
UNITY MARKETING’S LUXURY REPORT, 2006 

 
PAGE- 2 05/24/06 Unity Marketing, 2006 

 

 

 

Chapter 1:  Introduction....................................................................................................... 14 
Overview  Luxury Industry..................................................................................................................................... 14 
New Luxury Market Paradigm — From Things to Experiences ...................................................................... 14 

Baby boomers are the new luxury generation.............................................................................15 
Research Objectives............................................................................................................................................... 16 
Research Methodology .......................................................................................................................................... 18 

Phase 1:  Qualitative Focus Groups.............................................................................................18 
Phase 2:  Quantitative Online Survey Research..........................................................................18 
Income Distribution......................................................................................................................19 
• Figure 1:  Luxury Consumers’ Income Samples 2003-2005............................................................................19 
Gender Distribution ......................................................................................................................20 
• Figure 2:  Gender distribution, 2003-2005 survey samples .............................................................................20 
Age Distribution ...........................................................................................................................21 
• Figure 3:  Age distribution, 2003-2005 luxury survey samples........................................................................21 

Chapter 2:  About the Luxury Market................................................................................. 24 
Overview of Luxury Market.................................................................................................................................... 24 

• Figure 4:  Leading luxury goods & services marketers’ revenues, 2000-2005...............................................25 
• Figure 5:  Total households by income..............................................................................................................26 
• Figure 6:  Total number of affluent households ................................................................................................26 

Demographics of the Top 25 Percent of Americans ......................................................................................... 28 
Affluents Make More, Spend More and Save More............................................................................................ 29 

• Figure 7: Annual expenditures, 2004: Average U.S. households compared with affluent .............................30 

Trends in Affluence................................................................................................................................................. 30 
• Figure 8:  Generations of affluence, 2004.........................................................................................................31 

Lifestage Changes Impacts the Luxury Market.................................................................................................. 32 
• Figure 9:  Triggers for luxury purchases, 2004 & proj. 2005 (Source:  Luxury Tracking, 4Q04) ................32 

Luxury Consumers Rose from Middle-class Backgrounds............................................................................. 34 
• Figure 10:  Financial status of family of origin (Luxury Tracking, 2Q04)......................................................34 

Luxury Consumers’ Personal Confidence Rose at End of 2005..................................................................... 34 
• Figure 11:  Luxury consumption index, 2004-2005..........................................................................................35 

Luxury Consumers Feel Far Better Off Financially Now Than Last Year...................................................... 36 
• Figure 12:  Financial feeling year-end 2005 compared with three months ago .............................................36 

Luxury Consumers Expressed Some Negativity in Economy as a Whole.................................................... 37 
• Figure 13:  Financial feelings about country overall .......................................................................................37 

Luxury Consumers Very Confident of Their Personal Ability to Handle Economic Turmoil ..................... 38 
• Figure 14:  Financial status next 12 months .....................................................................................................38 



UNITY MARKETING’S LUXURY REPORT, 2006 

 
PAGE- 3 05/24/06 Unity Marketing, 2006 

 

 

Luxury Spending Remains Positive at End of 2005 .......................................................................................... 39 
• Figure 15:  Spending trends on luxury ..............................................................................................................39 

Over 70 Percent Will Spend More or the Same on Luxuries in Coming Twelve Months ............................ 40 
• Figure 16:  Expected spending on luxury next twelve months..........................................................................40 

Chapter 3:  About Luxury and Why People Buy Luxury ................................................ 42 

Luxury Market Grew 12 Percent from 2004 to 2005........................................................................................... 42 
• Figure 17:  Luxury market potential 2004-2005...............................................................................................42 

Luxury Consumers Yearn for Experiences......................................................................................................... 43 
• Figure 18:  Greatest source of luxury satisfaction & happiness ......................................................................44 

Luxury is Not About Having and Owning, But About the Experience ........................................................... 45 
Inner Life of Luxury Consumer Points to Self-Actualization as Primary Motivator for Luxury.................. 46 
When Things are Not Enough; Luxury Consumers Express Desire for Experiences................................. 48 
Pleasure and Enjoyment in Luxury Living Enhance Consumers’ Quality of Life ........................................ 49 

• Figure 19:  Motivators for luxury purchases (Source:  Luxury Tracking 2Q04)............................................49 

To What Extent Do Luxury Consumers Live Luxury? ...................................................................................... 50 
Quality is Critical to Luxury Consumers When They Buy Luxury Products................................................. 51 

In home luxury, product quality is of utmost importance, followed by price/value and style 
and design......................................................................................................................................52 
• Figure 20:  Influencers of home luxury purchases............................................................................................52 
Quality tops the list of most desired personal luxury attributes, too ..........................................53 
• Figure 21:  Influencers of personal luxury purchases ......................................................................................53 
What luxury consumers define as ‘quality’ may not be the same as what marketers think it is
.......................................................................................................................................................54 

What luxury consumers value most in their luxuries ....................................................................................... 55 
• Figure 22:  Luxury consumers’ influencers index (Source: Luxury Tracking 1Q05.......................................55 

Majority of Luxury Consumers Trade Down — not Up — to Luxury.............................................................. 56 
• Figure 23: Likelihood to select luxury offerings vs. more ordinary, everyday offerings.................................57 
Ability to spend for luxury doesn’t translate into willingness to spend.....................................58 
• Figure 24:  How often super-affluent luxury consumers indulge in luxury .....................................................58 

Chapter 4:  About Luxury Purchases and Spending ...................................................... 60 
• Figure 25:  Luxury Consumer Purchase Incidence, 2002-2005 ......................................................................60 

Typical Luxury Household Spent 4 Percent More Buying Luxury in 2005.................................................... 61 
• Figure 26:  Total spending on luxury by category 2004-2005.........................................................................61 

What Luxuries People Buy  —  Purchase Incidence of Home Luxuries Down, while Purchase Incidence 
of Personal and Experiential Luxuries Up........................................................................................................... 62 

• Figure 27:  Luxury Purchase Incidence Details................................................................................................62 

How Much Luxury Consumers Spent on Luxuries in 2005.............................................................................. 63 
• Figure 28:  Luxury Consumer Spending Detail ................................................................................................64 



UNITY MARKETING’S LUXURY REPORT, 2006 

 
PAGE- 4 05/24/06 Unity Marketing, 2006 

 

 

Luxury consumers spent more on some luxuries in 2005 ..........................................................64 
Super-affluents spent over three times more than near-affluents and twice as much as affluents
.......................................................................................................................................................65 
• Figure 30:  Luxury Consumer Spending by Income Segments.........................................................................66 
GenXers spent more than boomers on luxury.............................................................................67 
• Figure 29: Luxury Spending by GenXers and Boomers ...................................................................................67 
Men spent more than women on luxury......................................................................................69 
• Figure 30:  Luxury Spending by Gender ...........................................................................................................69 

Where Luxury Shoppers Shopped for Luxury ................................................................................................... 70 
Department stores were first choice for luxury home shoppers, with Internet/mail order/TV 
remaining important .....................................................................................................................70 
• Figure 31:  Where luxury consumers shopped for home luxuries....................................................................70 
In personal luxuries department stores ranked number one .......................................................71 
• Figure 32:  Where luxury shoppers shopped for personal luxuries .................................................................71 
Luxury consumers ranked Macy’s first in department stores, followed by Nordstrom............72 
• Figure 33:  Department store brand awareness & purchase, home luxuries and personal luxuries.............72 
House & Garden topped luxury consumers’ favorite magazines...............................................73 
• Figure 34:  Purchase/subscription to magazines..............................................................................................73 

Luxury Shoppers were Bargain Shoppers.......................................................................................................... 74 
• Figure 35:  Luxuries bought on sale or discount (Source: Luxury Tracking 3Q04).......................................75 
Getting a Deal was Strong Influence to Purchase.......................................................................76 
• Figure 36: Price’s influence on last luxury purchase (Source:  Luxury Tracking 3Q04)...............................76 

Luxury Shoppers Sought Bargains in order to Feel like Smart Shoppers.................................................... 77 
• Figure 37:  Attitudes about shopping (Source:  Luxury Tracking 3Q04)........................................................77 
Role of luxury brand in last purchase ..........................................................................................78 
• Figure 38:  Importance of luxury brand to purchase decision (Source:  Luxury Tracking 1Q04) ................79 

About Luxury Consumers’ Attitudes toward Luxury........................................................................................ 80 
• Figure 39:  Attitudes about luxury .....................................................................................................................83 

Luxury Consumers are Not Spendthrifts, Rather They are Careful about Their Money............................. 83 
Chapter 5:  About Butterflies & Other Segments in Luxury Market............................... 84 
Four Segments Identified in Luxury Market........................................................................................................ 84 

• Figure 40:  Luxury segmentation analysis mean values...................................................................................85 

Butterflies Emerge as Largest Luxury Consumer Segment............................................................................ 85 
• Figure 41: Field guide to the luxury market segments......................................................................................88 

Luxury Cocooners are Still Enveloped in Their Luxury Cocoons .................................................................. 89 
Cocooners Spend More on Home and Home-Focused Experiential Luxuries .........................89 

Butterflies Have Emerged from Their Luxurious Cocoons.............................................................................. 89 
Butterflies Spend Freely on Luxury.............................................................................................91 



UNITY MARKETING’S LUXURY REPORT, 2006 

 
PAGE- 5 05/24/06 Unity Marketing, 2006 

 

 

Luxury Aspirers have not yet Reached the Level of Luxury to Which They Aspire .................................... 91 
X-Fluents Live the Lifestyle of the ‘Rich and Famous’...................................................................................... 91 

X-Fluents Spend More on Luxury...............................................................................................92 

Chapter 6:  About Home Luxuries:  Purchase Behavior and Spending........................ 93 
Luxury Home Purchasing Declines in 2005........................................................................................................ 93 

• Figure 42:  Home luxury purchase incidence, 2005-2002 ...............................................................................93 

Luxury Home Spending Decreased in 2005 ....................................................................................................... 95 
• Figure 43:  Home luxury spending 2005-2004 .................................................................................................95 

Influences on Home Luxury Purchases .............................................................................................................. 96 
Home luxury brand index identified only four product categories where branding is key.......96 
• Figure 44:  Home Luxury Brand Loyalty Index ................................................................................................96 
Home luxuries were mostly bought on sale ................................................................................98 
• Figure 45:  Home luxuries bought on sale ........................................................................................................98 

Department Stores were First Choice for Luxury Home Shoppers................................................................ 99 
• Figure 46:  Where luxury consumers shopped for home luxury ......................................................................99 

About the Luxury Consumer’s Luxury Home .................................................................................................. 100 
• Figure 47:  Luxury consumers’ home changes 2005 & 2006 plans ..............................................................101 

Typical Luxury Consumer’s Home is not all that Luxurious — Lots of Room for Major Home 
Improvements........................................................................................................................................................ 101 

• Figure 48:  Size of luxury consumers’ homes by income segment .................................................................102 
• Figure 49:  Luxury consumers’ lot size............................................................................................................103 
• Figure 50:  Luxury home appointments — indoors, average and super-affluent..........................................104 
• Figure 51:  Luxury home appointments — outdoors, average and super-affluent........................................105 

Luxuries that the Luxury Consumers Have...................................................................................................... 106 
Luxury Toys................................................................................................................................106 
• Figure 52:  Luxury ‘toys’..................................................................................................................................106 
Typical Luxury Consumer Owns about Two Sets of Fine Dinnerware ..................................107 
• Figure 17:  Fine dinnerware owned ................................................................................................................107 

Art and Antiques Luxury Purchase Behavior Overview................................................................................. 108 
Purchase Incidence .....................................................................................................................108 
• Figure 53:  Art & antiques purchase incidence, 2005-2002 ..........................................................................108 
Type of Art and Antiques Bought..............................................................................................109 
• Figure 19:  Type of art & antiques bought, 2005............................................................................................109 
Spending......................................................................................................................................110 
• Figure 54:  Art spending by demographic segment ........................................................................................110 
Where People Buy Luxury Art & Antiques..............................................................................111 
• Figure 55:  Art and antiques shopping choices, 2005-2004...........................................................................111 
Favored Brands...........................................................................................................................112 
• Figure 56: Art and antiques luxury brand awareness and usage ..................................................................112 



UNITY MARKETING’S LUXURY REPORT, 2006 

 
PAGE- 6 05/24/06 Unity Marketing, 2006 

 

 

Purchase Motivation...................................................................................................................113 
Electronics & Photography Luxury Purchase Behavior Overview............................................................... 114 

Purchase Incidence .....................................................................................................................114 
• Figure 57: Electronics and photography equipment purchase incidence, 2004-2002 .................................114 
Type of Electronics Bought........................................................................................................115 
• Figure 58:  Type of electronic luxuries bought, 2005 .....................................................................................115 
Spending......................................................................................................................................116 
• Figure 59:  Electronics and photography equipment spending by demographic segments .........................116 
Where People Buy Luxury Electronics & Photography Equipment .......................................117 
• Figure 60:  Luxury electronics and photography shopping choices ..............................................................117 
Favored Brands...........................................................................................................................118 
• Figure 61: Electronics and photography brand awareness & usage ............................................................118 
Purchase Motivation...................................................................................................................118 

Home Decorating Fabrics, Window & Wall Coverings Luxury Purchase Behavior Overview................. 120 
Purchase Incidence .....................................................................................................................120 
• Figure 62:  Home decorating fabrics, wall and window coverings purchase incidence, 2005-2002 ..........120 
Type of Home Decorating Fabric, Window & Wall Coverings Bought .................................121 
• Figure 63:  Type of home decorating fabric, window & wall coverings bought, 2005.................................121 
Spending......................................................................................................................................122 
• Figure 64:  Home decorating fabric, wall and window coverings spending by demographic segment ......122 
Where People Buy Home Decorating Fabrics, Window & Wall Coverings ..........................123 
• Figure 65:  Fabrics, wall and window coverings shopping choices..............................................................123 
Purchase Motivation...................................................................................................................123 

Furniture, Lamps & Floor Coverings Luxury Purchase Behavior Overview............................................... 125 
Purchase Incidence .....................................................................................................................125 
• Figure 66:  Furniture, lamps and floor coverings purchase incidence, 2005-2002......................................125 
Type of Furniture, Lamps & Floor Coverings Bought .............................................................126 
• Figure 67:  Type of furniture, lamps, flooring coverings bought, 2005.........................................................126 
Spending......................................................................................................................................127 
• Figure 68:  Furniture, lamps and floor coverings spending by demographic segment ................................127 
Where People Buy Luxury Furniture, Lamps & Floor Coverings...........................................128 
Purchase Motivation...................................................................................................................128 

Garden and Garden Products Luxury Purchase Behavior Overview .......................................................... 130 
Purchase Incidence .....................................................................................................................130 
• Figure 69:  Garden and outdoor purchase incidence 2005-2002..................................................................130 
Type of Garden and Outdoor Luxuries Bought ........................................................................131 
• Figure 70:  Type of outdoor and garden luxuries bought, 2005 ....................................................................131 
Spending......................................................................................................................................132 
• Figure 71:  Garden and outdoor spending by demographic segment ...........................................................132 
Where People Buy Luxury Garden & Outdoor Products.........................................................133 



UNITY MARKETING’S LUXURY REPORT, 2006 

 
PAGE- 7 05/24/06 Unity Marketing, 2006 

 

 

• Figure 72:  Garden, outdoor, patio and lawn shopping choices....................................................................133 
Purchase Motivation...................................................................................................................133 

Kitchen Appliances, Bath & Building Products Luxury Purchase Behavior Overview ............................ 135 
Purchase Incidence .....................................................................................................................135 
• Figure 73:  Kitchen appliances, bath and building products purchase incidence, 2005-2002 ....................135 
Type of Kitchen Appliances, Bath & Building Products Bought ............................................136 
• Figure 74:  Type of kitchen appliances, bath & building products bought, 2005 .........................................136 
Spending......................................................................................................................................137 
• Figure 75: Kitchen appliances, bath and building products spending by demographic segment................137 
Where People Buy Luxury Kitchen Appliances, Bath & Building Products..........................138 
• Figure 76: Kitchen appliances, bath and building products shopping choices.............................................138 
Purchase Motivation...................................................................................................................138 

Kitchenware, Cookware, Housewares Luxury Purchase Behavior Overview ............................................ 140 
Purchase Incidence .....................................................................................................................140 
• Figure 77:  Kitchenware, cookware, housewares purchase incidence, 2005-2002......................................140 
Type of Kitchenware, Cookware, Housewares Bought ...........................................................141 
• Figure 78: Type of kitchenware, cookware, housewares bought ...................................................................141 
Spending......................................................................................................................................142 
• Figure 79:  Kitchenware, cookware, housewares spending by demographic segment.................................142 
Where People Buy Luxury Kitchenware, Cookware, Housewares .........................................143 
• Figure 80: Kitchenware, cookware, housewares shopping choices, 2005....................................................143 
Purchase Motivation...................................................................................................................143 

Linens & Bedding Luxury Purchase Behavior Overview............................................................................... 145 
Purchase Incidence .....................................................................................................................145 
• Figure 81:  Linens and bedding purchase incidence, 2005-2002 ..................................................................145 
Type of Linens & Bedding Bought ...........................................................................................146 
• Figure 82:  Type of linens & bedding bought..................................................................................................146 
Spending......................................................................................................................................147 
• Figure 83:  Linens & bedding spending by demographic segment................................................................147 
Where People Buy Luxury Linens & Bedding.........................................................................148 
• Figure 84:  Linens and bedding shopping choices..........................................................................................148 
Purchase Motivation...................................................................................................................148 

Tabletop, Dinnerware, Flatware and Servingware Luxury Purchase Behavior Overview ........................ 150 
Purchase Incidence .....................................................................................................................150 
• Figure 85:  Tabletop purchase incidence, 2005-2002 ....................................................................................150 
Type of Tabletop Bought ...........................................................................................................151 
• Figure 86:  Type of tabletop bought: dinnerware, crystal/glassware, silverware/flatware..........................151 
Crystal Details.............................................................................................................................152 
• Figure 87:  Type of crystal tabletop bought, details........................................................................................152 
Dinnerware Details .....................................................................................................................153 



UNITY MARKETING’S LUXURY REPORT, 2006 

 
PAGE- 8 05/24/06 Unity Marketing, 2006 

 

 

• Figure 88:  Type of dinnerware bought, details..............................................................................................153 
Flatware Details ..........................................................................................................................154 
• Figure 89:  Type of tabletop flatware bought, details.....................................................................................154 
Spending......................................................................................................................................155 
• Figure 90:  Tabletop spending by demographic segment...............................................................................155 
Where People Buy Luxury Tabletop, Dinnerware, Flatware and Servingware......................156 
• Figure 91: Tabletop shopping choices.............................................................................................................156 
Favored Brands...........................................................................................................................157 
• Figure 92:  Luxury tabletop brand awareness and usage ..............................................................................157 
Purchase Motivation...................................................................................................................157 

Chapter 7:  About Personal Luxuries and Automobiles:  Purchase Behavior and 
Spending.............................................................................................................................. 160 
Purchase Incidence of Personal Luxuries Grows in 2005 as More Categories are Added to Luxury 
Tracking .................................................................................................................................................................. 160 

• Figure 93: Personal luxuries purchase incidence, 2005-2002.......................................................................160 

Total Personal Luxury Spending Rose Modestly in 2005, while Spending on Automobiles Grew by 
Nearly 20 Percent .................................................................................................................................................. 161 

• Figure 94: Personal luxury and automobile spending, 2005-2004................................................................161 

Influences on Personal Luxury and Automobile Purchases ......................................................................... 162 
Personal luxury brand loyalty index found automobiles, followed by cosmetics and watches, 
were most branded categories ....................................................................................................162 
• Figure 95:  Personal Luxury Brand Loyalty Index .........................................................................................162 
Personal luxuries were bought on sale, except for cosmetics...................................................163 
• Figure 96:  Personal luxuries bought on sale .................................................................................................163 

Department Stores, Internet/Mail Order/TV Shopping and Specialty Luxury Retailers were Top Choices 
for Personal Luxury Shoppers............................................................................................................................ 164 

• Figure 97:  Where luxury consumers shopped for personal luxuries ............................................................164 

Personal Luxuries Owned by Luxury Shoppers.............................................................................................. 165 
Most Own at Least One Luxury Watch.....................................................................................165 
• Figure 98:  Luxury watch ownership...............................................................................................................165 
Typical Luxury Consumer Owns One Luxury Automobile ....................................................166 
• Figure 99:  Number of luxury automobiles owned..........................................................................................166 

Automobile & Recreational Vehicle Luxury Purchase Behavior Overview................................................. 167 
Purchase Incidence .....................................................................................................................167 
• Figure 100:  Automobile purchase incidence, 2005-2002..............................................................................167 
Spending......................................................................................................................................168 
• Figure 101:  Automobile spending by demographic segment ........................................................................168 
Favored Brands...........................................................................................................................169 
• Figure 102:  Automobile luxury brand awareness & purchase .....................................................................169 
Purchase Motivation...................................................................................................................169 



UNITY MARKETING’S LUXURY REPORT, 2006 

 
PAGE- 9 05/24/06 Unity Marketing, 2006 

 

 

Luxury car equals luxury brand: ................................................................................................170 
Ordinary brand, luxury features: ................................................................................................171 
Luxury car is one not needed: ....................................................................................................172 

Clothing and Apparel Purchase Behavior Overview....................................................................................... 173 
Purchase Incidence .....................................................................................................................173 
• Figure 103:  Clothing & apparel purchase incidence, 2005-2004 ................................................................173 
Type of Clothing & Apparel Bought.........................................................................................174 
• Figure 104:  Type of clothing & apparel bought ............................................................................................174 
Spending......................................................................................................................................175 
• Figure 105:  Clothing & apparel spending by demographic segment...........................................................175 
Where People Buy......................................................................................................................176 
• Figure 106:  Clothing & apparel shopping choices........................................................................................176 
Purchase Motivation...................................................................................................................176 

Fashion Accessories Luxury Purchase Behavior ........................................................................................... 178 
Purchase Incidence .....................................................................................................................178 
• Figure 107:  Fashion accessories purchase incidence, 2005-2004 ...............................................................178 
Type of Fashion Accessories Bought ........................................................................................179 
• Figure 108: Type of fashion accessories bought.............................................................................................179 
Spending......................................................................................................................................180 
• Figure 21:  Fashion accessories spending by demographic segment, 2005..................................................180 
Where People Buy Fashion Accessories ...................................................................................181 
• Figure 109:  Fashion accessories shopping choices.......................................................................................181 

Fragrances, Cosmetics and/or Beauty Products Luxury Purchase Behavior Overview.......................... 182 
Purchase Incidence .....................................................................................................................182 
• Figure 110:  Fragrances & beauty products purchase incidence..................................................................182 
Type of Fragrances & Beauty Products Bought .......................................................................183 
• Figure 111: Type of fragrances & beauty products bought ...........................................................................183 
Spending......................................................................................................................................184 
• Figure 112:  Fragrances & beauty products spending by demographic segment ........................................184 
Where People Buy......................................................................................................................185 
• Figure 113:  Fragrances & beauty products shopping choices .....................................................................185 
Purchase Motivation...................................................................................................................185 

Jewelry and/or Watches Luxury Purchase Behavior Overview .................................................................... 187 
Purchase Incidence .....................................................................................................................187 
• Figure 114:  Jewelry and watch purchase incidence, 2005-2002..................................................................187 
Type of Jewelry Bought .............................................................................................................188 
• Figure 115:  Type of women’s jewelry bought................................................................................................188 
• Figure 116: Type of men’s jewelry bought......................................................................................................189 
Material of Composition of Jewelry Bought.............................................................................190 
• Figure 117:  Material of composition of women’s jewelry bought ................................................................190 



UNITY MARKETING’S LUXURY REPORT, 2006 

 
PAGE- 10 05/24/06 Unity Marketing, 2006 

 

 

• Figure 118:  Material of composition of men’s jewelry bought .....................................................................191 
Types of Watches Bought ..........................................................................................................192 
• Figure 119:  Type of watches bought...............................................................................................................192 
Spending......................................................................................................................................193 
• Figure 120:  Jewelry & watches spending by demographic segments ..........................................................193 
• Figure 121:  Jewelry spending by demographic segments.............................................................................194 
• Figure 122: Watch spending by demographic segment..................................................................................195 
Where People Buy......................................................................................................................196 
• Figure 123:  Jewelry shopping choices ...........................................................................................................196 
• Figure 124:  Watches shopping choices ..........................................................................................................197 
Top Jewelry Brands....................................................................................................................198 
• Figure 125:  Leading luxury jewelry brands, brand awareness and brand usage........................................198 
Top Watch Brands......................................................................................................................199 
• Figure 126:  Leading watch brands, brand awareness and brand usage .....................................................199 
Purchase Motivation...................................................................................................................199 

Pet Luxuries Purchase Behavior Overview ...................................................................................................... 201 
Purchase Incidence .....................................................................................................................201 
Spending......................................................................................................................................201 
• Figure 127:  Pet luxuries spending by demographic segment........................................................................201 
Where People Buy......................................................................................................................202 
• Figure 128:  Pet luxuries shopping choices ....................................................................................................202 

Wine and Spirits Luxury Purchase Behavior.................................................................................................... 202 
Purchase Incidence .....................................................................................................................202 
Type of Wine & Spirits Bought .................................................................................................203 
• Figure 129: Type of wine & spirits bought......................................................................................................203 
Spending......................................................................................................................................204 
• Figure 130:  Wine & spirits spending by demographic segment ...................................................................204 

Writing Instruments Purchase Behavior Overview ......................................................................................... 204 
Purchase Incidence .....................................................................................................................204 
Spending......................................................................................................................................205 
• Figure 131:  Writing instruments spending by demographic segments.........................................................205 
Where People Buy......................................................................................................................206 
• Figure 132:  Writing instruments shopping choices, 4Q05............................................................................206 

Chapter 8:  About Experiential Luxuries:  Purchase Behavior and Spending ........... 207 
• Figure 133:  Experiential luxury purchase incidence, 2005-2002.................................................................207 

Luxury Consumers Spent Almost Twice as Much on Average on Experiential Luxuries........................ 208 
• Figure 134:  Total experiential spending, 2005-2004.....................................................................................208 

Influences on Experiential Luxury Spending ................................................................................................... 209 
Brand was Most Influential in Fine Dining...............................................................................209 



UNITY MARKETING’S LUXURY REPORT, 2006 

 
PAGE- 11 05/24/06 Unity Marketing, 2006 

 

 

• Figure 135:  Experiential Luxury Brand Loyalty Index..................................................................................209 
Service providers’ brand more important than corporate affiliation or price/value ................210 
• Figure 136:  Influencers of experiential luxury purchases (Source:  Luxury Tracking 1Q04).....................210 
Except for travel, most experiential luxury consumers pay full price......................................211 
• Figure 137:  Experiential luxuries bought on sale, 2004 (Source:  Luxury Tracking 3Q04).......................211 

Dining Luxury Purchase Behavior Overview ................................................................................................... 212 
Purchase Incidence .....................................................................................................................212 
• Figure 138:  Fine dining purchase incidence..................................................................................................212 
Spending......................................................................................................................................213 
• Figure 139:  Fine dining spending by demographic segments.......................................................................213 
Purchase Motivation...................................................................................................................213 

Entertainment Luxury Purchase Behavior Overview...................................................................................... 214 
Purchase Incidence .....................................................................................................................214 
• Figure 140:  Entertainment purchase incidence, 2005-2004.........................................................................214 
Spending......................................................................................................................................215 
• Figure 141:  Entertainment spending by demographic segment....................................................................215 

Home Services Behavior Overview.................................................................................................................... 216 
Purchase Incidence .....................................................................................................................216 
• Figure 142: Home services purchase incidence, 2005-2002..........................................................................216 
Spending......................................................................................................................................217 
• Figure 15:  Home services spending by demographic segment .....................................................................217 
Purchase Motivation — Landscaping and gardener services...................................................217 
Purchase Motivation — Housecleaning services......................................................................218 
Purchase Motivation — Home decorator and/or home contractor services ............................219 

Spa, Beauty Treatments, Massage, Cosmetic Surgery Purchase Behavior Overview ............................. 220 
Purchase Incidence .....................................................................................................................220 
• Figure 143:  Spa & beauty treatments purchase incidence, 2005-2002........................................................220 
Spending......................................................................................................................................221 
• Figure 144:  Spa & beauty treatments spending by demographic segment ..................................................221 
Purchase Motivation...................................................................................................................221 

Travel Purchase Behavior Overview.................................................................................................................. 223 
Purchase Incidence .....................................................................................................................223 
• Figure 145:  Travel purchase incidence, 2005-2002......................................................................................223 
What They Bought......................................................................................................................224 
• Figure 146:  Type of travel bought, domestic or foreign, 2005-2004 ............................................................224 
• Figure 147:  Travel details, foreign and domestic travel, 2005-2004............................................................225 
Spending......................................................................................................................................226 
• Figure 148:  Luxury travel spending by demographic segments ...................................................................226 
• Figure 149:  How booked last luxury travel experience.................................................................................227 
Purchase Motivation...................................................................................................................227 



UNITY MARKETING’S LUXURY REPORT, 2006 

 
PAGE- 12 05/24/06 Unity Marketing, 2006 

 

 

Chapter 9:  About Luxury Market Trends: Implications & Opportunities ................... 229 

Trend #1 — ‘New Luxury’ Paradigm Shifts to Experience ............................................................................. 229 
Two ways to define luxury:  intrinsically and consumer-centrically .......................................229 
Trend #1 — Strategic Implications............................................................................................233 
Example:  Transforming luxury tabletop from the ‘thing’ to an experience ...........................234 

Trend #2 —Younger Generation X Consumers Are Moving into Affluence................................................ 235 
Lifestage Marketing Impacts Luxury Purchase Patterns ..........................................................236 
• Figure 150: Greatest Source of Luxury Satisfactions  by Generation ...........................................................236 
Distribution of Households by Generation and Income ...........................................................237 
Generations of Affluence ...........................................................................................................238 
• Figure 151: Generations of Affluence, 2004 ...................................................................................................238 
Trend #2 — Strategic Implications............................................................................................238 

Trend #3 — The Rich Really Are Different — They Spend a Whole Lot More on Luxury ......................... 239 
• Figure 152:  Spending Difference by Income Segment, 2004 ........................................................................240 
Trend #3 —  Strategic Implications...........................................................................................241 
• Figure 153: Luxury market potential by income segment, 2005....................................................................241 

Trend #4 —  Connecting Replacing Cocooning As Prime Consumer Trend.............................................. 242 
Trend #4 — Strategic Implications............................................................................................244 
Luxury Home Marketers Must Think Differently about their Target Market.........................246 

Trend #5 —  Internet Must Be Strategic Thrust for Luxury Marketers ......................................................... 247 
Internet Widely Used to Research and Purchase ......................................................................248 
• Figure 154: Luxury Consumers' Use of the Internet, 3Q2005 .......................................................................248 
Entertainment and Recreation Lead Internet Purchases ...........................................................249 
• Figure 155: Kinds of Products and Services Bought on the Internet, 3Q2005 .............................................249 
Super-Affluents Lead in Spending on Internet Shopping.........................................................251 
• Figure 156: Average Spending on All Goods & Services over the Internet, 3Q2005...................................251 
Typical Luxury Consumers Spends about 5 Hours a Week Shopping Online .......................252 
• Figure 157: Average Number of Hourse Used for Interent Shopping/Research on a Weekly Basis, 3Q2005
 252 
Typical Luxury Consumers Spends about 13 Hours Per Week Online for Non-Shopping 
Purposes ......................................................................................................................................254 
• Figure 158: Luxury Average Number of Hours Used on Internet for All Other Purposes Besides Shopping 
Weekly, 3Q2005...........................................................................................................................................................254 
Convenience and Comparing Prices Is Key to Internet Shopping...........................................255 
• Figure 159: Features Luxury Shoppers Consider Very Important for Using the Internet for Shopping, 
3Q2005.........................................................................................................................................................................255 
Shipping and Handling Charges Discourage Luxury Internet Shoppers.................................256 
Visiting Websites Encourages Luxury Consumers to Buy ......................................................257 
• Figure 161:: Internet/website rated very or somewhat important for last luxury purchase in home, personal 
and experiential luxury................................................................................................................................................258 
Trend #5 — Strategic Implications............................................................................................258 



UNITY MARKETING’S LUXURY REPORT, 2006 

 
PAGE- 13 05/24/06 Unity Marketing, 2006 

 

 

Trend #6 — Luxury Marketers Must Continue to Inflate Luxury Values ...................................................... 260 
Trend #6 —  Strategic Implications...........................................................................................262 

Trend #7 — Brand’s Role in Luxury Purchasing Will Increase;  Brands Must Deliver Luxury 
Performance........................................................................................................................................................... 263 

• Figure 162:  Luxury Category Brand Loyalty Index.......................................................................................264 

Brands justify purchase; they are not the reason why they buy  Luxury consumers don’t buy 
because of the luxury brand, rather the brand justifies the purchase........................................265 
Luxury triple play:  Product brand, dealer’s brand, price/value interact to make sales...........268 
• Figure 163:: Influencers on Luxury Purchases...............................................................................................269 
Home Brands:  Key Strategic Opportunities:............................................................................270 
Personal Luxury Brands:  Key Strategic Opportunities............................................................271 
Brands must perform —  Luxury brands must satisfy luxury consumers’ performance 
expectations.................................................................................................................................272 
Luxury brands connect corporate strategy with consumer psychology...................................272 
New luxury branding paradigm:  Must encompass product feature and benefits and consumer-
centric luxury values...................................................................................................................274 
Trend #7 — Strategic Implications............................................................................................275 
Unique, innovative concept........................................................................................................276 
Simple, immediately understood concept..................................................................................277 
Identify and cultivate passionate consumers .............................................................................277 

Trend # 8 — Luxury Consumers Are Savvy Shoppers That Demand Greater & Greater Value .............. 278 
Trend #8 — Strategic Implications............................................................................................280 

Trend #9 — Luxury Must Extend Throughout the Entire Buying Cycle....................................................... 283 
Trend #10 — Strategic Implications..........................................................................................285 

Trend #10:  Next Luxury Boom Will be in Luxury Experiences..................................................................... 286 
Trend #10 — Strategic Implications..........................................................................................287 

Trend #11 — Everyone Everywhere Wants More Luxury............................................................................... 288 
Luxury Is Subjective & Different for Everyone........................................................................290 
Luxury Is No Longer a Noun, It’s a Verb .................................................................................291 

Trend #12 — Exclusivity Is Not Motivating to Luxury Consumers — Marketers Need to Strive to Deliver 
More Specialness to Luxury Consumers.......................................................................................................... 291 
 


