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LUXURY TIMELINE

Cena Trimalchionis
(Satyricon) by
Petronius

1705 Mandeville's Fable of the Bees:
Scandalizes with discussions of
luxury vs thrift

The Kings of Macedon:
Art and luxury as symbols [

of wealth and power

Dutch Golden Age: Sociable
and inclusive urban luxury

Luxury goods trade
used to gain national
economic advantage

Prime sites for

Venice and Genoa:
trade in luxury

Classic Era--------1500------1700----- 1800----1900s----
L]
1851 Great Exhibition,
London: showcase for
manufactured products

Romantic Movem

Colonialism

Greeks

Luxury valued but criticized
‘habros’ and ‘poluteles’
Spartans: anti-luxury

Romans

Luxury: The disruptive Spread of
power of desire Christianity
First Luxury Law:

To limit excessive
shows of wealth

)

0ld Luxury
L

« Closed

* Inherited status
« Class-based
 Showing

« Validating people

Luxury has negative
connotations: Gluttony,
sexuality and sin

Catholicism: the
7 Deadly Sins

Q

Industrial Cities

1st Industrial I 2nd Industrial
Revolution Revolution
Mechanization - - Mass producti

Industrial Regions Crash

1899 Thorstein Veblen's
Theory of the Leisure Class

Conspicuous Consumption

Le Corbusier's Modern
Functionalist architecture
celebrates ‘urban speed’

20s----1930s----1940s

New Deal

U.S.: The rise
of Luxury and
extravagance

Modern Luxury

Scott Fitzgerald’s 1925 The Great
Gatsby: exploration of decadence,
social upheaval and the hollowness
of The American Dream

rappinonics Y

al Eco

Behavi

The rise of Japan

Luxury is used to reinforce

Mass Consumptio

grow but ‘old

Emergence of ecology and

P
A/

1929 Stock Market

social and class distimction

The middleclasses

money’ still rules

environment movements

1972 Bhutan's Enoughism

2011 Harvard: Altruism and
sustainable behavior = Happiness

2009 John Naish: Enough: Breaking Free from the World of Excess

Happiness GNH

1974 The Easterlin Paradox:

e — |
More money # more happiness 2013 Skidelsky: How Much is Enough?: Money and the Good Life

Bourdieu's 1978
Distinction argues taste
Eexpresses economic
and social standing

Rise of ‘New Money’

Wall St. excess under fire: Tom
Wolfe’s Bonfire of the Vanities

mics 2014 Naomi Klein: This Changes Everything

The Internet

(Internet Activism / Social Mediaj

Soft Power + Humanism

[ Transparency j

2014 Jeremy Rifkin: The end of Capitalism

 —
The 0.1 % = rise of UHNW
(Ultra High Net Worth)

2013 Thomas Piketty:
Capital in the
Twenty-First Century

T
[ Higher social mobility j [ The Internet of ‘Everything’ j

70s----- 1980s----1990s----2000----20
oot W

Masculine values: power, Emerging economies and
dominance & risk new global power structures

----- 2020----2030+

Feminine values: harmony,
dialogue, relationships
and respect

New Luxury Post Luxury

« Luxury must have value

« Consumer centric

« Experiences not ownership
« Validated by peers

Ayn Rand: laissez-faire
capitalism and objectivism

Sustainability and innovation
underpin luxury: craft rebirth,
human values
and experiences

3rd Industrial
Revolution

4th Industrial
Revolution

Evidence clearly points to
human impact on climate

Automation: Global Robotics / AIL:

globalized industries financial crisis flexible networks
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NAVIGATING COMPLEXITY
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New affluent millennials seek an intelligent balance between fast and slow paces of life
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MEANINGFUL EXPERIENCES

New luxury customers are not looking for more; instead, they want authentic and meaningful ‘deep’ experiences
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MULTIDIMENSIONAL THINKING
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The 21th century requires a much wider definition of success — hence, | propose a 4P outlook
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TREND ATLAS 2025+ Kyeer
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TREND COMPASS 2025+
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* REAL-TIME INNOVATION
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* ACCESS EVERYWHERE
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RATTONAL LUXURY

ore: S * ONE PLANET LIVING
* NEW CONNOISSEURSHIP
* FEMALE FACTOR

* THE GOOD LIFE
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Hyper Personal & Immersive Experiences

“Multichannel communication will enrich the braf®
narrative and interaction to form part of a new
luxury reality.”
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HUMAN INTERFACE

Integrated Lifestyles + Creative CdDidal Rt e
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luxury 1is extraordinary and curated with a
n-centric dimension where brands are validated
eople, not the other way around.”
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Gloca11zat1on + Deep Storytelling
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“Deep. Tuxury comes from feeling good aboeut our
—purchases - they helpi€xpress our own>commitment
“to one planet living.®
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NEW {

Imperfect

“Rarity value, not price, is thé&key - 1t~‘5¥
encompasses everything from single-estate coffee
to niche independent fashion labels.”
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I THE GOOD LIFE
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PERSONA MAP

kjeer

GLOBAL

CURATOR’S STAGE ONE PLANET LIVING

Conviviality + Textured Luxury Glocalization + Deep Storytelling

3 .ADVENTURE HUNTERS

2 .NEW SOCIALITES HUMAN INTERFACE

Integrated Lifestyles + Creative Capital Imperfect Perfect + Nordic Cool

Rational Emotional

1.PROGRESSIVE OPTIMIZERS 1 R y i 4.IDEALISTIC PIONEERS
ACCESS EVERYWHERE TR FEMALE FACTOR

Hyper Personal + Immersive Experiences (Well)being 4.0 + Intelligent Reduction

S 2q0I 48El @ ‘o10yd)

THE GOOD LIFE

Betterness + Mindful Living

REAL-TIME INNOVATION

Co-Influence + Ultra Performance
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PROGRESSIVE OPTIMISERS

BURBERR®

Thtnos

REAL-TIME INNOVATION BEHAVIOR
Co-Influence + Ultra Performance - First Movers
- Aspirational

- Dedicated & Driven
- Forward Looking

ACCESS EVERYWHERE

Hyper Personal + Immersive Experiences

UBUS ~ GLOZ |BYOID Ji

PROFILE

Progressive Optimizers see innovation as the route to
excellence. Found in all age groups — but especially
among affluent Millennials — they set the trends that
trickle down through the luxury market to the wider
economy. These high achievers thrive in fast-paced
environments and demand the best of themselves
and their chosen brands.

QUANTIFIED SELF

Progressive Optimizers have bought into the idea
of a quantified self, knowing that data will help them
achieve ultra performance in everything from work and
health to travel and entertainment. They understand
their own worth, and happily ‘trade’ data in return for
hyper personalization, co-influence and transparent
benefits, but data privacy is key to them.

AUTOMATION VS CONTROL

Aware of the paradox of smart technology, Progressive
Optimizers love the fact they can outsource tedious
tasks, automate other chores and have real-time
personalized experiences. The balancing act is in
control — they need to feel that automation does not
rob them of their autonomy or replace all ‘human
touch’ interactions.

OPPORTUNITIES

Hugely influential and tech savvy, they want special
treatment and access to innovative prototypes. Their
influence is profound, as one of our experts advises:
“Focus on creating enhanced relationships with these
customers to become socially valuable ...inviting
higher levels of participation and access to the brand”.

REGIONAL INFLUENCE
Global, skewed Asia, EU, Scandinavia, North
America, LTA and Middle East
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Special treatment and assess to innovative prototypes

“Millennial consumers,
currently aged 18-34,

will become the largest
generational segment in the
luxury market between 2018
and 2020.”

Kjaer Global expert interview 2015
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NEW SOCIALITES
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HUMAN INTERFACE BEHAVIOR

Integrated Lifestyles + Creative Capital - Cultural Curiosity
- Expressive

CURATOR’S STAGE - High Touch

Conviviality + Textured Luxury - Personal Curation

PROFILE

For New Socialites, family comes first and status is
living well and expressing themselves. Self-made
rather than inherited wealth gives them a grounded
perspective on life, but they thrive in creative
communities. Time is their most precious luxury and
they use a curator’s stage to cherish convivial and life-
affirming moments of slow living.

CULTURAL MAGPIES

New Socialites absorb a range of influences, from
opinions of friends and tastemakers to face-to-face
advice. Their definition of culture is similarly broad
— highbrow to counter culture, and everything in
between. Social memes are their currency and they
enjoy disruptive ideas without forgetting the texture
and value of cultural traditions.

SERENDIPITY VS PLANNING

Moments of serendipity are one of life’s great joys,
and New Socialites enjoy the ‘stolen’ luxury of
unplanned moments, especially since most decisions
are carefully planned. Time poor, they rely on digital
media to research and evaluate, so respond to
seamless online service, with opportunities to interact
and read others’ opinions.

OPPORTUNITIES

Underwhelmed by overt luxury, New Socialites do
appreciate quality and love ideas that make life fun or
super convenient. They crave solid advice and lasting
relationships. One of our experts highlighted that, for
them: “It's about craftsmanship... doing something
really, really well through all layers: from sales and
customer treatment to after-sale contact”.

REGIONAL INFLUENCE
Global, skewed West, EU, Scandinavia, North
America, LTA and Asia

Highbrow to counter culture, and everything in between

“Offerings in this luxury
segment will be safe, nice
and more comfortable.

Just the fact that you
prioritize family shows a
surplus in your time and
energy, replacing luxury
as it used to be - passive
consumption.”

Kjaer Global expert interview 2015
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ADVENTURE HUNTERS Jeor

GLOBAL

PROFILE

Adventure Hunters seek life beyond the mainstream
and have developed a new connoisseurship in their
hunt for the authentic, the wild idea or the lived
experience. Many are part of the upcoming millennial
cohort and, while they find cultural sharing attractive,
they expect luxury with a conscience and sense of
place.
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RAW LUXURY

The material world of luxury is a continuation of
Adventure Hunters’ passion for travel, food and
artistic expression, so they favor the handcrafted, the
tactile and the unspoiled. Their consumption universe
can be lived, breathed and tell a unique story — their
identity is underpinned by a pioneers’ mindset.

SHARING VS FIRST EXPLORER

While Adventure Hunters are global citizens —
inhabiting a digital universe, where stories are
swapped and intelligence passed on — they crave
unique discoveries. From the remote outposts of
Nordic Cool to the ultimate deserted island, they like
to put their flag up first, and then share the knowledge
with their network.

Swede Magnus Nilson discovers local Nordic Cool

“At a time where everything

OPPORTUNITIES has become accessible, the

Adventure Hunters find things out for themselves, . . R
closely scrutinizing for quality, integrity and social idea of inaccessibili ty

responsibility, so this makes niche, intelligent becomes an attractive pa th

messaging essential. Differentiation is more important
than innovation. One of our experts sees himself to follow for peOple - and

in their mindset: “My generation is the future buyer for brands that aim to
of luxury, and we are searching back for traditional differentiate themselves.”

ONE PLANET LIVING BEHAVIOR experiences.”
Glocalization + Deep Storytelling - Open & Sharing Kjaer Global expert interview 2015
- Sensorial & Tactile REGIONAL INFLUENCE
. . Experime?ntal Global, skewed Asia, EU, Scandinavia, North
Imperfect Perfect + Nordic Cool - Responsible America, Australia & Middle East
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IDEALISTIC PIONEERS

PROFILE

Idealistic Pioneers are proud of their achievements,
but measure success in meaning, not wealth.
Seeking a balance in every aspect of existence, they
want to give back to society. They practice everyday
mindfulness and are on a quest for spiritual growth,
craving intelligent reduction and elegant products
tailored round them.

® :0j0Ud

]
2
g
g
)

S
5
8
o]
5
g
2
I~
<!
&

S eix Bueys - [Bq0]D Joely|

MECOSYSTEMS

Idealistic Pioneers perceive the world as a system of
things and beings and put themselves at the center,
expecting brands to treat them as unique individuals.
They need to both stand out from the crowd and
belong — personal pleasure with social principles —
and love experiential and transformative luxuries.

PURPOSE VS PLEASURE

With high expectations in all areas, Idealistic Pioneers
seek purpose and a clear raison d’étre from brands
— excellence and sustainable practices are a given.
While luxury, for them, is the harmony of a life lived
meaningfully, they enjoy sensorial pleasures without
guilt and are attracted to intellectual meeting points
that build connection.

Intelligent reduction and elegant products

“The nature of philanthropy

OPPORTUNITIES

Aware of their privileges, Idealistic Pioneers are open
to creative ideas grounded in radical thinking. They
are particularly inspired by clever concepts with social

has changed, from signing
checks to deeper involvement
- this requires reliable

value. As one of our experts notes: “Luxury brands
have a responsibility to take the privilege seriously by
providing leadership in creative, meaningful, ethical
and sustainable design”.

partnerships, and needs to

be personal.”
Kjaer Global expert interview 2015

BEHAVIOR

- Principled

- Seeking Balance
- Self Development
- Experiential

FEMALE FACTOR
(Well)being 4.0 + Intelligent Reduction
REGIONAL INFLUENCE

Global (skewed West & China) EU, Scandinavia,
North America and Asia

THE GOOD LIFE

Mindful Living + Betterness
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BUTLD EXPERIENCES BEYOND PRODUCTS
ENRICH LIVESS TIME IS ITRREPLACEABLE
ENABLE MEANINGFUL CONSUMPTION

DELIVER ESSENCE, NOT EXCESS




