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FINE WINES/CHAMPAGNE AND 
SPIRITS IN GERMANY - CATEGORY 
ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales climb by 14% in 2023 to total EUR1.4 billion 

▪ Fine wines is the best performing category in 2023, with retail value sales rising by 16% to 

EUR1 billion 

▪ Moët Hennessy Deutschland GmbH is the number one player in 2022, with a retail value 

share of 8% 

▪ Retail sales are expected to rise at a current value CAGR of 6% (4% CAGR at 2023 constant 

prices) over the forecast period to total EUR1.9 billion 

 

 

2023 DEVELOPMENTS 
 

Fine Wines/champagne And Spirits Sees Strong Current Value Growth 
In 2023 

Sales of fine wines/champagne and spirits in Germany have been on something of a mini 

rollercoaster since the pandemic hit the country in 2020. Prior to this year, sales of fine 

wines/champagne and spirits had been steadily growing by around 2-3% a year in current value 

terms in Germany. However, due to home seclusion and the closure of foodservice 

establishments as part of the range of COVID-19 restrictions, there was an increase in sales of 

fine wines/champagne and spirits through the retail channel for consumption at home in 2020. 

The following year saw sales flatlining, before a return to modest growth in 2022. 

This was then followed by sales of fine wines/champagne and spirits growing by 14% in 

current value terms to EUR1.4 billion in 2023, as a result of a consumer desire to have fun and 

enjoy experiences in the post-pandemic period. Socialising over a drink with friends remains an 

important pastime for many, particularly following the lockdowns experienced during the 

pandemic. Interest in high-end champagne, luxury spirits and other fine wines has also been 

boosted by the return of important celebrations, such as weddings, christenings and birthday 

parties. 

The e-commerce share of value sales in fine wines/champagne and spirits continued to 

increase in 2023. More consumers experimented with this option of purchasing luxury drinks 

during the pandemic, and came to enjoy the convenience of ordering online. Equally, in terms of 

German consumers’ confidence in the customer experience and online providers, this has 

increased since the beginning of the pandemic, and is likely to continue to grow in the future. 

Several online marketplaces also offer a very wide range of options, which most store-based 

retailers are unable to match. Vivino, BottleWorld and Spirituosenworld are three widely-known 

platforms that offer all kinds of options, from fine champagne to other luxury spirits. 

 

Fine Wines Is The Biggest Category In Value Terms In 2023 

The greatest contribution to retail value sales of fine wines/champagne and spirits came from 

fine wines in 2023, with its sales increasing by 16% to EUR1 billion. Value sales increased 
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during the year, due primarily to a consumer desire to purchase experience-based goods post-

pandemic. As socialising is possible once more, following the lifting of restrictions preventing 

household mixing, demand is on the rise again. Following a difficult few years, people are 

choosing to mark important celebrations, which is boosting luxury champagne, known for its link 

to special occasions. Luxury spirits saw value sales go up by 10% to EUR398 million in 2023. 

Again, sales rose due to a consumer desire to experience more rather than just consume, with 

spirits consumed as a way of relaxing and socialising with friends in the aftermath of the 

pandemic. “Status spirits” in particular have become more popular, replacing wine at some 

usage occasions. 

 

Moët Hennessy Deutschland GmbH Is The Number One Player In Fine 
Wines/champagne And Spirits In 2022 

Moët Hennessy Deutschland GmbH was the leading company in fine wines/champagne and 

spirits in 2022, holding a value share of 8%. The company’s main brands include Moët & 

Chandon, Veuve Clicquot and Ruinart. Moët Hennessy Deutschland GmbH was followed by 

Eggers & Franke GmbH in 2022, with a 3% value share of the category. It boasts respected and 

well-known brands, such as Piper-Heidsieck Champagne and Heidsieck Monopole. Bacardi 

GmbH, Brown-Forman Deutschland GmbH and Vranken-Pommery Deutschland & Österreich 

GmbH are also significant within fine wines/champagne and spirits in Germany. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Value Sales Forecast To Rise At Constant 2023 Prices Over 2023-2028 

Retail sales of fine wines/champagne and spirits are expected to rise at a current value CAGR 

of 6% (4% CAGR at 2023 constant prices) over the forecast period to reach EUR1.9 billion in 

2028. This performance will be due to the fact that alcoholic drinks in general are often viewed 

as an affordable indulgence. Although the worsening macroeconomic climate is putting 

immense pressure on disposable incomes, savings will undoubtedly have built up over the 

2020-2021 period, which is helping to provide a buffer in the category. 

However, changes to purchasing behaviour may be inevitable in the short-to-medium term. 

The importance of sustainability and conscious consumerism may have to be highlighted by 

luxury brands as a result in order to highlight their sustainable practices, eco-friendly packaging 

and commitment to environmental stewardship to align with evolving consumer preferences. 

Climate change continues to impact the production of fine wine. Germany could become a 

stronger player in this market if more renowned wine-making countries continue to face the 

impact of warmer harvesting periods, which can affect the notes of the grapes, meaning that 

producers have to pivot their growing strategies. Germany has growth potential for greater fine 

wine production due to the country's increasing temperatures over recent years. 

 

Fine Wines Expected To See The Fastest Percentage CAGR Rise 
During Forecast Period 

Fine wines is expected to see retail sales rise at a current value CAGR of 6% (4% CAGR at 

2023 constant prices) over 2023-2028 to reach EUR1.4 billion, making it the most dynamic 

category within fine wines/champagne and spirits. Sales will most likely be boosted by lower- 

and middle-income consumers enjoying more socialising occasions at home. This will likely act 

as an added buffer to retail sales of fine wines as consumers may choose a more high-end 

product for home consumption instead of paying higher prices for the same drink in foodservice 

outlets. 
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While the luxury champagne industry’s recovery after COVID-19 may still face hurdles, the 

industry’s overall outlook is optimistic due to a gradual return to normality, the resumption of 

celebratory events and the resilience of luxury fine wines. The luxury champagne industry’s 

future is likely to be shaped in a positive way by the adaptability and innovation displayed by its 

houses during the pandemic. 

When looking into past trends in alcoholic drinks, craft products have been widely common in 

the beer category. Aligned with the continued desire for experimentation among consumers, this 

trend had also been reaching fine wines/champagne and spirits, and especially other luxury 

spirits. Gin, which is a popular alternative across all age groups in Germany, has already seen 

many brands launch craft versions in the market. Roku Gin and Monkey 47 are two examples of 

luxury gin brands that have been enjoying success in Germany. Rum is also another product in 

other luxury spirits in which the craft trend is taking shape. With prices even higher than those of 

gin, however, rum is at a much earlier stage of this trend in Germany. 

 

 

CATEGORY DATA 
 

Table 1 Sales of Fine Wines/Champagne and Spirits by Category: Value 2018-2023 

 

EUR million 
 2018 2019 2020 2021 2022 2023 
 
Fine Wines 808.8 830.7 885.1 871.1 900.2 1,042.0 
- Fine Champagne 150.1 150.5 159.1 174.9 183.2 193.8 
- Other Fine Wine 658.7 680.2 726.0 696.2 717.0 848.3 
Luxury Spirits 322.7 330.5 341.6 355.7 360.9 397.9 
- Luxury Brandy and 87.0 86.2 87.3 90.1 91.7 101.0 
    Cognac       
- Luxury Whiskies 44.1 46.0 52.2 60.4 62.7 68.7 
- Other Luxury Spirits 191.6 198.3 202.1 205.2 206.5 228.2 
Fine Wines/Champagne 1,131.6 1,161.2 1,226.7 1,226.8 1,261.1 1,439.9 
    and Spirits       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 2 Sales of Fine Wines/Champagne and Spirits by Category: % Value Growth 
2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Fine Wines 15.8 5.2 28.8 
- Fine Champagne 5.8 5.2 29.1 
- Other Fine Wine 18.3 5.2 28.8 
Luxury Spirits 10.2 4.3 23.3 
- Luxury Brandy and Cognac 10.1 3.0 16.0 
- Luxury Whiskies 9.5 9.2 55.6 
- Other Luxury Spirits 10.5 3.6 19.1 
Fine Wines/Champagne and Spirits 14.2 4.9 27.2 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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Table 3 NBO Company Shares of Fine Wines/Champagne and Spirits: % Value 2018-
2022 

 

% retail value rsp 
Company 2018 2019 2020 2021 2022 
 
Moët Hennessy Deutschland 6.7 6.7 7.2 7.8 7.9 
    GmbH      
Eggers & Franke GmbH 2.6 2.5 2.8 3.1 3.0 
Bacardi GmbH 2.9 3.0 3.1 3.0 2.2 
Brown-Forman Deutschland 1.9 1.9 1.9 1.9 1.7 
    GmbH      
Vranken-Pommery 1.4 1.4 1.5 1.5 1.5 
    Deutschland & Österreich      
    GmbH      
Diageo Deutschland GmbH 0.6 0.6 0.8 1.0 1.1 
Pernod Ricard Deutschland 0.7 0.7 0.8 0.8 0.8 
    GmbH      
Champagne Taittinger 0.5 0.5 0.6 0.6 0.6 
Black Forest Distillers 0.4 0.4 0.5 0.5 0.5 
    GmbH      
Rémy Cointreau Group 0.2 0.2 0.2 0.2 0.2 
William Grant & Sons - - - 0.2 0.2 
    Deutschland GmbH      
Beam Suntory Deutschland 0.1 0.1 0.1 0.1 0.1 
    GmbH      
Diversa Spezialitäten GmbH 0.1 0.1 0.1 0.1 0.1 
Campari Deutschland GmbH 0.2 0.2 0.3 - - 
Caribbean Distillers Corp - - - - - 
    Ltd (CDC)      
Beam Global Spirits & - - - - - 
    Wine Deutschland GmbH      
Others 81.7 81.7 80.3 79.1 79.9 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 4 Distribution of Fine Wines/Champagne and Spirits by Format: % Value 2018-
2023 

 

% retail value rsp 
 2018 2019 2020 2021 2022 2023 
 
Retail Channels 100.0 100.0 100.0 100.0 100.0 100.0 
- Retail Offline 96.4 96.3 95.3 95.0 94.6 94.4 
-- Grocery Retailers 88.3 88.3 89.4 88.8 88.6 88.5 
-- Non-Grocery Retailers 8.2 8.1 5.9 6.2 6.0 5.9 
--- General Merchandise 8.2 8.1 5.9 6.2 6.0 5.9 
    Stores       
--- Apparel and - - - - - - 
    Footwear Specialists       
--- Appliances and - - - - - - 
    Electronics Specialists       
--- Home Products - - - - - - 
    Specialists       
--- Health and Beauty - - - - - - 
    Specialists       
--- Leisure and - - - - - - 
    Personal Goods       
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    Specialists       
--- Other Non-Grocery - - - - - - 
    Retailers       
- Retail E-Commerce 3.6 3.7 4.7 5.0 5.4 5.6 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 5 Forecast Sales of Fine Wines/Champagne and Spirits by Category: Value 2023-
2028 

 

EUR million 
 2023 2024 2025 2026 2027 2028 
 
Fine Wines 1,042.0 1,090.3 1,127.7 1,176.5 1,222.4 1,270.9 
- Fine Champagne 193.8 195.2 200.5 206.4 210.9 215.6 
- Other Fine Wine 848.3 895.1 927.2 970.1 1,011.6 1,055.4 
Luxury Spirits 397.9 404.1 412.7 423.0 431.4 438.8 
- Luxury Brandy and 101.0 101.7 102.9 106.2 108.3 109.5 
    Cognac       
- Luxury Whiskies 68.7 69.9 71.8 73.5 74.8 76.1 
- Other Luxury Spirits 228.2 232.5 238.0 243.4 248.3 253.2 
Fine Wines/Champagne 1,439.9 1,494.3 1,540.4 1,599.6 1,653.9 1,709.7 
    and Spirits       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 6 Forecast Sales of Fine Wines/Champagne and Spirits by Category: % Value 
Growth 2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Fine Wines 4.6 4.1 22.0 
- Fine Champagne 0.7 2.2 11.3 
- Other Fine Wine 5.5 4.5 24.4 
Luxury Spirits 1.6 2.0 10.3 
- Luxury Brandy and Cognac 0.7 1.6 8.5 
- Luxury Whiskies 1.7 2.1 10.8 
- Other Luxury Spirits 1.9 2.1 10.9 
Fine Wines/Champagne and Spirits 3.8 3.5 18.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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LUXURY GOODS IN GERMANY - 
INDUSTRY OVERVIEW 

 

 

EXECUTIVE SUMMARY 
 

Luxury Goods In 2023: The Big Picture 

Retail sales of luxury goods in Germany increased by 2% in current value terms to reach 

EUR62.5 billion in 2023. Luxury goods had seen two years of declining sales in 2020 and 2021, 

with its performance heavily impacted by the various measures put in place across these years 

to help limit the spread of the COVID-19 virus. This included lockdowns, the closure of non-

essential retail outlets and major travel restrictions. 

The post-pandemic period has now been seeing a recovery, with the return to more normal 

consumer activities, encompassing working, shopping and travel, making it easier for people to 

indulge in the purchasing of luxury goods. This has therefore seen two years of positive current 

value growth, albeit with a sharp slowdown in 2023 on the year-earlier sales increase. 

The development of the market in the post-pandemic period has been predominantly 

characterised by affluent consumers’ inclination to treat themselves as they regained the ability 

to do so. The latter part of the review period also saw a return to travelling among affluent 

consumers, which had a noticeably positive impact on sales. After a period of lockdown, wealthy 

tourists were keen to eat out once again and spend on luxury hotel stays in Germany. 

Experiencing shopping in luxury stores also played a part in the positive sales growth, with 

new concepts, including new digital experiences and unique pop-ups, used to attract affluent 

consumers. Retail value sales in the luxury goods market in Germany in 2023 went up at a 

similar rate – 2% in current value terms – to the CAGR seen over the review period as a whole. 

After the strong rebound in 2022, spending among German consumers has undoubtedly been 

impacted by the high inflation and cost-of-living crisis, but also a return to more normal spending 

after the immediate post-pandemic period. 

A general decline in luxury property sales in 2023 positioned Germany’s luxury goods market 

in a significantly weaker position than in previous years. Despite this, luxury goods consumers 

generally continued to withstand the mass impact of inflation and demand continued to increase 

among high-net-worth individuals, despite the country's current economic uncertainty. This saw 

the average per capita spend on luxury goods in Germany reach EUR740.98 in 2023, up from 

the low of EUR633.52 during the pandemic (2020). Nevertheless, in 2019, prior to the 

pandemic, the average per capita spend on luxury goods had been EUR761.68 in Germany. 

The most dynamic category within luxury goods in 2023 was experiential luxury, with retail 

sales rising by 20% in current value terms to EUR2.0 billion. The sales increase was due to 

several reasons, including a return to more normal activities among wealthier individuals, 

including socialising with friends, going on holiday, shopping and going to work, in addition to 

more inbound arrivals into Germany following the pandemic. Despite economic uncertainties, 

affluent consumers in Germany seemed keen to stay in hotels following a couple of years of 

limited time away from home due to restrictions implemented in response to COVID-19. 

 

2023 Key Trends 

Luxury goods recorded positive current value sales growth during the final year of the review 

period, despite headwinds caused by the cost-of-living crisis, inflation and the war in Ukraine. 

Germany is home to numerous affluent adults, with two million calling the country home in 2023, 
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accounting for a 3% share of the overall population. Events during the pandemic had a 

significant impact on luxury goods, with consumers unable to travel due to enforced restrictions, 

halting a lot of international travel, negatively impacting spending by inbound arrivals and 

preventing spending in physical retail stores. Most of the luxury goods market appeared to be 

continuing its recovery in 2023, in spite of the economic uncertainties, with just premium and 

luxury cars struggling in this year. The decline in sales in this key category, which was 

accounting for three quarters of value sales in the luxury goods market as a whole in 2022, 

dragged down the overall market performance in 2023. The price of a typical model from 

Mercedes-Benz, BMW or Audi was climbing significantly across 2022 and 2023, resulting in 

some consumers struggling to purchase new premium and luxury cars. With inflation and higher 

living costs impacting the ability of some wealthier consumers to spend, with their money not 

stretching as far as it previously did. 

Top-earning consumer segments are more prominent than ever, and are still the primary 

consumers and drivers of high-end, luxury goods. Consumer wealth is increasingly recognised 

as a fundamental element of their economic position and a significant catalyst for their 

consumption habits. In 2023, there were two million adults with net wealth above USD1 million 

in Germany, representing a 6% fall on a year earlier. Affluent consumers are defined as people 

with a net worth higher than USD1 million, but lower than USD5 million. There were around 

208,200 people in Germany (less than 1% of the adult population) in 2023 with a net worth 

above USD5 million, but below US50 million, meaning they are HNWIs, while 6,000 people had 

a net worth above USD50 million, thereby defining them as ultra-HNWIs. The luxury goods 

industry is heavily influenced by the number of HNWIs resident in Germany, with wealthy 

consumers’ purchases positively impacting demand for luxury goods. Although prices in general 

have risen, HNWIs generally remain keen to buy high-quality luxury goods, as they are more 

able to afford them than other consumers and less affected by higher living costs. 

In 2023, Baby Boomers was the biggest demographic group in Germany, totalling 19 million, 

followed by Generation X, totalling 17 million. The number of Baby Boomers declined by 2% in 

2023, with the number of Generation X down by 0.2%. Younger consumers who are shifting 

away from possessions towards experiences have become key targets for brand owners. The 

incorporation of VR and AI is starting to play a growing part in product development, marketing 

and retailing, as luxury brand owners work to make themselves relevant to younger people who 

are confident browsing and shopping online and extremely tech savvy. Generation Alpha saw 

the strongest growth in the final year of the review period, with the total number of Germans in 

this segment increasing by 9% to reach 10 million in 2023. Generation Alpha refers to people 

born between 2010 and 2024, who tend to be tech-savvy young children of Millennials. 

 

Competitive Landscape 

The luxury goods industry is still highly competitive. With mindfulness even creeping into 

consumer choices, luxury players are focusing more on creating innovative products that offer 

consumers value, ensuring that that the products and services they sell are attractive to 

consumers. This is the driving force behind revenue growth and higher sales. 

There is increasing pressure on key players to adjust their strategies in response to evolving 

consumer behaviour. This includes the shift towards remote working and the corresponding 

changes in retail preferences, with a notable increase in online shopping. There is also growing 

demand for affordable products and a heightened emphasis on sustainability, encompassing 

both environmental and social considerations. To remain competitive, industry leaders must 

adapt to these shifting consumer trends and incorporate them into their business models. 

Luxury goods is dominated by manufacturers of premium and luxury cars in terms of value 

sales, with the top five players all being car makers and, between them, accounting for almost 
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three quarters of total market sales in 2022. Consumers continue to value the quality and 

reliability of the leading German brands like Mercedes-Benz, BMW and Audi. 

The luxury goods competitive landscape in Germany was led by Daimler AG in 2022, with a 

value share of 24% overall. The company, which has the Mercedes-Benz and Maybach brands 

in its portfolio, is able to attract loyal customers and command higher prices for its premium and 

luxury cars. Volkswagen AG was in second place with a value share of 22% in 2022. It owns a 

number of brands in its portfolio, including Audi, Porsche and Bentley. Third was Bayerische 

Motoren Werke AG, holding a value share of 18% with its BMW brand in 2022. 

The trends towards improved eco-friendliness and better fuel efficiency continued to support 

growth for hybrid vehicles or e-cars, such as Tesla, Mercedes (EQS), Audi (RS e-tron) and 

Porsche (Taycan Turbo S Cross Tourismo). This helped Tesla to record the most dynamic 

performance among the leading players, with sales increasing almost 200% year on year in 

2022, as it more than doubled its share of the luxury goods market, cementing the fourth place it 

claimed in 2021. 

 

Retailing Developments 

Luxury retail is currently undergoing changes, with digitalisation changing where consumers 

shop and how they engage with luxury brands and retailers. This is leading to a rise in the 

importance of online shopping among some consumers, while also forcing retailers to rethink 

the role of physical outlets. Retailers are increasingly focused on adding extra experiences into 

their outlets, such as concierge services and temporary branded pop-ups. Post pandemic, many 

consumers are seeking to balance the convenience of online shopping with a desire to return to 

the in-store shopping experience. Key reasons to go to a physical store include browsing for 

inspiration, finding out about new brands and products, getting advice and services, trying on a 

garment, and seeing and feeling a product before buying it. As a result, consumers in Germany 

tend to shop in store-based (retail offline) outlets when buying luxury goods rather than buying 

the item online. 

However, e-commerce continues to benefit from consumers’ growing trust in online 

transactions, with many people having newly discovered the benefits and high level of 

convenience that online shopping can offer, as they were forced to find alternatives to shopping 

in stores during the pandemic. The continuously growing selection of products online, and the 

enhanced presence of luxury brands on shopping platforms and marketplaces, as well as their 

own online shops, is also supporting wider penetration. Brands’ presence on social media 

platforms with shopping options, such as Instagram, is also driving awareness and interest 

among younger consumer groups. Aside from increasing their presence on online marketplaces 

such as Farfetch, many manufacturers have updated their own online presence to be more 

accessible and appealing to potential new online customers. 

Although online sales made some gains in fine wines/champagne and spirits over the review 

period, and particularly at the height of the pandemic, grocery retailers still dominate retail 

distribution of these products. With grocery retailers able to stay open throughout the pandemic, 

deemed as essential stores, consumers were able to continue buying their fine 

wines/champagne and spirits in these stores. 

In terms of personal luxury, shoppers typically buy items in general merchandise stores, 

where they can talk to sales staff to seek out advice and product information. Such stores are 

able to stock high-end brands and display a wide array of personal luxury items. However, while 

general merchandise stores looks likely to remain the leading retail channel in the short to 

medium term, the industry saw a noticeable shift towards retail e-commerce over the review 

period, and 2020 in particular. Online sales were accounting for just over a fifth of retail 

distribution in personal luxury overall in 2023, more than a quarter of sales in luxury eyewear 

and over a third in super-premium beauty and personal care. There is nothing that can fully 
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compete with personal customer service and human advice, but retail e-commerce can typically 

give the customer detailed product information, price and product comparisons and the 

convenience of ordering from home. 

Sales also tend to occur in duty-free outlets, which are frequented by travellers, meaning their 

success is linked to tourism flows in and out of the country. With travel back and powering 

forward, Germany has shown clear signs of recovery with travel restriction removal, which 

bodes well for duty-free sales of luxury goods through such outlets. 

 

What Next For Luxury Goods? 

Luxury goods has a bright future ahead, with pent-up demand that built up during the 

pandemic looking set to lead to consumers increasingly buying high-end luxury goods during the 

forecast period. Retail sales of luxury goods in Germany are expected to register a CAGR of 

10% in current value terms (7% CAGR at constant 2023 prices) over the forecast period to 

reach EUR99.3 billion. This is an improvement on the 2% CAGR increase seen in current value 

terms over the review period, which was mainly the result of the 17% decrease in current value 

sales in 2020, at the start of the pandemic. Sales are not currently expected to return to their 

pre-pandemic level until 2024, in both current value and real value (at 2023 constant prices) 

terms. 

Luxury goods companies will have to innovate through value creation, ensuring the 

affordability of product and service portfolios, while making sure that they align any offerings 

with consumers’ main priorities, which include obtaining quality products, high-tech alternatives 

and sustainable options. However, this comes at a time when costs across the global supply 

chain are generally increasing. Luxury store-based retailers have been working hard to reinvent 

the physical luxury store experience to help both increase footfall and give shoppers a warm 

welcome back, but also in order to engage more with shoppers as a way of developing stronger 

connections with them. Economic instability and inflation worries have seen many consumers 

more focused on ensuring they are obtaining value for money. Luxury goods companies should 

therefore focus on sensory experiences and look to build emotional bonds with consumers. 

People want to feel engaged with the products they buy and with brands, so major players will 

have to try and attract sales through the creation of interactive innovations that will help to build 

brand loyalty. In order to thrive, luxury retailers will need to focus on creating immersive retail 

experiences that blend the virtual and real worlds. Managing to boost online sales will also be 

important in terms of any future success. 

The best performing category within luxury goods looks set to be premium and luxury cars 

over the forecast period, with a CAGR of 11% in current value terms (9% CAGR at 2023 

constant prices), reaching sales of EUR77.3 billion in 2028. Electric cars are expected to rise in 

importance within premium and luxury cars over the forecast period, as a result of government 

investment in the likes of rapid electric car charging stations and the advent of new technologies 

as a response to concerns about sustainability and a need to promote zero emission vehicles. 

As demand increases and consumers become increasingly concerned about climate change 

and also accustomed to charging their cars, manufacturers will likely increase their investment 

in electric cars, thereby offering consumers a wider choice of vehicles. Given the particularly 

strong sales and share growth being recorded in the latter part of the review period, it would 

seem that German consumers have a strong appetite for electric vehicles. 

 

 

MARKET DATA 
 

Table 7 Sales of Luxury Goods by Category: Value 2018-2023 
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EUR million 
 2018 2019 2020 2021 2022 2023 
 
Luxury Foodservice 2.6 2.6 1.0 1.2 1.7 2.0 
Luxury Hotels 1,973.8 2,030.0 1,206.7 1,386.0 1,641.4 1,963.5 
Experiential Luxury 1,976.4 2,032.6 1,207.8 1,387.2 1,643.1 1,965.4 
Fine Wines 808.8 830.7 885.1 871.1 900.2 1,042.0 
Luxury Spirits 322.7 330.5 341.6 355.7 360.9 397.9 
Fine Wines/Champagne 1,131.6 1,161.2 1,226.7 1,226.8 1,261.1 1,439.9 
    and Spirits       
Premium and Luxury Cars 40,823.9 46,908.0 40,197.0 34,948.6 45,687.7 45,161.3 
Designer Apparel and 5,209.7 5,343.4 3,947.3 4,512.0 5,351.2 5,856.2 
    Footwear (Ready-to-Wear)       
Luxury Eyewear 707.2 740.1 664.8 688.4 730.4 791.2 
Luxury Jewellery 1,867.4 1,947.1 1,488.2 1,699.7 1,909.6 2,071.7 
Luxury Leather Goods 1,416.2 1,486.6 943.0 1,097.9 1,306.5 1,481.4 
Luxury Wearables 25.4 26.7 26.0 31.2 31.9 33.0 
    Electronics       
Luxury Timepieces 1,786.8 1,833.4 1,402.4 1,492.4 1,716.3 1,857.1 
Luxury Writing 77.4 79.4 59.8 66.2 76.0 81.8 
    Instruments and       
    Stationery       
Super Premium Beauty 1,634.5 1,675.7 1,524.7 1,530.7 1,643.1 1,769.1 
    and Personal Care       
Personal Luxury 12,724.5 13,132.3 10,056.0 11,118.3 12,764.9 13,941.5 
Luxury Goods 56,656.4 63,234.0 52,687.5 48,681.0 61,356.8 62,508.2 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 8 Sales of Luxury Goods by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Luxury Foodservice 16.9 -5.1 -23.1 
Luxury Hotels 19.6 -0.1 -0.5 
Experiential Luxury 19.6 -0.1 -0.6 
Fine Wines 15.8 5.2 28.8 
Luxury Spirits 10.2 4.3 23.3 
Fine Wines/Champagne and Spirits 14.2 4.9 27.2 
Premium and Luxury Cars -1.2 2.0 10.6 
Designer Apparel and Footwear (Ready-to-Wear) 9.4 2.4 12.4 
Luxury Eyewear 8.3 2.3 11.9 
Luxury Jewellery 8.5 2.1 10.9 
Luxury Leather Goods 13.4 0.9 4.6 
Luxury Wearables Electronics 3.5 5.4 29.8 
Luxury Timepieces 8.2 0.8 3.9 
Luxury Writing Instruments and Stationery 7.7 1.1 5.7 
Super Premium Beauty and Personal Care 7.7 1.6 8.2 
Personal Luxury 9.2 1.8 9.6 
Luxury Goods 1.9 2.0 10.3 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 9 Inbound Receipts for Luxury Goods by Country of Origin: Value 2018-2023 

 

EUR Million 

 

 

 

 

 

 

 

 

 

Data removed from sample 

 

 

 

 

 

 

 

Data removed from sample 

 



F I N E  W I N E S / C H A M P A G N E  A N D  S P I R I T S  I N  G E R M A N Y  P a s s p o r t  11 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

 2018 2019 2020 2021 2022 2023 
 
Brazil 24.8 26.6 10.4 12.8 42.1 63.7 
China 180.1 190.6 71.0 87.7 318.1 282.5 
France 193.7 199.9 101.8 121.5 192.8 234.0 
GCC Countries 83.2 88.1 31.2 39.0 96.0 143.8 
Germany - - - - - - 
Japan 79.5 82.1 31.9 38.6 166.7 233.8 
Russia 38.5 39.0 18.4 22.4 22.8 20.8 
South Korea 44.7 45.4 18.0 22.0 76.5 114.7 
United Kingdom 94.4 94.8 64.4 71.2 129.1 170.6 
US 171.4 175.8 62.9 77.4 166.0 328.6 
Other 1,573.4 1,640.0 698.8 839.9 714.8 1,234.2 
Total 2,483.6 2,582.2 1,108.7 1,332.6 1,924.9 2,826.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 10 NBO Company Shares of Luxury Goods: % Value 2018-2023 

 

% retail value rsp 
Company 2018 2019 2020 2021 2022 2023 
 
Daimler AG 25.9 26.3 27.6 23.0 23.5 - 
Volkswagen AG 22.1 23.2 23.3 21.5 22.3 - 
Bayerische Motoren 20.3 20.8 21.0 20.8 18.2 - 
    Werke AG       
Tesla Inc 0.3 0.8 1.3 3.2 7.5 - 
Tata Motors Ltd 2.6 2.3 2.1 1.8 1.6 - 
Hugo Boss AG 1.7 1.5 1.4 1.5 1.2 - 
Swatch Group 1.1 1.0 0.9 1.1 1.0 - 
    (Deutschland) GmbH       
Louis Vuitton 0.7 0.6 0.5 0.6 0.8 - 
    Deutschland GmbH       
Chanel GmbH 0.7 0.7 0.6 0.8 0.8 - 
Ferrari NV 0.3 0.3 0.4 0.8 0.7 - 
Rolex Deutschland GmbH 0.6 0.5 0.6 0.7 0.7 - 
Cartier SA 0.6 0.5 0.5 0.5 0.5 - 
Kering SA 0.4 0.3 0.3 0.4 0.5 - 
L'Oréal Deutschland GmbH 0.4 0.4 0.4 0.5 0.4 - 
LVMH Perfumes & 0.3 0.2 0.3 0.3 0.4 - 
    Cosmetics GmbH       
Hermès GmbH 0.4 0.3 0.3 0.4 0.4 - 
Richemont Northern 0.4 0.4 0.3 0.4 0.4 - 
    Europe GmbH       
Rimowa GmbH 0.3 0.3 0.2 0.3 0.4 - 
Prada Germany GmbH 0.2 0.2 0.2 0.2 0.3 - 
Coty Deutschland GmbH 0.3 0.3 0.3 0.3 0.3 - 
Safilo GmbH 0.3 0.3 0.3 0.3 0.3 - 
Ernsting's Family GmbH 0.3 0.3 0.2 0.3 0.3 - 
    & Co KG       
Chopard Deutschland GmbH 0.3 0.3 0.2 0.3 0.2 - 
Wellendorff GmbH & Co KG 0.3 0.2 0.2 0.2 0.2 - 
Gucci Group Germany GmbH 0.2 0.3 0.2 0.3 0.2 - 
Althoff Hotels GmbH 0.3 0.2 0.1 0.3 0.2 - 
Yves Saint Laurent 0.2 0.3 0.2 0.2 0.2 - 
    Germany GmbH       
Puig Deutschland GmbH 0.2 0.2 0.2 0.2 0.2 - 
Fiat Chrysler 0.2 0.1 0.1 0.1 0.1 - 
    Automobiles NV       
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Kempinski AG 0.2 0.2 0.1 0.1 0.1 - 
Others 18.1 16.7 15.5 18.7 16.0 - 
Total 100.0 100.0 100.0 100.0 100.0 - 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

  

Table 11 LBN Brand Shares of Luxury Goods: % Value 2019-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2019 2020 2021 2022 
 
Mercedes-Benz Daimler AG 26.3 27.6 23.0 23.5 
BMW Bayerische Motoren Werke AG 20.7 20.9 20.8 18.2 
Audi Volkswagen AG 18.8 18.3 16.5 17.6 
Tesla Tesla Inc 0.8 1.3 3.2 7.5 
Porsche Volkswagen AG 3.6 4.0 4.6 4.2 
Land Rover Tata Motors Ltd 1.6 1.4 1.4 1.3 
Hugo Boss Hugo Boss AG 1.5 1.4 1.5 1.2 
Ferrari Ferrari NV 0.3 0.4 0.8 0.7 
Rolex (Rolex SA) Rolex Deutschland GmbH 0.5 0.6 0.7 0.6 
Chanel (Chanel SA) Chanel GmbH 0.6 0.5 0.6 0.6 
Louis Vuitton (LVMH Louis Vuitton Deutschland 0.4 0.4 0.4 0.5 
    Moët Hennessy Louis GmbH     
    Vuitton SA)      
Omega (Swatch Group Swatch Group 0.5 0.5 0.5 0.5 
    Ltd, The) (Deutschland) GmbH     
Cartier (Richemont Cartier SA 0.5 0.5 0.5 0.5 
    SA, Cie Financière)      
Rimowa (LVMH Moët Rimowa GmbH 0.3 0.2 0.3 0.4 
    Hennessy Louis      
    Vuitton SA)      
Hermès (Hermès Hermès GmbH 0.3 0.3 0.4 0.3 
    International SCA)      
Bentley Volkswagen AG 0.2 0.3 0.3 0.3 
Jaguar Tata Motors Ltd 0.7 0.7 0.4 0.3 
Longines (Swatch Swatch Group 0.3 0.3 0.3 0.3 
    Group Ltd, The) (Deutschland) GmbH     
Gina Ernsting's Family GmbH & 0.3 0.2 0.3 0.3 
 Co KG     
Prada (Prada SpA) Prada Germany GmbH 0.2 0.2 0.2 0.3 
Lancôme (L'Oréal L'Oréal Deutschland GmbH 0.3 0.3 0.3 0.2 
    Groupe)      
Moncler Moncler SpA 0.2 0.2 0.2 0.2 
Chopard (Chopard & Chopard Deutschland GmbH 0.3 0.2 0.3 0.2 
    Cie SA)      
Wellendorff Wellendorff GmbH & Co KG 0.2 0.2 0.2 0.2 
Althoff Collection Althoff Hotels GmbH 0.2 0.1 0.3 0.2 
Lamborghini Volkswagen AG 0.5 0.6 0.1 0.2 
Gucci (Kering SA) Gucci Group Germany GmbH 0.3 0.2 0.3 0.2 
Saint Laurent (Kering Yves Saint Laurent 0.3 0.2 0.2 0.2 
    SA) Germany GmbH     
Lexus Toyota Motor Corp 0.2 0.3 0.3 0.2 
Kempinski Kempinski AG 0.2 0.1 0.1 0.1 
Others Others 19.1 17.7 21.1 18.8 
Total Total 100.0 100.0 100.0 100.0 
 
Brand (GBO) Company (NBO) 2023    
 
Mercedes-Benz Daimler AG -    
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BMW Bayerische Motoren Werke AG -    
Audi Volkswagen AG -    
Tesla Tesla Inc -    
Porsche Volkswagen AG -    
Land Rover Tata Motors Ltd -    
Hugo Boss Hugo Boss AG -    
Ferrari Ferrari NV -    
Rolex (Rolex SA) Rolex Deutschland GmbH -    
Chanel (Chanel SA) Chanel GmbH -    
Louis Vuitton (LVMH Louis Vuitton Deutschland -    
    Moët Hennessy Louis GmbH     
    Vuitton SA)      
Omega (Swatch Group Swatch Group -    
    Ltd, The) (Deutschland) GmbH     
Cartier (Richemont Cartier SA -    
    SA, Cie Financière)      
Rimowa (LVMH Moët Rimowa GmbH -    
    Hennessy Louis      
    Vuitton SA)      
Hermès (Hermès Hermès GmbH -    
    International SCA)      
Bentley Volkswagen AG -    
Jaguar Tata Motors Ltd -    
Longines (Swatch Swatch Group -    
    Group Ltd, The) (Deutschland) GmbH     
Gina Ernsting's Family GmbH & -    
 Co KG     
Prada (Prada SpA) Prada Germany GmbH -    
Lancôme (L'Oréal L'Oréal Deutschland GmbH -    
    Groupe)      
Moncler Moncler SpA -    
Chopard (Chopard & Chopard Deutschland GmbH -    
    Cie SA)      
Wellendorff Wellendorff GmbH & Co KG -    
Althoff Collection Althoff Hotels GmbH -    
Lamborghini Volkswagen AG -    
Gucci (Kering SA) Gucci Group Germany GmbH -    
Saint Laurent (Kering Yves Saint Laurent -    
    SA) Germany GmbH     
Lexus Toyota Motor Corp -    
Kempinski Kempinski AG -    
Others Others -    
Total Total -    

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 12 Distribution of Luxury Goods by Format and Category: % Value 2023 

 

% retail value rsp 
 Fine Personal Designer Luxury Luxury Luxury 
 Wines/ Luxury Apparel Eyewear Jewellery Leather 
 Champagne  and   Goods 
 and Spirits  Footwear    
   (Ready-to-    
   Wear)    
 
Retail Channels 100.0 100.0 100.0 100.0 100.0 100.0 
- Retail Offline 94.4 78.6 78.6 73.5 84.7 78.6 
-- Grocery Retailers 88.5 0.0 0.0 0.0 0.0 0.0 
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-- Non-Grocery Retailers 5.9 78.6 78.6 73.5 84.7 78.6 
--- General Merchandise 5.9 30.0 43.5 10.6 13.1 38.1 
    Stores       
--- Apparel and 0.0 14.7 35.0 0.0 0.0 0.0 
    Footwear Specialists       
--- Appliances and 0.0 10.2 0.0 0.0 0.0 0.0 
    Electronics Specialists       
--- Home Products 0.0 0.0 0.0 0.0 0.0 0.0 
    Specialists       
--- Health and Beauty 0.0 8.4 0.0 62.9 0.0 0.0 
    Specialists       
--- Leisure and 0.0 14.9 0.0 0.0 71.6 40.5 
    Personal Goods       
    Specialists       
--- Other Non-Grocery 0.0 0.4 0.0 0.0 0.0 0.0 
    Retailers       
- Retail E-Commerce 5.6 21.4 21.4 26.5 15.3 21.4 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
 
 Luxury Luxury Luxury Super   
 Wearables Timepieces Writing Premium   
 Electronics  Instrument Beauty   
   s and and   
   Stationery Personal   
    Care   
 
Retail Channels 100.0 100.0 100.0 100.0   
- Retail Offline 85.1 87.7 85.5 64.1   
-- Grocery Retailers 0.0 0.0 0.0 0.0   
-- Non-Grocery Retailers 85.1 87.7 85.5 64.1   
--- General Merchandise 8.2 12.8 12.2 26.0   
    Stores       
--- Apparel and 0.0 0.0 0.0 0.0   
    Footwear Specialists       
--- Appliances and 76.9 74.9 0.0 0.0   
    Electronics Specialists       
--- Home Products 0.0 0.0 0.0 0.0   
    Specialists       
--- Health and Beauty 0.0 0.0 0.0 38.1   
    Specialists       
--- Leisure and 0.0 0.0 0.0 0.0   
    Personal Goods       
    Specialists       
--- Other Non-Grocery 0.0 0.0 73.3 0.0   
    Retailers       
- Retail E-Commerce 14.9 12.3 14.5 35.9   
Total 100.0 100.0 100.0 100.0   

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 13 Forecast Sales of Luxury Goods by Category: Value 2023-2028 

 

EUR million 
 2023 2024 2025 2026 2027 2028 
 
Luxury Foodservice 2.0 2.2 2.2 2.3 2.4 2.4 
Luxury Hotels 1,963.5 2,184.1 2,390.1 2,562.5 2,726.6 2,901.2 
Experiential Luxury 1,965.4 2,186.3 2,392.4 2,564.8 2,729.0 2,903.7 
Fine Wines 1,042.0 1,090.3 1,127.7 1,176.5 1,222.4 1,270.9 
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Luxury Spirits 397.9 404.1 412.7 423.0 431.4 438.8 
Fine Wines/Champagne 1,439.9 1,494.3 1,540.4 1,599.6 1,653.9 1,709.7 
    and Spirits       
Premium and Luxury Cars 45,161.3 56,590.6 66,023.4 67,253.8 68,176.3 69,059.2 
Designer Apparel and 5,856.2 6,016.7 6,133.6 6,222.7 6,274.3 6,326.0 
    Footwear (Ready-to-Wear)       
Luxury Eyewear 791.2 800.3 807.0 812.4 814.5 816.5 
Luxury Jewellery 2,071.7 2,110.0 2,151.7 2,191.7 2,212.2 2,233.0 
Luxury Leather Goods 1,481.4 1,547.6 1,595.1 1,633.6 1,663.3 1,692.4 
Luxury Wearables 33.0 33.5 34.2 32.5 30.0 28.0 
    Electronics       
Luxury Timepieces 1,857.1 1,872.5 1,901.1 1,933.2 1,947.1 1,961.3 
Luxury Writing 81.8 86.1 87.6 87.0 85.4 84.4 
    Instruments and       
    Stationery       
Super Premium Beauty 1,769.1 1,790.3 1,822.3 1,848.1 1,861.3 1,874.3 
    and Personal Care       
Personal Luxury 13,941.5 14,257.1 14,532.5 14,761.3 14,888.1 15,015.9 
Luxury Goods 62,508.2 74,528.2 84,488.8 86,179.5 87,447.3 88,688.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 14 Forecast Sales of Luxury Goods by Category: % Value Growth 2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Luxury Foodservice 7.7 4.0 21.6 
Luxury Hotels 11.2 8.1 47.8 
Experiential Luxury 11.2 8.1 47.7 
Fine Wines 4.6 4.1 22.0 
Luxury Spirits 1.6 2.0 10.3 
Fine Wines/Champagne and Spirits 3.8 3.5 18.7 
Premium and Luxury Cars 25.3 8.9 52.9 
Designer Apparel and Footwear (Ready-to-Wear) 2.7 1.6 8.0 
Luxury Eyewear 1.2 0.6 3.2 
Luxury Jewellery 1.8 1.5 7.8 
Luxury Leather Goods 4.5 2.7 14.2 
Luxury Wearables Electronics 1.6 -3.3 -15.3 
Luxury Timepieces 0.8 1.1 5.6 
Luxury Writing Instruments and Stationery 5.3 0.6 3.2 
Super Premium Beauty and Personal Care 1.2 1.2 5.9 
Personal Luxury 2.3 1.5 7.7 
Luxury Goods 19.2 7.2 41.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

 

DISCLAIMER 
Forecast closing date: 12 June 2023 

Report closing date: 1 October 2023 

Analysis and data in this report give full consideration to consumer behaviour and market 

performance in 2023 and beyond as of the dates above. For the very latest insight on this 

industry and consumer behaviour, at both global and national level, readers can access 
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strategic analysis and updates on www.euromonitor.com and via the Passport system, where 

new content is being added on a systematic basis. 
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 Bureau National Interprofessionnel du Cognac 

(BNIC) 

 Cámara Nacional de la Industria Tequilera 

 Centre for the Promotion of Imports from 

Developing Countries (CBI) 

 Comité Colbert 

 Comité Interprofessionnel du Vin de 

Champagne (CIVC) 

 Consejo Regulador de las Denominaciones de 

Origen Jerez 

 Consorzio per la Tutela del Vino Marsala DOC 
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 Der Bundesverband für den Gedeckten Tisch, 

Hausrat & Wohnkultur (GPK) eV 

 Der Bundesverband Glasindustrie eV 

 Deutsche Weine 

 Deutsches Weininstitut 

 Distilled Spirits Council of the United States 

(DISCUS) 

 European Cosmetics Association, The 

(COLIPA) 

 Federation of Swiss Watch Industry (FHS) 

 Fragrance Foundation 

 German Fashion Modeverband Deutschland 

eV 

 Großhandelsverband Schreib, Papierwaren & 

Bürobedarf eV (GVS) 

 IHA Hotelverband Deutschland 

 Industrieverband Körperpflege & Waschmittel 

eV 

 Instituto do Vinho Bordado & do Artesanato da 

Medeira 

 Instituto dos Vinhos do Douro & Porto 

 International Apparel Federation 

 International Tobacco Growers' Association 

 Kosmetikverband 

 Meisterkreis - Deutsches Forum für Luxus eV 

 Office International de la Vigne et du Vin 

 Scotch Whisky Association 

 The Altagamma Foundation (La Fondazione 

Altagamma) 

 The Council of Fashion Designers of America, 

Inc, (CFDA) 

 The European Spirits Organisation 

 The International Luxury Business Association 

 The Luxury Marketing Council Worldwide 

 The Walpole 

 The World Luxury Association 

 Vareband der Automobilindustrie eV 
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 Verband der Automobilindustrie 

 Verband der Deutschen Rauchtabakindustrie 

 Verband der PBS-Markenindustrie im FMI eV 

 Verband der Schweizerischen Uhrenindustrie 

 Verband der Vertriebsfirmen Kosmetischer 

Erzeugnisse eV 

 VKE-Kosmetikverband 

 Zentralverband der Augenoptiker & 

Optometristen 

 Zigarettenverband 

Trade Press Allgemeine Hotel- & Gastronomiezeitung 

 Automotive News 

 Beauty Forum 

 Branchenreport Fashion & Luxury 

 Chip 

 Cosmetic News 

 Cosmetics International 

 Cosmoty 

 c't 

 Das Deutsche Weinmagazin 

 Der Spiegel 

 Deutsche Getränkewirtschaft 

 Deutsche Tabak Zeitung 

 Drapers 

 Drinks International 

 eyebizz 

 Fashion United 

 Financial Times 

 Financial Times Luxury Business 

 Focus 

 Forbes 

 GCI Magazine 

 Getränkefachgroßhandel 

 Getränkezeitung 
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 GW Verlag Spirituosenbranche 

 Happi 

 HML Modemarketing Dr Leichum & Partner 

GmbH 

 Intelligent Life 

 Just Drinks 

 Just-style 

 Kosmetik International 

 Lebensmittel Zeitung 

 Luxury Briefing 

 Luxury Society Market Guides 

 Parfümerie Nachrichten 

 Schmuck Magazin 

 SPC 

 Textilwirtschaft 

 The Drinks Business 

 The Economist 

 The Rose Sheet, Elsevier Business 

Intelligence 

 TIME Style & Design Magazine 

 TM Europe Shoes & Accessories 

 Uhren-Monitor 

 Wine & Spirits International 

 Women Wear Daily 

 World Drink Trends 

 World Tobacco 

 World Wealth Report 

 Worldwide Luxury Goods Market 

 WWD Beauty Biz 

Source: Euromonitor International 
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