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Today, no market can avoid disruption. 
This is no less true for the luxury market. 
We are finding most of the event briefs we 
receive, for B2B audience engagement, require 
modern luxury or super premium cues. And 
right there, lies the challenge. True luxury is 
very different to accessible luxury or super-
premium. They’re different concepts, as this 
paper explores. So Modern Luxury is going 
through its own transformation.

EDITOR’S NOTE

It’s now a journey, and every touchpoint needs to emphasise rare access to unique 
experiences and exclusive moments, if the luxury cues are to be authentic and 
believable. Luxury is typically defined within a carefully curated lifestyle and the 
personal identity of each customer. Today, technology and digital interactions are 
part of the narrative alongside luxury cues, when they deliver personalisation, social 
currency and novel utility, always underpinned by Sustainability and Authenticity.
Premium and super-premium experiences draw on luxury cues but typically lack 
the rarity and uniqueness. A lot of our work is in markets where experts are selling 
to experts. The sales cycle is years or even decades, with billions at stake. Think 
aerospace, mobile networks, smart transport infrastructure or enterprise systems at 
the heart of re-engineered supply chains and business processes. The relationships 
formed in B2B markets are often deep and intertwined. Some of our most 
successful events for the B2B audience harness thinking from the luxury market.
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“LUXURY IS MOVING FROM JUST OWNING RARE THINGS 

                      TO ENJOYING UNIQUE EXPERIENCES AND RE-BALANCING LIFE”



The global luxury market as a whole is now worth over €1 trillion, while 

the personal luxury goods market is valued at over €270 billion. The luxury 

market has undergone a transformation over the past 10 years, in part due 

to the emergence of a new generation of affluent achievers: The Millennial 

cohort. Of course, we mustn’t forget Gen Z. Because there are plenty of 

wealthy Luxury Gen Z customers under 30. These are generations for whom 

a purpose-driven life, filled with unique experiences with social currency 

and culture, trump ostentatious displays of wealth. 

“ THE GLOBAL PERSONAL LUXURY GOODS MARKET REACHED A 

“NEW NORMAL” PATTERN OF GROWTH, FOLLOWING BACK-TO-

BACK YEARS OF STRONG PERFORMANCE IN 2017 AND 2018. 

GLOBAL GROWTH IS  EXPECTED TO BALLOON TO €271-276 

BILLION IN 2019.”    *Bain & Company, Milan – June 13, 2019

 

MODERN LUXURY
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For the burgeoning Millennial Millionaire class, simply owning a 
watch from a luxury goods company is not enough. While part of 
the sustainability story for luxury consumers is about saving people 
and the planet, it’s not that simple. It’s also about investing in 
something unique. Something with a story to tell. And uniquely, 
when you pass on the item, you pass on the story too.

The very real reason they’ll pay 30 % more for an item with proven 
provenance, a clean supply chain, made of raw materials from 
a named gold, silver, platinum or diamond mine that is certified 
sustainable, is differentiation. Put simply, a £50,000 gold watch 
made with sustainable gold from a certified mine and set with 
clean, certified diamonds, makes them ‘superior’ to the other 
multi-millionaire they sit next to at dinner. Of course, many 
genuinely believe in a sustainable future, but that too makes for 
good conversation in a world of luxury too often defined by excess.
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SUSTAINABILITY AS A
           BUSINESS MODEL
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Much more than a fad, sustainability is a proven and 
highly successful business model. It touches all parts of 
a business and all parts of the supply chain. It covers (i) 
environment (ii) people / workers’ rights (iii) corporate 
accountability. Its influence reaches from the mode of 
transport your COO uses, to the number of toilet breaks 
the woman at the sewing machine in Bangladesh - even 
for luxury goods - is allowed.

Global luxury group Kering, which manages the 
development of a series of renowned houses in fashion, 
leather goods, jewellery and watches, including Gucci, 
Saint Laurent, Bottega Veneta, Balenciaga, Alexander 
McQueen, Brioni and Boucheron, has put sustainability 
at the heart of its business model. This rival to LVMH 
describes itself as promoting “a modern and sustainable 
luxury at the service of creation that translates into 
unique and authentic experiences.”



KERING PUTS SUSTAINABILITY AT          

THE CORE OF ITS CORPORATE DNA
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 “It is no longer possible to conceive of Luxury as anything but 
sustainable and perceptive of the society and the environment 
to which it is committed in the long term. More than ever before, 
Kering cares about its impact on the planet, on climate change 
and natural resources; it collaborates for the good of its employ-
ees, suppliers and clients; and it creates pioneering ideas to safe-
guard its rich heritage and empower future generations.”



But what does this mean on the ground? The impact of this focus on sustainability 

ranges from the grandiose to the historically poignant. For example, the Group’s Houses 

work to preserve the heritage of their local communities, by offering training programs 

on craftsmanship skills and traditions. Telling examples are Brioni’s Scuola di Alta 

Sartoria, or tailoring school, Bottega Veneta’s Scuola dei Maestri Pellettieri and Gucci’s 

Alta Scuola de Pelletteria, both leathercraft schools.

The Group has also moved quickly to make historically poignant investments, focused on 

provenance, in terms of “where did it come from?” and “who made it?” Kering helped to 

rescue the dead, not dying, Italian handmade silk industry by re-employing women in a 

small Northern Italian town and buying simple machinery that allowed them to go back 

to the artisanal work of their mothers and ancestors for generations, when they were 

making silk for the Medici.

SUSTAINABILITY
                                IN REAL LIVES
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RE-INVIGORATING MAKING
              “MADE IN ITALY”
 

Craftsmanship used to be revealing the tactile quality of the end product or 
its components. The clock in the Rolls-Royce. The polished wood veneers. 
Hand-stitched leather. And whilst tactile qualities that offer genuine utility, 
are important cues, the narrative has evolved. Gone are the days of high 
net-worth customers wanting to meet the designer. Now they want to 
meet the seamstress in the studio, who is telling stories with clothes, and 
demonstrating passion and skill. 

Today, you can not only meet the seamstress, you can also meet the 
women who made the silk cloth by hand. Famously, fashion designer Stella 
McCartney will use only vegetarian silk, where the larvae are allowed to live 
and naturally break out of the cocoon, severing the thread; rather than being 
killed before they pop out of the cocoon to stop the thread of the cocoon 
from being severed. Now that makes for dinner party conversation at even 
the most jaded billionaires’ table.

8 Shelton Fleming Discussion Paper Issue 10



THE PSYCHOLOGY OF

 THE MODERN LUXURY CONSUMER

 IS  EVOLVING,  AS THE LUXURY OF 

OWNING HANDMADE,  ARTISAN OBJECTS 

IS  INCREASINGLY OPEN TO EVERYONE, 

WHATEVER THEIR BUDGET.  HAND KNITTED 

GLOVES BOUGHT FROM AN ARTISAN COST 

A LOT LESS THAN A PAIR BOUGHT ON THE 

NET-A-PORTER WEBSITE.
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.

There is a clear shift away from the 

deference demanded by traditional 

luxury brands, which was often centred 

on class-based elitism, where they 

invite customers to engage in a dialogue 

with the brand instead of simply 

imposing their superiority. One could 

say, reverence has given way to clever 

irreverence.

10

LUXURY BRANDS 

ARE MOVING TOWARDS 

A CULTURE OF ENGAGED 

PARTNERSHIP
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WELLBEING AND A BALANCED LIFE

The successful and affluent, who seek unique experiences, see themselves 
as successful through entrepreneurial- savvy and hard work. Self-made, not 
inherited wealth. However, the outward symbols of success are born from 
demonstrating balance between the cult of achievement and enjoying deep, 
meaningful relationships with family and  or friends. 

Patek Philippe has embraced the essence of success from a cultural and 
social perspective – the adoring father, watching his son play the piano, or 
mother helping her daughter with homework. This is the masterful creation 
of sustainable legacy. Because, “You never own a Patek Phillipe, you merely 
look after it for the next generation”. That is true legacy. 

The point for Kering, for example, is that many people can afford to save 
and buy legacy or inheritance pieces. So you might hand down your Saint 
Laurent coat to your daughter. This fights fast fashion, which is sold as 
disposable; made from cheap materials by slave labour; bad for people and 
planet; and certainly not sustainable.



Many of the world’s most affluent high achievers are now focused 
on making a difference to the world around them. This ties into the 
sustainability and the provenance of the luxury brands they buy, but it 
goes beyond that into the investments, contributions and philanthropic 
activities they embrace, outside of simply buying Luxury goods.

They may still own yachts and travel to exotic destinations with private 
guides, but they also see their position in the corporate world, or their 
social influence and network, being able to affect positive change for the 
greater good of society and the planet. Luxury brands can tap back into 
this philanthropy, through art, culture and innovation, these emerging 
altruistic aspirations and values. 

Modern luxury consumer sees themselves as constantly learning. Hence 
experiences that enhance their knowledge on subjects, engages them. 
Talking about the future, with the accent on being the first to know 
something, reinforces a luxury brand’s credentials. 

CREATING A MODERN LEGACY
MAKING A DIFFERENCE 
IN THE WORLD
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TRANSFORMATIONAL
              EXPERIENCES

In summary, modern luxury is increasingly 
captured in transformational experiences 
and celebrated through privileged access 
to unique, life-enriching, sustainable 
experiences. For any brand to hold the 
high ground in the luxury market and 
avoid breaching the line with mass-
prestige and premiumisation, the 
experiences they create need to be 
restricted, exclusive and enriching. 

One-offs, never to be repeated or 
repackaged. The super-influencers, who 
increasingly create the appetite for luxury 
brands, start their story the moment they 
receive an invitation. From that point on, 
their story - often told through the lens of 
videography - starts. 
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WE HELP BRANDS REINVENT 
THEMSELVES BY MAKING 
MEANINFUL CONNECTIONS 
WITH PEOPLE. WE DO THIS 
BY HARNESSING CREATIVITY, 
TECHNOLOGY AND DATA, TO 
DELIVER INTELLIGENT AND 
ENGAGING EXPERIENCES.

ANDREW REID, DIRECTOR, CORPORATE STRATEGY AND 

ACCOUNT PLANNING 

Disruptive thinking. Strategic focus. 
andrew.reid@sheltonfleming.com

CHRISTOPHER JOYCE, COPYWRITER

Critical thinking with emotion. 
christopher.joyce@sheltonfleming.com

These are generic thoughts that are non-specific to any sector or business. Our views aim to stimulate discussion rather than provide specific 
recommendations. We’d encourage you to work with us, or an equally qualified partner, to analyse your activities, agree your desired outcomes and decide on 
a strategy to achieve them. This will enable you to find the solution that’s best for your event and business. Every live or virtual event has unique requirements 
and, as such, the technologies, methods and concepts deployed should be evaluated against your brief. © Shelton Fleming Associates Limited.

Download our other recent 
publications on live events and 
collaboration.
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