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Global Growth in Retail Formats, 2017-18
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INDUSTRY OVERVIEW

Healthy global performance

World Luxury Goods Sales and Real Growth, 2013-23
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DISRUPTORS IN LUXURY

Redefined consumer values and priorities: Euromonitor
identifies five key disruptors in luxury
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DISRUPTORS IN LUXURY
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Demographic shifts

Middle class households in developed economies have not improved their
standard of living and struggle to maintain their economic status.

The need to optimize on limited resources means focusing more on
obtaining the most value for money.

Value is not only about price. Areas like quality, experience, authenticity
and convenience are playing an important role.

The accumulation of “stuff” has become less important making headway
for simplicity and frugality.

This trend has the potential to be disruptive to a number of industries and
opens up a number of new opportunities.
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DISRUPTORS IN LUXURY

Exclusive yet inclusive: More room for
affordable luxury and premiumization

Global Households with Disposable Income over
US$300,000 as % of Total
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Global Households with Disposable Income over
US$100,000 as % of Total
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