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L’e-commerce nel retail moda-lusso

Potential to delight?

7 novembre, 15.30 – 17:00
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Global luxury markets: ~1.2T€, with 5% real-term growth in 2018

GROWTH 

’17-’18E

Global luxury goods markets | €B

2018

+1%
+5% 

@K

@K 6% 5% 5% 4% 6% 6% 4% -3% 7%

@K: Growth at constant exchange rates
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Personal luxury goods market in 2018 confirmed the “new normal” started 

in 2017

Democratization“Sortie du temple” Crisis Chinese bulimia Reboot
New 

normal

+6%

'96 -'18E CAGR

+2%

+6%

'17 -18E YoY

Current 

Exch. rate

Constant

Exch. rate

@K: Growth at constant exchange rates
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Under the surface of a New Normal phase of market growth,

Next Gen Luxury is arising

NEW-GENERATION POST-OWNERSHIP AFTER-LIFE BEYOND-PHYSICAL

Chinese Gen Z being 

the “segment to 

watch”: significant

spending force, 

impulse buyers, proud 

and empowered

Paradigm shift in 

consumption favoring 

access over 

ownership (eg. Rental)

Accelerating 2nd hand 

market favored by 

digital players with 

global scale 

Sustainability, Social 

responsibility and

Circular fashion as a 

new mantra: new vision 

for the environment, 

for human labor and 

animal welfare 

Digital disrupting the 

entire luxury value 

chain and asking for a 

holistic redesign of the 

entire technology

eco-system 

ABOVE-VOLUME/PRICE 

Customer networks as the new and exponential measure of value, beyond product and brand 
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E-commerce in the retail luxury sector: potential to delight?
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