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Forewords

“Preserve, enrich and transmit”

At the dawn of our civilizations, luxury was first and foremost an 
aspiration towards the divine, a quest for the sublime, the magni-
ficence of a unique object charged with symbols and powers. 
Luxury is today an expression of status and success. It is a quest 
for recognition, something superfluous, a “very necessary thing” 
as Voltaire called it. Luxury is also something intimate, a subli-
mation of the senses, of the emotions linked to beauty and good. 
In the end, luxury is about culture, about the hand of the crafts-
man who shaped the item, aided by their creativity and the power 
of their imagination. It is a heritage handed down over the 
centuries, as demonstrated by the 18,000 years of accumulated 
know-how of the maisons of the Comité Colbert. It consists of 
many timeless characteristics and aspirations which join together 
with the major evolutions in our modern society.

The first major change is the growing role of digital tech-
nology in distribution structures and the world of communi-
cation. The field of possibilities is constantly expanding and 
becoming increasingly sophisticated. A double phenomenon is 
taking place – ever greater proximity and immediacy, hand in 
hand with the creation of areas of communication nourished 
by updated stories aimed at carefully keeping desire flowing. 
It is worth noting that the luxury industry is often one of the 
first sectors to adopt new technologies. Let’s take the example of 
blockchain, which provides a concrete response to the problem 
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of counterfeiting, the real scourge of luxury brands. Or the meta-
verse, a new universe in which luxury players naturally feel very 
comfortable. What could be more logical as luxury feeds on 
the imagination and seeks to break down the limits of what is 
possible.

The second major change is the explosion of the second-hand 
market, especially among young people. Is this due to a sudden 
awareness of our frenetic way of consuming fashion that quickly 
goes out of date? Or is it a return to roots? There was a time when 
the rarity or even uniqueness of a product was what made it a 
luxury product. Timelessness and durability have always been 
the main pillars of luxury.

The third major change is sustainability. Luxury is beco-
ming increasingly responsible. By their nature, luxury brands 
have time at the heart of their raison d’être. This, coupled with a 
commercial dynamic that has not wavered for years, means that 
these brands have taken up the banner of sustainability to protect 
their know-how. Brands have a strong desire to contribute to the 
collective good, they clearly understand the notion of companies’ 
rights and duties and they encourage action. This was clearly 
seen in the most intense moments of the current pandemic.

This book takes a detailed look into a sector at the juxtaposi-
tion between acceleration and disruption. Packed with testimo-
nies, it gives numerous luxury industry players a chance to have 
their say, each of whom brings their current view of the sector’s 
global activity, its development, and its future evolutions.

Luxury has many fruitful years still ahead of it. Its mission 
is to preserve, enrich and transmit. This three-part mission has 
never been so topical.

Laurent Boillot, CEO of Hennessy 
and President of the Comité Colbert
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Forewords

“Nothing changes, everything changes”

This could be the new luxury paradigm. Like all sectors, it has 
been shaken by a dizzying earthquake which it has drawn inspi-
ration from to gain new momentum. Always at the forefront, it 
is experiencing exciting, extraordinary times; a transformation 
which affects all its make-up – its meaning, values, links, and 
experience.

Luxury provides a field of expression where concepts feed off 
each other, where the short-lived contribute to a timeless narra-
tive, where the metaverse enriches reality, where NFTs create 
uniqueness and where profitability works hand in hand with 
sustainable impact.

Its ability to constantly rethink itself has led it to put expe-
rience at the heart of its creations. This experience forms a 
bridge between the tangible and the intangible. Retail, far from 
being outdated, is rebuilding itself using the latest technolo-
gies and incorporating a virtual dimension into reality. Luxury 
is becoming the embodiment of the alliance between tradition 
and innovation. An alliance that means we can offer daring and 
unexpected customer journeys and a never-before-seen level of 
customization.

One of the potential success factors of luxury will be to culti-
vate this link between different worlds. Its entrepreneurial spirit 
positions it as a pioneer of a future where diversity is central. Its 
architecture enables it to create spaces of freedom where differ-
ing identities may express themselves.

Luxury clients want to dream bigger and better, yet their 
demand for commitment and transparency is just as high. The 
future will be built on luxury that places ethics at the heart of 
all it does. Its performance in the financial markets shows that 
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the industry has the resources to build sustainable and virtuous 
ecosystems. France is no different. The privileged place held by 
French groups on an international scale testifies to the immor-
tality of French luxury. It is an industry full of talent, a key 
contributor to our national economy, which has demonstrated 
its ability to transform adversity into growth opportunities. Its 
strength provides it with possibilities, but also responsibilities, in 
a world where reputation contributes to building trust.

More than ever, there are endless avenues for the development 
of luxury. Its new playgrounds for expression where content and 
shape are one, paint the contours of an unequaled creative space. 
Heir to a powerful history, its roots endow it with the privilege of 
being able to embrace these changes, harmonizing them in a rare 
concoction that only it knows the secret of.

The insights offered in this book are an invitation for the 
luxury sector to reflect on its future. Its authors give us a glimpse 
into the new geography of the sector by questioning the players 
and aspects concerned by this profound transformation. Thanks 
to this illustration and deciphering of the current and future 
trends, it sheds light on this new evolution.

Cyril Chapuy, President of L’Oréal Luxe
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Introduction

C ovid and its consequences (lockdowns, shop closures, 
decrease in consumption of non-essential products) 
decimated national economies in 2020. Various econo-

mic sectors were impacted, including the aeronautical, tourism, 
hotel and catering and automotive industries.

At the heart of all these activities, the luxury sector was hit 
hard by this shutdown. But while European economies came to 
a screeching halt, it wasn’t very long (March 2020) before China 
came out of lockdown. By mid-2020, the sector was in strong 
rebound. Thanks to its unparalleled creativity and agility, it was 
also able to quickly move into new areas. For many brands, the 
Covid crisis was actually a moment of reckoning where they had 
to increase their strength and energy, acting quickly to adopt 
new ways of selling and preserving their connection with their 
customers.

As the end of the pandemic appears to be within sight, the 
visions of the many luxury and fashion professionals we consul-
ted show a very particular reading of the sector. Most agree that 
they are living through an exceptional period in the history of 
luxury, where challenges and opportunities are entwined. They 
want to act rather than wait and see what happens. Many brands 
in the sector are taking advantage of this historic moment to 
innovate, anticipate and equip themselves for the future. Others, 
struggling to keep up, with outdated positioning, will find it diffi-
cult to emerge from the crisis.
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At the time of this book’s publication, there are still many 
uncertainties. Brands will have to be working at all levels and 
investing in new areas of expression, action, involvement, and 
acquisition. Among the most pressing topics in luxury are the 
circular economy, gaming, NFTs and the metaverse, not to 
mention the development or conquest of key luxury markets such 
as India and China.

This book analyzes what the new normal of luxury is at the 
end of the crisis, how the sector is reorganizing itself, and what it 
needs to do to prepare and respond to the next crisis.
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Part 1
The Dawn of a New Empire

T he luxury sector is a sector experiencing many new types 
of accelerations and disruptions. Even if what was impor-
tant in the past is still relevant, notably singularity, excel-

lence, quality and rarity, many new qualities herald a new era 
for the sector at a global level, namely responsibility, commit-
ment, transparency, increased creativity and finally, innovation. 
In a never-before experienced crisis, the stakes and opportunities 
are of vital importance for a sector that is now wondering about 
a new reason for being which goes beyond profit. Brands have 
used this hitherto unseen period to reflect on their role in society, 
demonstrating an unprecedented commitment, called for both by 
their customers and by the organizations themselves. They have 
developed their creativity by multiplying their expression and 
sales channels, and by investing in new areas. A new phenome-
non emerged during the crisis, the “digitalization” of fashion.
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1

An Empire Challenged by 
New Consumption Patterns

Changes in luxury consumption during the 
pandemic

The evolution of luxury consumption during the pandemic 
reveals common aspirations on three continents1. The study on 
luxury consumer trends2 published in October 2020 highlights 
high expectations regarding the relevance of the offerings 
proposed and the importance of online sales. At the same time, 
the consumption of luxury products has never been such an 
essential pleasure. Wellness is the top concern in all three zones. 
Luxury contributes to this sense of wellbeing and is also associated 
with enhanced sensory appeal. Products offering a sensory expe-
rience were top purchases during the lockdowns, in particular, 
skincare, perfumes, wines, champagnes and spirits. In purchase 
desires, fashion and accessories are well placed, while jewelry 
and watches amount to less overall in Western countries.

1.  For the sake of convenience, Oceania (excluding Australia) and Africa are 
not, for the time being and for the purposes of the survey, considered as 
significant players in the world of luxury.

2.  Ipsos, WLT: annual barometer of luxury consumer trends, 2020 edition, 
“Nouvelles contraintes et nouvelles aspirations du luxe”.
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The study also highlights the importance of luxury 
consumption, regardless of the continent. For the Chinese, the 
added value of very high quality, authentic products improves 
their self-confidence. For Americans, they provide excep-
tional emotional experiences. For Europeans, they are above 
all, safe long-term investments. Purchasing luxury products 
is considered a privilege more than ever before. The wealthy 
and influential luxury clientele is aware that they are part of 
an elite.

Services and experiences

Elie Saab Jr, CEO, Elie Saab

The pandemic has disrupted the natural evolutionary pace 
of luxury business. It accelerated the shift towards digital 
transformation directly impacting how we communicate and 
connect. The way the world has been evolving and the way 
it continues to grow, enhanced our services to include expe-
riential journeys. Such services will only improve the more we 
bridge reality with the digital world. As we continue to com-
bine the best of both worlds, we will be able to consistently 
build unforgettable creative experiences.

Elie Saab Jr. is CEO and Member of the Board of Directors of the 
Elie Saab Group. He is leading the group’s transformation strategy, 
which includes an evolution of the brand’s identity and the organi-
zation of its new global presence.

Wealthy Chinese
According to the survey, the majority of the affluent and influen-
tial Chinese population is confident in the country’s economic 
situation − 50% of respondents are even very confident.
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An Empire Challenged by New Consumption Patterns

Luxury is becoming important in Chinese people’s daily lives, 
who wish to purchase even more products than before the crisis. 
They, like many consumers in markets historically anchored 
in luxury consumption, have evolved in their relationship with 
luxury. Some of their expectations and motivations are similar 
to those of European and American consumers. While the older 
“baby boomers” maintain a traditional relationship with luxury 
products, the younger generations consume for the same reasons 
as the European and American Generation Z. They have studied 
abroad, travel more, and want to consume for “good” reasons. 
Consumers could quickly become disenchanted with the brands 
present in China if they are considered to be too oriented in a 
certain direction and non-authentic in their product and service 
offerings.

Wealthy Americans
The demanding American clientele, who have been particularly 
resilient despite being some of the most severely affected by 
the health crisis, have maintained a high level of confidence in 
their country’s economic situation, despite being in the midst of 
the pandemic. Like in China, the period generated more interest 
in luxury products for everyday life. In a culture where luxury 
products were more associated with special occasions, the social 
and cultural evolution seen during the crisis is moving towards 
a more sensorial, everyday luxury for pleasure and enjoyment. 
There is an increased interest in beauty, luxury care products, 
wines and champagne, to the detriment of traditional categories 
such as watches and jewelry.

Even though Americans say they want to refocus on the 
basics, they are consuming more, especially digital services 
(apps, social networks, etc.). They expect immediate, easy satis-
faction, but they also want to dream.
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Wealthy Europeans
Wealthy Europeans were more impacted in their relationship 
to the luxury sector in the pandemic. New experiences such as 
treatments, spas and restaurants appeal to them more than before. 
They are a little less interested in the traditional categories of 
watches and jewelry, proving Patrick Thomas, former CEO of 
Hermès, right when he told Vogue Business: 

“I don’t like the word luxury because there are too many hypo-
crisies behind it. For me, a luxury product is one with another 
function beyond usage, which is linked to emotion. A bag is a 
bag. You can use a bag worth $50 or $5000. Why do you choose 
the expensive bag? Because it gives you more than usage, it gives 
you pleasure3.”

While well-being is the dominant trend in Europe, the ethical 
dimension associated with luxury is growing. Expectations 
continue to rise for products to be cruelty-free and for compa-
nies to make ethical and ecological commitments. The French 
do not see luxury in the same way today. Most of them, accor-
ding to the Cetelem Observatory4, associate it mainly with 
products or experiences which are out of the ordinary. When 
describing luxury, they talk more about products like jewelry, 
clothing, and bags than about experiences such as spas, travel or 
hotels. According to the survey, while young people in general  
 

3.  Bella Webb, “Former Hermès CEO backs alternative leathers,” Vogue 
Business, July 28, 2021.

4.  Observatoire Cetelem, “Désir, rêve ou rejet: qu’est-ce que le luxe pour les 
Français?”, survey conducted by Harris Interactive on October  6 and 7, 
2020.
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An Empire Challenged by New Consumption Patterns

seem to be more attached to experiences, women seem to be 
more sensitive to the material aspect of luxury. Others see it in 
an immaterial way; as freedom, time for oneself, or the possi-
bility to disconnect.

One thing is certain – luxury still fascinates people. In these 
difficult times, customers have seen it as a refuge, but also 
as a pleasure and an escape. Sales of goods dedicated to the 
home have exploded. Some brands, such as Fermob, were in 
heaven, with more than one million orders in the first months 
of lockdown. More established brands, such as Ligne Roset and 
Cinna, limited the damage by vastly accelerating sales online 
and outside France. Thanks to its strong export position (70% of 
sales), the Roset Group continued to receive orders. For Hermès, 
sales of decorative products exploded, even though this activity 
remains a side line for the great luxury fashion house, which 
offers exceptional pieces, combining, “excellence and savoir-
faire, a bold and elegant art of living”.

Generations Y and Z, increased pressure 
on brands

More than ever, brands must respond to the new expectations 
and demands of their customers, while refreshing and inventing 
tomorrow’s consumption for the new generations, who are more 
digital, more innovative, and more active. The luxury market is 
up against a rejuvenation of its clientele, which demands incom-
parable agility from brands.

Brands need to reinvent themselves, going further than 
the traditional issues of transforming and accelerating their 
organizations.
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The different consumer generations
Baby boomers born between 1946 and 1965 – who were 
aged between 76 and 57 in 2022.

Generation X refers to people born between 1965 and 
1980 – who were aged between 57 and 42 in 2022.

Generation Y or “millennials” were born between 1980 and 
1997 – who were aged between 42 and 25 years old in 
2022.

Generation Z refers to young people born in 1998 or later, 
i.e. 24 years old or younger in 2022.

The Alpha generation refers to children born between 2010 
and 2025. They have been exposed to digital technology 
from an early age  –  Chinese children spend an average 
of four hours a day on smartphones and tablets. They are 
inheriting their parents’ taste for luxury products and are 
already passive clients. One in seven people is currently a 
member of this generation, and more than 2.8 million new 
Generation Alpha members are born every week! At this 
rate, it is expected that there will be 2.2 billion multimodal 
users by 2025.

Henrys (“high earners not rich yet”) have incomes ranging 
from $100,000 to $250,000 per year. They are addicted 
to e-commerce and capable of spending heavily on luxury 
experiences. They have very high demands of brands in 
terms of ethics and sustainable development.

While baby boomers and Gen Xers accounted for half of 
luxury customers and two thirds of total spending in 2018, 
they will only account for 45% of luxury purchases by 20255. 

5.  Claudia D’Arpizio, Federica Levato, Filippo Prete, Constance Gauet and 
Joëlle de  Montgolfier, “Luxury Goods Worldwide Market Study, Fall-
Winter 2018: The Future of Luxury: A Look into Tomorrow to Understand 
Today,” Bain & Company, January 10, 2019.
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An Empire Challenged by New Consumption Patterns

Millennials (Y) and Generation Z will account for some 60% of 
global sales by 2026.

“Millennials now represent 60% of our clientele and, in China, 
25% come from Generation Z,” acknowledges Arnaud Carrez, 
Senior Vice President and Marketing and Communications 
Director at Cartier International6. More and more Ys and Zs are 
acquiring luxury personal products. Between 2016 and 2018, 
their share increased from 41% to 47% of the total number of 
buyers in the sector. By 2026, they will account for 60% of the 
total. However, their spending has not yet kept pace, rising from 
28 to 33% of total consumer spending7. The first reason for this 
is a proportionally lower purchasing power than that of previous 
generations. The challenge for brands will be to retain this young 
clientele so that they increase their spending as their incomes 
increase.

Another explanation is that they focus their luxury purchases 
on more affordable items, such as accessories and shoes, rather 
than on watches and jewelry. A diversification strategy into 
more affordable sub-brands, specifically catering to the tastes of 
millennials and Generation Z, could then be a solution for the 
most prestigious groups.

These demands on brands and consumption habits are rapidly 
spreading to all age groups. Generations Y and Z are leading the 
way for older generation consumers. They are ushering in major 
changes in consumer behavior, in particular in luxury goods. 
These generations, while keen on technology, innovation and 
creativity, also want personalization and physical experiences. 

6.  Isabelle Musnik, interview with Arnaud Carrez, “Je crois profondément au 
“new retail” pour toutes les générations”, INfluencia, January 5, 2021.

7.  Bain & Company, op. cit.
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The new president of De Beers Brands, Marc Jacheet, goes even 
further and talks about, “co-creation and individualization that 
are a return to the roots of luxury. Each client will have their 
own product8.”

The Henrys – A segment yet to be conquered
Henrys (“high earners not rich yet”) – a term coined by Shawn 
Tully in 2003 in an article in Fortune magazine – are now on all 
luxury marketing professionals’ radars. According to a Deloitte 
study, they are expected to quickly become the world’s richest 
demographic group. Luxury brands have already begun to target 
them, cultivating their appreciation for authenticity, craftsman-
ship and heritage. For this highly connected generation, looking 
for products that combine luxury and new technologies, the object 
is certainly still an important social status symbol, but its produc-
tion conditions have also become a strong purchasing criterion. 
“We see the brightest long-term future for luxury players who 
take seriously their clients’ desire for sustainable consumption,” 
a Mazars study points out9.

China’s Generation Z, the motor powering new 
luxury
A monumental shift is taking place in the luxury sector in 
China, where the average luxury consumer is 28 years old, 
ten years younger than the average consumer in the rest of the 
world. It is estimated that 80% of affluent consumers in China 
are millennials and generation Z. These two generations, taken 

8.  Interview of Marc Jacheet by the authors.
9.  Mazars, “Conscious, collaborative, connected: making over the luxury busi-

ness model”, study published in 2021.
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from all income groups, will account for 65–70% of China’s 
luxury goods market by 202510.

The Comité Colbert, which brings together 90 French luxury 
companies, has understood the importance of this phenomenon 
and in April 2020 launched an advertising campaign in China on 
the WeChat platform to seduce young people on social networks. 
“We would like to share our passion, our tradition, our demand 
for quality and our love of beauty with them, because they are 
tomorrow’s decision makers and it is often they who influence 
our choices,” explained Jean-Marc Gallot, Chairman of the 
Comité Colbert International Commission and CEO of Veuve 
Clicquot in a press release.

These new luxury worshippers are very different from their 
European or American counterparts. “You can’t imagine the 
appetite for life these young people have, who have often studied 
abroad, speak English and yet are very proud of their country 
and repeat, “I want a happy life,” explains Isabelle Capron, 
International Vice President at Icicle Shanghai Fashion Group 
and General Manager Paris11. Their access to luxury goods has 
only become possible in the last few decades. They have no long-
standing loyalty to brands, and for them, luxury is more about 
expressing their culture, personality and status than it is about 
displaying their wealth. This generation has grown up surrounded 
by foreign brands, without differentiating between their origins, 
codes and hierarchies. Their first relationship with the brand is 
via its image, what it reflects about itself, and it is first played 
out on the Internet, not the stores. Luxury is transformed into a 
form of expression. They are more in search of authenticity and 

10.  Bain & Company, May 2021.
11.  Interview of Isabelle Capron by the authors, May 2021.
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personalization in their purchases and turn more to experiences 
they will share online than to one-off purchases. And the Covid 
crisis has only served to increase this.

The digitalization of brand relations was already well deve-
loped in China before the lockdown and helped cultivate a 
link with customers during the period – live-streaming sessions 
allowing people to test products compensating for the sensory 
experience absent from stores, talks organized with sales-
people from luxury boutiques on WeChat, and the presence of 
brands online, even in games, such as Maserati’s partnership 
with the game Peace Elite or Louis Vuitton’s with League of 
Legends. These are all practices that are intensifying, and which 
are shaping new ways of relating to connected customers who 
consume online and demand that their digital journeys be fluid 
and intuitive.

An article published in Jing Daily titled “The 6 Big China 
Luxury Trends From 2020,”12 provided an interesting insight 
into the behavior of young Chinese consumers. The journalist 
explains: “Today’s consumers do not wait to become wealthy 
before they make high-end purchases. Over 75.6% of the young 
consumers surveyed said they get support from parents to buy 
luxury goods, and plenty of them are also willing to take out 
loans to buy products that they cannot afford yet.”

These millennials are also the most connected, surfing on We 
Chat, Weibo, TikTok, and now The Little Red Book (an up-and-
coming Shanghai application dedicated to e-commerce). Live-
streaming is spreading at full speed. “More than 200  brands 
participated in Singles’ Day in 2020, including 65 for the first 

12.   Nica San Juan, “The 6 Big China Luxury Trends From 2020,” Jing Daily, 
November 23, 2020.
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time,13 says Sebastien Badault, then Alibaba’s Managing Director 
for France. Cartier and Estée Lauder both sold over 1 billion yuan 
(€126 million) worth of goods14. On the day, Dior inaugurated a 
monthly installment payment system spread over twelve months 
allowing consumers to purchase a sweater for 15.18 yuan (€1.90) 
a day. Many luxury brands have also partnered with commercial 
live streamers, hosts who hold live teleshopping sessions. Viya 
now sells Piaget bracelets and Alexander McQueen sneakers. 
Austin Li, another well-known live streamer, was recruited by 
Coach.

Celebrities play a fundamental role in the aspirational lifes-
tyle of Generation Z. Loyalty from KOLs (“key opinion leaders”) 
is very important. They are considered to be both unattainable 
stars, but also to be close to people. Brands are using them more 
and more. Zenith thus achieved its best performance yet in 2021. 
According to its president Julien Tornare, its collaboration with 
Chinese singer/artist Eason Chan, initiated in 2018, strongly 
boosted sales. Many new buyers, who were not familiar with the 
brand, rushed to the stores or online to order the clothes worn by 
the singer.

There is a great temptation for companies to limit themselves 
to this type of campaign, but even though ambassadors are good 
one-off growth levers, they do not generate long-term growth. 
The objective is to get people to discover the brand. In China, 
where there is a real mass culture, individuals follow the group. 
The effect caused by the announcement of Zenith’s collaboration 
with Eason Chan would not have had the same repercussions in 
Europe or the United States.

13.  Julie Zaugg, “Le Single’s day, la nouvelle vitrine chinoise pour le luxe”, 
Les Echos, December 17, 2020.

14.  Julie Zaugg, ibid.
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Luxury under influence

The Covid crisis has set the use of social networks in stone, espe-
cially since they are now new instant sales channels. Instagram 
is the flagship social network of DNVBs (Digital Native Vertical 
Brands), which dedicated almost all of their communication and 
marketing strategy to it. A little over 10% of brands have more 
than 100,000 followers, with only one brand (@Sezane) having 
2.4  million. According to a study conducted in May 2020 by 
Influence4You and HypeAuditor, DNVBs invest an average of 
€80,000 every year in social networks.

The presence of luxury brands on social networks is now 
essential and is part of their strategies and marketing plans. The 
influence of the ambassadors for fashion houses is constantly 
growing.

Many luxury companies have resisted adopting an influence 
strategy until recently, traditionally preferring to use celebrities 
to represent their brands. But the Covid crisis prevented brands 
from offering luxurious in-store customer experiences. Their 
desire to conquer the younger generation has forced them to 
work with real or virtual influencers. All the big names in the 
sector have surrounded themselves with specialists to design 
campaigns with influencers. Chanel and Coty have even created 
an influence management position.

So the big luxury companies aren’t afraid to change the rules 
anymore, inviting young influencers to front row places in their 
fashion shows, even though their worlds may seem far from the 
image that people have of a luxury brand, and whose influence 
has had mixed results in the past. Prada, which had commis-
sioned Charlie D’Amelio to post videos of its 2020 fall/winter 
fashion show in Milan, only obtained very mediocre results. 
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