




The leading 100 companies of the global luxury goods mar-
ket generated US$ 212 billion in sales. Who are they and 
where are most of their profits concentrated? How is the 
luxury market changing? What drives people to buy luxu-
ry products in the first place?
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Deloitte’s Global Powers of Luxury Goods 2017 survey answers questions like these 
and reveals current trends that shape the luxury market. First of all, it is estimat-
ed that the Fashion and Luxury market will grow by five per cent in the next three 
years. The most sought after goods are private jets, luxury cars, hotels, mega 
yachts, watches, and perfumes. But more than actually possessing one of these 
tangible items, exclusive experiences seem to have an even greater appeal these 
days. Increasing in popularity are cruises, the chartering of luxury yachts, as well as 
the demand for automatic cars. “The essence of luxury appears to be shifting from 
an emphasis on physical products to a focus on the experiential - Luxury brands that 
offer high-quality products, personalized experiences, and omni-channel shopping 
options may be able to gain a competitive advantage,” explains Patrizia Arienti, 
EMEA Fashion & Luxury Leader Deloitte Touche Tohmatsu Limited.
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Emerging markets like China, Russia, and the United 
Arab Emirates are the most ravenous for luxury, and 
“the percentage of consumers claiming to have increased 
their spending stood at 70 per cent, compared to 53 per 
cent in the more mature markets (EU, US, and Japan),” 
says Ms. Arienti.
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It is also interesting to note that almost half of luxury purchases 
are made by consumers who are traveling, either in a foreign mar-
ket (31 per cent) or while at the airport (16 per cent). This propor-
tion rises to 60 per cent among consumers from emerging markets, 
who typically do not have access to the same range of products 
and brands that can be found in more mature markets; but not only. 
There are significant differences between consumers in emerging 
luxury markets and those in the more mature markets, with watch-
es and jewellery favoured by those in emerging markets, particu-
larly in Russia and the UAE.
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Consumers were surveyed for Deloitte’s report to find out what 
it was that compelled them to buy luxury goods. 88 per cent of 
the respondents said it was because they were premium quality 
products. 82 per cent said that buying luxury items made them 
feel good about themselves. 60 per cent answered, “I tend to buy 
luxury products impulsively, without a second thought,” and 56 
per cent admitted that they “buy luxury products because I like to 
show them off.”
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The research also revealed that in terms of the number of companies, 
Italy is the leading country in the luxury goods market, with 26 enter-
prises in the top 100. On the other hand, Italian groups have an aver-
age volume of revenues twice as small as that of the Americans and 
the Swiss, and three times below that of their French competitors. 
The French also have the highest share of sales. The top ten compa-
nies’ combined sales of multi-national luxury goods represent almost 
half of the total (48 per cent). With a turnover of about US$ 22 billion, 
LVMH Moët Hennessy-Louis Vuitton SE is in first place, followed by 
the Swiss Compagnie Financière Richemont SA. In third place is the 
American The Estée Lauder Companies Inc., with the Italian Luxottica 
coming in fourth.
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The survey also revealed that the majority of luxury consum-
ers physically buy in stores. However, the percentage of users 
relying on online sales is growing, with Millennials shopping 
with digital technology the most (42 per cent).
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Last consideration. According to Google economist Hal Varian, considered the Adam 
Smith of Googlenomics, this is the first time that technological progress is lower-
ing prices that were once expensive. Varian maintains that “a simple way to fore-
cast the future is to look at what rich people have today: middle-income people will 
have something equivalent in 10 years, and poor people will have it in an additional 
decade.” Varian’s theory leaves many people scratching their heads. They point out 
the fact that economic inequality is growing globally, so the poorer sections of the 
population will continue to lack basic human needs that the rich have been enjoy-
ing for centuries: for example, running water. That being said, the indisputable fact 
is that the luxury market is currently benefiting from excellent health.
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