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WE ARE LIVING THE FIRST STRUCTURAL CRISIS IN THE 
INDUSTRY 



The luxury industry  
has been created and developed by baby boomers in Europe 



Became a global industry 
with Japanese, travelling the 
world and buying in Japan 



Grew dramatically more 
recently  
with Chinese 



Indeed, in the past decade, Luxury growth was all about emerging market 
consumers' spending, especially Chinese who represent more than one third of 

Luxury sales globally 
 

Serving Chinese abroad and opening stores in China was the name of the game 
for most Luxury players 



Today, Chinese consumers spending  
is slowing down,  

esp. outside mainland China, and China  
is "saturated" with Luxury stores 

 
 

And there is no "other China" / no other like 
"Chinese consumers" in the world in the near 

future £ 



Luxury industry growth in the future expected more around 2-5% p.a. vs. 
the 8-10+% in the last decade 

Future expectation 

2-5% 
Last decade 

8-10+% As a consequence,  
growth is expected  
to slow down: This is the 
NEW NORMAL 



Luxury consumption behaviors  
are also deeply changing with consumers seeking 



More experiences 



More digital and more ecommerce 



New business models 
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In this new slower growth world for Luxury,  
Luxury groups must pursue each  
and every new source of growth 



Key is now to grow Luxury spending of local clienteles both  
in mature and emerging markets, and create more loyalty 



Necessary to recruit more new clients, especially the  
younger generations (millennials) 



Get the most out of "Digital" - ecommerce, digital marketing, social media, 
CRM, omnichannel: rethink all touchpoints along the customer journey 



Come back to the basics of retailing ® 
adapted merchandizing to local clienteles, 
enhanced experience in stores, relevant 

local marketing and eventing and 
personalized relationships with clients 


