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With Gen Z and Millennials driving nearly half 
of global luxury sales and Gen Alpha already 
forming early brand affinities, the industry’s 
future clearly belongs to younger consumers. 
Yet the Silver Generation remains essential to 
current bottom lines. 

This whitepaper challenges luxury 
fashion’s continued reliance on age-based 
segmentation at a time when the sector faces 
unique market pressures: compressed product 
lifecycles, digital-first discovery journeys, 
and unprecedented competition from both 
heritage rivals and digitally-native upstarts. 

While mainstream marketing has embraced 
multi-dimensional segmentation models, 
luxury fashion’s attachment to tradition 
has slowed its adoption of more nuanced 

approaches, creating both risk and 
opportunity.

Values once considered unique to Millennials 
– digital fluency, sustainability concerns, 
identity-driven consumption – have spread 
across age groups, creating what Bain & 
Co. describes as a “Millennial State of Mind” 
that transcends birth year. This doesn’t 
render generational insight obsolete, but 
it does highlight the urgent need for hybrid 
segmentation models. 

Successful brands will treat age as a starting 
point rather than an endpoint, layering 
psychographic understanding to connect 
with consumers across life stages and cultural 
contexts. Key insights include:

The next chapter of luxury will not be won by 
choosing a generation to serve. It will be won 
by understanding the mindsets that move 
across them.

Executive Summary
Luxury fashion finds itself in 
a difficult position. 

Cross-generational psychographics now 
influence luxury values from Boomers to 
Gen Z.

Digital touchpoints are essential across 
all age groups, though engagement 
styles differ.

Value-driven consumption has become 
baseline with sustainability, ethics, 
and authenticity now mainstream 
expectations.

Streetwear, resale markets, and gaming 
collaborations have expanded luxury’s 
definition and blurred generational 
divides.

Leading brands balance heritage with 
innovation, using psychographic signals 
to tailor expression without diluting core 
identity.



Introduction

Luxury fashion faces a 
generational tipping point. 
Millennials and Gen Z, 
projected to drive up to 
85% of luxury growth by 
2030 according to Bain & 
Co., have redefined the 
rules of aspiration, status, 
and identity. Yet Boomers 
and Gen X continue to 
provide the category’s 
financial foundation, 
especially during economic 
uncertainty.

This creates a dual imperative that luxury 
brands must fulfil. Simultaneously, brands 
have to remain aspirational to the youth while 
retaining the loyalty of older, more affluent 
consumers. 

However, traditional segmentation models 
that group consumers primarily by age 
now miss a critical shift, that being the rise 
of shared psychographics that cut across 
generations.

Many of today’s luxury values – authenticity, 
ethical consumption, digital-first discovery 
– originated with Millennials but are now 
embraced by consumers of all ages. 

This whitepaper explores how brands can 
combine generational and psychographic 
data to create more nuanced strategies. The 
approach isn’t about choosing between age 
or mindset, but recognising that the most 

powerful segmentation happens at their 
intersection. 

What unites a Gen Z trainer enthusiast 
and a Gen X fashion archivist might not be 
their age, but their shared appreciation for 
craftsmanship, personal style, or cultural 
relevance.

Luxury brands that understand this hybrid 
model will be better equipped to create 
meaningful multi-generational resonance 
without diluting their identity in the process.



Chapter 1

Generational 
Behavioural Shifts



To understand why psychographics 
are becoming more valuable in 
luxury fashion segmentation, we 
first need to understand the key 
characteristics of each generation:

Baby Boomers view luxury through exclusivity 
and quality, displaying strong brand loyalty and 
valuing heritage and craftsmanship.
Gen X blends tradition with modernity, seeking 
meaningful products that distinguish them 
after acquiring essentials.
Millennials pioneered experiential luxury and 
expect brands to align with their values e.g., 
sustainability, purpose, and diversity. 
Gen Z rejects traditional status symbols, 
demanding authenticity, inclusivity, and digital 
engagement.
Gen Alpha, raised in the smartphone and AI era, 
will expect interactive digital experiences and 
ethical alignment.

These generational differences are further 
complicated by economic realities. Baby 
Boomers, benefiting from economic 
expansion and affordable housing during 
their formative years, have accumulated 
wealth that enables greater discretionary 
spending in later life. 

In contrast, Millennials and Gen Z navigate 
soaring student debt, housing costs, and 
economic instability, leaving many with less 
disposable income for luxury items.

Yet paradoxically, social media has amplified 
pressure and aspiration to own luxury items 
at younger ages. This creates phenomena 
like “twenty-somethings living at home 
and splashing out on designer handbags” – 
sacrificing other expenses to afford luxury 
purchases. 

While this aspirational consumption benefits 
luxury brands, it carries reputational risks 
if they appear exclusionary or tone-deaf to 
economic realities.

This interplay between traditional 
generational values and economic 
circumstances reveals why age-based 
segmentation alone fails luxury brands 
today. The industry needs a more nuanced 
approach that recognises cross-generational 
psychographic patterns. 



The rise of pre-owned luxury platforms (e.g. 
The RealReal, Vestiaire Collective) and rental 
services (e.g. Rent the Runway) represents an 
industry response to accommodate younger, 
price-sensitive consumers. Studies show 
that these generations are more likely to 
connect consumption with ethical identity than 
Boomers were at the same age.

Spurred by both economic necessity and 
ethical values, the shift toward the circular 
economy continues to grow. Roughly one-third 
of Gen Z shoppers in the US purchase second-
hand luxury items, and 64% report looking 
for pre-owned options before buying new. 
More recently, resale platform Vinted made 
headlines after it became the number one 
clothing retailer in France.

This normalisation of ‘preloved’ luxury marks 
a significant departure from the stigma older 
generations typically attached to second-hand 
goods. Recognising this shift, brands that were 

once wary of resale now actively embrace it 
through strategic partnerships or their own 
recommerce platforms to capture younger 
audiences.

Gen Z, in particular, expects brands to take 
a stand on social and environmental issues. 
They’re quick to mobilise boycotts or trigger 
viral backlash against brands perceived as 
racist, sexist, or ecologically harmful. 

High-profile controversies have underscored 
this shift such as when Dolce & Gabbana’s 
culturally insensitive ads sparked backlash 
in China or when Gucci had to apologise and 
revise designs following accusations of racism 
in 2019.

In contrast, older generations often recall 
a time when brands avoided overt activism 
and may feel discomfort with modern brand 
politics. This generational divergence presents 
a challenge for luxury labels seeking to remain 
culturally relevant without alienating customer 
segments. 

Adapting to CSR and 
ESG Concerns 

https://www.businessinsider.com/gen-z-secondhand-shopping-luxury-high-end-preloved-items-report-2023-4#:~:text=About%2030,3%2C012%20American%20adults%20in%20December
https://www.businessinsider.com/gen-z-secondhand-shopping-luxury-high-end-preloved-items-report-2023-4#:~:text=About%2030,3%2C012%20American%20adults%20in%20December
https://ecommercenews.eu/vinted-is-the-leading-clothing-retailer-in-france/
https://ecommercenews.eu/vinted-is-the-leading-clothing-retailer-in-france/


Within every age cohort, digital and global 
factors shape consumer behaviour. In the Asia-
Pacific region, particularly China, Millennials 
and Gen Z are even more dominant in driving 
luxury growth. Young consumers there show 
strong preferences for high-quality products 
and hyper-personalisation. Conversely, in 
the West, Gen Z is exhibiting increased price 
sensitivity and a greater tendency toward 
second-hand shopping, questioning the 
intrinsic value of luxury.

Across all regions, online social platforms have 
become engagement levers that brands utilise 
to tap into younger audiences. A viral TikTok 
trend or Fortnite collaboration, for instance, 
can globalise a brand’s appeal in mere minutes: 

Digital channels have become the primary 
entry point for younger consumers while 
Boomers and older Gen X still tend to rely 
more on traditional media or word-of-mouth 
and prefer in-store experiences. That said, all 
generations report spending more in-store 
than online when it comes to luxury purchases, 
highlighting that physical stores are still a 
must-have. 

While luxury was once hesitant to embrace 
digital-first experiences, it’s clear now that 
they are vital channels. In 2020, online channels 
accounted for 22% of luxury sales and this 
figure is expected to surpass all other channels 
in 2025, driven primarily by digitally native 
shoppers. 

Furthermore, social media has evolved 
beyond awareness to become a key vehicle 
for comprehensive brand storytelling. 
Today’s luxury marketing playbook includes 
livestreaming fashion shows, AR/VR virtual 
try-ons, and strategically selected influencer 
partnerships. 

Dior demonstrates this multi-generational 
approach perfectly by running traditional 
magazine campaigns for older demographics 
while engaging Gen Z through teenage K-pop 
ambassadors on TikTok. 

Digital Influence & Global Nuances

Gucci’s #GucciModelChallenge on TikTok 
garnered over 250 million views, enhancing 
the brand’s cultural relevance.

Balenciaga’s Fortnite collaboration tapped 
into the $180+ billion gaming market to 
reach Gen Z’s 2.7 billion gamers.

https://www.bain.com/insights/luxury-in-transition-securing-future-growth/#:~:text=Asia%2C%20where%20these%20consumers%20focused,increasingly%20gravitated%20toward%20secondhand%20platforms
https://www.bain.com/insights/luxury-in-transition-securing-future-growth/#:~:text=Asia%2C%20where%20these%20consumers%20focused,increasingly%20gravitated%20toward%20secondhand%20platforms
https://www.paymentsdive.com/news/gen-z-in-person-shopping-beauty-luxury-adyen/738384/#:~:text=processor%20Adyen%20shows,from%20the%20Dutch%20company%20said
https://www.paymentsdive.com/news/gen-z-in-person-shopping-beauty-luxury-adyen/738384/#:~:text=processor%20Adyen%20shows,from%20the%20Dutch%20company%20said
https://www.bain.com/contentassets/0b0b0e19099a448e83af2fb53a5630aa/bain20media20pack_the_millennial_state_of_mind.pdf#:~:text=those%20purchases.%20%E2%80%93%2014,sales%2C%20each%20accounting%20for%2025
https://www.bain.com/contentassets/0b0b0e19099a448e83af2fb53a5630aa/bain20media20pack_the_millennial_state_of_mind.pdf#:~:text=those%20purchases.%20%E2%80%93%2014,sales%2C%20each%20accounting%20for%2025
https://luxonomy.net/luxonomy-report-luxury-consumer-behavior-by-generation-millennials-vs-gen-z-vs-baby-boomers/#:~:text=,disproportionate%20impact%20on%20their%20decisions


Generational Labels 
Don’t Work Anymore 

While the previous sections might make it 
seem easy to segment solely based on age, 
it’s vital to acknowledge that no generation is 
monolithic. Socio-economic differences within 
cohorts matter significantly. Brands should 
also segment by income, lifestyle, and other 
psychographic factors. For example:

Additionally, generational definitions can 
vary by region. For example, China’s “Post-
80s” and “Post-90s” segments have distinct 
consumer traits. A nuanced, localised approach 
is essential, especially in Asia-Pacific, where 
platforms like WeChat and Little Red Book 
dominate, and where younger consumers 
are highly brand-literate and typically enter 
the luxury market earlier than their Western 
counterparts.

A wealthy subset of Gen Z (especially in 
emerging markets or elite social circles) 
behaves similarly to mini-Boomers, freely 
spending on luxury as a status symbol. 
These individuals are sometimes dubbed 
“sugar babies” or the ultra-rich kids of 
Instagram.

Conversely, some Boomers on fixed 
incomes are increasingly priced out of the 
luxury market as prices rise.



Chapter 2

The Rise of Luxury 
Streetwear



Chief among these is the blend of luxury and 
streetwear. Louis Vuitton’s collaboration 
with Supreme in 2017, for example, marked a 
turning point, while Gucci’s eclectic, street-
inspired collections under Alessandro Michele 
blurred the lines between high fashion and 
urban wear. 

The Louis Vuitton x Supreme collaboration 
was, in many ways, a watershed moment for 
luxury. A heritage luxury label openly partnering 
with a skate wear brand was unprecedented. 
It proved that blending “high and low” fashion 
could create enormous hype, especially among 

Millennials and Gen Z, who queued overnight 
for limited releases. Following this success, 
collaborations became widespread, from Dior x 
Air Jordan trainers to Prada x Adidas and Gucci 
x The North Face, nearly every major fashion 
house sought credibility in the streetwear or 
sportswear space. 

But this wasn’t a surface-level trend. 

It reflected a deeper shift in how younger 
generations signal status. 

While a luxury suit or silk dress once embodied 
status for Boomers, a rare trainer or limited-
edition hoodie can now serve the same 
purpose for a Millennial tech exec or a Gen Z 
creative. 

Elsewhere, newer brands such as Fear of God 
and Represent have surged in popularity by 
offering premium apparel aligned with these 
streetwear sensibilities. Since Millennials and 
Gen Z naturally gravitate toward this style, 
more traditional luxury houses have started to 
produce high-end trainers, hoodies, and denim 
to appeal to younger audiences.

While age and location certainly 
influence consumer behaviour, 
some of the most significant 
developments in luxury fashion 
over the past decade were not 
only shaped by generational 
dynamics but also helped shape 
them in turn.



Gucci, for instance, saw a nearly 50% increase 
in sales in 2018, with consumers under 35 
making up 55% of those sales.

Brands like Fear of God, Palm Angels and 
Represent are worthwhile mentioning here 
because, as Bain & Co.’s 2024 report stated 
“the rise of insurgent competitors offering 
smart pricing and strong appeal to younger 
generations” proved to be a growing challenge 
for luxury incumbents. 

These newer entrants often use direct-to-
consumer models, drop-based releases, and 
savvy social media strategies to enable greater 
agility and a closer connection to Gen Z. This 
meant traditional houses had to compete 
not only with each other but also with high-
end streetwear. Young male consumers, in 
particular, often opt for a Fear of God jacket 
over one from a legacy label, seeing it as more 
aligned with their personal style. 

Consequently, the definition of luxury has 
expanded. It is no longer confined to a specific 
price tier or brand heritage, but shaped by 
relevance, authenticity, and generational taste.

https://getfastr.com/blog/luxury-brands-sustainability-millennials#:~:text=According%20to%20Francois,values%20like%20sustainability%20and%20purpose
https://getfastr.com/blog/luxury-brands-sustainability-millennials#:~:text=According%20to%20Francois,values%20like%20sustainability%20and%20purpose


Luxury’s Shifting 
Definition

Chapter 3



For older generations, luxury was about 
exclusivity, craftsmanship, and price, often 
with an emphasis on visible status. On the flip 
side, for many Millennials and Gen Z, luxury is 
increasingly about self-expression, fulfilment, 
and experience. 

Deloitte research found that younger luxury 
consumers cited “rewarding myself” as their 
top reason for purchasing, rather than status 
signalling.  

This shift reflects the rise of the experience 
economy. Millennials especially prioritise travel, 
festivals, dining, wellness, and experiential 
retail. In response to this, luxury brands 
invested and responded by moving beyond 
products post-2020:   

This evolution included digital experiences too. 
A Gen Z shopper, for example, might find an 
augmented reality game or virtual fashion show 
as enticing as a new handbag. The emotional 
resonance of a brand, i.e., the way it makes a 
consumer feel, is key.

Underpinning the streetwear 
shift is a broader philosophical 
change that’s inextricably tied 
to what “luxury” actually means 
to the consumer. 

Offering immersive retail environments 
and experiential events. 

Providing exclusive “money-can’t-buy” 
moments to top-tier clients. 

Brands like Bottega Veneta hosted live pop-
up installations, showcasing craftsmanship 
in person, appealing to Millennials’ craving 
for deeper brand engagement



Conscious Luxury

In parallel with storytelling, identity and 
community, values-based consumption has 
also risen dramatically in the luxury fashion 
sphere.  

While luxury was once associated with 
indulgence, it is now intertwined with ethics. 
Notable examples of this include:  

These shifts have given rise to what some call 
“conscious luxury” – a mode of consumption 
where sustainability, inclusivity, and purpose 
enhance brand prestige. 

Quiet Luxury

While eco-conscious consumers push back 
against poor practices, a newer trend – “quiet 
luxury” has also taken hold, especially post-
2022. This aesthetic favours understated, 
logoless, ultra-high-quality pieces (e.g. Loro 
Piana jumpers, The Row’s minimalist tailoring).  

Quiet luxury is an example of a multi-
generational trend. Boomers and Gen

appreciate its classic, conservative 
understatement while younger consumers 
are also drawn to it, viewing loud branding as 
“cheugy” or passé.  

It’s also a case of generational preferences 
cycling: the hype-driven logo trend (Gen 
Z-fuelled) is being countered by a minimalist 
rebellion, ironically, often led by the same 
generation. 

This cycle, in particular, highlights why luxury 
must stay attuned to cultural undercurrents, 
many of which originate in digital subcultures, 
to determine when and how to adapt.

Chopard’s commitment to 100% 
ethical gold in its jewellery.

Gucci’s high-profile campaigns 
for gender equality. X



The Psychographic 
Convergence

Chapter 4



Older cohorts, such as Gen X and Boomers, 
have adopted more digital behaviours and 
informal styles, while younger cohorts are 
showing strong interest in vintage luxury, 
heritage, and timeless quality. This suggests 
that psychographics – mindsets, values, and 
lifestyles – often transcend age, offering a more 
effective basis for segmentation.

This doesn’t invalidate generational theory, but 
it does caution brands against relying on age 
alone. Trends are increasingly influenced by life 
stage and shared values, not just generational 
labels. It’s no longer abnormal to suggest that 
tech savvy 60-year-olds and 30-year-olds who 

prioritise craftmanship and quiet elegance 
behave more like each other than their own 
peers. 

As noted previously, studies across the 
US, Europe, and China show that luxury 
consumers increasingly purchase items to 
please themselves, not impress others, a sharp 
turn away from what was once traditional 
conspicuous consumption. Values such as 
authenticity, self-expression, and emotional 
resonance now unite consumers across age 
groups.

This shift underscores the need for some level 
of psychographic segmentation, grouping 
audiences by attitudes such as:

•	 Status-oriented.
•	 Values-oriented.
•	 Fashion-forward experimenters.

While some experts argue that Gen Z’s media 
habits are so unique that they require bespoke 
strategies, others assert that fundamental 
human desires for quality, beauty, and identity 
transcend generations. Luxury consultant Pam 
Danziger, for example, argues that focusing too 

narrowly on “Millennials vs Gen Z” may miss the 
bigger picture.

New values typically emerge with younger 
consumers before spreading across age 
groups. 

This pattern is evident in today’s luxury market: 
while 56% of Gen Z shift spending from 
traditional luxury to premium streetwear or fast 
fashion, Gen X consumers are simultaneously 
adopting more casual fashion sensibilities 
and digital behaviors, demonstrating how 
generational markers eventually blend into 
broader market trends.

The points on quiet luxury 
and cycling generational 
preferences are particularly 
key, since they highlight that 
many behaviours traditionally 
associated with one generation 
are now present in others. For 
instance:



Combining Generational & 
Psychographic Strategy

Neither generational nor psychographic 
segmentation works effectively in isolation. 
The most powerful approach integrates both 
methodologies, using generational insights as 
a foundation while refining targeting through 
psychographic data and observed behaviours.
To help illustrate this, we’ll use a practical 
example:

Armed with these insights, a luxury brand 
could:

It becomes considerably easier for luxury 
brands to attract and nurture different age 

groups by utilising generational theory to 
form their initial hypotheses and then refine 
using real-time customer data and lifestyle 
indicators. 

This translates to multi-channel strategies 
that maintain consistent brand values while 
adapting delivery methods:

This multi-entry approach allows brands to 
connect with diverse psychographic segments 
through tailored content, product offerings, 
and communication styles, all while maintaining 
a coherent brand identity.

Gen Z broadly expects personalisation 
and seamless digital interaction, while 
sustainability resonates strongly with 
many Millennials (though not universally). 

Develop a sustainable capsule 
collection targeting the “ethical luxury” 
psychographic segment. While this 
naturally appeals to environmentally-
conscious Millennials and Gen Z, it also 
captures like-minded Gen X and Boomers 
who share these values.

Simultaneously, this nurtures the “luxury 
traditionalist” segment, i.e., those who 
prioritise heritage, craftsmanship, and 
exclusivity. Though this segment skews 
older, it includes younger consumers 
raised in luxury households or influenced 
by family preferences, who gravitate 
toward heritage brands like Hermès.

Showcasing sustainability credentials 
through TikTok campaigns for digitally-
native audiences.

Communicating identical brand values via 
email newsletters for traditional luxury 
consumers.



From Theory to 
Practice 

Chapter 5



The following strategic levers offer practical 
approaches for luxury brands to implement 
this hybrid segmentation model. By balancing 
generational entry points with psychographic 
depth, these strategies allow brands to 
maintain a coherent identity while speaking 
meaningfully to diverse consumer segments, 
regardless of their age. 

1. Product & Assortment

Create a balanced portfolio that includes 
both heritage and innovation. Timeless 

icons (e.g. a classic quilted handbag) appeal 
to older customers’ sense of tradition and 
investment value, while fresh, limited editions 
or collaborations (e.g. a capsule collection with 
a trendy artist or a gaming-inspired line) keeps 
younger customers excited. 

Some brands have launched sub labels or 
diffusion lines targeting specific demos (e.g. 
Prada Linea Rossa for sportier youth, or 
Emporio Armani which historically targeted 
younger adults), but even without sub-brands, 
an agile product strategy is key. 

For example, Rolex introduced the 2023 
Perpetual Rainbow to intrigue new collectors, 
without abandoning its core classic models 
favoured by long-time clients.

2. Omnichannel Customer 
Journey

The best luxury experiences acknowledge 
generational preferences while ensuring 
seamless brand identity. Instead of creating 
separate journeys for different age groups,

Now that we’ve established 
how both generational insights 
and psychographic data can 
work together to create a 
more nuanced understanding 
of luxury consumers, it’s time 
to translate this conceptual 
framework into actionable 
business strategies. 



forward-thinking brands should design flexible 
touchpoints that accommodate varying 
comfort levels with technology and service 
expectations.

For example, while older shoppers often 
prefer high-touch service and physical retail 
environments, and younger consumers 
demand digital integration, the underlying 
desire for respect, recognition and 
personalisation remains constant. 

Brands like Chanel have successfully 
implemented “phygital” approaches that 
satisfy these shared values through different 
executions, such as AR makeup try-ons online 
alongside exclusive in-boutique appointments.

By offering diverse experience options, brands 
can transcend demographic boundaries while 
addressing individualised preferences that 
cross generational lines.

3. Marketing Communications

Platform-specific strategies remain important, 
but the key insight is ensuring consistent 
brand values across all channels. While channel 
selection might skew by age (print media for 
Boomers, TikTok for Gen Z), the core message 
should speak to psychographic segments that 
exist within each generation.

The evolution of age representation in luxury 

marketing showcases this. Brands now 
campaign with a mix of diverse generations. 
Saint Laurent, for instance, cast 78-year-old 
Catherine Deneuve alongside younger models. 
These choices demonstrate the understanding 
that long-term success requires appealing 
across age brackets through shared values.

Gaming and virtual worlds also represent 
emerging channels that, contrary to 
stereotypes, attract consumers across age 
groups united by their interest in digital 
experiences. Balenciaga’s Fortnite collaboration 
reached not just teens but also Millennial and 
Gen X gamers who share an interest in digital 
self-expression.



4. Community & Loyalty

The most sophisticated luxury brands will 
foster communities around shared interests 
and values rather than age. They recognise that 
a 25-year-old watch enthusiast may have more 
in common with a 65-year-old collector than 
with peers who don’t share their passion.

Hermès exemplifies this balanced approach. 
It hosts craft workshops that appeal to 
connoisseurs of any age while also producing 
playful products that attract those with more 
whimsical tastes across generations.

By focusing community-building efforts around 
psychographic attributes rather than age, 
brands create more authentic connections and 
foster loyalty based on deeper shared values.

5. Humanise the Brand

A growing trend across all age groups is 
the desire for authentic connection in an 
increasingly digital world. Successful luxury 
brands respond by humanising their image, 

whether through creative directors’ personal 
stories, spotlighting artisans, or leveraging 
customer narratives.

The important point here is that while all 
generations value authenticity, how they prefer 
to access it differs. Boomers may appreciate 
heritage narratives about craftsmanship and 
dynasty, while younger consumers gravitate 
toward behind-the-scenes content and values 
alignment. 

Smart brands will create layered storytelling 
that speaks to these varied authenticity 
preferences without compromising their core 
identity.

6. Talent & Internal Culture

Brands also need generational diversity within 
their organisations to truly understand diverse 
consumer mindsets. Hiring young talent 
provides insight into emerging cultural shifts, 
while retaining experienced staff ensures 
continuity of traditional luxury values.

Some luxury conglomerates have successfully 
paired designers from different generations 
(like Fendi’s collaboration between Silvia 
Venturini Fendi and Kim Jones) to create 
collections that resonate across age groups. 

This approach acknowledges that creativity 
often flourishes at the intersection of different 
generational perspectives.



Future Outlook 
and Consumer 
Attitudes

Chapter 5



The predictions that follow shortly reflect this 
core understanding. Successful luxury brands 
won’t simply pivot to younger generations 
while abandoning older consumers. Instead, 
they’ll recognise that psychographic segments 
will persist across all age groups, though their 
proportional representation may shift. 
The key to future success lies in addressing 
these mindsets with consistent brand values 
expressed through generation-appropriate 
touchpoints.

Gen Alpha is an interesting one to note 
because many of this cohort have grown up 

during climate activism, the BLM movement, 
and pandemic disruptions. Early indicators 
suggest they may be more frugal and practical, 
preferring access over ownership (e.g., 
favouring subscriptions or digital goods) yet 
also highly attuned to individual expression, 
investing in personal style or even virtual 
fashion.

If economic inequality continues, this 
generation may redefine luxury as less about 
high price tags and more about exclusive 
experiences or hyper-personalisation. Luxury 
brands may need to experiment with models 
such as luxury-as-a-service or curated 
experiential packages to satisfy a cohort less 
interested in material accumulation.
From an ethical standpoint, Gen Alpha is 
expected to raise the bar even more. Carbon 
neutrality, circular fashion, and ethical sourcing 
may be baseline expectations rather than 
differentiators. These are critical shifts that 
brands must begin adapting to now to remain 
relevant by 2030.

So, without further ado, here is our list of 
predictions and recommendations to help 
luxury brands navigate the 2030s and beyond. 

As we head toward 2030, it’s 
clear luxury will continue to 
evolve but not simply along 
generational lines. The patterns 
identified in this piece will 
intensify as Millennials and 
Gen Z enter their peak earning 
years and Gen Alpha begin to 
participate in the market. 



Regional Growth & Cultural 
Localisation

Consumers in China, Southeast Asia, and 
the Middle East will continue driving luxury 
growth, with Chinese consumers potentially 
comprising 35-40% of global luxury purchases 
by 2030. This demographic shift necessitates 
deeper cultural understanding and localisation 
strategies.

Rather than simply translating Western 
campaigns, successful brands will co-create 
with regional creative teams, recruit authentic 
local ambassadors, and develop products that 
respect cultural nuances while maintaining 
global brand coherence.

Western markets may face relative saturation, 
requiring brands to derive added value through 
services, personalisation, and experiences 
that speak to the psychographic needs of 
established luxury consumers across age 
brackets.

Phygital Evolution

The traditional flagship store concept will likely 
evolve into multifunctional cultural spaces, part 
retail, part gallery, part community hub, that 
facilitate different engagement styles:

By 2030, augmented reality may allow 
shoppers to overlay digital content while 
browsing physically, accessing reviews, styling 
suggestions, or inventory information.

This technology will appeal not only to Gen 
Alpha but also to tech-embracing consumers 
across generations who value efficiency and 
information access.

Exhibition spaces and gaming zones 
for digitally fluent consumers.

Private appointment lounges for 
those preferring personalised 
service.

Flexible environments that can 
transform for different purposes.



Product Trends

The luxury product landscape will likely reflect 
a blend of high-tech innovation and traditional 
craftsmanship:

These seemingly opposite trends actually 
reflect the same underlying value shift toward 
meaningful consumption that transcends age 
groups. 

Both the tech enthusiast and the craft 
connoisseur are rejecting disposable fashion 
in favour of items with lasting significance, 
just expressed through different aesthetic 
languages.

Nostalgia cycles will likely continue their 
influence, with Gen Alpha potentially 
embracing early 2020s aesthetics as vintage by 

2030. This cyclical nature of fashion reinforces 
the importance of archive management and 
heritage storytelling for luxury brands, even as 
they innovate forward.

Maintaining Multi-Generational 
Relevance

The most successful luxury brands will be 
those that remain aspirational yet inclusive. 
In the future, brand positioning maps may 
show brands spanning wider spectrums like 
appealing to an 18-year-old digital native and 
an 80-year-old connoisseur simultaneously.
To do this, brands must remain grounded in 
core brand DNA, whether craftsmanship, 
innovation, or aesthetic, but express it 
differently to each cohort. 

Sub-brands, digital-first lines, or creative 
collaborations will be useful tools to attract 
younger audiences without diluting heritage.

Adaptability & Brand Values

The next decade will be defined not just by 

digital transformation, but by demographic 
disruption. Legacy brands must now prove they 
can evolve alongside the most rapidly shifting 
consumer culture in modern history.
Those that succeed will likely be agile, data-
informed, and culturally sensitive. 

But they will also need to project consistency 
in brand values to maintain trust across 
generations. In essence, a brand must become 
a “living heritage” – alive to the present and 
future (shaped largely by young consumers) 
but grounded in a distinct legacy that older 
consumers find authentic. 

This balance of continuity and change will 
define the luxury sector’s winners by 2030.

Smart fabrics and embedded technology 
for digitally integrated lifestyles.

Ultra-craftsmanship and artisanal pieces 
satisfying demand for sustainability and 
longevity.



Final Thoughts
While generational frameworks remain a valuable starting 
point, they can no longer stand alone.

Today’s most successful luxury strategies are those that combine demographic insight with 
psychographic intelligence, i.e., layering age with mindset, life stage and lifestyle. 

But this isn’t a call to abandon demographics. Instead, it’s a call to evolve. 

By integrating generational patterns with psychographic depth, brands can build 
multidimensional consumer portraits, capable of identifying a 65-year-old digital native, a Gen 
Z luxury traditionalist, or a Millennial maximalist with quiet luxury tastes.

This convergence creates enormous opportunity. It allows brands to create strategies that are 
simultaneously grounded in legacy and fluent in future culture. It enables communication that 
resonates across platforms without fragmenting brand identity. Perhaps more importantly, 
it unlocks product, retail, and storytelling approaches that can reach an 18-year-old digital 
explorer and an 80-year-old connoisseur in ways that feel equally authentic.

Luxury is no longer just a matter of age or wealth; it’s a shared language of values, identity, and 
aspiration. Brands that understand this nuanced reality will lead not only in sales, but in culture. 

The next era of luxury belongs to those who can listen deeply, segment wisely, and speak to the 
mindset, regardless of the generation.



Thank you
From everyone at K3 Fashion 
Solutions, we thank you for 
reading our latest whitepaper 
and hope that you have learned 
something new. 

We regularly publish thought leadership content that 
aims to educate the broader industry on upcoming 
trends and technologies. So, if you’d like to read more 
insights from us, we recommend keeping an eye on 
our website.

http://k3fashionsolutions.com


K3 Fashion Solutions, a leading supplier of fashion 
business technology with more than 30 years of 
experience, develops industry-specific tools to 
support fashion workflows, improve customer 
experiences, and deliver sustainable growth 
throughout the supply chain.

Our solutions, K3 Fashion and K3 Pebblestone, are fully embedded in 
Microsoft’s Dynamics 365 ERPs offering enterprise-grade support from 
design and production through to retail. As one of the top 20 GISV with a 
global footprint delivered through our network of Microsoft implementation 
partners, we are committed to supporting brands of all sizes.



K3 Fashion supports fashion 
businesses with all aspects of 
operations, such as planning, 
design, sourcing, purchasing, 
logistics, warehousing, and 
finance.

Fully embedded in Dynamics 365 Finance, 
Supply Chain Management and Commerce, K3 
Fashion presents a single solution to remove 
technical blockers, unify data sources and 
maximise margins.



K3 Pebblestone provides brand 
owners, wholesalers, and  
manufacturers with an intuitive 
ERP environment that provides 
standardised fashion workflows 
and tools.

Fully embedded in Dynamics 365 Business Central, 
K3 Pebblestone is a single solution that supports 
essential processes like planning, design, sourcing, 
purchasing, logistics, warehousing and finance.


