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PREMIUM AND LUXURY CARS IN 
SPAIN - CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales grow by 37% in 2021 to EUR9.2 billion 

▪ Daimler AG is the leading player in 2020, with a retail value share of 36% 

▪ Retail sales are expected to fall at a current value CAGR of 0.4% (2021 constant value CAGR 

of -2%) over the forecast period 

 

 

2021 DEVELOPMENTS 
 

Improving economic environment drives strong rebound in demand 

Having plunged by almost a quarter during 2020 due to the economic shock of the pandemic 

and the fact that most consumers were driving much less, unit volume sales of premium and 

luxury cars soared by more than a third in 2021. With the Spanish economy in crisis and the rate 

of unemployment soaring, conspicuous consumption fell out of fashion during 2020, but it made 

a comeback in 2021. 

In particular, a growing number of affluent Baby Boomers are adopting a ‘live for today’ 

attitude in the wake of the pandemic and bringing forward planned purchases of premium and 

luxury cars. However, both unit volume and retail constant value sales of premium and luxury 

cars remained below their 2018 peak during 2021. 

During 2021, upper luxury performed better than lower-priced premium and luxury models. 

This is because the latter are targeted at somewhat less affluent consumers who were more 

vulnerable to the economic shock of the pandemic. In contrast, purchasers of upper luxury cars 

were largely insulated from it. 

 

German marques remain dominant, but electric carmaker Tesla is A 
growing threat 

German marques remain dominant, with Daimler AG’s Mercedes Benz, Bayerische Motoren 

Werke AG’s BMW and Volkswagen AG’s Audi accounting for more than four fifths of retail value 

sales of premium and luxury cars between them in 2020. However, Tesla Inc’s eponymous 

marque is an emerging presence, as interest in electric cars is growing. Volkswagen AG, on the 

other hand, has been losing share throughout the review period, largely due the emissions 

scandal that it became embroiled in. Both Tesla’s growth and Volkswagen’s decline reflect the 

fact that purchasers of luxury and premium cars, particularly younger ones, are becoming 

increasingly interested in environmental issues, especially sustainability. 

 

Rising prices for second-hand vehicles make premium and luxury cars 
an attractive investment for some 

The second-hand market for luxury cars is growing in Spain, and some purchasers of 

premium and luxury vehicles view them (at least in part) as an investment. Marques like 

Porsche tend to particularly popular in this regard. Moreover, the price of second-hand cars of 
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all kinds rose steeply in Spain during 2021 (mainly due to a shortage of semiconductors, which 

weighed on car production), making this investment strategy more attractive than ever. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Sluggish post-pandemic economic recovery set to weigh on demand 

While unit volume sales of premium and luxury cars will continue to rise in 2022, they will 

decline during the forecast period as a whole. This fall will be even steeper in terms of retail 

constant value sales. The fact that Spain’s post-pandemic economic recovery is set to be 

relatively sluggish (in comparison with the rest of the EU) will play a significant role in this. 

 

Electric models will proliferate 

Electric cars will continue to grow in popularity, with Tesla leading the way. As baby boomers 

age, marketing in premium and luxury cars will increasingly focus on Gen X and millennials, and 

members of the latter cohort in particular tends to be more aware of the environmental impact of 

their consumption choices. As a result, more electric premium and luxury models will be 

launched by the likes of Daimler AG and Bayerische Motoren Werke AG, in addition to Bugatti 

and local player Coches Hispano-Suiza. 

 

With lower running costs, electric vehicles will widen the customer base 
for premium and electric cars 

A new incentive plan came into effect in Spain during 2020 to encourage sustainable mobility. 

The plan, called MOVES (mobilidad eficiente y sostenible), has a budget of EUR65 million. It will 

support the expansion and development of electric products in premium and luxury cars during 

the forecast period. This will help to make premium and luxury electric cars more affordable to 

middle class Spaniards. 

The fact that the running costs of an electric car are generally much lower than those of an 

ICE (internal combustion engine) vehicle will also help to make the relatively high sticker prices 

of electric vehicles more palatable. The decision to purchase a luxury car has traditionally been 

an emotional one, but this is now changing, and it will continue to do so during the forecast 

period. Consumers will increasingly want to know that this purchase makes sense from both an 

economic and an environmental prospective. 

 

 

CATEGORY DATA 
 

Table 1 Sales of Premium and Luxury Cars: Value 2016-2021 

 

EUR million 
 2016 2017 2018 2019 2020 2021 
 
Premium and Luxury Cars 8,273.1 8,668.8 8,397.7 8,884.7 6,724.3 9,242.2 

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

 

 

Table 2 Sales of Premium and Luxury Cars: % Value Growth 2016-2021 

 

% current value growth 
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 2020/21 2016-21 CAGR 2016/21 Total 
 
Premium and Luxury Cars 37.4 2.2 11.7 

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

 

 

Table 3 NBO Company Shares of Premium and Luxury Cars: % Value 2016-2020 

 

% retail value rsp 
Company 2016 2017 2018 2019 2020 
 
Daimler AG 33.7 32.9 33.1 34.3 36.3 
Bayerische Motoren 25.2 26.3 26.7 26.1 25.7 
    Werke AG      
Volkswagen AG 28.3 27.9 28.0 27.3 25.6 
Tata Motors Ltd 9.2 8.7 7.6 6.3 6.2 
Toyota Motor Corp 3.0 3.1 3.6 4.2 4.6 
Tesla Inc - 0.4 0.4 1.2 1.1 
Ferrari NV 0.3 0.3 0.2 0.3 0.3 
Maserati SpA 0.2 0.3 0.3 0.2 0.1 
Aston Martin Lagonda Ltd 0.0 0.1 0.0 0.1 0.1 
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 LBN Brand Shares of Premium and Luxury Cars: % Value 2017-2020 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2017 2018 2019 2020 
 
Mercedes-Benz Daimler AG 32.9 33.1 34.3 36.3 
BMW Bayerische Motoren 26.2 26.7 26.1 25.7 
 Werke AG     
Audi Volkswagen AG 25.6 25.8 24.7 22.6 
Land Rover Tata Motors Ltd 6.7 5.1 4.4 4.9 
Lexus Toyota Motor Corp 3.1 3.6 4.2 4.6 
Porsche Volkswagen AG 2.0 1.9 2.3 2.7 
Jaguar Tata Motors Ltd 2.1 2.5 2.0 1.4 
Tesla Tesla Inc 0.4 0.4 1.2 1.1 
Ferrari Ferrari NV 0.3 0.2 0.3 0.3 
Bentley Volkswagen AG 0.2 0.2 0.2 0.2 
Maserati (Fiat Maserati SpA 0.3 0.3 0.2 0.1 
    Chrysler      
    Automobiles NV)      
Lamborghini Volkswagen AG 0.1 0.1 0.1 0.1 
Aston Martin Aston Martin Lagonda Ltd 0.1 0.0 0.1 0.1 
Others Others 0.1 0.1 0.1 0.1 
Total 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 5 Forecast Sales of Premium and Luxury Cars: Value 2021-2026 

 

EUR million 
 2021 2022 2023 2024 2025 2026 
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Premium and Luxury Cars 9,242.2 9,817.3 9,432.6 9,011.2 8,632.3 8,322.3 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 6 Forecast Sales of Premium and Luxury Cars: % Value Growth 2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Premium and Luxury Cars 6.2 -2.1 -10.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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LUXURY GOODS IN SPAIN - 
INDUSTRY OVERVIEW 

 

 

EXECUTIVE SUMMARY 
 

Luxury goods in 2021: The big picture 

Having plunged by around a quarter during 2020, retail current value sales of luxury goods 

rebounded significantly in 2021 but remained some way off their pre-pandemic (2019) peak. 

This rebound was particularly notable for premium and luxury cars and luxury consumer 

electronics but much weaker for designer apparel and footwear (ready-to-wear), luxury 

jewellery, luxury timepieces and luxury leather goods. 

This is because demand in the latter categories is much more heavily dependent on inbound 

international tourism, which all-but collapsed during 2020 and remained very weak in 2021 – 

although it did begin to pick up during the second of the year. In particular, visitors from Latin 

America, Asia and Russia are very significant sources of demand for personal luxury in Spain. 

Demand for personal luxury also remained relatively weak among local consumers in 2021 

due to the lingering economic shock of the pandemic and the fact that people were still 

socialising less frequently than before the pandemic. While more weddings, baptisms, first 

communions and anniversary and birthday parties took place in 2021, they tended to be 

relatively small. Thus fewer gifts were given, and people had fewer opportunities to dress up in 

their finest clothes and jewellery. The fact that many people continued to work from home during 

2021 also negatively affected demand for personal luxury, including super premium fragrances 

and luxury timepieces and writing instruments and stationery. 

 

2021 key trends 

Affluent consumers are increasingly seeking memorable experiences, and for some, this is 

now a higher priority than acquiring luxury goods. Luxury goods manufacturers are responding 

by trying to associate their brands with memorable experiences. For example, in 2021, Cartier 

launched a marketing campaign called “memorable moments” that saw employees in its stores 

recounting some of the most memorable love stories they have seen in their stores. 

The aftermath of the pandemic has seen such brands as Omega and Channel increase their 

pricing in an effort to shift to more of an upper-luxury positioning. By doing so, they are hoping to 

make their products appear more exclusive and thus more attractive to the most affluent 

consumers. Although this strategy narrows their customer base somewhat, this group of 

consumers was the least affected by the economic shock of the pandemic. 

In premium and luxury cars, electric vehicles are an emerging trend, with Tesla Inc leading 

the way. This reflects deepening interest in sustainability, particularly among younger 

consumers. This marque poses a growing threat to the leaders in this category – Mercedes, 

BMW and Audi. 

 

Competitive landscape 

Uncertainty surrounding COVID-19 has had a chilling effect on new product launches in 

personal luxury. Some manufacturers of super premium beauty and personal care products, 

such as Barcelona-based Puig, shifted their production over to hand sanitiser for a period during 

2020 when it was in short supply. Such moves tend to play particularly well with younger 

consumers, who increasingly want the products they buy to be made by ethical companies. 
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Another effect of the pandemic has been to shift marketing activity for luxury goods online, 

particularly to social media like Instagram. 

During 2020 and early 2021, many luxury hotels stepped up their efforts to attract local 

consumers to their facilities by offering special packages, deals and discounts. This strategy 

was especially prevalent in coastal areas. In spite of uncertainty arising from the pandemic, the 

number of luxury hotels in Spain continues to expand. In 2021, the first Four Seasons and Six 

Senses hotels opened in the country. Meanwhile, the Barceló chain is set to open two new 

luxury hotels during the forecast period, while Marriot is planning to introduce its Design Hotels 

brand to Spain. 

 

Retailing developments 

The retail value share of e-commerce almost doubled during 2020, as non-essential retail 

outlets were forced to close for an extended period and, even after they re-opened, some local 

consumers remained reluctant to visit them due to the risk of contagion. With local consumers 

becoming increasingly comfortable shopping online and both brands and retailers now paying 

more attention to this channel, e-commerce held onto most of these gains during 2021. 

Meanwhile, Galarias Canalejas, Spain’s first luxury shopping mall, has opened in Madrid. It 

includes such luxury brands as Hermès and Louis Vuitton. Many local consumers, particularly 

older ones, continue to favour the in-store shopping experience for personal luxury, as it 

enables them to see products in person prior to purchase, receive advice from salespeople and 

(in the case of designer apparel) have items adjusted to fit. Some older consumers in particular 

also remain wary of spending large sums of money online. 

In premium and luxury cars, Tesla Inc is upending the long-established business model of 

making car sales through franchised dealerships. While it has showrooms in Madrid and 

Barcelona, all orders for Tesla vehicles are made online. 

 

What next for luxury goods? 

The recovery in demand for luxury goods will be slow: In constant terms, annual retail value 

sales will not exceed their pre-pandemic peak until 2025. This recovery will be driven by both a 

revival in inbound international tourism and an improving domestic economic environment, 

which will bolster the confidence of local consumers. However, the former is extremely 

vulnerable to a resurgence in COVID-19 (if it leads to renewed restrictions on international 

travel), while Spain’s post-pandemic economic recovery is set to be relatively sluggish, with the 

unemployment rate likely to remain elevated. The fact that the trends for working from home and 

virtual meetings appear set to outlast the pandemic will also undermine demand for personal 

luxury – particularly luxury timepieces, luxury writing instruments and stationery, luxury jewellery 

and designer apparel and footwear – to an extent. 

During the forecast period, the attention of luxury goods brands will increasingly turn away 

from ageing Baby Boomers and towards Millennials. As a result, e-commerce is likely to grow in 

importance as a distribution channel, as younger consumers tend to value the convenience that 

it offers, while marketing will increasingly migrate online – particularly to social networks. This 

generational shift will also require luxury goods brands to pay more attention to the issue of 

sustainability – a trend that is already evident in premium and luxury cars. 

With many local consumers, including some quite affluent ones, likely to be more price 

sensitive, demand for used personal luxury is set to increase during the forecast period. This will 

be facilitated by online second-hand luxury retailers like Vestiaire Collective and Farfetch, in 

addition to Cotton Vintage and Designer Exchange – second-hand personal luxury retailers 

located in Barcelona and Madrid, respectively. Second-hand luxury goods websites are being 

promoted by local influencers like Madame de Rosa. 
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MARKET DATA 
 

Table 7 Sales of Luxury Goods by Category: Value 2016-2021 

 

EUR million 
 2016 2017 2018 2019 2020 2021 
 
Luxury Foodservice - - - - - - 
Luxury Hotels 683.6 653.9 704.7 702.9 434.7 467.7 
Experiential Luxury 683.6 653.9 704.7 702.9 434.7 467.7 
Fine Wines 245.8 260.5 276.6 292.7 281.7 296.8 
Luxury Spirits 255.2 263.6 273.4 282.8 271.5 277.6 
Fine Wines/Champagne 501.0 524.1 550.0 575.4 553.2 574.3 
    and Spirits       
Premium and Luxury Cars 8,273.1 8,668.8 8,397.7 8,884.7 6,724.3 9,242.2 
Designer Apparel and 2,441.9 2,481.8 2,526.6 2,569.9 1,855.0 2,002.0 
    Footwear (Ready-to-Wear)       
Luxury Eyewear 379.5 393.6 406.8 420.0 353.9 377.4 
Luxury Jewellery 858.0 879.1 903.9 927.9 679.0 737.1 
Luxury Leather Goods 633.3 660.5 692.5 758.7 515.6 563.3 
Luxury Portable 12.0 11.8 11.4 11.6 7.7 9.2 
    Consumer Electronics       
Luxury Timepieces 668.8 696.1 723.2 747.8 491.7 537.2 
Luxury Writing 38.5 38.5 38.3 38.0 26.2 27.7 
    Instruments and       
    Stationery       
Super Premium Beauty 912.3 951.9 987.6 1,030.4 838.9 884.4 
    and Personal Care       
Personal Luxury 5,944.3 6,113.5 6,290.5 6,504.4 4,768.1 5,138.2 
Luxury Goods 15,402.0 15,960.3 15,942.9 16,667.4 12,480.3 15,422.4 

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 2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Luxury Foodservice - - - 
Luxury Hotels 7.6 -7.3 -31.6 
Experiential Luxury 7.6 -7.3 -31.6 
Fine Wines 5.4 3.8 20.7 
Luxury Spirits 2.2 1.7 8.8 
Fine Wines/Champagne and Spirits 3.8 2.8 14.6 
Premium and Luxury Cars 37.4 2.2 11.7 
Designer Apparel and Footwear (Ready- 7.9 -3.9 -18.0 
    to-Wear)    
Luxury Eyewear 6.6 -0.1 -0.5 
Luxury Jewellery 8.6 -3.0 -14.1 
Luxury Leather Goods 9.2 -2.3 -11.1 
Luxury Portable Consumer Electronics 18.4 -5.2 -23.6 
Luxury Timepieces 9.3 -4.3 -19.7 
Luxury Writing Instruments and 5.6 -6.4 -28.0 
    Stationery    
Super Premium Beauty and Personal Care 5.4 -0.6 -3.1 
Personal Luxury 7.8 -2.9 -13.6 
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Luxury Goods 23.6 0.0 0.1 

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 2016-2021 

 

EUR Million 
 2016 2017 2018 2019 2020 2021 
 
Brazil 29.6 32.1 33.6 35.1 0.8 1.2 
China 6.2 7.1 11.1 16.1 1.6 3.1 
France 194.8 202.6 214.4 223.0 95.7 112.2 
GCC Countries 69.2 72.8 75.1 78.3 2.4 3.1 
Germany 333.7 346.9 358.7 369.8 143.5 168.2 
Japan 34.0 33.4 34.3 38.4 1.6 1.9 
Russia 20.7 25.7 29.2 32.2 1.6 2.1 
South Korea 12.0 13.9 14.6 15.6 - - 
United Kingdom 402.1 416.7 431.0 446.7 215.3 250.0 
US 92.2 98.5 108.1 114.8 0.8 1.4 
Other 877.9 891.6 900.2 926.7 334.1 366.0 
Total 2,072.4 2,141.3 2,210.3 2,296.7 797.3 909.0 

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

 

 

Table 10 NBO Company Shares of Luxury Goods: % Value 2016-2020 

 

% retail value rsp 
Company 2016 2017 2018 2019 2020 
 
Daimler AG 18.1 17.9 17.4 18.3 19.5 
Bayerische Motoren 13.5 14.3 14.1 13.9 13.9 
    Werke AG      
Volkswagen AG 15.2 15.1 14.7 14.5 13.8 
Tata Motors Ltd 4.9 4.7 4.0 3.4 3.4 
Toyota Motor Corp 1.6 1.7 1.9 2.2 2.5 
LVMH Iberia SL 2.0 2.1 2.2 2.3 2.0 
Steigenberger Hotels AG 0.1 0.1 0.1 0.1 1.3 
Puig SL 1.3 1.3 1.4 1.4 1.3 
Swatch Group España SA 1.4 1.4 1.4 1.4 1.2 
Gucci España SA 0.5 0.9 1.1 1.3 1.1 
Richemont Iberia SL 1.4 1.4 1.4 1.4 1.1 
Rolex España SA 0.8 0.9 0.9 1.0 0.8 
Tesla Inc - 0.2 0.2 0.6 0.6 
L'Oréal España SA 0.5 0.5 0.5 0.5 0.6 
Bulgari España SA 0.7 0.7 0.7 0.7 0.6 
Coty Spain SL 0.6 0.6 0.6 0.6 0.6 
Luxottica Ibérica SA 0.5 0.5 0.5 0.5 0.5 
Ralph Lauren España SL 0.5 0.5 0.5 0.5 0.5 
Swarovski Iberica SA 0.4 0.4 0.4 0.4 0.4 
Hugo Boss Benelux BV 0.5 0.5 0.5 0.5 0.4 
    Cia SC      
Chanel España SL 0.4 0.4 0.5 0.5 0.4 
AC Hotels by Marriott - 1.0 0.9 0.9 0.8 0.4 
    ACHM Spain Management      
Hermès Iberica SA 0.4 0.4 0.5 0.5 0.4 
Pepe Jeans SL 0.4 0.4 0.4 0.4 0.4 
Prada Spain SL 0.5 0.5 0.5 0.5 0.4 
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Boucheron SA 0.4 0.4 0.4 0.4 0.4 
Burberry (Spain) SA 0.4 0.4 0.4 0.4 0.4 
Loewe SA 0.3 0.3 0.4 0.5 0.3 
Yves Saint Laurent 0.3 0.3 0.4 0.4 0.3 
    España SA      
Moët Hennessy España SA 0.2 0.2 0.2 0.2 0.3 
Others 31.0 30.1 30.8 29.9 30.5 
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 2017-2020 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2017 2018 2019 2020 
 
Mercedes-Benz Daimler AG 17.9 17.4 18.3 19.5 
BMW Bayerische Motoren 14.3 14.1 13.9 13.8 
 Werke AG     
Audi Volkswagen AG 13.9 13.6 13.2 12.2 
Land Rover Tata Motors Ltd 3.6 2.7 2.3 2.6 
Lexus Toyota Motor Corp 1.7 1.9 2.2 2.5 
Porsche Volkswagen AG 1.1 1.0 1.2 1.4 
Steigenberger Golf Steigenberger Hotels AG 0.1 0.1 0.1 1.3 
    & Spa Resort Camp      
    de Mar (Travco      
    Group Holding SAE)      
Gucci (Kering SA) Gucci España SA 0.9 1.1 1.3 1.1 
Louis Vuitton (LVMH LVMH Iberia SL 1.0 1.2 1.3 1.0 
    Moët Hennessy Louis      
    Vuitton SA)      
Rolex (Rolex SA) Rolex España SA 0.8 0.9 0.9 0.7 
Jaguar Tata Motors Ltd 1.1 1.3 1.1 0.7 
Tesla Tesla Inc 0.2 0.2 0.6 0.6 
Paco Rabanne Puig SL 0.6 0.6 0.6 0.6 
Bvlgari (LVMH Moët Bulgari España SA 0.7 0.7 0.7 0.6 
    Hennessy Louis      
    Vuitton SA)      
Omega (Swatch Group Swatch Group España SA 0.7 0.7 0.7 0.6 
    Ltd, The)      
Cartier (Richemont Richemont Iberia SL 0.7 0.8 0.8 0.6 
    SA, Cie Financière)      
Ralph Lauren (Ralph Ralph Lauren España SL 0.5 0.5 0.5 0.5 
    Lauren Corp)      
Carolina Herrera Puig SL 0.4 0.4 0.4 0.4 
Christian Dior LVMH Iberia SL 0.3 0.4 0.4 0.4 
    (LVMH Moët Hennessy      
    Louis Vuitton SA)      
Swarovski Swarovski Iberica SA 0.4 0.4 0.4 0.4 
    (Swarovski AG)      
Hugo Boss (Hugo Hugo Boss Benelux BV 0.5 0.5 0.5 0.4 
    Boss AG) Cia SC     
Calvin Klein (Coty Coty Spain SL 0.4 0.4 0.4 0.4 
    Inc)      
Chanel (Chanel SA) Chanel España SL 0.4 0.5 0.5 0.4 
Calvin Klein (PVH Pepe Jeans SL 0.4 0.4 0.4 0.4 
    Corp)      
Hermès (Hermès Hermès Iberica SA 0.4 0.4 0.5 0.4 
    International SCA)      
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Boucheron (Kering SA) Boucheron SA 0.4 0.4 0.4 0.4 
Burberry (Burberry Burberry (Spain) SA 0.4 0.4 0.4 0.4 
    Group Plc)      
Longines (Swatch Swatch Group España SA 0.4 0.4 0.4 0.3 
    Group Ltd, The)      
Loewe (LVMH Moët Loewe SA 0.3 0.4 0.5 0.3 
    Hennessy Louis      
    Vuitton SA)      
The Ritz-Carlton AC Hotels by Marriott - 0.8 0.8 0.7 0.3 
    (Marriott ACHM Spain Management     
    International Inc)      
Others Others 34.6 35.4 34.5 34.6 
Total 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 12 Distribution of Luxury Goods by Format and Category: % Value 2021 

 

% retail value rsp 
 Fine Personal Designer Luxury Luxury Luxury 
 Wines/ Luxury Apparel Eyewear Jewellery Leather 
 Champagn  and   Goods 
 e and  Footwear    
 Spirits  (Ready-    
   to-Wear)    
 
Store-Based Retailing 90.9 86.4 86.2 90.0 87.4 83.5 
- Grocery Retailers 66.6 0.0 0.0 0.0 0.0 0.0 
- Non-Grocery Specialists 0.0 62.6 69.7 49.5 60.4 64.3 
- Mixed Retailers 24.3 23.8 16.5 40.5 27.0 19.2 
Non-Store Retailing 9.1 13.6 13.8 10.0 12.6 16.5 
- E-Commerce 9.1 13.6 13.8 10.0 12.6 16.5 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
 
 Luxury Luxury Luxury Super   
 Portable Timepiec Writing Premium   
 Consumer es Instrume Beauty   
 Electron  nts and and   
 ics  Statione Personal   
   ry Care   
 
Store-Based Retailing 93.3 90.9 91.4 83.1   
- Grocery Retailers 0.0 0.0 0.0 0.0   
- Non-Grocery Specialists 66.1 64.0 51.1 52.1   
- Mixed Retailers 27.2 26.9 40.3 31.0   
Non-Store Retailing 6.7 9.1 8.6 16.9   
- E-Commerce 6.7 9.1 8.6 16.9   
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 

Key: FWCS = fine wines/champagne and spirits; PL = personal luxury; DAF = designer apparel and footwear 
(ready-to-wear); LE = luxury eyewear; LJ = luxury jewellery; LLG = luxury leather goods; LPCE = luxury 
portable consumer electronics; LT = luxury timepieces; LWS = luxury writing instruments and stationery; 
SPBPC = super premium beauty and personal care 

 

 

Table 13 Forecast Sales of Luxury Goods by Category: Value 2021-2026 

 

EUR million 
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 2021 2022 2023 2024 2025 2026 
 
Luxury Foodservice - - - - - - 
Luxury Hotels 467.7 574.3 664.6 723.6 760.1 786.5 
Experiential Luxury 467.7 574.3 664.6 723.6 760.1 786.5 
Fine Wines 296.8 313.6 329.5 344.9 358.2 370.3 
Luxury Spirits 277.6 288.7 297.9 305.8 313.0 319.8 
Fine Wines/Champagne 574.3 602.4 627.4 650.7 671.2 690.2 
    and Spirits       
Premium and Luxury Cars 9,242.2 9,817.3 9,432.6 9,011.2 8,632.3 8,322.3 
Designer Apparel and 2,002.0 2,249.3 2,469.6 2,645.1 3,121.8 3,202.3 
    Footwear (Ready-to-Wear)       
Luxury Eyewear 377.4 410.1 428.4 442.1 451.8 459.4 
Luxury Jewellery 737.1 802.5 873.5 921.0 957.7 984.2 
Luxury Leather Goods 563.3 639.4 702.3 732.5 755.4 877.0 
Luxury Portable 9.2 11.1 12.5 13.6 14.6 16.2 
    Consumer Electronics       
Luxury Timepieces 537.2 588.8 673.2 706.5 728.7 743.6 
Luxury Writing 27.7 30.1 34.4 35.9 36.3 36.4 
    Instruments and       
    Stationery       
Super Premium Beauty 884.4 963.3 1,010.4 1,035.8 1,050.5 1,061.0 
    and Personal Care       
Personal Luxury 5,138.2 5,694.5 6,204.2 6,532.5 7,116.8 7,380.1 
Luxury Goods 15,422.4 16,688.6 16,928.8 16,918.0 17,180.3 17,179.1 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 14 Forecast Sales of Luxury Goods by Category: % Value Growth 2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Luxury Foodservice - - - 
Luxury Hotels 22.8 11.0 68.2 
Experiential Luxury 22.8 11.0 68.2 
Fine Wines 5.7 4.5 24.8 
Luxury Spirits 4.0 2.9 15.2 
Fine Wines/Champagne and Spirits 4.9 3.7 20.2 
Premium and Luxury Cars 6.2 -2.1 -10.0 
Designer Apparel and Footwear (Ready- 12.4 9.9 60.0 
    to-Wear)    
Luxury Eyewear 8.7 4.0 21.7 
Luxury Jewellery 8.9 6.0 33.5 
Luxury Leather Goods 13.5 9.3 55.7 
Luxury Portable Consumer Electronics 20.8 12.0 76.3 
Luxury Timepieces 9.6 6.7 38.4 
Luxury Writing Instruments and 8.5 5.6 31.4 
    Stationery    
Super Premium Beauty and Personal Care 8.9 3.7 20.0 
Personal Luxury 10.8 7.5 43.6 
Luxury Goods 8.2 2.2 11.4 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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DISCLAIMER 
Forecast closing date: 8 November 2021 

Report closing date: 3 December 2021 

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

performance in 2021 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 

strategic analysis and updates on www.euromonitor.com and via the Passport system, where 

new content is being added on a systematic basis. 

 

 

SOURCES 
Sources used during the research included the following: 

 

Summary 1 Research Sources 

Official Sources Institución Ferial de Madrid (IFEMA) 

 Instituto Español de Comercio Exterior (ICEX) 

 Sitios España 

Trade Associations ACOTEX 

 Ascociacion Española de Marroquineria & 

Productos de Viaje 

 Asociación Empresarial de Bodegas de Vinos 

de España (Avimes) 

 Asociación Española de Fabricantes de 

Coches & Camiones 

 Asociación Española de Fabricantes de 

Marroquineria 

 Asociación Española Fabricantes de Bisuteria 

 Asociación Nacional de Perfumería & 

Cosmética (STANPA) 

 Bureau Champagne 

 Bureau National Interprofessionnel du Cognac 

(BNIC) 

 Cámara Nacional de la Industria Tequilera 

 Club de Fumadores 

 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 

 Dirección General de Aduanas 
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 Distilled Spirits Council of the United States 

(DISCUS) 

 ECOT 

 European Cosmetics Association, The 

(COLIPA) 

 Federación Española de Asociaciones del 

Sector Optico (FEDAO) 

 Federación Española de Bebidas Espirituosas 

 Federación Española de Empresas de 

Confeccion 

 Federación Española del Vino 

 Instituto do Vinho Bordado & do Artesanato da 

Medeira 

 Instituto dos Vinhos do Douro & Porto 

 International Apparel Federation 

 International Tobacco Growers' Association 

 Luxury Society 

 Luxury Spain 

 Observatorio del Mercado Premium 

 Observatorio Espanol Mercado del Vino 

(OEMV) 

 Office International de la Vigne et du Vin 

 Organización Interprofesional de Tabaco de 

España (OITAB) 

 Ribera del Duero 

 Scotch Whisky Association 

 Sociedad Española de Especialistas en 

Tabaquismo 

 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 Smoker's Club Inc 

 The Walpole 
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 The World Luxury Association 

Trade Press Alimarket 

 Automotive News 

 Cosmetic News 

 Cosmetics International 

 Cosmobelleza 

 Deluxes 

 Drapers 

 Drinks International 

 Embelezzia 

 Fashion United 

 Financial Times Luxury Business 

 Forbes 

 Fragancias + Cosméticos 

 GCI Magazine 

 Happi 

 Intelligent Life 

 Just Drinks 

 Just-style 

 Luxury Briefing 

 Modaes 

 SPC 

 The Drinks Business 

 The Rose Sheet, Elsevier Business 

Intelligence 

 theluxonomist.com 

 TIME Style & Design Magazine 

 Tobacco Journal International 

 Tobacco Reporter 

 Ventas de Perfumeria & Cosmeticos 

 Wine & Spirits International 

 Women Wear Daily 

 World Drink Trends 

 World Tobacco 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Content removed from sample 
 



P R E M I U M  A N D  L U X U R Y  C A R S  I N  S P A I N  P a s s p o r t  15 

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

 WWD Beauty Biz 

Source: Euromonitor International 
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