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What is Luxury?

Luxury is much more than visible wealth: it is a form of

desire, distinction and meaning that has existed across
different cultures and eras. It has represented privilege in
ancient courts, refinement in the arts, and today also

identity, experience and aspiration. In essence, luxury

combines scarcity, beauty, power and excellence to create

something that few can have, but many desire.

Fxclusivity

Access limited to a
few.

Power

Symbol of status and
dominance.
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Rarity

Scarce materials and
objects.

Craftsmanship

Made with mastery
and detail.
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Part I: Luxury in Antiquity

From the earliest empires to the classical world
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Luxury in Ancient kgypt

For the ancient Egyptians, luxury was not merely an ostentatious display of wealth, but a reflection of
divinity, power and connection to the afterlife. From the gold of the pharaohs to exotic cosmetics, every
sumptuous item had a deeper purpose and sacred symbolism in their culture.

Divine Gold

Considered the "flesh of the
gods’, gold was abundant and
used in funerary masks,
sarcophagi and ritual objects,
symbolising eternity and
immortality.

Precious Stones

Lapis lazuli (imported from
Afghanistan), amethyst and
turquoise adorned jewellery and
amulets, valued for their beauty
and mystical properties.

Royal Treasures

Tombs such as Tutankhamun's
revealed intricate jewellery,
furniture and objects of
incalculable value, essential for
the pharaoh's journey into the
afterlife.

Perfumes and Cosmetics

Aromatic ointments, oils and the
distinctive kohl were essential
for hygiene, rituals and
appearance, marking the social
status of the elite.

LUXONOMY University

High-Quality Linen

Woven with exceptional skill,
white and translucent linen was
the fabric of choice for pharaohs

and high society, a symbol of

purity and opulence.

MBA IN LUXURY MANAGEMENT

Luxury and Eternal Life

Luxury transcended earthly life;
sumptuous objects
accompanied the deceased,
ensuring a comfortable and
prestigious existence in the
realm of the dead.
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Greece and Rome:
Luxury as Political
Power

In the Greek and Roman civilisations, luxury transcended
mere ostentation, becoming a vital tool of social
distinction, a demonstration of political power, and an
expression of culture. Although they took different
approaches, both societies used luxury to affirm
hierarchies and project grandeur.

Luxury in Ancient Greece

Symposiums and Banquets: Elite male gatherings with
wine, exquisite food, music, and philosophical debates.
These were not only for pleasure, but also spaces to
forge alliances and display status.

Tyrian Purple: An expensive dye, obtained from marine
molluscs, reserved for royalty and the wealthiest
citizens. It symbolised status and power because of its
extreme rarity and the complexity of its production.

Craftsmanship and Philosophy: True luxury also lay in
artistic excellence (sculpture, architecture) and in
leisure devoted to philosophy and intellectual
development, accessible only to the elite.
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Greece and Rome:
Luxury as Political
Power

Luxury in Ancient Rome

e Sumptuary Laws: The Roman Senate often tried,
unsuccessfully, to limit elite excess through laws
regulating spending on banquets, clothing, and
personal possessions.

e Chinese Silk: An exotic and hugely expensive material
that arrived along the Silk Road, becoming the ultimate
symbol of wealth and sophistication for Roman
patricians.

e Villas and Baths: Vast villas with their frescoes,
mosaics, and lavish gardens, together with elaborate
public and private baths, were spaces of luxury, leisure,
and social power.

e Gladiatorial Games: Organised by the state or wealthy
individuals, these were large public spectacles that
symbolised the power and ability of a patron to fund
entertainment for the masses.

* Exotic Spices: Rare ingredients from the East, such as
pepper, saffron, and cinnamon, elevated Roman
banquet cuisine to an unprecedented level of
ostentation.

LUXONOMY University
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Part II: Luxury in the Middle
Ages and the Renaissance

The Church, the Kings and the birth of patronage
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Medieval Luxury:
Between Faith and
Power

During the Middle Ages, luxury was not only a reflection of
personal wealth, but a powerful tool used by the Church
and the nobility to express authority, devotion and status.
Ostentation was intertwined with spirituality and social
hierarchy, from imposing cathedrals to the most delicate
luxury objects.

The Church as Patron

Gothic cathedrals, gold reliquaries and illuminated
manuscripts were not only expressions of faith, but
demonstrations of ecclesiastical wealth and power,
embellished with precious materials and unrivalled
craftsmanship.

Y —

Tapestries and Textile Art

Tapestries were the epitome of luxury, large works of
functional art that told stories, kept castles warm and
displayed their owners' wealth, woven with silk and
gold thread.

Y —

The Spices of the Fast

The Silk Road and the Crusades brought exotic spices
such as pepper, clove and cinnamon to Europe. These
goods not only enhanced food, but were symbols of
status and global trade.

LUXONOMY University 8
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Medieval Luxury:
Between Faith and
Power

Y NE—

Precious Furs

Furs of ermine, sable and marten were coveted by
the nobility as symbols of status, crafted into
garments and adornments that only the most
privileged could afford.

Y N—

Guilds and Craftsmanship

Guilds of artisans, such as goldsmiths, weavers and
carpenters, protected the knowledge and quality of
luxury goods, ensuring that each piece was a
masterwork.

Y NE—

Sumptuary Laws

Both the Church and rulers implemented sumptuary
laws to regulate the consumption of luxury. These
regulations sought to maintain social hierarchies and
limit excessive spending, although they were often
difficult to enforce.
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The Renaissance:

Luxury in the Service
of Art

The Renaissance marked a period of extraordinary cultural

4 L N = B flourishing in Europe, where luxury ceased to be merely a

MLW b symbol of power and instead became an artistic expression
e ; T .

and an economic engine. In the Italian courts, especially,
ostentation merged with beauty, innovation, and patronage,
creating a legacy of unprecedented opulence.

The Medici: The Ultimate Patrons

Families such as the Medici of Florence
became the epitome of luxury, not only

@ accumulating wealth but investing it in art and
architecture. They financed the greatest
artists, leaving an indelible mark of
sophistication and power through their
collections and palaces.

The Art of Portraiture

The Renaissance's growing sense of
individuality gave rise to portraiture as the

o>

i ultimate symbol of status. Commissioning a
portrait from a master such as Botticelli or
Raphael was a declaration of wealth,
importance, and a legacy for posterity.

= =
—_—— Venetian Murano Crystal
l_=‘: Murano crystal became synonymous with
el ? luxury and sophistication. Its secret

techniques enabled the creation of exquisite
goblets, mirrors and lamps, highly coveted by
royalty and nobility across Europe.
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Silk from Florence and Venice

Italian cities, especially Florence and Venice,
established themselves as centres of fine silk
production. This luxurious fabric, often
embroidered with threads of gold and silver,
adorned the garments of the elite and
decorated their opulent homes.

Court Fashion and Jewellery

Italian courts dictated fashion trends across
Europe, with elaborate dresses, dazzling
jewellery and sumptuous accessories
reflecting the status and refined taste of their
wearers. Clothing was a way of displaying
economic and social power.

Valued Essences: Perfumery

The Renaissance saw the rise of perfumery
in Italy, with the creation of complex
fragrances for the skin, clothing and
surroundings. Perfumes, often made with
exotic ingredients, were a discreet but
powerful luxury, used for personal distinction
and masking odours.

Luxury Printed Books

Although printing democratised knowledge,
it also gave rise to a new form of luxury:
beautifully printed books, with elaborate
bindings and often decorated with
engravings, becoming valuable collectors'
items for scholars and the elite.

LUXONOMY University
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Part I1l: Luxury in the [7th
and 18th Centuries

Versailles, the Enlightenment and the birth of European fashion

MMMMMMMMMMMMMMMMMMMMM



b

LUXONOMY

Versailles: The Factory 2= .= S8
of Royal Luxury ¥ s

During the seventeenth and eighteenth centuries, French
luxury, embodied in the court of Versailles, went beyond

mere ostentation to become a powerful tool of political Vs T i\
control and an economic driver. Under the "Sun King" Louis / : _ \'\
XIV, and later with Marie Antoinette, opulence was e K 3 ‘\
institutionalised, shaping European fashion, craftsmanship . . \
and politics.

Louis XIV: The Sun King

His reign established luxury as a tool of political control
and the centralisation of power, using ostentation to
impress and subdue the French nobility, keeping them
under his watchful gaze at court.

Versailles: Symbol of Absolutism

The construction of the Palace of Versailles was the
ultimate expression of this luxury, a monumental work
designed to glorify the monarch and serve as a "golden
cage" for the court, where every detail was infused with
magnificence.

Founding of Luxury Industries

Under Louis XIV, France encouraged the creation of royal

-
o=
ol
-
-
-

manufactories (Gobelins, mirrors, Lyon silks), laying the

foundations of a national luxury industry that would

1

compete successfully with Italy and other European

”1

Wi

centres.

LUXONOMY University 13
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Versailles: The Factory
of Royal LLuxury

Marie Antoinette: Queen of Fashion

In the 18th century, Marie Antoinette personified excess in
fashion and lifestyle. Her extravagant hairstyles, dresses
and jewels set trends, but her ostentation also fuelled
growing public discontent.

Origins of Haute Couture

Court dressmakers in France, such as Rose Bertin (Marie
Antoinette's dressmaker), began to elevate dressmaking

into an art, with customised and exclusive creations, laying
the foundations for what would become Parisian haute

couture.

Sévres Porcelain

The Manufacture Nationale de Sevres, supported by the
monarchy, produced some of the finest and most
expensive porcelain in Europe. Its pieces were coveted by
the elite and royalty, representing the peak of luxury
craftsmanship.

Luxury and the French Revolution

The extreme disparity between the opulence of the court
and the poverty of the people was a key factor that

=

triggered the French Revolution, where luxury became a
symbol of the injustice and privileges of the aristocracy.

LUXONOMY University 14
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Part 1V: The Industrial
Revolution and Modern
Luxury

From craftsman to brand: the birth of the great luxury houses
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The Birth of the Great
Luxury Houses

The nineteenth century was a transformative period that

laid the foundations of the modern luxury industry. The
Industrial Revolution and the rise of a hew bourgeoisie
created the demand and the means for specialist brands
offering products of exceptional quality, exquisite
craftsmanship and exclusivity. It was in this context that
many of the iconic luxury houses we know today were
founded, establishing standards of excellence and
positioning that endure.

&\\\\‘\%« U | -'f- /) *’% & Guerlain (1828)
Founded by Pierre-Francois Pascal Guerlain in
x\\‘ \\.Jl.

AR

Paris, this house revolutionised perfumery,
creating bespoke fragrances for royalty and the
elite, setting the standard for the art of luxury

perfume.

a Christofle (1830)

Charles Christofle founded this Parisian house,
becoming the "Orfévre du Roi" (King's
Silversmith). It specialised in high-quality
silverware, introducing innovative techniques
that democratised access to luxurious
tableware.

g Hermes (1837)

Thierry Hermes opened his workshop in
Paris, making high-quality harnesses and
bridles for carriages. Over time, he
expanded into leather goods, becoming
synonymous with craftsmanship and
equestrian and travel elegance.

LUXONOMY University
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The Birth of the Great
Luxury Houses

& Cartier (1847)

Louis-Francois Cartier took charge of a jewellery
workshop in Paris, marking the beginning of one
of the world's most prestigious jewellery houses,
known for its bold creations and royal clientele.

= Louis Vuitton (1854)

Louis Vuitton founded his brand in Paris,
specialising in flat, lightweight travel trunks
that better suited the new modes of transport.
His innovation and timeless design laid the
foundations for luxury travel goods.

A Charles Frederick Worth (1858)

Considered the "father of haute couture’,
Worth opened his own house in Paris. He
created the concept of collections, fashion
shows, and exclusive designs for wealthy
clients, transforming dressmaking into an
art and a luxury industry.

LUXONOMY University
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The Belle Epoque:
Luxury Becomes
Democratised

At the end of the nineteenth century and the beginning of
the twentieth, the Belle Epoque witnessed a
transformation in the conception and consumption of
luxury. The rise of a prosperous bourgeoisie, technological
advances and the expansion of travel opened the doors of
luxury beyond the aristocracy, making it aspirational and
accessible to a wider audience through new institutions
and symbols of status.

The Bourgeoisie as Luxury Consumers

With industrialisation and trade becoming established, a
new middle and upper class emerged with purchasing
power, eager to emulate the aristocratic lifestyle and
become the new patrons of luxury.

Department Stores

Institutions such as Le Bon Marché in Paris or Harrods in
London revolutionised retail, offering a luxurious shopping
experience and democratising access to high-quality
goods, turning shopping into a spectacle.

The Grand Tour and Luxury Travel

The refinement of the railway and transatlantic liners
transformed travel, making the "Grand Tour" no longer
exclusive to the nobility. Luxury travel became a symbol of
status, paving the way for modern tourism.

LUXONOMY University 18
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La Belle Epoque:
Luxury Goes
Mainstream

The Rise of Luxury Hotels

The era saw the emergence of iconic hotels such as the
Ritz Paris (1898) and the Savoy London, which offered an
unprecedented level of service, opulence, and comfort,
becoming luxury destinations in their own right.

The Press and Fashion Magazines

Publications such as Vogue (founded in 1892) and
Harper's Bazaar played a crucial role in spreading fashion
trends and luxury culture, creating style icons and
aspirations for a mass audience.

Art Nouveau as a Luxury Aesthetic

This artistic movement, with its organic lines and nature-
inspired motifs, permeated the design of jewellery,
furniture, and architecture, becoming the dominant luxury
aesthetic of the era, synonymous with elegance and
modernity.

The Motor Car: A New Symbol of Luxury

The motor car went from a technical novelty to an object
of desire and a clear signifier of wealth and progress.
Manufacturers such as Rolls-Royce and Mercedes-Benz
established the standards for automotive luxury.

LUXONOMY University 19




Part V: The 20th Century —
From Chanel to
Globalisation

Wars, avant-gardes and the construction of contemporary luxury
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Coco Chanel and the
Revolution of Modern
Luxury

The 20th century marked a radical break with the
conventions of luxury. In this period of change, Gabrielle
‘Coco’ Chanel emerged as a central figure, redefining
elegance and femininity. Her liberating vision transformed
fashion, challenging the ostentation of the past and laying
the foundations for a functional, subtle and empowering
luxury that still resonates today.

Freedom from the Corset and the
Silhouette

Chanel freed women from the restrictions of Belle
Epoque dress, advocating comfort, freedom of
movement and a more androgynous, functional
silhouette, inspired by men's and sportswear.

The Little Black Dress: Democratic Luxury

Her iconic “little black dress” (LBD) transformed black,
once associated with mourning, into a colour of
universal elegance. Its simplicity and versatility made it
accessible to a wider audience, democratising luxury
without sacrificing style.

Chanel No. 5: The Designer Perfume (1921)

With the launch of Chanel No. 5, she created the first
luxury designer perfume, with an abstract fragrance
and minimalist bottle that defied the norms. It became a
pillar of the brand and a symbol of global status.

LUXONOMY University 21
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Coco Chanel and the
Revolution of Modern
Luxury

Jersey Fabric: From Poor to Luxurious

Chanel elevated jersey fabric, previously reserved for
men's underwear, to the world of haute couture. Its
comfort and fluidity aligned with her philosophy of
practical, unpretentious luxury.

The Chanel Suit: Power and Femininity

The tweed suit, with its structured jacket and
comfortable skirt, offered women an elegant and
professional alternative to more rigid garments,
symbolising independence and timeless sophistication.

Discreet Luxury vs Ostentation

Chanel championed a luxury grounded in intrinsic
quality, good taste and innate elegance, in contrast to
visible opulence. Her style became synonymous with
understated sophistication and confidence.

The Rivalry with Elsa Schiaparelli

Her influence was heightened through a famous rivalry
with Elsa Schiaparelli, whose surrealist and bold fashion
contrasted with Chanels classic sobriety, demonstrating
the diversity and dynamism of luxury fashion in the era.

LUXONOMY University 22
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Post-War and the New
Look: Luxury is
Reborn

Following the austerity of the Second World War, society
longed for a return to glamour and opulence. Fashion and
luxury experienced a revival, driven by post-war economic
prosperity and a desire for renewal. This period saw the
emergence of icons that would redefine the aesthetics of
luxury and its global consumption.

Dior's New Look (1947)

Christian Dior introduced a radically feminine silhouette
with soft shoulders, a nipped-in waist and full skirts,
breaking with wartime restraint and marking the rebirth of
Paris haute couture.

Return to Opulence

Scarcity gave way to a period of prosperity. Demand for
luxurious items, from fashion to jewellery and accessories,
surged once again, celebrating femininity and splendour.

Rise of the American Consumer

The American economy flourished, creating a new class of
luxury consumers seeking European sophistication, and
driving the internationalisation of brands.

LUXONOMY University
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Post-War and the New
Look: Luxury Reborn

The Birth of Ready-to-Wear

Although haute couture remained the pinnacle, the idea of
‘ready-to-wear" clothing began to take shape,
democratising access to quality designs inspired by luxury
trends.

Masters of Haute Couture

Houses such as Balenciaga and Givenchy continued to
elevate the art of design, with architectural creations and
timeless elegance that defined the most exclusive luxury
of the era.

Hollywood as a Showpiece

Hollywood cinema became a powerful promoter of luxury,
with stars wearing haute couture designs that inspired
global audiences and consolidated brand status.

Farly Licensing Agreements

To expand their reach, fashion houses began granting
licences for accessories, perfumes and cosmetics,
bringing luxury to a wider audience and diversifying their
empires.

LUXONOMY University
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The Major
Conglomerates:
LLVMH, Kering and
Richemont

The second half of the twentieth century witnessed a
fundamental transformation in the luxury industry: the
consolidation of brands under the aegis of powerful
conglomerates. This strategic shift, driven by an
aggressive acquisition policy, not only redefined the
business landscape, but also introduced a new dynamic
between the preservation of heritage and commercial
expansion. Giants emerged that would dominate the
global market, balancing artisanal exclusivity with financial
efficiency.

LVMH Moét Hennessy Louis Vuitton

Founded by Bernard Arnault in 1987, it became the
world's largest luxury group. Known for its strategy of
acquiring and revitalising brands, it spans sectors
such as fashion (Louis Vuitton, Dior), jewellery (Tiffany
& Co)), wines and spirits (Moét & Chandon, Hennessy),
and cosmetics.

Kering

Led by Frangois Pinault, this French conglomerate

_—

e 5 YUITIONL

has focused on luxury fashion and leather goods. Its i

portfolio includes renowned houses such as Gucci, f 1
Saint Laurent, Bottega Veneta and Balenciaga, with

an emphasis on creativity and cutting-edge design.

LUXONOMY University 25
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The Great
Conglomerates:
LLVMH, Kering and
Richemont

Richemont

Headquartered in Switzerland, Richemont specialises
in high-end jewellery, watches and writing
instruments. Iconic brands such as Cartier, IWC
Schaffhausen, Jaeger-LeCoultre, Vacheron
Constantin and Montblanc form part of its prestigious
portfolio, representing the excellence of Swiss and
European craftsmanship.

This financialisation of luxury has created a constant
tension between the heritage and authenticity of each
house and the need for sustained commercial growth,
marking the modern era of the industry.

LUXONOMY University 26
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The Rise of Asia: The

New Kkmperors of
Luxury

The dawn of the twenty-first century has marked a seismic
shift in the global map of luxury consumption, with Asia
emerging as the dominant force. Driven by unprecedented
economic growth, a young and tech-savvy demographic,
and a deep appreciation for prestige, the Asian continent
has rewritten the rules of the industry, forcing brands to
adapt rapidly to new cultural and digital dynamics.

CHINA
The Global Engine

China has established itself as the world's
largest luxury market. Chinese millennials
and Generation Z are the main drivers of this
growth, valuing not only brand heritage, but
also exclusivity, personalisation, and digital
connection. The concept of "'mianzi”
(reputation or "face") plays a crucial role,
where luxury is a way of projecting status
and success.

JAPAN
Craftsmanship and Sophistication

The culture of luxury in Japan, influenced by
the concept of "mono no aware" (the
appreciation of fleeting beauty), focuses on
quality, meticulous craftsmanship, and
discretion. Japanese consumers are
discerning and value history and excellence
in detail, maintaining a key position in the
global market.

LUXONOMY University 28
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SOUTH KOREA

Innovation and Trends

South Korea has experienced a notable surge
in luxury consumption, driven by the K-pop

‘lIJ [
‘ Ls
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|

and K-beauty phenomenon, which influences
global trends. South Korean consumers are
highly influential and quickly adopt
innovations, positioning the country as an
incubator for new aesthetics and high-end
products.

BRAND ADAPTATION

Localised Strategies

Luxury brands have had to adapt their
strategies, from designing products
specifically for Chinese New Year to marketing

campaigns that resonate with local values and
the intensive use of Asian digital platforms
and social media. The shopping experience,
both online and in physical boutiques, has
been transformed to meet the expectations of
these new consumers.

GLOBAL TOURISM

Impact in Europe

Before recent global disruptions, Chinese
tourists were the main driver of luxury growth
in Europe, contributing significantly to sales in
boutiques in Paris, Milan and London.
Although travel patterns have changed, the
desire for European luxury remains strong,
now shifting towards more local or digital
consumption.

LUXONOMY University
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Purchasing power and Asia's cultural influence continue to redefine the future of the luxury industry,
shaping trends, driving innovation, and forcing a constant evolution in how brands connect with their
audiences.

300 70%

Share of the Global Market in China Luxury Consumption Among
Millennials and Gen 7 in China

for by China in 2023. Percentage of luxury consumers in China who

Proportion of the global luxury market accounted

belong to these generations.

0% 30%

Annual Growth in Luxury K-Beauty Value Placed on Japanese

Year-on-year increase in the luxury beauty market Craftsmanshlp

in South Korea. Percentage of Japanese luxury consumers who
prioritise craftsmanship.
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Media and
Influencers

*- ' |l| Digital Luxury: Social

The 21st century has compelled luxury to transcend its
physical confines, driving a bold foray into the vast digital
universe. Consumer interaction has evolved, shifting to
social platforms and immersive experiences that redefine
exclusivity and accessibility.

Marketing and Social Media

Instagram has become the global showcase par
excellence for luxury brands, enabling them to tell
stories, launch collections and connect directly with a
global audience. Visual aesthetics and brand
storytelling are key to maintaining an aura of
exclusivity in a public space.

The Power of Influencers

Influencers and digital brand ambassadors have
emerged as crucial figures, amplifying the luxury
message to new generations. Their authenticity and
reach on platforms such as TikTok and Instagram are
powerful tools for generating desire and loyalty, often
blurring the lines between traditional and personal
marketing.

LUXONOMY University
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Digital Luxury: Social
Media and
Influencers

Virtual Luxury: NF'Ts and Gaming

The emergence of NFTs (non-fungible tokens) and
gaming has opened up a new dimension for luxury
goods. Brands such as Gucci and Louis Vuitton have
created digital collections and in-game experiences,
allowing consumers to own and display luxury items
in the metaverse, redefining the concept of ownership.

Ii.-commerce and Accessibility

The exponential growth of luxury e-commerce has
partially democratised access to exclusive products.
Brands have invested in sophisticated online shopping
experiences, maintaining a sense of luxury while
reaching a broader and more geographically diverse
customer base.

The key for luxury brands lies in balancing the need for
digital visibility and accessibility with the preservation of
their essence of exclusivity and craftsmanship, navigating
an ever-evolving landscape.

LUXONOMY University 32
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Sustainable Luxury:
The New lthics of
Consumption

The luxury landscape is undergoing a fundamental
transformation, driven by growing awareness of
environmental and social impact. Today's consumers,
especially younger generations, are not only seeking
exclusivity and quality, but also a genuine commitment to
sustainability and ethics.

The Conscious Consumer

The emergence of the conscious luxury consumer is
redefining the market. They demand transparency,
traceability and responsibility, influencing purchasing
decisions and pushing brands to adopt more
sustainable practices.

Pioneers of Fico-Luxury

Figures such as Stella McCartney have led the way,
showing that luxury can coexist with sustainability.
Her collections avoid leather and fur, prioritising
recycled materials and ethical manufacturing
processes, inspiring the industry to follow her
example.

LUXONOMY University 33
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Sustainable Luxury:
The New Ethics of
Consumption

Innovation in Vegan Materials

The search for ethical alternatives has driven
innovation. Materials such as mushroom leather
(MyloT™), pineapple leather (Pinatex) and lab-grown
diamonds offer luxury options that are free from
animal cruelty and have a lower environmental
impact, challenging traditional conventions.

Challenges and "Greenwashing"

Despite the progress, the industry faces the
challenge of balancing rarity and heritage with
sustainability. Concerns about "greenwashing" are
ever-present, demanding authenticity from brands
and clear communication about their sustainability
efforts.

Transparency and Measurement

Transparency in supply chains becomes crucial.
Groups such as Kering have implemented tools like
"Environmental Profit & Loss" (EP&L) to quantify and
reduce their environmental impact, setting a
precedent for accountability in the industry.

The future of luxury inevitably depends on adopting a
more ethical and sustainable model. Brands that manage
to integrate these values into their DNA will not only attract
a new generation of consumers, but also ensure their
relevance and longevity in a constantly changing world.

LUXONOMY University 34
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e —_  Streetwear and
Luxury: The Great
Fusion

The past decade has witnessed an unprecedented
cultural convergence between traditional luxury and the
vibrant world of streetwear. This alliance, driven by the
influence of youth culture, music, and a desire for
reinvented exclusivity, has democratised luxury, creating a
new paradigm in fashion.

Supreme x Louis Vuitton (2017)

The historic collaboration between Supreme and
Louis Vuitton was not just a collection; it was the
official validation of streetwear by haute couture. This
moment redefined what luxury could be, breaking
generational and aesthetic barriers.

The Legacy of Virgil Abloh

Figures such as Virgil Abloh, with his Off-White brand
and his later creative direction at Louis Vuitton,
became key architects of this fusion. His vision
introduced streetwear aesthetics to the most
prestigious catwalks, blurring the lines between both

worlds.
= — Sneaker Culture as Luxury
—

— What was once sports footwear is now a collector's
piece. Trainers, especially limited editions, have risen
to luxury status, with resale market prices rivalling

~ — — traditional haute couture items.

(
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'Drop Culture’ and Artificial Scarcity

The "drop’ release strategy (surprise, limited launches)
has been adopted from streetwear by luxury brands.
This artificial scarcity generates fervour and
immediate demand, increasing the perceived value of
the products.

Iconic Collaborations

Examples such as Gucci x Adidas or Dior x Air Jordan
illustrate how luxury houses seek the authenticity and
cultural reach of streetwear and sports brands, creating
hybrid products that resonate with a global audience.

Influence of Hip-Hop and Music

Music, especially hip-hop, has played a fundamental
role in legitimising and popularising luxury streetwear.
Artists and cultural figures have acted as ambassadors,
validating this aesthetic and bringing it into the
mainstream.

The Resale Market

A flourishing secondary market, driven by platforms
such as StockX or GOAT, has emerged for luxury
streetwear. This resale ecosystem not only indicates
demand, but also contributes to the perception of
these items as valuable investments.

This fusion has revitalised the luxury industry, injecting it
with dynamism, cultural relevance and a new perspective
on exclusivity in the twenty-first century.
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The Luxury of
Tomorrow: Irends
and Horizons

The luxury sector is in constant evolution, driven by
technological innovation, changing consumer values, and
the emergence of new economies. The future is shaping
up with more personalised, sustainable and, above all,
exclusive experiences, redefining what it means to be
"luxurious”.

Personalisation with Al

Artificial intelligence will enable hyper-
personalisation, from made-to-measure products
to virtual stylists that anticipate the customer's
desires.

The Experience Economy

Luxury translates into time and unforgettable
experiences: trips to private islands, space

tourism or exclusive access to unique events
and knowledge.

Quiet and Discreet Luxury

The aesthetic of "stealth wealth" or quiet
luxury will gain ground, where ostentation
is replaced by discreet elegance and
superior quality without visible logos.
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The Luxury of
Tomorrow: Irends
and Horizons

Biometric Wellbeing

Luxury products and services will adapt to
individual physiology, offering personalised
health and wellbeing solutions based on
biometric data.

Authenticity with Blockchain

Blockchain technology will guarantee the
traceability and authenticity of luxury goods,
combating counterfeits and strengthening
consumer trust.

New Global Markets

Regions such as India, the Middle East and
Africa will establish themselves as key
growth engines, with rising demand for
high-end items and experiences.

The Extreme Ultra-Luxury

For the ultra-wealthy, unprecedented
luxury offerings will emerge, from
residences on other planets to services
that push the boundaries of imagination.

These trends will not only transform the market, but also
drive brands to redefine their strategies to connect with a
new generation of luxury consumers who are more
conscious, more demanding and focused on unique
experiences.
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Luxury: A Mirror of Humanity

Throughout history, luxury has been far more than the mere possession of material goods. It has
functioned as a fascinating mirror that reflects the aspirations, values, power, and creativity inherent in
the human experience. From the Egyptian pyramids to the digital galaxies of tomorrow, the desire for

the extraordinary has driven innovation and cultural expression.

(11 (1
Luxury is as old as civilisation itself, an It has always reflected the dominant values
intrinsic drive in humankind's search for and power structures of its era, shaping
excellence. aesthetics and status.
b )
(14 (14
It is constantly evolving and being The future of luxury will be more personal,
redefined, adapting to new sensibilities, sustainable, experiential, and deeply
technologies, and global challenges. rooted in authenticity and purpose.
k) 5

Luxury is not the opposite of poverty, it is the opposite of vulgarity.

— Coco Chanel
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