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Industry Trends  

The luxury industry encompasses multiple aspects, including luxury goods as well as 

experiences. The luxury market has been growing in recent years; a study from Bain & 

Company reports that the market grew by 4% in 2019 to an estimated 1.3 trillion Euros. 

While this sector is large, trends have been changing and the industry has faced 

challenges - even pre-pandemic. These include becoming more sustainable, ethical and 

digital and customer focused. This document will identify the trends the luxury industry 

has experienced in recent years and how this has been impacted by the pandemic. 

Following this, solutions for rapid revenue recovery for the industry will be outlined.  
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The growing Asian market 

The market for luxury goods and experiences has been growing across Asia-Pacific; China, 

South East Asia and Japan, with Chinese consumers making up 90% of the 2019 global 

market growth. While the market is also growing in other parts of the world, the growth 

rates are a lot slower and the Asia-Pacific region has overtaken Europe as the largest 

market for luxury goods.  

Chinese customers are the biggest growth opportunity for the luxury sector, and this is a 

trend which is likely to continue into the future. Rising incomes have caused an increase in 

middle class cities and this, along with changing attitudes, means there is potential for a 

new group of luxury consumers in China.   

Luxury consumption by Asians often occurs outside of the consumer's country of origin 

due to lower European prices and the trend for shopping becoming part of the travel 

experience; 20-30% of the revenue generated in the Luxury industry has come from 

consumers who are spending their money whilst travelling. With the travel restrictions put 

in place due to Covid-19, the trend of travel-spend contributing to the revenue stream of 

luxury firms is likely to change and will take long to recover due to consumers still being 

sceptical about future travel. 

Younger Consumers 

In recent years there has been an increase in younger generations making luxury 

purchases - In 2019, Generation Y (1980s-1990s born) and Generation Z (late 1990s - early 

2010s born) contributed to all the market growth in the Luxury industry. 

Generation Z consumers are expected to make up 40% of luxury purchases by 2035. This 

is likely to reshape the industry as this new age group will become a key target market for 

luxury products and experiences. The luxury industry is required to be adaptable in order 

to cater for their different behaviours and tastes, something smaller luxury businesses 

were already struggling with pre-pandemic.  
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COVID-19 has caused some consumers to delay making luxury purchases and while 

millennials are more likely to resume spending before older consumers, this pandemic 

has made millennials in China more cautious of their spending habits. This is because of 

the negative impact it has had on the job market and incomes of consumers. This may 

reduce their spending in this sector in the short-term at least.  

The trend for responsible consumption 

Due to the Millennials and Generation Z shoppers driving growth in the luxury sector, 

there has been the need for luxury brands to start catering towards their expectations. 

Customers, particularly millennials are starting to make their consumption decisions 

based on the sustainability and ethics of a brand - this is especially the case for the Luxury 

industry. For consumers, shopping with a brand which encompasses values which align 

with their own personal ones is increasingly important. Consumers value transparency and 

there is the need for luxury brands to make conscious decisions and be sustainable in 

order to stay relevant. 

E.g. Luxury brand Tiffany & Co. faced backlash in the past for creating conflict in African 

communities. In order to create a better image, they became the first big jewellery brand 

to source materials from ‘responsible mining companies’ and make it clear that all their 

diamonds are ethically sourced and they no longer purchase diamonds from countries 

with human rights infringements.  

During COVID-19, the luxury industry has acted responsibly Louis Vuitton, for example 

used their workshops in France to make protective face masks for frontline workers. This 

provides them with a good image in the media and among responsible shoppers. 

More information on how luxury brands are helping in the coronavirus effort 
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Distribution Channels - The shift towards e-commerce  

The Luxury industry has traditionally been slow to move online due to high customer 

expectations for high quality in-store service and the importance of the retailer-consumer 

relationship. While wholesale was still the largest channel for luxury goods in 2019, online 

was the fastest growing channel, increasing by 22%. 

The increasing number of Gen-Z consumers are more likely to shop online and expect 

technology improvements. Online purchases have increased market share and in 2019, 

accounted for 12% of the market. As well as making online purchases, the digital platform 

is also increasingly important as the physical purchases customers make are influenced by 

online presence and interactive apps  (75% of luxury transactions were influenced by the 

online channel).  

Pre-coronavirus, the trend of the luxury industry switching towards e-commerce was 

already in place, however the physical closure of luxury stores worldwide caused by the 

pandemic has accelerated this digital trend. Being able to see luxury products in store is 

essential for some shoppers, and the inability to do this has resulted in a 70 % fall in 

spring sales compared to last year (Forbes). This has increased the need for a larger online 

presence and better technology. 

More Insights:  
BCG - Growth in the Luxury Market 

Sustainable Luxury: Millennials Buy Into Socially Conscious Brands 

Luxury after Covid-19: Changed for (the) Good? 

The luxury industry during--and after--coronavirus 

Eight Themes That Are Rewriting the Future of Luxury Goods 

Will The Coronavirus Finally Force Luxury Brands To Discount? 

Luxury Market Trends - Digital & Experiential Luxury 

How luxury brands from Carolina Herrera to Louis Vuitton are helping the coronavirus 

effort 

Global personal luxury goods market set to contract between 20 - 35 percent in 2020 
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This article was written by Aarushi Arora (aarushiarora.reshape@gmail.com) and Veer 

Abrol (veerabrol.reshape@gmail.com) 

Get in touch with the research team: insights.reshape@gmail.com 
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