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THE PANDEMIC HAS FORCED CONSUMERS TO RE-EVALUATE THE DIFFERENCE BETWEEN ESSENTIAL AND INESSENTIAL 
SPENDING. LUXURY ITEMS FALL ON THE INESSENTIAL SIDE OF THE EQUATION AND DEMAND FOR DESIGNER APPAREL 
AND ACCESSORIES HAS DIMINISHED GREATLY. DURING THE RECOVERY, IT WILL BE INCUMBENT ON LUXURY BRANDS 
TO ENCOURAGE SHOPPERS TO TREAT THEMSELVES AND INVEST IN HIGH QUALITY DESIGNER GOODS. IN THE LONGER 
TERM, MAKING STRIDES TOWARD SUSTAINABILITY CAN HELP LUXURY BRANDS COMPETE AGAINST FAST FASHION.

Top takeaways: what luxury 
consumers want 

Quality: luxury brands have a reputation for 
making high-quality products that will last for 
a long time. Emphasizing superior materials 
and craftsmanship will help shoppers see 
the value in their luxury purchases and 
make them feel they are making a wise 
investment. 

Recognition: at least half of all luxury 
shoppers enjoy wearing recognizable 
brand logos, and most Gen Z and Millennial 
consumers feel the brands they buy speak 
to who they are as individuals. In their 
quest for recognition, about a quarter of 
male luxury shoppers admit to using luxury 
brands as a way to impress others and fit in 
with their friends. 

Authenticity: the online resale market 
for luxury handbags and vintage items is 
growing quickly, but some consumers are 
reluctant to purchase luxury items from a 

third-party site. Luxury houses can build 
partnerships with resale platforms and play 
a larger role in the secondhand market for 
their products.

Market overview 

The global personal luxury goods market – 
which includes luxury apparel, accessories, 
hard luxury (ie jewelry and watches) and 
beauty categories – had been growing 
steadily for the past decade, but sales in 
the Americas fell by an estimated 27% 
to approximately $73.7 billion during the 
pandemic conditions of 2020. Demand for 
retail in general fell dramatically during the 
lockdown period, and with few places for 
consumers to go or be seen, their interest in 
luxury brand items diminished. 

Nevertheless, with consumer confidence 
again trending upwards, the market is 
expected to recover relatively quickly and is 
expected to return to pre-pandemic levels 
by early 2023. Pent up demand for “revenge 

spending” could drive shoppers to treat 
themselves to high-end luxury purchases, 
and the return of international travelers 
to the US will boost bottom lines on Fifth 
Avenue and Rodeo Drive. 

Impact of COVID-19 on the 
personal luxury goods market

The following Figure provides a traditional 
stoplight analysis of the impact of COVID-19 
on the personal luxury goods market. It 
draws on Mintel’s expertise in the market, 
our COVID-19 consumer tracking studies, 
and our learnings from previous periods of 
market disruption. 

Areas highlighted in red are expected to 
be particularly hard-hit, yellow reflects 
an expectation of significant but largely 
manageable disruption, and green shows 
that we believe the market will face only 
minor negative impact, or that it could stand 
to benefit from the changes in consumer 
behavior.
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FIGURE 1: IMPACT OF COVID-19 ON PERSONAL LUXURY GOODS, MAY 2021

Source: Mintel

Opportunities and challenges 

Challenge: skeptics think luxury 
brands are not worth the steep 
price tag

The top barrier to luxury shopping is a belief 
that luxury brands are not worth the price. 
This sentiment is especially strong among 
affluent and HNW consumers. Brands that 
wish to overcome this barrier must convey 
the value that their products offer without 
diminishing the prestige of their brands with 
discounts and lower pricing. 

FIGURE 2: BARRIERS TO PURCHASING LUXURY BRANDS, OCTOBER 2020

“Why haven’t you purchased any products for yourself from luxury brands in the 
past two years? Please select all that apply.” 

Base: 1,912 internet users aged 18+ who did not purchase a luxury brand in the past two years, 738 of whom have 

investable assets of $500K+

Note: percentages in boxes are significantly higher than other group at 95% confidence 

Source: Lightspeed/Mintel
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Opportunity: emphasize the high 
quality of luxury items

Those who do buy from luxury brands 
do so because they feel the products are 
made with higher quality materials and are 
constructed well enough to be used for 
years. As the online luxury resale market 
picks up steam, some shoppers even 
see their luxury purchases as longer-term 
investments (see Purchase Motivations). 

Legacy brands like Hermès and Chanel 
can follow the example of DTC footwear 
start-up M.Gemi and highlight the role of the 
independent artisans and tradespeople who 
work behind the scenes to make high quality 
products (see Market Opportunities).

FIGURE 3: PERCENTAGE WHO AGREE LUXURY BRANDS MAKE HIGH QUALITY 
PRODUCTS, OCTOBER 2020

“How much do you agree or disagree with the following statements?” 

7 8 6 10 4 7

16 14 19 18
16 13

76 78 75 72 80 79

Total Men Women Aged
18-34

Aged
35-54

Aged
55+

% 
lu

xu
ry

 s
ho

pp
er

s

"Luxury brands make high quality products"

Any agree

Neither agree nor disagree

Any disagree

Base: 826 internet users aged 18+ who purchased a luxury brand in the past two years

Source: Lightspeed/Mintel

Challenge: consumers don’t have a 
reason to own luxury items

Almost half (45%) of adults who have not 
made a luxury brand purchase in the past two 
years say they don’t have a reason to wear or 
use luxury brands (see Market Opportunities). 

Opportunity: encourage shoppers 
to treat themselves during 
pandemic recovery

A top motivation for buying luxury items, 
especially among female luxury shoppers, 
is a desire to treat oneself. After more than 
a year of social distancing, most shoppers 
will feel deserving of a treat. During the 
pandemic recovery period, framing every 
day in-person interactions as a reason to 
celebrate and look (or smell) good could 
encourage some indulgent spending (see 
Purchase Motivations).

FIGURE 4: LUXURY PURCHASE MOTIVATIONS, BY GENDER, OCTOBER 2020

“Which of the following statements about luxury brands do you agree with? Please 
select all that apply. Products from luxury brands...” 
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Source: Lightspeed/Mintel

Challenge: luxury brands must 
compete with their own products 
on resale platforms

2020 was a good year for online luxury 
resale platforms such as Poshmark, 
TheRealReal and What Goes Around Comes 
Around. Products such as well-maintained 
brand-name handbags can actually increase 
in value on the secondhand market. Online 
platforms claim to authenticate items prior 
to resale, but there is little luxury houses 
can do to prevent counterfeits or incorrect 
information from jeopardizing the reputations 
of their brands (see Companies and Brands).
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Opportunity: join forces for greater 
control of the resale market

Most luxury shoppers feel comfortable buying 
luxury items via a trusted luxury brand’s 
website, but there is still some reticence to 
make such a purchase via a third-party site. 
This could be driven by the desire to see 
big-ticket items in person before making a 
purchase but could also stem from concerns 
about unregulated counterfeits (see Buying 
Luxury Items Online).

Now – as the relatively new online resale 
market is still developing – is the time for 
luxury brands to follow the example of 
Chanel and luxury conglomerate Kering and 
partner with resale platforms. Doing so will 
give brands the ability to control and curate 
the secondhand market for their products 
and potentially benefit financially from resale 
profits.

FIGURE 5: ATTITUDES TOWARD PURCHASING LUXURY ITEMS ONLINE, 
OCTOBER 2020

“How much do you agree or disagree with the following statements?” 
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Key Takeaways 

Luxury shoppers skew younger and male 

More than half of all adults aged 18-44 purchased an item from a 
luxury brand in the past two years. Chanel and Gucci were the top 
brands purchased, although Gucci has a larger male following. In 
fact, men were more likely than women to purchase most of the 
brands Mintel listed (see Brands Purchased).

Men go for apparel, women spend on accessories 

Clothing and shoes were the luxury items most purchased by men. 
Women invested in purses/bags, sunglasses and fragrances rather 
than apparel – items more likely to remain timeless than the quickly 
changing fashions of clothing and shoes (see Items Purchased).

Brands and logos help men express their identity 

At least half of men aged 18-54 agree that they enjoy wearing 
items with recognizable brand logos. Men in this age range are also 
more likely than other adults to feel the brands they buy say a lot 
about who they are. This focus on the importance of brand names 
helps explain why luxury shoppers tend to be younger men (see 
Categories Where Brand Names Matter). 

Luxury items offer value through quality

Most luxury shoppers agree that luxury brands make high quality 
products. The perception of quality makes it easier for shoppers to 
justify “treating” themselves to a luxury purchase. Women are more 
likely than men to be drawn to luxury items that will last for a long 
time, while men are more likely than women to use luxury brands to 
impress others (see Purchase Motivations). 

Online luxury shoppers want easy returns and the 
opinion of their peers

Ideally, shoppers preparing to spend a bundle on a luxury item 
would see the item in person before paying for it, but three quarters 
of luxury shoppers would be comfortable buying something directly 
from a luxury brand’s website. Shopper reviews and hassle-free 
returns can encourage luxury shoppers to buy online (see Buying 
Luxury Items Online). 
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Brands Purchased

Wealthier shoppers are less likely to 
purchase luxury brands

Only 41% of adults made a luxury purchase 
in the past two years, indicating that the 
luxury goods market still remains exclusive 
to most. The majority of adults are not 
considered luxury shoppers. However, 
the shoppers who can most easily afford 
to spend on luxury items are much less 
likely than the average shopper to do so. 
Consistent with data from The Luxury 
Consumer – US, August 2019, wealthier 
consumers (with investable assets of 
$500K+) are less likely to buy the luxury 
brands Mintel surveyed; only 26% of affluent 
and HNW made a luxury purchase in the 
past two years.

Like older adults in general, wealthier 
consumers (who tend to be older than the 
general population) are less personally 
invested in brands names. Unlike younger 
shoppers, they feel less need to impress 
others or demonstrate their identity by 
wearing and using luxury items (see 
Purchase Motivations). 

Chanel and Gucci top the list of 
luxury brands 

Chanel and Gucci are the most commonly 
purchased luxury brands from the list that 
Mintel tested. These brands represent 
two ends of the luxury spectrum. Chanel 
is known as a classic brand with timeless 
looks and fragrances, while Gucci is known 
for its trendy and youthful brand. Despite 
their different competitive positions, both 
brands have remained top of mind for luxury 
purchasers in the past several years.

FIGURE 19: LUXURY BRANDS PURCHASED IN THE PAST TWO YEARS, OCTOBER 
2020

“What luxury brands have you purchased for yourself within the past two years? 
Please select all that apply.” 

Base: 3,001 internet users aged 18+, 1001 of whom have investable assets of $500K+

Note: percentages in boxes are significantly higher than other group at 95% confidence

Source: Lightspeed/Mintel
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Luxury shoppers skew male

Men are more engaged with luxury brands 
than women are. In Mintel’s data, men 
owned an average of 2.02 brands on the 
list compared to an average of only 1.68 for 
women. With the exception of Chanel, male 
shoppers outnumbered female shoppers for 
all of the brands listed. 

Chanel is the top brand purchased overall, 
but only because women purchased this 
brand at a similar rate to men. Among male 
luxury shoppers Gucci shoots to the top, 
followed by Dior, Louis Vuitton and Versace, 
leaving Chanel as the fifth most popular 
luxury brand among men. 

While most luxury brands certainly cater 
to women in their product offerings, 
it may be a challenge to overcome 
women’s prudent shopping mindset. 
Luxury brands need to offer female 
shoppers a better value proposition 
to help them justify costly luxury 
purchases. 

FIGURE 20: LUXURY BRANDS PURCHASED IN THE PAST TWO YEARS, BY 
GENDER, OCTOBER 2020

“What luxury brands have you purchased for yourself within the past two years? 
Please select all that apply.” 

20

16

16

15

15

14

13

12

10

8

7

2

54

12

12

11

9

17

6

8

9

7

6

6

3

63

Gucci

Dior

Louis Vuitton

Versace

Chanel

Giorgio Armani

Dolce & Gabbana

Burberry

Fendi

Givenchy

Saint Laurent (YSL)

Other, please specify

None of the above

% adults

Luxury brands purchased in past two years

Men

Women

Base: 2,000 internet users aged 18+

Note: percentages in boxes are significantly higher than other group at 95% confidence

Source: Lightspeed/Mintel

Younger adults are drawn to luxury 
brands 

Gen Z adults and Younger Millennials are 
more enthusiastic about luxury brands than 
older adults. At least three in five adults 
aged 18-34 purchased at least one luxury 
brand in the past two years. By comparison, 
only 18% of seniors aged 65+ made such 
purchases. 

Attracting young shoppers is the key to 
sustaining a brand. Luxury brands must 
continue innovating and connecting to 
a digitally minded younger audience. 
Offering items at entry-level price points 
can encourage brand loyalty that will last 
until these younger adults reach their full 
earning potential. 

FIGURE 21: LUXURY BRANDS PURCHASED IN THE PAST TWO YEARS, BY AGE, 
OCTOBER 2020

“What luxury brands have you purchased for yourself within the past two years? 
Please select all that apply.” 

Base: 2,000 internet users aged 18+

Source: Lightspeed/Mintel
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The audience for luxury items is 
diverse

The majority of Black and Hispanic adults 
are luxury shoppers, with at least 20% of 
each group buying items from Chanel, 
Gucci, Dior and Versace in the past two 
years. On the other hand, White, Non-
Hispanic and Asian adults are less engaged 
with the market. In part, luxury brands have 
strong appeal among Black and Hispanic 
shoppers because these populations skew 
younger.

Black shoppers appear to have greater 
affinity for Gucci and Louis Vuitton than 
Hispanic shoppers, while Hispanic shoppers 
are slightly more likely to purchase legacy 
luxury brands like Chanel and Dior. 

Luxury brands can continue to improve 
their appeal among diverse audiences. 
The 2018 collaboration between Beyoncé 
and Balmain for Homecoming (which 
included her costume design, a ready-to-
wear collection and charitable donations 
to the United Negro College Fund) is a 
good example of how a fashion brand 
can stay relevant for young, racially 
diverse shoppers.

FIGURE 22: LUXURY BRANDS PURCHASED IN THE PAST TWO YEARS, RACE 
AND HISPANIC ORIGIN, OCTOBER 2020

“What luxury brands have you purchased for yourself within the past two years? 
Please select all that apply.” 

Base: 2,000 internet users aged 18+

Source: Lightspeed/Mintel
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Items Purchased

Chanel and Dior lead for fragrance 

Fragrances from luxury brands offer a 
more accessible price point for shoppers. 
As a result, they are among the most 
popular luxury items purchased. Chanel 
and Dior lead other luxury brands for 
fragrance purchases. Among all adults, 7% 
have bought a Chanel fragrance and 6% 
purchased a Dior fragrance in the last two 
years. 

Chanel has long been associated with 
fragrance. Its iconic N°5 fragrance debuted 
in 1921 and remains popular today. Oscar-
winning actress Charlize Theron has been 
the face of Dior’s J’adore fragrance since 
2004, and the brand has found success with 
its ongoing ad campaigns. 

Beauty and skincare a weak area for 
Gucci and Louis Vuitton

Louis Vuitton and Gucci outperform other 
luxury brands in several areas, especially 
clothing and handbags, but fall short of 
Chanel and Dior for sales of beauty and 
skincare products. 

While Gucci and Louis Vuitton may aim to 
have a strong portfolio of products in all 
categories, it may not be worth trying to 
compete with Chanel, Dior and hosts of 
premium beauty and skincare brands. This 
market is already heavily saturated. Instead, 
Gucci and Louis Vuitton should continue to 
focus on the areas where they are already 
established leaders. 

FIGURE 23: LUXURY ITEMS PURCHASED IN PAST TWO YEARS, BY BRAND, 
OCTOBER 2020

“In the past two years, what items have you purchased for yourself from each of 
the following luxury brands? Please select all that apply per brand.” 

Base: 125 to 319 internet users aged 18+ who purchased brand in past two years

Source: Lightspeed/Mintel
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Male luxury buyers gravitate 
toward clothing and shoes 

Men who buy luxury brands are more 
likely to purchase clothes and shoes than 

FIGURE 24: LUXURY ITEMS PURCHASED IN PAST TWO YEARS, BY BRAND, AMONG MEN, OCTOBER 2020

“In the past two years, what items have you purchased for yourself from each of the following luxury brands? Please select all 
that apply per brand.” 
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accessories such as bags or sunglasses. In 
fact, half of all male Gucci shoppers own an 
item of clothing from Gucci and two in five 
own Gucci shoes. Like women, male luxury 
shoppers associate the Dior brand with 

fragrances. However, men are significantly 
more likely to own Dior shoes than footwear 
from Louis Vuitton or Chanel, a trend that is 
not mirrored among female luxury shoppers. 
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Luxury brand clothing not a top 
purchase among female luxury 
shoppers 

While male luxury shoppers are drawn to 
clothing and shoes, female luxury shoppers’ 
top luxury purchases are purses/bags, 
sunglasses, and fragrances. Less than a 
third of women own clothing or shoes from 
one of the luxury brands Mintel surveyed. 

Women appear to be more practical in their 
approach to luxury shopping. A designer 
dress or pair of shoes may be stylish for 

only a short time, or only suitable for a 
handful of occasions. In contrast, bags 
and fragrances can remain fashionable for 
years. Sunglasses and fragrances also offer 
lower price points than shoes or clothing, 
making it easier for women to splurge on a 
luxury purchase for themselves. 

Louis Vuitton bags are must-haves 
for female luxury shoppers 

Women’s purchases indicate preferences 
for certain brands in certain categories. 
Dior and Chanel are clearly linked with 

fragrances and beauty products, while 
Gucci is the preferred brand for sunglasses 
and jewelry. Gucci purses are quite popular 
as well, but by far, the bag to have is a Louis 
Vuitton. Again, some designer bags never 
go out of style. The Louis Vuitton Speedy 
bag, for example, was designed in 1930 and 
remains one of the brand’s most popular 
designs. 

FIGURE 25: LUXURY ITEMS PURCHASED IN PAST TWO YEARS BY BRAND, AMONG WOMEN, OCTOBER 2020

“In the past two years, what items have you purchased for yourself from each of the following luxury brands? Please select all 
that apply per brand.” 
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Categories Where Brand Names 
Matter Most

Younger shoppers more likely to 
link brands to personal identity

58% of all men aged 18-34 and 45% of 
women the same age believe that the 
brands you buy say a lot about who you 
are. This sentiment dissipates a bit among 
women aged 35 and older, but 53% of 
men aged 35-54 also agree that brands 
communicate identity. 

FIGURE 26: AGREEMENT THAT BRANDS PURCHASED ILLUSTRATE WHO A 
PERSON IS, OCTOBER 2020

“How much do you agree or disagree with the following statements?” 
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A similar pattern emerges when it comes 
to wearing items with recognizable brand 
logos. At least half of all men under the age 
of 55 agree that they like wearing branded 
apparel and accessories. After all, if brands 
can illustrate who a person is, it’s only 
logical that these same consumers would 
want to advertise the brands that they buy. 

FIGURE 27: ATTITUDE TOWARD WEARING BRAND LOGOS, OCTOBER 2020

“How much do you agree or disagree with the following statements?” 
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Other Mintel research has shown that 
Millennial and Gen Z adults are more brand 
conscious than older adults. This helps 
explain why luxury shoppers skew younger 
– they want to be able to demonstrate status 
with recognizable designer brands (see 
Brands Purchased).
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Advanced age of the wealthy 
influences brand preferences

Affluent and HNW individuals tend to be 
older than the general population (see 
Market Factors). As a result, their attitudes 
toward brands align with older shoppers 
in general. Only 28% of affluent and HNW 
consumers agree that that brands say a 
lot about who a person is, and only 20% 
agree that they like wearing items with 
recognizable brand logos (see Databook).

For affluent and HNW shoppers, brand 
names matter most when shopping for a 
vehicle or a home appliance. They are likely 
to see these major purchases as longer-
term investments than an article of clothing 
and will seek out brands with a reputation 
for quality and longevity. 

FIGURE 28: CATEGORIES WHERE BRAND NAMES MATTER TO AFFLUENT AND 
HNW CONSUMERS, OCTOBER 2020

“For which of the following categories are brand names important to you? Please 
select all that apply. The brand name is an important consideration when I’m 
shopping for...” 
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Luxury shoppers say brands matter 
most for clothing and shoes

Consumers who purchase luxury personal 
goods by definition prioritize brands when 
they shop. It is no surprise then that 
compared to the general population of 
adults, luxury shoppers are more likely 
to feel that brands are important when 
shopping for clothing and shoes – items that 
can easily be adorned with brand logos. 
Luxury shoppers are also more likely than 
adults in general to feel that brands are 
important when shopping for brandable 
accessories such as handbags, sunglasses 
and jewelry. 

When it comes to shopping for more 
“essential” items like automobiles, 
appliances and packaged food, however, 
luxury shoppers value brand names about 
as much as a typical adult shopper. 

FIGURE 29: CATEGORIES WHERE BRAND NAMES MATTER, TOTAL ADULTS VS 
LUXURY SHOPPERS, OCTOBER 2020

“For which of the following categories are brand names important to you? Please 
select all that apply. The brand name is an important consideration when I’m 
shopping for...” 
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Base: 2,000 internet users aged 18+
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Male luxury shoppers appreciate 
clothing and shoe brands

Among men in general, automobiles top the 
list of items for which brand is an important 
consideration. This is not so with male 
luxury consumers, however. Half say that 
brands are important when shopping for 
clothes and shoes compared to only 38% 
who say an automobile’s brand is important. 
This sentiment is strongest among men 
aged 18-34.
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Brand name BPC products appeal to 
middle-aged women

Though BPC products do not allow users 
to overtly advertise the brands they use, 
luxury shoppers are more likely than adult 
shoppers in general to value personal 

FIGURE 30: CATEGORIES WHERE BRAND NAMES MATTER, BY AGE AND GENDER, OCTOBER 2020

“For which of the following categories are brand names important to you? Please select all that apply. The brand name is an 
important consideration when I’m shopping for...” 
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care and beauty brands. Female luxury 
shoppers, who are already more likely to 
use BPC products, value brand names in 
these categories more than men, but by 
far, women 35-54 are the most enthusiastic 
about brand-name BPC products.

In order to justify steeper price tags, luxury 
brands must ensure their BPC products meet 
expectations for quality and effectiveness. 
Middle-aged women can easily switch to a 
number of competing premium BPC brands 
that deliver the benefits they seek (eg firmer 
skin, wrinkle reduction).

Base: 676 internet users aged 18-54 who purchased a luxury brand in the past two years and identify as male or female

Source: Lightspeed/Mintel
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