MINI INSIGHTS
REPORT




ABOUT WLCC

The World Luxury Chamber of
Commerce (WLCC) is a global
network uniting premier luxury
brands across industries; from
fashion, hospitality, real estate, and
automotive to gourmet food,
jewelry, fragrance, art, and more.

Rooted in the legacy of the Luxury Lifestyle
Awards, WLCC represents over 5000 luxury
businesses in more than 100 countries, with
400+ award categories over 17 years. WLCC
membership offers community, global visibility,
exclusive networking, access to insights and
events, tailored education, and brand-building
tools, all guided by a board of international
luxury leaders.

PARTICIPATED

This report draws from thousands of poll
responses conducted across WLCC's LinkedIn
and community channels throughout 2025.
Respondents include C-level executives,
high-growth founders, luxury marketing
experts, and innovation leaders across:

¢ High-End Real Estate

® Luxury Hospitality & Travel

* Private Aviation & Yachting

* Fashion & Beauty

* Wealth Management & Concierge

THIS REPORT
MATTERS

Today's luxury environment demands that
even the most established brands embrace
collaboration; isolated decisions risk falling
behind in a rapidly pivoting market.

WLCC's 2025 Luxury Leader Insights Report
gathers thousands of data points from our global
network, top-tier professionals across luxury real
estate, fashion, hospitality, private wealth, and
beyond, to provide a rare look into the mindset
of the industry.

This is not theory. It’s intelligence
built by the very people driving
the future of luxury.


https://www.facebook.com/WorldLuxuryChamber/
https://www.instagram.com/worldluxurychamber/
https://www.linkedin.com/company/worldluxurychamber/posts/?feedView=all

LUXURY IS NO
LONGER DEFINED
SOLELY BY
HERITAGE OR
CRAFTSMANSHIP;
I'T°S DEFINED BY
AWARENESS,
AGILITY, AND THE
ABILITY TO
ANTICIPATE WHAT
MATTERS MOST TO
TOMORROW’S
CLIENTS.

THIS REPORT DISTILLS THE
PULSE OF OUR GLOBAL
COMMUNITY INTO ACTIONABLE
INTELLIGENCE FOR BRANDS
WHO WANT TO LEAD, NOT
FOLLOW.
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Alexander Chetchikoyv,
President, World Luxury Chamber of Commerce.

WHAT’S INSIDE
07,

Poll-Driven Insights from CEOs, founders,
creative directors, and luxury consultants

02.

Comments on the Luxury Industry from insiders

03.

Sector-Specific Trends in consumer behavior,
growth priorities, and digital transformation

04.

Cross-Industry Observations on sustainability,
technology, and global market shifts

TOP 3 SIGNALS
EMERGING IN 2025

017,

Luxury Personalization moves from trend to
expectation

02.

Sustainable Excellence becomes a core brand
pillar, not a side strategy

03.

Client Experience, from digital to physical,
is the new battleground for loyalty

HOW TO USE THIS
REPORT

Think of this as your executive shortcut to what
the luxury industry is thinking, planning, and
prioritizing. Whether you're refining strategy,
launching a campaign, or planning next year's
growth, the Luxury Leader Insights Report is
designed to inform and inspire.




QUESTIONS

WHAT WILL BE THE BIGGEST
DRIVER OF GROWTH FOR
LUXURY BRANDS OVER THE
NEXT 2 YEARS?

Over the next two years, growth in the luxury sector will be
driven primarily by personalization and clienteling, according

N\
83% 7 7% to 83% of respondents.

While sustainability remains important, it's the ability to
deliver bespoke, emotionally resonant experiences that will
Personalization Sustainability define brand success and customer loyalty in the evolving

& Clienteling & ESG high-end market.

WHICH LUXURY SECTOR IS BEST
POSITIONED TO THRIVE IN THE
CURRENT GLOBAL ECONOMY?

Luxury Travel & Hospitality leads as the
strongest sector poised to thrive in today's

global economy, capturing 75% confidence. B
Fashion & Accessories follow with 17%, while 0 0 0

Real Estate & Architecture hold 8%. 75 /0 77/0 8 /0
The resilience of travel and hospitality reflects

rising consumer demand for exclusive Luxury Travel Fashion & Real Estate &
experiences despite economic uncertainties. & Hospitality Accessories Architecture

LUXURY TRAVEL & HOSPITALITY IS BEST POSITIONED TO THRIVE RIGHT
NOW. IN A POST-PANDEMIC WORLD, AFFLUENT CONSUMERS ARE
PRIORITIZING UNIQUE, PERSONALIZED EXPERIENCES OVER MATERIAL
GOODS.

WITH RISING DEMAND FOR PRIVACY, SUSTAINABILITY, AND EXCLUSIVE
ESCAPES, THIS SECTOR IS LEADING THE EVOLUTION OF MODERN LUXURY.

Davlynne Lidbetter,
LUXPreneur | Luxury Marketing Strategist




HOW IMPORTANT IS
SUSTAINABILITY WHEN IT
COMES TO LUXURY PURCHASES?

Sustainability is a top priority for 71% of luxury
\ \ buyers, seen as essential in their purchasing

77 % 74% 74% decisions.

Another 14% value it but don't consider it
crucial, while the remaining 14% feel its
importance varies depending on the brand,

Essential, Valued, but Depends on underscoring growing eco-consciousness in the
top priority not key the brand luxury market.

GENERALLY SPEAKING, I DON'T THINK A BRAND CAN BE LUXURY
WITHOUT BEING EXCELLENT. AND I DON'T THINK IT CAN BE
EXCELLENT WITHOUT BEING SUSTAINABLE.

IN REFERENCE TO THE SURVEY, I SAY, “IT DEPENDS ON THE BRAND.”

We all know that it is often not the deciding factor in the buying process, with user
experience, brand perception, and community feeling being much more important.

However, in all of this, sustainability can be an important element, as it affects how the
buyer feels when purchasing the service or product, and how aligned the brand is with
his/her values.

Not being sustainable can generate a feeling of incongruence with the rest of the brand
image that destroys the company's effort to rise above the “premium” sector to offer that
‘something more”.

And for brands that have used sustainability as a fundamental element of connection and
recognition, yes, of course, it is key.

Alberto Monzonis Comes,
Corporate Sustainability Guide




WHEN BUYING LUXURY TODAY,
WHAT MATTERS MOST TO
HIGH-END CLIENTS?

High-end clients prioritize Personal Experience
& Service when buying luxury, with 70% valuing

\ N\ tailored interactions above all.

0
70% 20 /0 70% Brand Heritage & Legacy matters to 20%, while
Exclusivity & Rarity appeal to 10%.

Personal Brand Exceptional service and meaningful experiences
Experience Heritage Exclusivity clearly outweigh other factors in today's luxury
& Service & Legacy & Rarity purchasing decisions.

WHERE SHOULD LUXURY
BRANDS INVEST MOST TO STAY
RELEVANT?

Luxury brands should focus their investments on
In-store Flagship Experiences, favored by 57% for

creating immersive and memorable connections. \ N

0 0 0
Digital & E-commerce follow at 29%, while 57/0 29 /0 74 /0
Influencers & Community engagement account
for 14%, highlighting the enduring value of

physical luxury environments alongside growing In-store Flagship Digital & Influencers &
digital channels. Experiences E-commerce Community

AS LUXURY CONTINUES TO EVOLVE, I BELIEVE THE MOST LASTING
IMPACT WILL COME FROM INVESTING IN EMOTIONALLY RESONANT
CUSTOMER EXPERIENCES, BOTH PHYSICAL AND DIGITAL.

From my perspective, the opportunity lies in designing environments (whether in retail or virtual) that are not
only immersive but meaningful, where storytelling, sensory design, and service excellence converge. Because
in the end, it's not just about where luxury shows up next; it's about how it makes people feel when they
experience the brand.

Josephine Vasquez Goni,
Customer Experience Designer
Emerging Strategist in Luxury Hospitality




IN A WORLD OF INSTANT
GRATIFICATION, WHAT SHOULD
LUXURY TRULY SLOW DOWN TO
PROTECT?

Luxury should slow down to protect Human
Connection, prioritized by 63%.

\ \ Craftsmanship follows at 25%, while Cultural
63% 25% 73% Heritage holds 13%.

Preserving meaningful relationships and
authentic experiences remains central to

Human Crafts- Cultural luxury's enduring value amid instant
Connection manship Heritage gratification culture.

"THE LUXURY MARKET MUST, MORE THAN EVER, PROTECT WHAT
MAKES IT DISTINCTIVE AND TIMELESS.

TRUE LUXURY IS NOT RUSHED. LUXURY DOESN'T JUST SELL PRODUCTS,
IT SELLS STORIES. EXCLUSIVITY IS WHAT DIFFERENTIATES LUXURY
FROM PREMIUM. SERVICE, THE HUMAN TOUCH, THE DETAIL, THESE
ARE AREAS WHERE LUXURY STANDS OUT. LUXURY CANNOT BE A COPY
OF ITSELF.

In essence, the luxury market must protect what money cannot easily buy: time, truth,
depth, rarity, and meaning.

While the world runs fast, luxury moves on, and it is precisely this intentional slowness that
makes it so desirable. But always something distinct, unique... and personal.

Vasco Varela,
General Manager
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WHAT IS THE MOST IMPORTANT
FACTOR FOR SUCCESS IN THE
LUXURY INDUSTRY?

Reputation stands as the most
important factor for success in
the luxury industry at 41%,

> > closely followed by Customer
0 Experience at 35%.
41% 35% 12% 12% P :
Innovation and Networking each
account for 129, highlighting the

Customer enduring power of trust and
Reputation Experience Innovation Networking exceptional service in driving.

WHAT’S THE MOST IMPORTANT
FACTOR IN LUXURY
HOSPITALITY TODAY?

Personalized Guest Experiences dominate —
luxury hospitality today, valued by 80% as the \

key success factor. 80% 76% 4%

Architecture & Interior Design matter to 16%,
while Sustainable Practices hold 4%,

emphasizing the premium placed on tailored Personalized Guest Sustainable Architecture &
service and memorable stays in the sector. Experiences Practices Interior Design

WHICH INNOVATION WILL
SHAPE THE FUTURE
OF LUXURY?

Al-driven personalization leads
as the innovation set to shape
luxury’s future, with 67%

- - favoring its impact.

0 Green technology follows at 17%,
67% 77/0 8% 8% while Virtual Reality and
Blockchain solutions each hold
8%, highlighting tech-driven
Al-driven Green Virtual reality Blockchain customization as the primary
personalization technology experiences solutions growth driver.




FOR A LUXURY BRAND, WHAT’S
MORE IMPORTANT IN
MARKETING?

Exclusivity is the most
important marketing factor for
luxury brands at 45%, followed

by Storytelling at 28%. \ \ N
0 o 0 0
Consistency accounts for 17%, 45 /0 28 0 7 7 /0 70 /0
and Creativity 10%, underscoring
the power of rarity and compelling

narratives in connecting with
luxury audiences. Exclusivity Storytelling Consistency Creativity

KEY TAKEAWAYS

07.

Customer intimacy is everything. Personalization, service, and emotional depth will drive loyalty and growth.

02.

Sustainability matters. But only when it feels authentic and connected to brand identity.

03.

Experiential luxury leads. It embodies the future: curated, exclusive, meaningful experiences.

04.

Exclusivity without storytelling is hollow. Brands must create worlds, not just products.

05.

Al personalization and physical flagship immersion. They are not competing channels; they are complementary
imperatives.

Success in luxury will come from brands that prioritize personalization
and authentic experiences while staying true to core values like
sustainability and exclusivity. By embracing cutting-edge innovation
alongside meaningful storytelling and human connection, luxury brands
can build lasting loyalty and lead the future of the high-end market.




Shaping the
Future of Luxury Together

arn more about becoming a
ember!

www.qu rychamber.com
info@worldluxurychamber.com
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