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INTRODUCTION

Key findings

STATE OF PLAY

Companies at a glance
Brands to move from a transactional model to experience and emotional engagement
Agility in response to macroeconomic pressures across the competitive landscape
Diversification and cross-category portfolios cushion the blow of a slow luxury market
Competition heats up as mergers, acquisitions and divestments rewrite the playbook
Emerging vs developed
Portfolio balance and vertical integration are key differentiators for luxury players
LVMH continues to lead personal luxury retail, despite slower performance in China
US trade war and political uncertainty pose key risks for key luxury players
Cautious optimism for China as business and luxury consumer confidence stay muted
Competitive luxury landscape will be shaped more by purpose rather than price tag

THE EXPERIENCE ECONOMY IN LUXURY GOODS

Key players continue to bet heavily on experiential retail to showcase exclusivity
Luxury hotel brands thrive by blending immersive experiences, wellness and technology
Luxury leaders pioneering experiences through technology and wellness

VALUE CREATION IN LUXURY AMIDST SHIFTING MINDSETS

Competitive pressures mount as value-driven choices redefine the battle for loyalty
Meaning of value becomes more nuanced and complex for today's luxury consumer
Luxury value creation in an era shaped by experience, sustainability and culture

LIFESTYLE-CENTRIC LUXURY

Consumers prioritise health and wellness amidst turmoil and uncertainty
Luxury integrates home and lifestyle elements to enhance the brand experience
Global wealth surge in 60+ demographic underscores new values in the lifestyle sector
Lifestyle-driven ecosystems and differentiation fuel luxury’s next growth engine

STRATEGIC SHIFTS IN LUXURY GOODS

Key emerging markets will offer luxury players opportunities to diversify beyond China
Confidence lifts as the luxury sector’s 2-year downturn may be nearing an end
LVMH continues focus on lifestyle and the experience economy amid consumer trends

APPENDIX

Definitions (1/2)
Definitions (2/2)

About Euromonitor International

Euromonitor International is an independent market intelligence provider. Data, insight and analysis stem from in-the-field research
spanning 210 national markets.

Content ranges from the in-depth and country-specific, to key strategic themes with a global range and significance. Products cover
a comprehensive range of insights and market data, but can be broadly categorised as:

Strategy Briefings: Global or regional in scope, and focussing on the most important themes shaping consumer demand, the
key markets, competitive environment and future outlook across a range of industries.
Company Profiles: Analysis dedicated to the world’s most significant companies, with detailed insight into their activities, focus
of operations, their competitors, their geographic presence and performance.
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Country Reports: For an in-depth understanding of specific countries, whether by industry, economic metrics or consumer
trends and lifestyles. These reports cover current trends, consumer demand, market potential and future prospects, with
country-specific local insight and comprehensive data, unavailable elsewhere.

For more information on this report, further enquiries can be directed via this link www.euromonitor.com/competitor-strategies-in-luxury-goods/report.


