wholesaler had put on the receipt that it
was guaranteed from the… I think it was guaranteed
to meet the UN Convention on… The receipt actually
acts as a certification that it’s been through the
Kimberley Process… That’s quite important to me. I
had a designer who was kind of looking after me… I
got advice from them on what was important in a
diamond and one of those things was that, actually,
the designer I was working with refused to work in
any way with diamonds that weren’t 100 % certified
to have gone through the Kimberley Process, so I
made sure… It was kind of in my interest to make
sure that the diamond I got came through that process
(Thomas, age bracket 26–30).
Thomas’s account also illustrates how our extended
version of Magaudda’s (2011) framework (Fig. 1) captures
the way in which the object (i.e. conflict-free diamond—
step 1) and the certification of its ethical credentials (the
Kimberley Process—step 2) can be embedded in the
infrequent yet meaningful purchase of fine jewellery. The
quote shows Thomas’s considerable efforts in personally
creating meanings (i.e. social, affective and moral—step 2)
and symbolic value (i.e. love with a conscience—step 5)
for his purchase. This is achieved through the design of the
ring, the selection of materials and the competences
involved in the purchasing process (i.e. actualising the
purchase—step 4). Further, the consumption environment
or place (i.e. the BJQ, where the designer was based and
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where the conflict-free diamond was bought—step 3) plays
a major role in the practice, and the designer, in particular,
also nudges Thomas to buy the conflict-free diamond (i.e.
diffusion of conflict-free attribute in the market—step 6).
Thus, the extended circuit of fine jewellery consumption
practice must be recognised in market attempts to introduce
ethics in this context. The recently launched ‘‘I do’’ campaign of the Fairtrade Foundation (2015) is such an attempt
to encourage consumer ethics in fine jewellery consumption practice, as are other retail and designer initiatives
such as ‘‘Arctic Circle’’, an ethical jewellery brand combining Fairtrade gold and fully traceable Canadian diamonds (Jordan 2015).
Admittedly, for most participants, ethical considerations
are just not part of the fine jewellery purchasing practice,
and the ‘non-ethical’ diamond ring remains a powerful
symbol of rituals (e.g. engagements, marriages, birthdays,
and special occasions), love (e.g. the assertion of affectionate attachment to a special person) and luxury (e.g.
social status, distinction). Such symbolic dimensions are as
yet rarely accompanied by ethical considerations. Nevertheless, we argue that the conflict-free diamond ring has the
currently unrealised potential not only to penetrate the fine
jewellery consumption market further, but also to open up
the marketplace for additional ethical objects of fine jewellery, such as pieces incorporating ethical precious metals
and other responsibly sourced coloured gemstones.
New practices such as ethical luxury consumption
require a self-organising innovation process through which
consumers integrate norms, meanings, materials and competencies in their ways of doing things (Røpke 2009),
where the ethical object, such as the conflict-free diamond
ring, acquires relevance in pre-existing social practices
(Magaudda 2011), which are dependent on complex circumstances (Wheeler 2012), including the consumption
environment and place (Everts et al. 2011; Warde 2014).
Unintentionally Ethical: Consuming Redesigned
Jewellery
Unlike the conflict-free diamond ring, redesigned jewellery
was the most widely consumed object among our participants, so it was chosen as the second example to illustrate
the extended circuit of fine jewellery consumption practice.
There are two aspects which make redesigned jewellery a
relevant object for our study. First, old jewellery pieces
tend to have old-fashioned designs and, although valued for
their emotional, symbolic and luxury dimensions, including perceived high quality, high price, scarcity and
uniqueness (Hansen and Wänke 2011; Heine and Phan
2011; Davies et al. 2012; Achabou and Dekhili 2013), they
usually do not resonate with consumers’ personal aesthetic
tastes. Participants often spoke of getting their heirlooms
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redesigned so that they could wear such pieces of fine
jewellery rather than leave them unused, as illustrated in
the quote below:
I’ve had different bits of jewellery, like, that was
more keepsake jewellery and it was just sitting in a
box and I wasn’t really using it. And then I had a ring
bought for me when my Nan passed away, and it was
a solitaire. And then when I got engaged, I didn’t
want to wear two solitaires, but then I didn’t want to
just have it sitting in the drawer doing nothing, so I
had them all… I had bits from my 18th, 20th… so I
just had it melted down and all put together, so it was
all in one, as opposed to lots of bitty bits everywhere
(Violet, 26–35 age bracket).
As seen in Violet’s quote, the reintegration of the old
jewellery into current fine jewellery consumption practice
demonstrates the route of an object that once lost its perceived use value for our consumer. But it also illustrates the
second aspect which makes redesigned jewellery a relevant
object on which to focus here, which is that getting an old
piece of fine jewellery deliberately redesigned unintentionally entails recycling the precious stones and fine metals
of the original jewellery piece. This goes counter previous
literature, which suggests that the inclusion of recycled
materials in luxury products diminishes the value of such
products (Achabou and Dekhili 2013), and participants did
not allude to the fallacy of clean luxuries (Achabou and
Dekhili 2013; Davies et al. 2012). This may be a result of
two dimensions which are specific to fine jewellery practice.
The first is that our participants do not associate sustainability with redesigned fine jewellery pieces:
…Everyone’s heard about sustainability with regards
to materials such as plastics, woods, metals, in terms
of more like heavy goods, with metals… But I think
it’s a bit of an alien idea for the public with regards to
jewellery because it’s always just been there (Dennis,
26–35 age bracket).
Well, we recycle… Not necessarily for ecological
reasons, but for you know… For what that piece of
jewellery may mean… Then we’ve recycled scrap
bits of… I say scrap bits of gold, that are no longer
useful, and obviously that’s been bought by people in
the BJQ… In some of the things that we’ve had made
there, they’ve used existing sort of gold or whatever
we may have, that’s sort of been handed down
through the family, so that has a meaning in itself,
just being able to use old rings or necklaces or earrings or whatever it is and reconstruct them into
different things (Jonathan, age bracket 46–55).

The quotes above highlight that consumers do not
associate the melting of fine metals with the concept of
recycling or sustainable consumption. This is not to say
that fine jewellery consumption and sustainability are
incompatible per se, but rather that consumers are not
currently thinking of redesigned jewellery as recycled. In
other words, participants are not in a position to make
judgements about how fine jewellery and sustainable consumption can work together, even though they reported
recycling various materials (e.g. paper, plastics and cans) in
their everyday routine practices. This resonates with Rettie
et al.’s (2012) claim that consumers associate ethical
attributes and behaviours with some product categories but
not others. However, our findings go further as they suggest
that the lack of explicit thinking about ethical attributes in
relation to jewellery is not just due to the product category
per se, but rather due to a lack of consumer understanding
regarding how ‘recycling’ old jewellery can benefit the
environment as a consequence of old jewels not being
thrown away. For example, Jill admits to not considering
the possibility of recycling jewellery until learning about it
through a friend:
Obviously you see adverts on the television about
recycling gold, but also I remember when [my friend]
had some of her mum’s jewellery recycled into a ring
and before then I would never have considered doing
that, just because I wouldn’t have known it was
possible I don’t think, so that’s kind of made me think
about, oooh, you know, you can do that (Jill, age
bracket, 36–45).
Therefore, while the example of the conflict-free diamond concerned the emergence of the diamond ring coupled with an ethical attribute (i.e. conflict-free), the
example of redesigned jewellery (such as heirlooms and
keepsakes) entails the appropriation of an old fine jewellery
object which is reintegrated into the consumer’s current
consumption and usage, and which entails the unintended
performance of recycling (Fig. 2). The nature of this
behaviour has the potential to extend positive outcomes
beyond the act of recycling itself to a wider environmental
impact. If a consumer recycles their old jewellery they are
potentially less likely to purchase a completely new piece,
consequently minimising the negative environmental
impact created in the production process of a new fine
jewellery item.
Participants also value ‘recycled’ old jewellery due to
the symbolic and emotional significance of such objects—
relevant teleoaffective structures (Schatzki 2001b; Arsel
and Bean 2013)—as illustrated through the example of
another female participant:
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I like fashion. I like to change my jewellery, so
sometimes I put things away in a box because it’s not
fashionable anymore… You change as you get older,
so you change and you want more classical type
pieces and you think, oh, I’m going to wear my
diamond earrings all the time… I think you get your
favourites with jewellery and I think that is because
somebody’s bought it for you or it means something… At the BJQ, the last time I bought something
from there was probably about four years ago and I
had something re-modelled. I took a diamond… A
necklace which had a diamond in it, and a ring which
I didn’t wear, which had diamonds in it, and I just had
it made into something that I could wear all the time.
It wasn’t particularly for a special occasion, no, no…
I wanted something specifically made to my taste and
design that umm… Most jewellery shops that you go
to, they don’t have the facility to actually make
something for you and they kind of want to sell you
something that they’ve already got in stock, so the
BJQ is somewhere where they can melt it down and
re-make, re-model. But it is a mixture of maybe
different jewellery, so it is specific then to you, so
you’ve got a ring, a wedding ring, you’ve got your
grandma’s ring or you’ve got your Auntie’s ring, or
whatever, you know… As long as it’s gold, they’ll
put it together, but they can’t really stamp it, so you
might have 18 carat, 9 carat or whatever. They’ll mix
it for you whereas you don’t tend to find [other]
jewellery places that will do re-modelling and remaking for you… They do tend to be expensive,
because everything has sentimental value to you, but
made into something that you’ll actually wear
(Tamira, 46–55 age bracket).
Through Tamira’s quote above, we can convey the
performative reintegration process (Magaudda 2011) of old
jewellery into consumers’ fine jewellery consumption
practice. When looking at the redesigned jewellery piece
through our extended version of Magaudda’s (2011) circuit
of practice framework (Fig. 2), we begin with our participants’ new aesthetic requirements (i.e. new designs for
their old fine jewellery pieces—step 1), which in turn also
lead to a depreciation of the use value of such pieces (as
consumers acquired them through different life stages and
as gifts—step 2). However, such old jewellery retains the
emotional and symbolic value of when the piece was first
bought or received. This sense of loss of use value then
leads consumers to acquire new shared knowledge and
understanding (i.e. how to get their old jewellery redesigned and unintentionally recycled, with knowledge of
hallmarking also involved—step 3), and which arises as
participants engage with and experience the BJQ as their
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remodelling and consumption place (Everts et al. 2011;
Warde 2014). In this process, participants acquire new
capabilities (i.e. in fine jewellery redesign commissions
and the actual redesigned object—step 4). This nexus of
activities highlights the importance of the consumption
place or environment in steering behaviour (Warde 2014;
Everts et al. 2011), which in turn indicates the potential for
the consumption place and retail space to play a role in
nudging consumers towards ethical fine jewellery purchasing practice.
As a result of acquiring the redesigned object, we also
see a renewal of the meanings and emotional attachment
originally linked to the old jewellery piece when it was first
bought or received (as the redesigned piece regains its use
value in the minds and bodies of consumers due to its upto-date, aesthetically appealing redesign—step 5). In this
way, we see a process of reintegration of the redesigned
fine jewellery piece into everyday use (step 6), where
recycling is just an unintended element of a wider fine
jewellery consumption practice entailing an organised
nexus of activities, material objects, meanings, sayings and
competencies (Røpke 2009). These examples illustrate how
the BJQ is conducive of norms, shared knowledge and
understanding, as the place for redesigning fine jewellery.
These examples also confirm the importance of extending
Magaudda’s (2011) framework to include such elements
within the circuit of practice, particularly in the context of
fine jewellery purchases.

Conclusion and Implications
This paper addresses relevant knowledge gaps as it builds
on previous research in the area of ethical consumption and
CSR, and explores the ways in which UK consumers’
ethical concerns are integrated into the high-involvement,
luxury purchase practice of fine jewellery. The paper
begins by providing contextual background on the CSR
issues currently facing the jewellery industry and by
problematizing the extent to which ethics is salient to
consumers in relation to their fine jewellery consumption
practices. The paper then reviews relevant literature on
ethical consumption and its challenges, as well as significant work in relation to ethical issues in luxury consumption. By drawing on theories of practice (Warde 2014;
Røpke 2009; Schatzki 1990, 1997, 2001a, b; Warde 2005),
and particularly on our extended circuit of practice
framework based on Magaudda’s (2011) work, we discuss
our interpretive consumer research findings with a specific
focus on purposefully selected extended narratives of fine
jewellery consumption practice. This discussion is framed
around two main objects (i.e. the conflict-free diamond ring
and redesigned fine jewellery), which illustrate the
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dynamics of elements within the fine jewellery consumption practice; that is, object, doing and meaning, as well as
norms, shared knowledge and understanding, and experience of the consumption environment or place (Everts et al.
2011; Warde 2014). In so doing, we analyse whether and
how consumers’ ethical performativity takes place in the
practice of fine jewellery consumption, which can be
intentional in relation to some objects as seen in Fig. 1 and
its illustration of the extended circuit of practice of a
conflict-free diamond ring. However, such consumer
intentionality regarding ethics was more the exception than
the norm and cannot be seen in relation to other objects, as
demonstrated through Fig. 2 and its articulation of the
process of reintegration of old jewellery into the extended
circuit of fine jewellery consumption practice through
unintended recycling and purposeful redesign. Thus, our
findings and discussion provide an analysis of intentional
and less intentional ethical consumer performances (Everts
et al. 2011), within the interconnected nexus of activities of
consumers’ fine jewellery consumption practice, where
meanings, understandings and intelligibility of social phenomena are worked through the various activities that
shape such a practice (Schatzki 1997, 2001b).
Our extended circuit of practice analysis of fine jewellery
consumption conveys that consumers’ ethical and non-ethical performances are very much embedded in social processes whereby ‘‘changes in the materiality are part of a more
general performative integration where objects, feelings,
personal experiences, cultural values and activities’’ as well
as norms, shared knowledge and understanding, and the
consumption place ‘‘are constantly involved in a process of
mutual co-sharing and co-evolution’’ (Magaudda 2011,
p. 31). This means that any attempts to make fine jewellery
pieces more ethical through a change in product features that
include ethical and sustainability attributes will only work if
the ways of co-constructing the ethical meanings of these
CSR-compatible objects become more central to the nexus of
activities and all other elements within the fine jewellery
consumption practice—especially within the place of consumption. This is because fine jewellery consumption is at
once material and immaterial; object-related as well as
symbolically and emotionally oriented, and traversed by a
number of embodied social processes (including the consumption environment and place) which may or may not
intersect with consumers’ everyday ethical performances in
other areas of their lives.
Therefore, our study’s first contribution is that, on a practical level, it highlights that if ethics and sustainability are to
be embedded in fine jewellery consumption practices, they
must be an intrinsic part of the organisation of the social and
material environment of trading places and the consumption
environment (Warde 2005; Evans et al. 2012); that is, through
organising environments such as the BJQ in ways that are

CSR-oriented, rather than eliding responsibility cues and
avoiding discussions about ethical issues in fine jewellery
production in order not to raise consumer suspicion about
potential jewellery supply chain issues (Rainer 2013). Social
norms and consumer meanings must also be steered toward
creating the link between the symbolic and affective dimensions of fine jewellery consumption, and the ethical performances already undertaken in other realms of consumers’
everyday lives, such as commitment to Fairtrade consumption
and recycling, which are now so widely adopted and have the
potential to ‘fit’ within the practices of fine jewellery consumption. As a practical example, this can be done by gaining
the commitment and support of relevant trade associations
and certification bodies, as well as retailers such as those
SMEs and designer-makers present in the BJQ, with a view to
tackling both the material aspects of ethics in jewellery pieces
and jewellery design, as well as point-of-purchase communications that can create the ethically oriented, symbolic
connections between consumers’ ethical activities in other
practices and fine jewellery consumption practice. Such
practical actions could improve the link between CSR and
luxury consumption (Janssen et al. 2014). Trade associations
and certification organisations could then draft policies that
draw on best practice regarding ethical product attributes,
ethical jewellery design, ethical retailing and marketing
communications, which, combined with regulatory change
(European Commission 2013), may help shape the ongoing
CSR debates in the global fine jewellery industry. Together,
such actions are more likely to have positive CSR impact than
managerial interventions that solely rely on consumer agency.
A second and more theoretical contribution of our work
lies in its use of practice theories to frame the analysis of
a luxury consumption practice such as fine jewellery
purchases. To the best of our knowledge, this is the first
paper to examine such issues of consumer ethics by
extending the application of theories of practice to luxury
consumption. This is significant in that, to date, consumer
research using practice theories has focused mainly on
low-involvement, routine and habitual practices. Additionally, in drawing on the conflict-free diamond and the
redesigned jewellery objects as examples, we see that
practices consist of both routinized and intentional
actions, as well as many other elements that are, to
varying degrees, intentional or routinized (Everts et al.
2011). Therefore, the application of practice theories to
examine luxury consumption practices can open up new
areas of inquiry within consumer research, which in turn
have the potential to lead to new understanding of luxury
consumption and consumer ethics.
A final theoretical contribution of this paper is our
extension of Magaudda’s (2011) circuit of practice framework and its application to fine jewellery consumption
practice. Our extended circuit of practice framework builds
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on Magaudda’s framework through additional practice theories, which in turn enables the various elements of fine
jewellery purchasing practices to be brought to the fore in an
interconnected way. Theory-development emerges through
our research as we illustrate the complex interconnections
between different practices (Warde 2005), as well as the
interrelatedness among object, doing and representations
(Schatzki 1997), as in Magaudda’s (2011) work. However,
our extended framework unpicks fine jewellery purchases; it
further emphasises the relevance of norms, shared knowledge and understanding, teleoaffective structures (Schatzki
2001b; Arsel and Bean 2013), as well as the importance of
the consumption environment and place (Warde 2014), in
shaping fine jewellery consumption practice. Through our
analysis, we show that new practices such as ethical luxury
consumption will likely require an innovation process
through which consumers incorporate new meanings, ethical
materials and ethical competencies in their pre-established
ways of doing things (Røpke 2009) in relation to luxury
consumption. We acknowledge the limitations of our
research in relation to the qualitative nature of the methods
and small sample size used, of course. Nevertheless, we
would encourage future research in this area, particularly
studies using complementary in-depth qualitative methods
such as participant observation, or quantitative studies
seeking to further explore and validate our findings. We
would also advocate broader cross-cultural investigations of
ethical luxury consumption, given recent studies indicating
culturally diverse luxury purchasing practices (Amatulli
et al. 2015; Yau and Davies 2014). Additionally, future
research could look to investigate the potential for jewellery
retailers to improve their revenues and profits through the
recommendations provided in this paper. We acknowledge
there is a tension within CSR between social and economic
goals, and to focus only on the financial benefits to be gained
from a more ethical and socially responsible approach to
jewellery would be to overlook important and emergent
social and business values that CSR represents. However,
certain sectors of the industry will hesitate to implement
ethical business practices without evidence of the potential
financial value of ‘doing’ CSR (Arend 2014).
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