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THE INFLECTION POINT

Why the industry is
rewriting its playbook

For decades luxury ran on a simple formula — craftsmanship, scarcity,
prestige, and rising prices. After years of record expansion, growth in
personal luxury goods has slowed sharply.

Inflation, economic uncertainty, and scrutiny of pricing have created a
more selective customer. The affluent still spend — but demand
experiences, authenticity, personalization, and purpose in exchange for
premium prices.

Luxury is no longer defined by what customers
own — but by what they experience.
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EXECUTIVE SUMMARY

Five strategic shifts reshaping luxury

Experiential Luxury & the “Third Space”

Stores become hospitality-inspired destinations built for lifestyle, not transactions.

Al-Powered Personalization & Phygital Commerce

Digital intelligence merges with human service across one seamless journey.

Radical Craftsmanship & Product Excellence

Brands answer price skepticism by reinvesting in quality, heritage, and authenticity.

Circular Luxury & Sustainability Leadership

I Resale, repair, and responsible sourcing become core pillars of the model.

Geographic Diversification

5 Growth expands to the Middle East, India, Japan, and emerging affluent regions.
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STRATEGIC SHIFT 01

The rise of experiential
luxury

From shopping destinations to lifestyle ecosystems

Affluent consumers increasingly value travel, dining, wellness, and culture
over additional purchases. The modern boutique is being redesigned
around emotional engagement — becoming:

- I Part showroom I Part hospitality venue

I Part cultural center I Part social club

THE “THIRD SPACE” Art, lounges, wellness, and workshops turn
the store into a community platform that sits between home and work.



THE GRAYSON COMPANY

SHIFT 01 - IN PRACTICE

Owning more of the customer's lifestyle

Prada Caffe

RETAIL AS CULTURE

B LVMH

HOSPITALITY EXPANSION

e Cheval Blanc and Belmond hotels, exclusive ¢ Transforms retail space into a cultural
dining, and luxury travel destination

e Extends customer lifetime value beyond fashion ¢ Increases dwell time and social-media
into luxury living engagement

e More touchpoints deepen loyalty while ¢ Introduces younger consumers and builds
diversifying revenue brand affinity

The objective is no longer conversion — it is relationship formation.
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STRATEGIC SHIFT 02

Al-powered hyper-
personalization

Unified intelligence — purchase history, events, digital engagement, advisor
notes, travel, and product affinities — builds a continuously evolving customer
profile.

0 Predict needs Q Curate experiences

Antmlpate behavior before active Tailor every interaction to history
shopping

Empower advisors Grow lifetime value

Real-time insight at the point of Lift retention and cross-category
service buying
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SHIFT 02 - IN PRACTICE

Technology that elevates service

The new luxury formula

Burberry
DIGITAL-FIRST ENGAGEMENT e Human relationship building

e Unified customer profiles across channels
. . Al intelligence
e Enhanced omnichannel experiences &

e Personalized communication and loyalty

e Proved tech can enhance service without . .
o - Exclusive experiences
diminishing exclusivity

Master all three and the competitive
advantage compounds.
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STRATEGIC SHIFT 03

The return of
craftsmanship

Investment pieces over trend-driven purchases

As consumers question aggressive price increases, focus is returning to
heritage, artisanship, material quality, durability, and timeless design.

Iconic products over endless collections

Concentrating on signature pieces lifts margins, recognition, and perceived value
while cutting inventory risk.

Vertical integration becomes strategic

Controlling leather, textiles, materials, and artisan networks preserves quality
and protects scarce talent.

HERMES Controlled volumes, artisan training, and waiting lists sustain

pricing power and elite brand equity.




STRATEGIC SHIFT 04

Circular luxury &
sustainability

For Gen Z and Millennials, purchases express values — turning sustainability
from compliance into a growth strategy.

Q Authenticated resale Repair services

Entering the secondary market directly E;(afts(rjrlgﬁsl,:ﬁ; sl

e Refurbishment @ Material transparency

Restoration and certification add value Visibility into sourcing and production

GUCCI VAULT Captures secondary-market value and engages younger buyers —

resale as opportunity, not threat.




STRATEGIC SHIFT 05

New global growth frontiers

Europe, North America, and China still matter — but momentum is broadening.

The Middle East

Gulf wealth, tourism investment, and world-class retail. Dubai Mall fuses
shopping with tourism and entertainment.

India

Rapid wealth creation and aspirational demand drive localized
engagement over standardized global playbooks.

Japan

Stable demand anchored in craftsmanship, heritage, and service — aligned
with luxury's evolving values.
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STRATEGIC IMPLICATIONS

THE GRAYSON COMPANY

Five priorities for the next decade

@ Experience over Transaction

‘a* Relationships over Campaigns

a&% Personalization over Mass marketing
,,Q Craftsmanship over Hype

© Trust over Exclusivity alone

Beyond the Product - Global Luxury Retail

Create emotional engagement, not just sales

Build long-term customer ecosystems

Use Al to deliver individualized service

Invest in quality, authenticity, and heritage

Lead on sustainability and transparency
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KEY EXECUTIVE TAKEAWAYS

The industry isn't shrinking
— it's evolving

What has changed is the definition of value. Tomorrow's leaders won't
merely sell handbags, watches, and fashion —

® They will curate lifestyles

® They will create communities

® They will build experiences

The most valuable asset is no longer the product — it's the
customer relationship that surrounds it.
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