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Figure 5

In the last 12 months, have you ever considered buying a luxury product but decided against it? (N=1,211) 

What are the reasons that you did not purchase the luxury product that you last considered buying? (N=597)

49% Percentage of respondents who planned to buy, but did not complete 
a luxury purchase in the last 12 months*

54%

Flexible

38%

Prestige

44%

Discerning

64%

Drifting

Too expensive

Quality concerns

Not the right style

Availability issues

Brand perception

Inconvenient purchase journey (offline)

Inconvenient purchase journey (online)
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17%

14%
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10%
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18%

16%

21%
25%

24%

10%

19%

16%

30%

0%
€2,500–€4,999 €5,000–€7,499 €7,500–€9,999 €10,000 or more

Quality concerns Availability issues Too expensive

Japan 41%

Spain 36%

UK 33%

US 19%

UAE 22%

Italy 23%

Gen X 38%

Baby boomers 34%

Millennials 24%

Gen Z 26%

Drifting 39%

Flexible 28%

Beyond 8%

Prestige 15%

+ —

Data segment: country, generation, client segment and spending (too expensive)

Reasons for not purchasing — overall

* Beyond hasn’t been included owing to low number of respondents
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Figure 7

Please select the channel through which you made your recent luxury purchases (preferably the last two or three) (N=1,672);  
rate your level of satisfaction with the shopping experience (N= brand store: 1,260, department store: 692, brand website: 826,  
multi-brand retailer: 342)

Channel for recent luxury purchases — overall Channel for recent luxury purchases — by gender Channel for recent luxury purchases — by spending

In-store: 
brand store 75% 96%

In-store: 
department 
store or retailer

91%41%

Online:  
brand website

91%49%

Online:  
multi-brand retailer

87%21%

Data segment: generation Data segment: client segment- -+ +

In store: brand store In store: brand storeMillennials BeyondBaby boomers Drifting77% 86%71% 64%

In store: department store In store: department storeGen Z DiscerningMillennials Beyond47% 46%38% 34%

Online: brand website Online: brand websiteMillennials PrestigeBaby boomers Drifting56% 65%23% 36%

Online: multi-brand retailer Online: multi-brand retailerGen Z PrestigeBaby boomers Drifting24% 28%10% 11%

MaleSatisfaction level Female

74%

46%

21%

77%

53%

20%

43% 40%

€10,000  
or more

23%

83%

41%

50%

€7,500–€9,999

26%

49%

76%

61%

€5,000–€7,499

19%

37%

49%

74%

€2,500–€4,999

70%

37%

30%

12%

91%

85%

81%

81%

98%

91%

88%

87% 89%
86%

97%

92% 97%

98%
96%

91%

91%

97%

91%

90%

89%
83%

94% 95%
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Reasons for preferring  
online sales channel

Figure 9

Where do you prefer shopping for luxury fashion products? (N=1,672)

What are some of the reasons that you prefer buying luxury fashion products online? (N=752)
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20%
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23%
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14%

12%
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12%
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recommendations 

11%

Virtual try-on or augmented 
reality experience 

9%

33%
53%

12%

11%

51%

38% 36%

5%

61%57%
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32%
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3%

27%

17%
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19%

15% 15%
13%

20%

12%

12%

7%
9%
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7%

Convenience

Data segment:  
country

Data segment: generation

Data segment:  
client segment

Wider product selection Personalized recommendation

37% 24%

4% 17%

28% 26%

15% 19%15% 6%

20% 14%

Mainland 
China Discerning

Germany Flexible

Germany Flexible

Spain Prestige

UK Drifting

UK Beyond

Data segment: generation

Data segment: client segment

Gen Z

2%

41%

17%

41%

Millennials
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33%

13%
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Gen Z

4%
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Figure 17

What would make you want to try a luxury fashion product subscription plan? (N=1,672)

Motivation to try a luxury fashion product subscription plan

Overall Data segment: generation Data segment: client segment

Access to exclusive, 
limited-edition products 

Ability to try products
I wouldn’t normally 
purchase 

Fashionable and
inseason styles 
throughout the year 

Personalized selection 
of luxury items tailored 
to my preferences 

Cost savings compared 
with purchasing 
products individually 

VIP access to events or 
experiences related to 
the brand 

Convenience of 
receiving curated items 
regularly 

Flexibility in subscription 
terms (e.g., pause or 
cancel anytime)

Low High

16%

14%

12%

12%

11%

12%

12%

11%

Low High

Gen Z Millennials Gen X Baby  
boomers

Flexible Prestige Discerning Drifting BeyondOverall  
average
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Figure 18

What would encourage you to pre-order luxury fashion products? (N=1,672)

Reasons for pre-ordering luxury fashion products
Data segment: gender, country and client segment

Overall France Germany Japan Mainland
China

Switzerland Spain UAE UK USItaly

Discounts or special 
offers for pre-ordering 

Exclusive access to 
limited-edition or special 
collections 

The opportunity to 
reserve high-demand 
items before they sell out 

Personalized 
customization or tailored 
options 

VIP treatment, such as 
early access or private 
viewings 

Flexible

26%

17%18%

24%
26%

17%

26%

23%

28%

15%

Discounts or special offers for pre-ordering 

Smaller than total average Same, +1 – 1% Bigger than total average

Exclusive access to limited-edition or special collections

Prestige Discerning Drifting Beyond

21% 25%

21% 20%

24% 20%

17% 20%

17% 15%
16%

19%

20%

22%

23%
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Appendix:
Study methodology









EY  |  Building a better working world

EY is building a better working world by creating new value for clients, people, 
society and the planet, while building trust in capital markets.

Enabled by data, AI and advanced technology, EY teams help clients shape the 
future with confidence and develop answers for the most pressing issues of 
today and tomorrow.

EY teams work across a full spectrum of services in assurance, consulting, 
tax, strategy and transactions. Fueled by sector insights, a globally connected, 
multidisciplinary network and diverse ecosystem partners, EY teams can 
provide services in more than 150 countries and territories.

All in to shape the future with confidence.

EY refers to the global organization, and may refer to one or more, of the member firms of Ernst & Young 
Global Limited, each of which is a separate legal entity. Ernst & Young Global Limited, a UK company limited 
by guarantee, does not provide services to clients. Information about how EY collects and uses personal data 
and a description of the rights individuals have under data protection legislation are available via ey.com/
privacy. EY member firms do not practice law where prohibited by local laws. For more information about our 
organization, please visit ey.com.

© 2025 EYGM Limited 
All Rights Reserved.

EYG no. 005969-25Gbl

ED None

This publication has been prepared for general informational purposes only and is not intended to be relied upon as accounting, tax, legal or other 
professional advice. Please refer to your advisors for specific advice.

The views of third parties set out in this publication are not necessarily the views of the global EY organization or its member firms. Moreover, 
they should be seen in the context of the time they were made

ey.com
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