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IORMA LUXURY CENTRE UPDATE: THE FASHION INDUSTRY IN 2024

Article Summary: In this comprehensive exploration of the luxury fashion sector, we delve
into the intersection of technology, consumer behaviour, and innovation. Representing
IORMA’s luxury centre, we take a look at the evolving landscape of luxury fashion,
identifying key trends that are shaping the industry's future. From digital transformations to
sustainability initiatives, this article uncovers the strategies and innovations that will define
the luxury fashion sector in the coming years.

See more about Luxury in the IORMA Luxury Centre within the IORMA web site.

EXECUTIVE SUMMARY::

Defining Luxury in the Digital Age
Setting the context of luxury fashion today

The luxury fashion industry today is navigating a landscape shaped by several key trends and
challenges. Despite economic uncertainties and geopolitical tensions, the luxury sector is
showing resilience and a capacity for reinvention. This is reflected in a forecasted growth rate
of 2% to 4% for 2024, driven by strong demand in regions like Europe and the United States,
and bolstered by the luxury resale market's expansion (McKinsey & Company) (Cegid
Global) .

Digital transformation continues to play a crucial role in the evolution of luxury brands.
Many high-end fashion houses are embracing advanced technologies such as virtual reality,
Al-driven customer service, and live-stream shopping to enhance customer engagement and
create immersive shopping experiences. For example, Louis Vuitton and Chanel have
developed sophisticated online services and virtual fitting rooms to meet the evolving
expectations of their clientele (McKinsey & Company) (Cegid Global) .

Moreover, luxury brands are increasingly focusing on direct-to-consumer relationships,
moving away from traditional wholesale partnerships. This shift is aimed at fostering deeper
customer loyalty and providing more personalised shopping experiences. Brands like Stella
McCartney and Marc Jacobs are also leveraging their retail spaces as community hubs,
hosting local businesses and creative events to build stronger connections with their
customers (McKinsey & Company) (Cegid Global) .

Collaborations and strategic partnerships are another significant trend. By working with
emerging designers and external creatives, luxury brands can stay culturally relevant and
expand their creative horizons. Examples include Gucci's spotlight on emerging brands at
GucciFest and Saint Laurent's collaborations with various lifestyle brands (McKinsey &
Company) (Cegid Global) .

Sustainability and corporate social responsibility are also increasingly important. Many
luxury brands are adopting sustainable practices and embracing the second-hand market to
appeal to environmentally conscious consumers. Blockchain technology is being used to
enhance product traceability and authenticity, which supports more responsible sourcing and
production practices. (Cegid Global).
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All in all, the luxury fashion industry is adapting to a complex and changing environment by
leveraging technology, fostering direct customer relationships, engaging in creative
collaborations, and committing to sustainability. These strategies are helping luxury brands
maintain their relevance and appeal in today's market.

I. The Convergence of Luxury and Technology

The impact of technology on consumer behaviour and expectations

The impact of technology on consumer behaviour and expectations has been profound, driven
by advancements in data analytics, personalisation, and e-commerce innovations. Retailers
continue to leverage data analytics to predict consumer behaviour, enabling them to meet
customer needs more accurately so as to personalise shopping experiences for instance. This
approach includes analysing browsing history, purchasing habits, and real-time data to tailor
product recommendations and marketing strategies. This in turn boosts customer loyalty and
sales (BizTech Magazine) (Shopify). Additionally, the rise of omnichannel shopping has led
consumers to expect seamless integration across online and offline platforms, with a
significant emphasis on personalisation. Consumers are also more inclined to share personal
data with brands they trust, facilitating deeper insights and more targeted marketing efforts
(Shopify). Moreover, sustainability has become a crucial factor, with many consumers
willing to pay a premium for eco-friendly products, reflecting a shift towards more
conscientious purchasing decisions driven by technological capabilities in tracking and
promoting sustainable practices (Shopify). As technology continues to evolve, it reshapes
consumer expectations, pushing brands to innovate continuously to maintain relevance and
engagement in a competitive market.

Digital Transformation in Luxury Retail

The luxury sector has had a difficult relationship with a transition to the digital era. Coming
out of a reliance on glossy magazines, with a tangible luxury feel has been difficult and at
first slow! Nevertheless, today digital transformation in luxury retail is revolutionising the
industry by integrating new innovations to enhance customer experiences and maintain
exclusivity. The shift to online platforms has been driven by a new generation of tech-savvy
consumers who demand both convenience and the allure of high-end brands. This
transformation includes the use of virtual showrooms and augmented reality to create
immersive shopping experiences, as well as Al and data analytics for personalised
recommendations and customer engagement. Luxury retailers are now focusing on digitising
their white-glove service to provide seamless, personalised experiences both online and
offline, ensuring they stay relevant and competitive in the evolving market landscape (Retail
Voices) (Clickz) .



E-commerce and the rise of luxury online platforms

The rise of e-commerce has significantly transformed the luxury market, driving a shift
towards online platforms and reshaping consumer behaviour. High-end e-commerce sites like
Net-a-Porter, Ssense, Farfetch, and Matches Fashion have established themselves as key
players in the luxury sector, effectively creating unique brand identities that resonate with
modern consumers. These platforms emphasise a mix of inventory management, customer
loyalty, and storytelling to build and maintain their prestige. For instance, Net-a-Porter's
pioneering approach includes a wholesale model that allows it to control its inventory and
curate a highly selective brand image, which is crucial for attracting and retaining customers
(Inside Retail Australia) (The Fashion Law) .

The pandemic accelerated the trend towards digital sales, as traditional retail channels faced
unprecedented disruptions. This shift compelled luxury brands to enhance their online
presence and improve the e-commerce experience. Platforms have adapted by implementing
measures to combat counterfeit goods, ensuring the authenticity and quality that luxury
consumers expect. Collaboration between online platforms and luxury brands has become
essential to maintaining consumer trust and loyalty in an increasingly digital marketplace
(The Fashion Law).

Overall, the rise of luxury online platforms underscores the importance of adaptability in the
luxury market, where the ability to blend digital innovation with traditional values is key to
sustaining brand equity and meeting evolving consumer expectations.

Virtual showrooms and augmented reality experiences

Virtual showrooms and augmented reality (AR) experiences are revolutionising the retail
landscape by creating immersive, interactive, and personalised shopping environments. These
technologies allow customers to navigate digital spaces, interact with products, and visualise
them in their own context, significantly enhancing the shopping experience. For instance,
IKEA’s AR app lets users see how furniture fits in their homes, while Nike and Warby Parker
offer virtual try-ons for shoes and eyewear, respectively, providing a more engaging and
informative shopping process (Emergen Research) (Matte Magazine).

Luxury brands such as Balenciaga and BMW have also embraced these innovations.
Balenciaga’s virtual fashion shows blend high fashion with video game elements, offering an
avant-garde digital experience. Similarly, BMW’s virtual showrooms allow potential buyers
to customise and explore car models in great detail, making the car-buying process more
interactive and tailored to individual preferences (Emergen Research). These technologies not
only enhance customer engagement, but also reduce product returns by allowing more
accurate visualisation and fitting, thus bridging the gap between online and offline shopping
experiences. Notably, product returns are traditionally the bugbear of online retailers.

Personalisation through Al and data analytics

Personalisation through Al and data analytics is transforming the luxury sector by enhancing
customer experiences and fostering brand loyalty. Luxury brands leverage advanced Al
algorithms to analyse vast amounts of customer data, enabling them to deliver highly
personalised recommendations and services. This approach not only improves customer



satisfaction but also increases engagement by tailoring interactions to individual preferences
and behaviours. Al-driven personalisation can dynamically adjust website interfaces, email
content, and product recommendations, ensuring that each customer feels uniquely catered to.
Additionally, predictive analytics allow brands to anticipate customer needs and offer
bespoke experiences that resonate on a personal level. By integrating Al with data analytics,
luxury brands can maintain a competitive edge in a saturated market, ultimately driving
sustainable growth and deeper customer relationships (Medallia) (BCG Global) .

I1. The Future of Luxury Fashion: Trends and Consumer Insights
Shifts in Consumer Preferences in the Luxury Segment

Recent shifts in consumer preferences within the luxury segment highlight a move towards
authenticity and experiential value over mere product ownership. Consumers are increasingly
seeking genuine connections with brands that reflect their personal values and ethical
considerations. This trend is evident in the rise of "quiet luxury," where understated elegance
and craftsmanship are prioritized over conspicuous branding. Luxury consumers now favour
brands that offer meaningful narratives and cultural significance, integrating sustainable
practices and social responsibility into their core ethos. This shift signifies a more discerning
and sophisticated customer base that values the intrinsic qualities and heritage of luxury
brands rather than their ability to broadcast status (Purity) (Jing Daily) .

Millennial and Gen Z Engagement with Luxury Brands

Millennials and Gen Z are reshaping the luxury market with their unique expectations and
engagement strategies. These younger consumers prioritise digital interaction, sustainability,
and inclusivity, pushing brands to innovate and adapt. They are more likely to engage with
brands that offer personalised experiences and align with their social and environmental
values. Social media plays a pivotal role in their purchasing decisions, with platforms like
Instagram and TikTok serving as major influencers. Furthermore, these generations value
experiences over material possessions, driving the demand for immersive and interactive
brand engagements such as virtual showrooms and augmented reality experiences. This
dynamic has compelled luxury brands to rethink their marketing strategies to attract and
retain these tech-savvy, value-driven consumers (Purity) (Jing Daily) .

Growing demand for sustainable and ethical practices

The demand for sustainable and ethical practices in the fashion industry is growing
significantly as consumers become increasingly aware of the environmental and social
impacts of their purchases. This shift towards sustainability is driven by concerns over
climate change, resource depletion and unethical labour practices. Younger, aware consumers
now seek transparency and accountability from brands, expecting them to adopt eco-friendly
materials, fair trade practices, and ethical production methods (Inga & Evija) (ECOSKILLS).
Brands are responding by integrating circular fashion principles, such as using durable
materials, offering repair services, and promoting recycling to extend the lifecycle of
garments (ECOSKILLS). This trend not only addresses environmental challenges but also
aligns with the values of a more conscious and informed consumer base, indicating that
sustainability is not just a trend, but a fundamental shift in industry practice and mentality.
(Inga & Evija) (ECOSKILLYS).



Impact of social media on brand perception and storytelling

Social media has significantly impacted fashion brand perception and storytelling by
providing platforms for dynamic engagement and creative expression. Brands utilise social
media to craft great narratives, showcase behind-the-scenes content, and highlight the
inspirations behind their collections. This is a raw window on the brand which fosters a
deeper emotional connection with their audience. Platforms like Instagram and TikTok are
especially powerful, as they enable brands to reach targeted demographics through visually
appealing posts, influencer collaborations, and user-generated content. This strategy not only
enhances brand visibility, but also builds a loyal community. The use of augmented reality
(AR) filters on platforms like Snapchat further engages users by allowing them to virtually
try on products, creating an interactive and immersive experience. Overall, social media
transforms how fashion brands connect with consumers, making storytelling more interactive
and authentic (The Social Shepherd) (SocialPilot) .

I11. Innovations Driving Change in the Luxury Fashion Sector
Sustainability and Circular Economy in Luxury Fashion

Luxury fashion brands are increasingly embracing sustainability and the circular economy to
align with evolving consumer values and regulatory pressures. This shift involves moving
away from the traditional linear model of production and consumption towards a closed-loop
system, where materials are continually reused, recycled, and upcycled. Brands like Gucci
and Stella McCartney are pioneering these efforts, incorporating sustainable practices into
their core operations to reduce waste and environmental impact. The goal is to transform
sustainability into a new form of luxury, where ecological responsibility enhances brand
value and consumer loyalty (Luxonomy) (The Sustainable Brands Journal).

Sustainable Materials and Production Methods

Sustainable luxury fashion now prioritizes the use of eco-friendly materials and ethical
production methods. Innovations such as organic cotton, recycled polyester, and bio-based
materials are becoming standard. Brands are investing in technologies that minimize water
usage and reduce carbon footprints during manufacturing processes. For example, high-end
labels like Prada and Burberry are integrating sustainable fabrics and adopting green
production techniques, ensuring that luxury does not come at the expense of the environment
(The Sustainable Brands Journal) .

Circular Fashion Initiatives and Upcycling

Circular fashion initiatives and upcycling are gaining traction as luxury brands seek to extend
the life cycle of their products. Programmes that encourage consumers to return old garments
for recycling or upcycling into new pieces are becoming more popular. Brands like Hermés
and Louis Vuitton have introduced collections made from repurposed materials, showcasing
creativity while promoting sustainability. These initiatives not only help in waste reduction
but also appeal to eco-conscious consumers who value innovation and responsibility (The
Sustainable Brands Journal) . Notably, young individuals today are turning to second hand



and retro shops in the High Street and online together with sharing clothes because of an
active focus on sustainability.

Consumer Awareness and Demand for Eco-Friendly Luxury

There is a growing consumer awareness and demand for eco-friendly luxury products.
Shoppers today are more informed about the environmental impact of their purchases and
prefer brands that demonstrate a commitment to sustainability. This shift is particularly
evident among Millennials and Gen Z, who prioritise ethical and sustainable consumption.
Brands responding to this demand are seeing increased loyalty and market share, as
consumers seek products that align with their values and contribute positively to the
environment (Luxonomy) (The Sustainable Brands Journal) .

IV. Tech-Enabled Luxury: Advancements and Challenges
Blockchain in Fashion

Blockchain technology is modernising the fashion industry by enhancing transparency and
security in supply chain management. As a decentralised and immutable ledger it verifies the
lifecycle of fashion products, from raw materials to finished goods. This technology allows
brands to validate the authenticity of their products, combating counterfeits effectively. Major
luxury brands like LVMH and Kering are using blockchain to create digital identities for their
products, ensuring their authenticity and adding a layer of trust for

consumers (CCN.com) (World Fashion Exchange).

Transparency and Supply Chain Management

The fashion industry's supply chain is notoriously complex, often involving numerous
intermediaries, which makes it challenging to ensure ethical practices. Blockchain addresses
this by offering complete transparency and traceability throughout the supply chain. This
technology allows brands to record every transaction and manufacturing process, ensuring
that each step meets ethical and sustainable standards. This transparency not only helps in
verifying the origin and journey of materials but also in promoting ethical labour thus
enhancing consumer trust and brand reputation (World Fashion Exchange).

Authenticity Verification and Combating Counterfeits

Counterfeiting is a significant issue in the luxury fashion sector, costing brands billions
annually. Blockchain technology helps combat this by providing a robust solution for
authenticity verification. By creating digital identities or product passports for each item,
blockchain ensures that consumers can verify the authenticity of their purchases through
secure and immutable records. Brands like Louis Vuitton and Jacob & Co. are already
implementing these measures to protect their products and maintain their prestigious image.
This technology also supports the resale market by verifying the history and ownership of
second-hand luxury goods (World Fashion Exchange).



Artificial Intelligence and Machine Learning in Luxury Fashion

Artificial Intelligence (Al) and Machine Learning (ML) have become integral to the luxury
fashion industry, transforming how brands operate and interact with consumers. Leading
brands like Levi's and Prada have utilised Al to enhance their digital models and generate
personalised products. Al's ability to analyse vast amounts of data enables luxury brands to
offer bespoke experiences and products tailored to individual customer preferences. This
customisation not only elevates the shopping experience but also strengthens brand loyalty
and customer satisfaction thus increasing sales. (Jing Daily) (World Fashion Exchange).

Predictive Analytics for Demand Forecasting

Predictive analytics, powered by Al and ML, is revolutionising demand forecasting in the
luxury sector. These technologies analyse historical sales data, market trends, and consumer
behaviour to predict future demand with high accuracy. Brands such as Burberry and Gucci
employ predictive analytics to optimise inventory levels, reduce waste, and ensure the
availability of popular products. This proactive approach allows luxury brands to meet
consumer demands more effectively, improving operational efficiency and enhancing
customer satisfaction by reducing stock-outs and overproduction (Jing Daily).

Al-Driven Design and Product Development

Al-driven design is reshaping the creative processes within the luxury fashion industry. By
leveraging Al tools, designers can generate innovative patterns, predict emerging fashion
trends, and create virtual prototypes. Brands like Gucci and Prada are at the forefront of
integrating Al into their design workflows, enabling faster and more efficient product
development cycles. Al assists in identifying consumer preferences and emerging styles,
allowing designers to create collections that resonate with the target audience. (Jing

Daily) (World Fashion Exchange).

V. Insights and Observations

Global Market Trends

The global luxury fashion market is witnessing robust growth, projected to reach €1.5 trillion
in 2023. This surge is driven by increasing consumer desire for luxury experiences, reflecting
a broader trend towards experiential luxury. Consumers, especially from emerging markets,
are gravitating towards high-end brands, seeking both the quality and status these brands
confer. Luxury brands are also expanding their digital presence and enhancing their
omnichannel strategies to cater to the evolving shopping preferences of tech-savvy
consumers, significantly contributing to market growth (Bain) (Adroit Market Research).

Regional Variations in Luxury Consumption

Regional differences play a crucial role in luxury fashion consumption. Asia Pacific,
particularly China, is emerging as a dominant force in the luxury market due to rising
disposable incomes and a growing middle class. The region's consumers are increasingly
influenced by social media and digital platforms, whilst at the same time, traditionally
placing their trust in renowned western brands. In contrast, North America, with its
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established luxury market and high consumer spending power, continues to be a significant
player, supported by a strong retail infrastructure and the influence of celebrity culture.
Europe remains a key market as well, renowned for its historical association with luxury
brands and fashion houses (Bain) (Adroit Market Research) .

Emerging Markets and Luxury Brand Penetration

Emerging markets are always pivotal for luxury brand growth. Countries like India, Brazil,
and Russia over the past few years saw luxury consumption as economic conditions
improved and the affluent class expanded. Brands are adapting their strategies to cater to
local tastes and preferences, including localised marketing campaigns and product offerings.
Additionally, the rise of e-commerce in these regions is making luxury goods more
accessible, further boosting market penetration and growth (Bain) (Adroit Market Research)

Identifying Opportunities for Growth and Innovation

To capitalise on emerging opportunities, IORMA believes that luxury brands should focus on
sustainable practices and ethical sourcing. With consumers increasingly valuing eco-friendly
products, integrating sustainable materials and production methods can help brands meet
demand while enhancing their reputation. Additionally, embracing circular fashion initiatives,
such as upcycling and resale programs, can attract environmentally conscious consumers and
reduce waste. The potential of digital platforms in expanding market reach, particularly
through immersive virtual showrooms and personalised online shopping experiences is the
immediate future.

Strategies for Navigating Evolving Consumer Expectations

As consumer expectations evolve, luxury brands must adopt strategies that prioritise
personalisation, transparency, and authenticity. IORMA emphasises the role of Al and data
analytics in delivering tailored experiences that resonate with individual preferences. By
utilising predictive analytics for demand forecasting, brands can better align their offerings
with consumer trends. Moreover, enhancing transparency in supply chain management
through technologies like blockchain can build trust and combat counterfeits. Brands should
foster strong digital and physical presences, creating seamless and engaging experiences
across all touch-points. These strategies, combined with a commitment to sustainability, can
help combat the complexities of modern consumer demands and secure long-term growth.

V1. Looking Ahead: Anticipating the Next Wave of Luxury Fashion
Future Scenarios and Predictions

The luxury fashion industry is on the cusp of significant transformation, driven by
technological advancements and evolving consumer preferences. Future scenarios include
increased integration of artificial intelligence (Al) and machine learning (ML) for enhanced
personalisation, predicting consumer behaviour, and optimising supply chain management.

Additionally, the rise of smart textiles—fabrics embedded with sensors and conductive fibers
such as silver bedclothes — will change how we interact with clothing, making garments
more functional and responsive to environmental changes (World Fashion



Exchange) (Luxonomy). These innovations are set to redefine luxury fashion, merging
traditional craftsmanship with cutting-edge technology to meet the demands of modern
consumers. These are historically difficult bedfellows which the younger consumers will
adapt to more readily.

Innovations such as smart textiles and virtual fashion are poised to shape the future of the
luxury sector. Smart textiles, capable of monitoring body metrics and adapting to different
conditions, offer new dimensions of functionality and comfort (The World Fashion
Exchange). Meanwhile, virtual fashion, facilitated by advances in augmented reality (AR)
and virtual reality (VR), allows consumers to experience and interact with products in
entirely new ways. Virtual try-ons and immersive showrooms will enhance the shopping
experience and reduce the environmental impact. As these technologies mature, they will
further blur the lines between the physical and digital realms in luxury fashion, offering
brands new opportunities.

Key Takeaways for Luxury Fashion Brands and Retailers

For luxury fashion brands and retailers, the key takeaways are clear: embrace digital
innovation, prioritise sustainability, and foster direct relationships with consumers.
Leveraging advanced technologies to provide personalised and immersive shopping
experiences is crucial. Additionally, adopting sustainable practices and promoting
transparency through technologies like blockchain can enhance brand reputation and appeal
to environmentally conscious consumers. Engaging with emerging markets and younger
generations, who value authenticity and ethical considerations, will also be vital for sustained
growth. By aligning strategies with these trends, luxury brands can navigate the complexities
of the modern market and secure a competitive edge.

Note on IORMA and its role in monitoring industry trends

IORMA (International Omni Research Markets Association) is a leading global think tank
dedicated to monitoring and analysing industry trends, particularly in the realm of consumer
commerce and technology. IORMA plays a crucial role in providing insights and foresight on
the evolving landscape of retail, e-commerce, and consumer behaviour, leveraging its
network of experts and vast resources. By conducting in-depth research, organising events,
and publishing reports, IORMA helps businesses and stakeholders stay informed about key
trends and innovations driving the market. Our practical approach enables companies in
consumer commerce to make strategic decisions that align with the latest developments and
consumer expectations. This in turn helps them to remain competitive in a rapidly changing
environment. Through its experts” comprehensive analyses and forward-thinking perspective,
IORMA is an invaluable resource for those looking to manage many of the complexities of
modern commerce.

With the Ecodesign for Sustainable Product Regulation regulatory framework set to be
implemented within the European Union this year, digital product passports will soon be
necessary for brands. The regulations aim to reduce environmental impact by establishing
sustainability criteria for the design and production of various consumer products.



Initially introduced to meet those E.U. regulations, DPPs are designed to provide a
transparent record of a product’s origin, materials and craftsmanship, effectively acting as
digital birth certificates for luxury goods. The Aura Blockchain Consortium, which was
established in 2021 by leading luxury brands including LVMH, Prada and Cartier, has been
pivotal in promoting their adoption.

Notable projects from Aura include Cartier’s implementation of blockchain to verify product
authenticity and origin, Prada’s adoption of digital passports to promote transparency and
sustainability in its supply chain, and Louis Vuitton’s use of the technology to combat
counterfeiting and ensure customer assurance in product authenticity.

According to Romain Carrere, CEO of the Aura Blockchain Consortium, the cost to
implement a DPP per item is small, but the investment can be significant if the number of
items requiring the DPP is large. A DPP’s records can be accessed in several ways, including
by scanning a QR code.

“Tagging a product and enabling digital storytelling can be a conversation starter for the sales
assistants in our boutiques,” said Lorenzo Bertelli, head of marketing and CSR at the Prada
Group in a May press release statement. “It increases the conversion rates and ensures that
the customer verifies the ownership of their product, creating a new channel for direct
engagement that never existed before.” In a DPP pilot, Prada found that products augmented
by digital storytelling triggered a higher average spend in customers under 35 years old.

From VogueBusiness:

Luxury brands are evolving from merely selling products to curating cultural platforms,
fostering shared values, and building deeper connections with consumers. This shift is
evident in initiatives like GucciFest, Vetements’ rebranding, and Saint Laurent’s
collaborations with brands like Bang & Olufsen. These strategies help brands become part of
the cultural zeitgeist, aligning with broader consumer expectations. By hosting emerging
designers and integrating other creative works, brands like Alexander McQueen’s McQ and
Stella McCartney create richer narratives and extend their brand influence. This curation
approach supports customer loyalty and community building, as seen with Astrid & Miyu and
Gentle Monster. However, maintaining core brand identity and product quality is crucial to
avoid dilution. Overall, luxury brands are moving towards values-based marketing and
immersive experiences to stay relevant and resonate with modern consumers.
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