
F O R C E S  R E D E F I N I N G  L U X U R Y  
F O R  A  M O D E R N  E R A

⏤
M c C A N N  W O R L D G R O U P  T R U T H  C E N T R A L
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PERU

CANADA

SPA IN TURKEY

PH I L IPP INES
N IGER IA

SOUTH  AFR ICA

GERM ANY

ITALY
JAPAN

M EX ICO

U.S .
CHINA

U.K .

AUSTRAL IA

RUSS IA

IND IA

FRANCE

COLOM B IA

ARGENT INA

BRAZ I L

U .A .E .
HONG KONG

CH ILE

THA I LAND

PUERTO  R ICO
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Luxury is the 
opposite of 
vulgarity.”
⏤
Coco Chanel

I am convinced 
that there can 
be luxury in 
simplicity.”
⏤
Jil Sander

The older I get, 
the more I realize 
that the ultimate 
luxury is time.”
⏤
Michael Kors

It is the ultimate 
luxury to combine 
passion and 
contribution. It’s 
also a very clear 
path to 
happiness.”
⏤
Sheryl Sandberg

4

“ “

““



Luxury used to be seen as a 
thing apart from every day life, 

but now it’s integrated. 

Today, through massification 
it’s providing opportunities to 
elevate the business of every 

day life.
5
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And it looks more like this…



77
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Y O U N G  S T U D E N T  
I N  N E W  Y O R K
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W E A L T H Y  W O M A N  
I N  H E R  4 0 s I N  

S H A N G H A I
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P R O F E S S I O N A L  
I N  H I S  3 0 s

I N  L O N D O N
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What binds them together?

11



Today, we’re going to be talking about…

Elevated Moments

12
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What is an

Elevated Moment?
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Elevated Moments
These are singular, distinctive daily moments that…

…add joy and meaning to one’s day

…enhance the experience of being

…bring a slice of the extraordinary to routine

…reveal beauty in the ordinary

…spark inspiration in regular activities

…in short, moments that elevate the business of every day life.
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“My Subaru displays its own 
‘birthday’ (the day it left the 

factory) each year. It reminds me of 
the ongoing relationship with the 

car and the brand itself.”
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“Traveling with my infant daughter 
and the Delta airline staff quickly 
brought over her own amenity kit 
without my asking: diaper, toy, 

cream and bib.”
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“Needed shoes for an event and 
the brand sent me 3 sizes to be 
sure I had the right size, even 

though I only ordered one pair.”
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“Handwritten ‘thank you’ Christmas 
note and gift from Marcus Wainwright 

every year for my dedication to the 
Rag and Bone brand. I look forward 

to it every year.”
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“My Subaru displays its own ‘birthday’ (the day it left the 
factory) each year. It reminds me of the ongoing relationship 

with the car and the brand itself.”

“Traveling with my infant daughter and the Delta airline staff 
quickly brought over her own amenity kit without my asking: 

diaper, toy, cream and bib.”

“Needed shoes for an event and the brand sent me 3 sizes to be 
sure I had the right size, even though I only ordered one pair.”

“Handwritten ‘thank you’ Christmas note and gift from Marcus 
Wainwright every year for my dedication to the Rag and Bone 

brand. I look forward to it every year.”
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"I'm going shopping"

"I'm always shopping”

”Did I  just  buy something?"

23



Suddenly shopping feels a lot more functional…

24
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More than half of affluent individuals say that 
if they could they would use a subscription 

service to buy EVERYTHING



Nearly three-quarters of affluent Chinese 
individuals say that if they could they would 

use a subscription service to buy EVERYTHING
26
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F EATHER
⏤
A furniture subscription service that 
offers a flexible and sustainable 
alternative to ownership.

The service enables people to change 
their living area according to their 
changing lifestyle without spending a 
fortune, the hassle of moving things 
in and out hurting the planet.

28
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6 in 10 affluent individuals say that companies that focus 
on people (vs. technology) are the future of shopping.
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I went to buy a Birkin bag in the U.K.

I was invited into the VIP room and 
spent 2-3 hours talking with the 
associate. He wanted to learn about 
me—not in a transactional ‘oh you want 
this bag’ kind of way—he wanted to 
know more about me holistically. 

He even helped select some additional 
pieces I might like. He truly served me.”

C H I N A  F G D

“



Of affluents believe 
that shopping is too 

impersonal nowadays.

60% 
Of affluents think that 
shopping used to be 

more fun.

54% 
Of affluents say that 

online shopping is too 
much of a lonely 

experience.

47% 
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A F F L U E N T S  D E M A N D  
T H E  P E R F E C T  B L E N D  O F  
H U M A N  A N D  M A C H I N E
⏤

32
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HERO
⏤
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T H E  C A L L  L I S T
⏤
Video call your     
entire audience 
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In an age led by data and technology, the 
human becomes the most premium asset.

T R U T H

36



P R O V O C A T I O N

How do we provide beautifully elevated 
moments in a world of machines?

37



Nike’s F lagship Store

38



BUYING
FUNCTIONAL

SHOPPING
HUMAN

Nike’s F lagship Store
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The chicest  thing is  
when you don’t  exis t  
on Google.”
P H E O B E  P H I L O
F A S H I O N  D E S I G N E R

“



The brand has no 
publ ic  face making 
the rounds at  cocktai l  
part ies.  I t  does not 
hire celebri t ies to be 
brand ambassadors.  
I t  does not make a 
splashy showing on 
red carpets."
W A S H I N G T O N  P O S T

42

“



Pr ivacy i s  a  k indness  of  
the sou l  that  we ought  
to  show both to  those 
we know and to  those 
we come across .  I t  i s  a  
r ight  we are ent i t led to ,  
and i t ’ s  never  p leasant  
to  be forced to  demand 
i t ,  s ince that  spoi l s  the 
charm of  i t s  pure 
s incer i ty ."
B R U N E L L O  C U C I N E L L I43

“
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T H E  A F F L U E N T  A R E  B E C O M I N G  M O R E  P R I V A T E
⏤

I think more consciously about sharing 
information today than I did 5 years ago

6 3 % 7 5 %

G E N  P O P
C H I N A

A F F L U E N T
C H I N A

V S



N E T - A - P O R T E R  P A C K A G I N G  O P T I O N S
⏤

SIGNATURE PACKAGING
Your order will be sent in our signature 

black box and tied elegantly with ribbon. 
For Premier orders, you can expect your 

purchase to be hand-delivered in one of our 
stylish NET-A-PORTER black shopping bags.

BASIC PACKAGING
For a more discreet option, you can 

choose to have your order wrapped in 
protective black tissue and delivered 

securely in a brown cardboard box, or 
paper shopping bag for Premier orders.

45
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57% of 18-34-year old's describe themselves as 
“cautious sharers."



P R I V A C Y  I S  A  
N E W  L U X U R Y
⏤

48

“ Last  year I  spent more than 
$2,200 and count less hours 
trying to protect  my privacy. 
In our data-saturated 
economy, privacy is  
becoming a luxury good.”
JULIA ANGWIN
NEW YORK TIMES
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I N  T H E  F U T U R E ,  
E V E R Y O N E  W I L L  B E  A N O N Y M O U S  

F O R  1 5  M I N U T E S .

49



76% of aff luents global ly think 
that s tores care more about 

their  data than their  experience.

50
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83% of Chinese aff luents think 
that s tores care more about 

their  data than their  experience.

51



“
Our belief is that privacy and luxury are synonymous. I think that 
we will always be extremely conservative in the way that we use 

data. 

At the same time, our customers expect a high level of service and 
personalization. 

As long as you’re using data to improve the experience and not to 
sell them out to other interests, people are happy to engage.

“
IAN ROGERS
CDO, LVMH52
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TRANSACTIONAL
Uses my data to make my purchases less expensive.

EFFICIENCY
Uses my data to make my brand experience easier.

BELONGING
Uses my data to create a more 
meaningful brand relationship.

SELF-
ACTUALIZATION

Uses my data 
ethically to make 

my life better.

H I E R A R C H Y  O F  
C O M P E N S A T I O N
⏤
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Loyal ty is  more than 
a points program.

⏤
I t ’s  an ecosystem.
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Newsletter

Beauty Workshop

Personal TouchVIP Salons

Documentary 



Instagram

Activities

Working From_Classes

Talks 

56



T R U T H

Data should move beyond “targeting” to 
elevating the business of every day life.

57



P R O V O C A T I O N

How do we use data to create an elevated 
eco-system that creates true brand loyalty?

58
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In 2020, the world feels like a precarious place.

60
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Mass production

Wasteful

Ephemeral 

Superficial

Craft Production

Lasting Legacy

Purpose

Caring

Information Overload Thoughtfulness

L U X U R Y  I S  A N  A N T I D O T E
⏤
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87% of aff luents global ly would pay 
more i f  i t  meant their  i tem last  longer.
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74% of aff luents global ly bel ieve 
that i f  everyone had fewer things 

the world would be a bet ter place.

64



The new generation has a 
part to play in this narrative.
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38% of Gen Z say that they enjoy 
cancel l ing plans that they’ve made.

Millennials: 37%

Gen X: 24%

Boomers: 17%

THEY WANT TO FIND PEACE

67



57%

Of Gen Zers say they pray/meditate regularly 
in order to find peace in today’s busy world.

China Gen Z: 75%

68



Luxury is a quiet 
moment—the things I do 
just for me—Instagram 
gets in the way because 
I’ll need to post and it’s 
no longer just for me.” 
G E N  Z ,  U . S .  F G D

69

“



China Gen Z: 3 in 4

2 in 3 of global Gen Z say that they don’t feel they can plan 
for their future due to the uncertainty in the world today.

70

THEY WANT A FUTURE THEY CAN BELIEVE IN



T I T L E
⏤

71



82% of Gen Zers global ly agree that 
companies should be required by law 

to protect  and conserve nature.

72





“
People come to luxury with questions.

Yes, it is beautiful aesthetically, but is it as 
beautiful on the inside?

“

ALESSANDRO BOGLIOLI
CEO, TIFFANY’S74
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One hundred and fifty people involved. 
About twenty flights and a dozen or so 
train journeys. Forty cars on standby. 
Sixty international deliveries. Lights 
switched on for at least ten hours 
nonstop, partly powered by gasoline-
fuelled generators. Food waste from the 
catering services. Plastic to wrap the 
garments. Electricity to recharge 
phones, cameras …”

EMANUELE FARNETI

“



2 in 3 Gen-Zers say that they of ten feel  lonely 
despi te being surrounded by fr iends and family.

THEY WANT TRUE CONNECTION

76



N O T  A L L  F R I E N D S H I P  I S  C R E A T E D  E Q U A L
⏤

77

66%

58%

48%
41%

Gen Z Millennials Gen X Boomers

I often feel lonely despite being surrounded by family and friends.



When it comes to the 
effects of social media 
on society, nearly half of 
Gen Z worry we’ll lose 
the ability to deal with 
real people experiencing 
real emotion in real life.
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T R U T H

In times of uncertainty, luxury and premium brands 
have the power to provide beauty amid the noise.

79
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P R O V O C A T I O N

How can we recast the role of luxury to be 
a true source of certainty in uncertain times?



F L I PD
⏤
A digital wellness company that 
empowers individuals and 
communities to disconnect from their 
phones to reconnect and focus on 
their offline tasks.

Based on the chosen task, Flipd blocks the 
unrelated apps on your phones and help 
you monitor the time away from your 
phone as well as incentives you to keep 
going by sharing motivating content and 
rewards.
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Most importantly, we 
have a role to play.
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88% of aff luents bel ieve that brands have 
the power to make the world bet ter.

China Gen Z: 86%

Global Gen Z: 81%
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01 The Human is  Premium

03 Luxury is  Necessary

In an age led by data
and technology, the 
human becomes the 
most premium asset.

How do we provide 
beautifully elevated 
moments in a world 

of machines?

How can we recast the 
role of luxury to be a true 

source of certainty in 
uncertain times?

In times of uncertainty, 
luxury and premium brands 
have the power to provide 

beauty amid the noise.

How do we use data to 
create an elevated eco-
system that creates true 

brand loyalty?

Data should move beyond 
“targeting” to elevating the 
business of every day life.

02 The Chicest  Thing is  Pr ivacy

T R U T H P R O V O C A T I O N
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