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Introduction 

 

Over the past two decades, the luxury industry has been characterised by a 

remarkable expansion driven by globalisation, the rise of new consumer groups, 

and the increasing cultural influence of fashion. For many years, luxury 

consumption seemed to follow an almost uninterrupted path of growth, with 

maisons steadily consolidating their position and extending their reach to new 

markets and audiences. This trajectory, however, encountered a turning point in 

2025, when the sector entered a phase of stagnation. What had long seemed like a 

relentless upward curve began to slow under the weight of economic uncertainty, 

shifting consumer priorities, and intensifying competitive pressures. If in the past 

luxury was defined by exclusivity, craftsmanship, and heritage, today it is 

increasingly shaped by experiences, cultural meaning, and social responsibility. 

Within this shifting landscape, the second-hand luxury market has gained 

increasing importance. Far from being affected by the slowdown of traditional 

luxury retail, resale has emerged as a vibrant alternative that responds to new 

cultural and ethical expectations. The rapid diffusion of digital platforms has not 

only reshaped how consumers discover and interact with brands but has also 

accelerated demand for transparency and immediacy. In this context, sustainability 

and the principles of the circular economy have become central concerns, forcing 

luxury brands to rethink their strategies in light of environmental and ethical 

imperatives. New generations of consumers, especially Millennials and Generation 

Z, are at the forefront of this transformation. Their spending power and cultural 

influence reorient the sector toward inclusivity, innovation, and responsibility, 

while showing particular enthusiasm for second-hand luxury as a form of both 

sustainable practice and cultural expression. As a result, the contemporary luxury 

market no longer revolves solely around the possession of material goods but 

increasingly around the pursuit of meaning, identity, and lived experiences. This 

study builds on the theoretical foundation of experiential marketing, which marks 

a major shift in contemporary consumer culture. Traditional marketing once 

focused mainly on the tangible qualities of products such as price, function, or 

technical performance. However, over time, these product-centred approaches have 
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given way to strategies that put an emphasis on experience, symbolism, and 

emotion. Pine and Gilmore in The Experience Economy (1999), argued that 

consumers increasingly look for memorable encounters that go beyond the act of 

purchase, turning consumption into a stage for identity expression and emotional 

fulfilment. Schmitt expanded on this perspective by introducing experiential 

marketing, a framework engaging consumers on sensory, emotional, cognitive, and 

relational levels. More recently, Wided Batat has applied these ideas to the luxury 

sector through the 7Es framework, which stresses the creation of immersive, 

culturally relevant, and holistic experiences. In luxury fashion, these ideas take on 

particular importance. Luxury has always had an experiential side, rooted in 

craftsmanship, storytelling, and symbolic value. What has changed is that 

digitalisation, the influence of younger generations, and the rise of resale have made 

this dimension even more central. Today, value is shaped not only by the product’s 

qualities but also by the experiences and meanings attached to it. This shift explains 

why experiential marketing is now both a powerful tool for luxury brands and an 

essential way to understand the evolving world of second-hand luxury. Although 

research on luxury marketing has grown, the role of experiential strategies in the 

second-hand sector is still little explored. Most studies have focused either on how 

digital transformation has reshaped luxury branding, or on the economic and 

cultural rise of resale. Work on experiential marketing, instead, has mainly 

examined traditional luxury brands and far less attention has been paid to how these 

dynamics play out within resale platforms, even though second-hand luxury is now 

one of the fastest-growing areas of the market. This gap matters. Scholars agree that 

experiences shape loyalty and cultural meaning in luxury, yet little is known about 

how this works when the product is pre-owned. Resale brings its own challenges 

such as stigma, questions of authenticity, and the balance between accessibility and 

exclusivity, which demand tailored experiential approaches. Studying this 

intersection is therefore key to understanding how resale platforms can reposition 

second-hand fashion as both credible and aspirational within the luxury industry. 

The aim of this thesis is to explore how experiential marketing can reshape the 

perception of second-hand fashion within the luxury sector, turning what was once 

seen as a consumption driven by necessity into an aspirational practice. More 
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specifically, the study examines how resale platforms use experiences, emotions, 

and storytelling to create value that goes beyond the product itself. At the core of 

this analysis is Batat’s 7Es framework, which provides a structured lens to 

investigate how luxury strategies can be adapted to resale. By applying this model 

to The RealReal (the largest online luxury consignment marketplace in the United 

States) this thesis wants to show not only how the company builds trust, creates 

memorable experiences, and engages consumers, but also how it uses principles 

such as sustainability, exclusivity, and empathy to elevate pre-owned fashion to the 

level of luxury. The study therefore raises several key questions. How can 

experiential marketing, first developed in the context of luxury maisons, be applied 

to a digital-first resale platform? In what ways does the 7Es framework capture the 

experiential dimensions of The RealReal’s business model? Are these strategies 

strong enough to address challenges such as authenticity concerns, stigma, and 

growing competition? Finally, what do these findings suggest for the luxury sector 

more broadly and can resale and circular practices help the sector stay strong in the 

long term? By approaching the topic in this way, this thesis wants to position itself 

at the intersection of theory and practice, aiming to enrich academic debate while 

offering insights into one of the biggest shifts in contemporary luxury. To address 

these objectives, the thesis adopts a qualitative and theoretical approach, drawing 

primarily on secondary sources. Since the luxury resale market is changing quickly 

and little primary research has been done on its experiential aspects, a qualitative 

method allows to look at the phenomenon in depth and from an interpretive angle. 

Academic studies on luxury branding, experiential marketing, and consumer 

behaviour provide the theoretical base, while industry reports, consultancy studies, 

and specialised fashion media offer up-to-date insights into trends and strategies. 

The case study of The RealReal is the main focus of the research. This platform 

was chosen not only because it is a pioneer and leader in the luxury resale sector 

but also because it exemplifies many of the dynamics that characterise the 

convergence of experiential marketing and second-hand fashion. The analysis of 

The RealReal is based on an extensive review of its public communications, press 

coverage, financial reports, and marketing initiatives. Using this case study makes 

it possible to see how experiential strategies are actually applied and how they help 
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reshape cultural views of resale. By using this combined approach, the research 

aims to give a clear picture of how experiential marketing works in second-hand 

luxury. While the research does not employ primary data collection through surveys 

or interviews, it extensively incorporates quantitative insights from industry reports 

and consultancy analyses. These figures, together with academic literature and case 

evidence, provide a robust foundation for interpreting market dynamics and 

evaluating experiential strategies. The thesis is organised into four main chapters, 

each of which builds on the previous one to provide a comprehensive understanding 

of experiential marketing in the context of second-hand luxury. Chapter 1 traces the 

historical evolution of the concept of luxury, from its origins in antiquity to its 

contemporary reinterpretations. Chapter 2 turns to the rise of the second-hand 

luxury market, examining its drivers, challenges, and cultural meanings, with 

particular attention to consumer perceptions and the growing social acceptance of 

resale. Chapter 3 introduces the theoretical framework of experiential marketing, 

outlining its origins and evolution and applying Batat’s 7Es model to the luxury 

sector. This chapter also explores how experiences create symbolic, emotional, and 

cultural value, preparing the ground for the case study. Chapter 4 focuses on The 

RealReal as a pioneering platform in luxury resale, analysing its strategies through 

the lens of the 7Es framework and showing how experiential marketing can 

transform resale into a credible expression of luxury. Finally, the conclusion reflects 

on the findings of the research and considers the future role of experiential 

marketing in strengthening the luxury industry through resale. 
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Chapter 1  

Origins of the concept of luxury      

 

 

“Some people think luxury is the opposite of poverty. It is not. It is the opposite of vulgarity.” 

                                                                                 Coco Chanel1 

 

 

Luxury has been a pivotal concept in the history of civilization for thousands 

of years and still is today. From ancient times to modern, the meaning of luxury 

continuously changed. In this chapter, we will give an historical overview of how 

this concept has shifted, been reinterpreted, and democratized as a reflection of 

cultural, economic, and social changes, focusing on its ever-changing and 

problematic nature. We will then analyse how the conception of luxury changed 

from traditional wealth to modern exclusivity and how phenomena such as 

globalization and digitalization strongly influenced this change. Lastly, we will 

highlight how the conception of luxury and what constitutes a luxury product is 

interpreted in a distinctly different way in America compared to Europe.  

 

1.1. Early conceptions of luxury      

     The origins of the concept of luxury are rooted in Roman and Greek times 

and derive from the overlap of two Latin terms: luxus, meaning “splendour”, 

“pomp”, “sensuality”, and luxuria, meaning “extravagance”, “excess”2. In ancient 

Greece (1100 BC –146 BC) luxury sparked a vigorous debate, which comprised 

two contrasting points of view. On one hand some proponents argued that luxury 

represented a beneficial force that could improve society. On the other hand, many 

philosophers such as Aristotele and Plato, warned against the dangers of luxury, 

arguing that excessive indulgence in material comforts weakened personal virtues, 

corrupted people morally or physically, and ultimately threatened society’s well-

 
1 J. C. Napias and P. Mauries, The World According to Coco: The Wit and Wisdom of Coco Chanel, 

London, Thames & Hudson, 2020. 
2 P. McNeil and G. Riello, Luxury. A Rich History, Oxford, Oxford University Press, 2016, p. 17. 
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being. In Plato’s famous dialogue The Republic (c. 375 BC), the philosopher argued 

that excessive wealth and luxury could disrupt the balance of an ideal society, 

leading to a greedy and corrupted feverish state3. Sparta’s experience is also 

relevant in this context. As a city-state which firmly believed in the principles of 

self-discipline and self-restraint, it implemented a series of bans to limit luxury. 

However, these measures were ineffective and quickly disregarded. After emerging 

as the leading power in Greece following its victory in the Peloponnesian Wars, 

Sparta experienced a surge of wealth flowing into the city. Instead of strengthening 

its society, this new affluence widened the gap between the rich and the poor, 

creating significant social tensions. Over time, these divisions sparked unrest, 

ultimately contributing to Sparta’s decline (c. 371 BC)4. The Roman perception of 

luxury was multifaceted, reflecting both admiration and critique, as it intertwined 

with its moral, political, and social values. The early Roman Republic (c. 509 BC – 

27 BC) firmly believed in its traditional principles of paupertas (simplicity), 

pudicitia (modesty) and officium (civic duty), with many Roman philosophers and 

politicians, such as Cicero and Sallust, viewing luxury as a threat to the state and 

its citizens5. Yet, attitudes towards luxury began changing during the transition 

from the Republic to the Empire (27 BC – 476 AD). Luxury became more accepted 

as a sign of power and prestige. Emperors and aristocrats displayed their wealth 

through grand architecture, public works and art to legitimise their authority and 

power. In fact, in spite of the objections of some philosophers and moralists, this 

luxurious way of life began to be seen not only as indulgence, but also as a 

demonstration of the Empire’s dominance and grandeur. During the Middle Ages 

(486 AD – 1450 AD), the conception of luxury was strongly entwined with the 

increasing influence of religion, with patronage, and the expanding trade networks. 

During this time, as the Christian Church expanded its influence on society, it 

 
3 Plato, The Republic, transl. B. Jowett, in E. Hamilton, H. Cairns (eds.), The Collected Dialogues 

of Plato, Princeton, Princeton University Press, 1961. 
4 Guilty Pleasures: Luxury In Ancient Greece And The Medieval World, Medievalist.net, 

https://www.medievalists.net/2011/06/guilty-pleasures-luxury-in-ancient-greece-and-the-

medieval-world/ (accessed: 28/12/2024). 
5 S. Kaikarianė, Luxury and Its Regulation in Ancient Rome (the Second Part of the Republic – the 

Beginning of the Empire), Societal Studies, vol. 5, no. 2 (2013), https://ojs.mruni.eu/ojs/societal-

studies/article/view/393 (accessed: 16/12/2024). 

https://www.medievalists.net/2011/06/guilty-pleasures-luxury-in-ancient-greece-and-the-medieval-world/
https://www.medievalists.net/2011/06/guilty-pleasures-luxury-in-ancient-greece-and-the-medieval-world/
https://ojs.mruni.eu/ojs/societal-studies/article/view/393
https://ojs.mruni.eu/ojs/societal-studies/article/view/393
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maintained a complex and often contradictory 

relationship with luxury. On one hand it treated it 

as a sin, something to be condemned as a 

distraction from spiritual salvation. On the other 

hand, “the Church became a major consumer of 

luxuries”6 justifying this pageantry as something 

that was used in the service of God. In this context, 

luxury became not only a marker of social status, 

but also created in lower classes, who could not 

access luxury, a sense of aspiration to the upper 

classes’ levels of wealth. In addition, the expansion of trade networks to Asia and 

the Middle East, mostly thanks to Marco Polo’s voyages through the Silk Road, 

brought with them an increase in the importation of luxurious exotic goods such as 

textiles (in particular silk and wool), spices and fine jewellery, making cities like 

Venice, Bruges, and Florence thriving commercial hubs. This importation increased 

the demand for luxury goods especially among upper classes, soaring the 

distribution, popularity and desirability of these goods to Europe. Still, in response 

to this growing interest, many European states introduced sumptuary laws7 to 

prevent excessive indulgence and maintain social order. However, just like in the 

past, these efforts were vain as the power of the nobility and the urban middle class 

grew stronger over their demand. The last element that influenced the conception 

of luxury during the Middle Ages is patronage. Affluent patrons funded scholars 

and artists to create high-quality items. As a consequence, craftsmanship and 

artistry improved, raising the standing of both the products and the patrons. Over 

the course of the historical periods we have just discussed, luxury evolved to 

 
6 Guilty Pleasures: Luxury In Ancient Greece And The Medieval World, Medievalist.net, 

https://www.medievalists.net/2011/06/guilty-pleasures-luxury-in-ancient-greece-and-the-

medieval-world/ (accessed: 16/12/2024). 
7 Sumptuary laws are norms which were created to limit excessive spending and to curb 

extravagance in fields such as food, clothing, and household items. These laws first appeared in 

ancient Greece and Rome, where they aimed to promote moderation and prevent luxury but often 

proved ineffective. During the Middle Ages, similar regulations spread across Europe but faced the 

same challenges and failed to achieve their goals. By the 20th century, the rise of mass production, 

democratization, and consumer-driven economies made such laws outdated and unnecessary in most 

parts of the world, as access to goods became more widespread and societal values shifted. Cfr.: 

Sumptuary law, in Britannica.com – online English Encyclopaedia, Sumptuary law - Britannica.com 

(accessed: 16/12/2024). 

Figure 1. Detail of 

Philosophy Presenting the 

Seven Liberal Arts to Boethius, 

miniature in a French 

manuscript of The Consolation 

of Philosophy, the Coëtivy 

Master (c. 1460–70); Source: 

blogs.getty.edu 

https://www.medievalists.net/2011/06/guilty-pleasures-luxury-in-ancient-greece-and-the-medieval-world/
https://www.medievalists.net/2011/06/guilty-pleasures-luxury-in-ancient-greece-and-the-medieval-world/
https://www.britannica.com/topic/sumptuary-law
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acquire some characteristics which are still relevant in today’s definition. It was 

consistently associated with the concept of exclusivity, being accessible only to the 

upper classes, and with social status, as luxurious attire, residences, and goods were 

symbolic of a particular class or position in the social hierarchy. At the same time, 

it is interesting to note how luxury has historically been viewed through a dual lens, 

perceived as both a positive force and a negative driver of moral decay and 

inequality. Moreover, the expansion of trade networks during the Middle Ages, 

which would develop significantly in the following centuries, played a key role in 

shaping the concept of luxury. These early trade exchanges laid the groundwork for 

the gradual democratization of luxury, which reached its peak in contemporary 

society, where luxury goods and experiences have become increasingly accessible 

to a broader part of the population. 

 

1.2. The evolution of the concept of luxury in the Modern Era 

The Early Modern Period in Europe saw the emergence of the Renaissance 

(15th – 16th century), a transformative era marked by a profound cultural and 

intellectual revival and rediscovery of classical Greek and Roman ideals. This 

period significantly contributed to the reshaping of the concept of luxury. Unlike 

during the Middle Ages, the aristocracy and rising bourgeoise no longer distanced 

themselves from the pleasures of life but instead embraced them. In fact, it is 

important to stress that the rise of the merchant class or bourgeoisie, implied that 

there was a new social class that was able to accumulate wealth and engage in the 

luxury market, which up until then was reserved to the upper class. Yet even though 

this market started to open to a bigger part of the population, luxury still remained 

a privilege of those wealthier social classes. During this time patronage continued 

to play a significant role, as luxury became closely tied to intellect and art. Wealthy 

families, such as the Medici in Florence, commissioned intricate works of art and 

architectural works, to display both their status, and cultural refinement. Thus, 

luxury became no longer merely a physical display, but a means of showcasing 
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one’s intellectual and cultural knowledge.  By the Industrial Revolution (17th – 18th 

century), luxury’s perception significantly 

transformed, as it began to shift from a focus on 

public grandeur to an emphasis on private 

indulgence. During this time Enlighted ideas 

began to spread rapidly across Europe, bringing 

new philosophies such as individualism and 

liberalism. Their principles put an emphasis on 

personal freedom, self-expression and the pursuit 

of one’s own happiness, leading to a new understanding of luxury as a reflection of 

individual achievement and personal enjoyment. At the same time as the Industrial 

Revolution, there was a “consumer revolution”8: men and women started to 

consume like never before. This transformation was driven by James Watt’s (1736 

- 1819) invention of the steam engine, along with the spread of the division of labor 

and the assembly of standardized parts. In fact, these innovations led to significant 

improvements in production processes, paving the way for the emerging era of mass 

production. Additionally, the expansion of rail, ship and road transportation “meant 

that entrepreneurs could reach a wider range of buyers”9. As more products began 

to be produced, more people started to buy them, leading to a democratization of 

all goods, including luxurious ones. For the first time, a broader segment of society 

could access these products, shifting luxury from an elitist to a more egalitarian 

dimension. This evolution was further influenced by the rising power and 

significance of the middle class, whose growing economic and social prominence 

reshaped the consumption patterns and cultural significance of luxury. This era of 

growth and expanding consumerism found strong support in the ideas of economist 

and philosopher Adam Smith (1723–1790). He believed that the pursuit of luxury 

goods played a crucial role in driving economic activity by boosting production, 

trade, and innovation. As people strived to improve their quality of life and acquire 

finer goods, their demand fuelled industrial and commercial expansion. He also 

 
8 N. McKenderik, J. Brewer and J. H. Plumb, The Birth of a Consumer Society. The 

Commercialization of Eighteen-Century England, Bloomington, Indiana University Press, 1982, p. 

9. 
9 Ivi, p. 63 

Figure 2. Women working 

machines at the American Woolen 

Company, Boston (c. 1912); 

Source: Britannica. 
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argued that the desire for luxury motivated individuals to work harder, save, and 

invest, ultimately contributing to national prosperity. According to Smith, this 

pursuit was a natural expression of human ambition and a powerful engine for 

economic progress10. By the 20th century the perception of luxury saw dramatic 

transformations due to significant social, economic, and historical changes such as 

World War I (1914 - 1918) and World War II (1939 - 1945), together with 

technological advancements, globalization, and shifts in cultural values. Not only 

did these changes redefine the conception of luxury but 

also laid the foundation for the modern luxury industry. 

This period gave birth to iconic high-end brands such as 

Chanel and Lanvin (1909), Prada (1913), Fendi (1925), 

and Salvatore Ferragamo (1927), each of which, in their 

own way, revolutionised the industry. “Each designer 

specialized in one particular sector. […] Salvatore 

Ferragamo became “the shoemaker of the stars” making 

shoes for the celebrities of Hollywood and Coco Chanel 

revolutionized fashion for women with her iconic black 

dress”11. After World War II (1939 - 1945) the rising 

middle class, having more disposable income, began to 

desire fashionable and more affordable alternatives to 

haute couture (high fashion). This contributed to the creation of the pret-a-porter 

(ready to wear) fashion, that is “clothing that’s pre-manufactured to standard sizes 

and sold in finished condition”12. This definition is quite the opposite of that of the 

exclusive custom-fitted high-end garments of haute couture. Pret-a-porter fashion 

strongly contributed to the democratization of luxury, creating clothes that were 

high quality but more affordable, allowing the middle class, and in turn more 

people, to participate in fashion trends. Also, the introduction of entry-level luxury 

 
10 A. Smith, An Inquiry into the Nature and Causes of the Wealth of Nations, London, Bookzine 

Company Ltd, 2012. 
11 Luxury in the 20th century: transformation, Natural Nuance, https://natural-

nuance.com/blogs/news/luxury-in-the-20th-century-

transformation?srsltid=AfmBOoo27oL5CJwHW93FvsRSziFZyGL1LgB013TMA2-

lHgT2E0ynrzsI (accessed: 18/02/2025). 
12 Ready-to-wear clothing, New & Lingwood, https://www.newandlingwood.com/advice-

centre/made-to-measure/ready-to-wear-clothing#bespoke1 (accessed: 18/02/2025). 

Figure 3. Coco 

Chanel in front of her 

first boutique in 

Deauville (1913); 

Source: Chanel. 

 

https://natural-nuance.com/blogs/news/luxury-in-the-20th-century-transformation?srsltid=AfmBOoo27oL5CJwHW93FvsRSziFZyGL1LgB013TMA2-lHgT2E0ynrzsI
https://natural-nuance.com/blogs/news/luxury-in-the-20th-century-transformation?srsltid=AfmBOoo27oL5CJwHW93FvsRSziFZyGL1LgB013TMA2-lHgT2E0ynrzsI
https://natural-nuance.com/blogs/news/luxury-in-the-20th-century-transformation?srsltid=AfmBOoo27oL5CJwHW93FvsRSziFZyGL1LgB013TMA2-lHgT2E0ynrzsI
https://natural-nuance.com/blogs/news/luxury-in-the-20th-century-transformation?srsltid=AfmBOoo27oL5CJwHW93FvsRSziFZyGL1LgB013TMA2-lHgT2E0ynrzsI
https://www.newandlingwood.com/advice-centre/made-to-measure/ready-to-wear-clothing#bespoke1
https://www.newandlingwood.com/advice-centre/made-to-measure/ready-to-wear-clothing#bespoke1
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products13, such as perfumes and accessories, accelerated this democratization, 

creating a viable way of engaging with luxury brands without incurring the 

prohibitive costs of haute couture. Concurrently, the 20th century witnessed the 

globalization of luxury brands as they expanded their operations to new markets in 

North America, Asia, and the Middle East. This globalization was made possible 

by the increasing purchasing power of consumers around the world and the media 

and celebrity culture that transformed luxury into a global aspiration. The trauma 

of two world wars made people reevaluate the value of life, and many embraced 

hedonism and sought enjoyment and self-expression by buying new products. 

      

1.2.1 The 21st century turn: from goods to experiences, from unsustainability to 

sustainability 

     The 21st century represents a turning point with regards to the evolution of the 

perception of luxury and the luxury market as a whole. In fact, at the beginning of 

the century, the very definition of luxury began to move away from the traditional 

association with opulence and exclusivity towards authenticity. As the target 

audience changed, brands needed to reinvent themselves and their strategies to 

adapt to this shift. Over the past few decades, the global luxury market has 

experienced dramatic changes, influenced by both gradual shifts and sudden 

disruptions. As I mentioned earlier, even well before the COVID-19 pandemic, the 

luxury sector was shedding its image as something exclusive for the ultra-wealthy. 

Bain & Company’s 2024 report is a good example that shows how much the 

personal luxury goods market has grown between 1996 and 2024. 

 
13 Entry-level luxury products are more affordable high-end products, which allow consumers to 

engage with luxury brands without paying the high costs of their core items. On one hand, entry-

level products introduce consumers to these high-end brands, allowing consumers to engage with 

them without spending a lot of money. On the other hand, entry-level products allow the brands to 

broaden their reach, while still maintaining their aura of exclusivity. Some examples of entry-level 

luxury products are: accessories, perfumes and fragrances, cosmetics and small leather goods. Cfr.: 

F. Ferrara, I marchi di lusso cambiano strategia: prezzi più bassi per attirare la classe media, 

Nuvolazione Retail, 25th february 2025,  

https://nuvoluzione.com/i-marchi-di-lusso-cambiano-strategia-prezzi-piu-bassi-per-attirare-la-

classe-media/ (accessed: 12/03/2025). 

https://nuvoluzione.com/i-marchi-di-lusso-cambiano-strategia-prezzi-piu-bassi-per-attirare-la-classe-media/
https://nuvoluzione.com/i-marchi-di-lusso-cambiano-strategia-prezzi-piu-bassi-per-attirare-la-classe-media/
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Figure 4. shows how this growth can be divided into roughly eight periods. During 

the sortie du temple (descent from the temple) phase (1996-2000) luxury brands 

began to target their sales to a mass audience.  As a consequence, the market started 

growing quite rapidly in those years, going from a value of €76 billion in 1996 to 

€116 in 2000. This growth further sped up during the democratization phase (2001-

2007), where “the mass adoption of luxury goods became commonplace”14 and the 

market continued to grow steadily. However, this growing trend was then sharply 

interrupted due to the 2008 bankruptcy of Lehman Brothers, which caused not only 

a major global crisis (the so-called Great Recession whose effects are still tangible 

today), but also a critical two-year market contraction of personal luxury goods. 

This was a very difficult time for luxury brands as their sales started to collapse. 

Even VICs15 (Very Important Clients), which represent a core part of these brands’ 

customers, drastically cut their luxury purchases due to economic uncertainty. In 

reaction to this crisis the very famous American luxury department store chain 

Saks Fifth Avenue even applied 80% discounts to its luxury items. Unofficial 

 
14 X. Hang, Examining The Growth Of The Luxury Industry In Asia Through ‘The Cult Of The 

Luxury Brand’, seeking alpha, 19th June 2017, https://seekingalpha.com/article/4082331-

examining-the-growth-of-the-luxury-industry-in-asia-through-the-cult-of-the-luxury-brand 

(accessed: 26/02/2025). 
15 VICs are a very slim part of the population (they represent about 1% of the world’s population) 

which hold much of the world’s wealth. VICs are a fundamental part of luxury brand’s clients as 

their purchases have a very big impact on these brands’ revenue. Because of their either family or 

professional status they have an extremely high spending potential and are less affected by economic 

cycles compared to other clusters. Cfr.: Very Important Client: istruzioni per l’uso, 

FashionMagazine.it, 11th November 2024 https://www.fashionmagazine.it/market/digital-

excellence-roundtable-very-important-client-istruzioni-per-luso-114605 (accessed: 27/02/2025). 

Figure 4. Global personal luxury goods market (€ billions) from 

1996 to 2024; Source: Bain & Company. 

https://seekingalpha.com/article/4082331-examining-the-growth-of-the-luxury-industry-in-asia-through-the-cult-of-the-luxury-brand
https://seekingalpha.com/article/4082331-examining-the-growth-of-the-luxury-industry-in-asia-through-the-cult-of-the-luxury-brand
https://www.fashionmagazine.it/market/digital-excellence-roundtable-very-important-client-istruzioni-per-luso-114605
https://www.fashionmagazine.it/market/digital-excellence-roundtable-very-important-client-istruzioni-per-luso-114605
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sources reported that designer bags, such as those by Jil Sander, dropped from 

$3,000 to $300. This caused a very big problem for the industry as it severely 

undermined the positioning of high-end brands. Their image of being unattainable 

and exclusive started to slowly vanish. During autumn of 2008 leading brands, in 

order to reestablish the perception of luxury as something exclusive, hired their 

own sales staff within department stores and centralized pricing and merchandising 

strategies16. This crisis phase (2008-2009) was then overcome in the following 

Chinese acceleration phase (2010-2014). This period is crucial as the Chinese 

consumers’ enthusiastic purchasing habits of luxury goods, often described as 

“Chinese bulimia”17, during those years played a decisive role in reviving the 

global luxury market from the preceding phase of profound crisis. It is important 

to note that solely in 2015 Chinese consumers “[…] accounted for the largest 

portion of global purchases (31%), followed by Americans (24%) and Europeans 

(18%)”18. In fact, since the 1990s China decided to abandon its earlier socialist 

protectionists policies to take a capitalist route, opening its economy to global trade 

and investment19. Its consequent rising purchasing power and consumer demand 

positioned it as a critical market for luxury brands. During this time many brands 

refused to invest that much on their e-commerce, deciding to rely more on sales in 

their physical boutiques or third-party multi-brand retailers. Chinese consumers 

purchased luxury goods mainly during their travel trips abroad and they did that 

for three main reasons: firstly, because they could take advantage of the tax refund, 

secondly, because shopping became a fundamental part of their travel experience, 

and thirdly because “buying a brand in its country of origin comes with a sense of 

authenticity and excitement”20. After the Chinese acceleration, the luxury market 

 
16 V. Ruggieri, Perché la crisi del 2008 ha costretto l’industria del lusso a reinventarsi? Un passato 

molto più vicino di quanto pensiamo, NSS Magazine, 21st January 2025, 

https://www.nssmag.com/it/fashion/39621/2008-crisi-lusso-moda (accessed: 27/02/2025). 
17 D. Bochańczyk-Kupka, The New Trends in the Luxury Market in the 21st Century, Katowice, 

University of Economics in Katowice, 2022, p. 113. 
18 C. D’Arpizio, F. Levato, D. Zito and J. de Montgolfier, Luxury Goods Worldwide Market Study 

Fall-Winter 2015: A Time to Act—How Luxury Brands Can Rebuild to Win, Bain & Company, 21st 

December 2015, https://www.bain.com/insights/luxury-goods-worldwide-market-study-winter-

2015/ (accessed: 26/02/2025). 
19 N. Chanda and S. Froteschel, A World Connected: Globalization in the 21st Century, New 

Heaven, YaleGlobal Online, 2012, p. 15-17. 
20 D. Bochańczyk-Kupka, The New Trends in the Luxury Market in the 21st Century, Katowice, 

University of Economics in Katowice, 2022, p. 114. 

https://www.nssmag.com/it/fashion/39621/2008-crisi-lusso-moda
https://www.bain.com/insights/luxury-goods-worldwide-market-study-winter-2015/
https://www.bain.com/insights/luxury-goods-worldwide-market-study-winter-2015/
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has undergone a reboot phase (2015-2016) and then a new normal phase (2017-

2019). During these years preceding the COVID-19 pandemic luxury brands 

started not only to align with the themes of inclusivity and transparency, but they 

also started to take a more sustainable and ethical route, by focusing on a more 

sustainable production (such as recycling, upcycling, ethical production methods, 

working conditions, fair trade, etc …), reducing carbon emissions and using 

environment-friendly materials. Sustainability was such a core part of the market 

that it became the Luxury Daily’s 2019 Luxury Word of the Year for its critical 

impact on luxury brand’s strategies and philosophies21. The new consumers 

expected these big brands to be more transparent in their operations, highlighting 

how Corporate Social Responsibility (CSR) is playing a key role in this context. A 

clear example of this is LVMH’s commitment for environment and biodiversity 

through their 2019 Animal-based Raw Materials Sourcing Charter which promotes 

the responsible sourcing of fur, leather, exotic leather, wool, and feathers22. Their 

commitment deals with the traceability of origin of the materials and a strong 

knowledge of the supply chain, farming and trapping conditions of the animals and 

respect for workers, the environment and biodiversity throughout the animal-based 

supply chain. Antonio Belloni, ex-President of LVMH Italy, reported that:  

We believe our role is to keep pushing the sector towards the highest and strictest 

certifications to raise the standards and address the environmental, social and ethical 

components of the fur, leather, wool and feather industries through clearly structured and 

audited supply chains, empowering the Maisons, their designers and their partner suppliers 

to safeguard the know-how and creative crafts that have been passed on through 

generations23. 

 
21 M. A. Khan, Sustainability is 2019 Luxury Word of the Year, American Marketer, 30th December 

2019, https://americanmarketer.com/2019/12/30/sustainability-is-luxury-word-of-the-year/ 

(accessed: 27/02/2025). 
22 Ahead of its sustainability roadmap, LVMH announces new commitments for environment and 

biodiversity, LVMH, Paris, 26th September 2015, https://www.lvmh.com/en/publications/ahead-of-

its-sustainability-roadmap-lvmh-announces-new-commitments-for-environment-and-biodiversity 

(accessed: 27/02/2025). 
23 Ibidem.  

https://americanmarketer.com/2019/12/30/sustainability-is-luxury-word-of-the-year/
https://www.lvmh.com/en/publications/ahead-of-its-sustainability-roadmap-lvmh-announces-new-commitments-for-environment-and-biodiversity
https://www.lvmh.com/en/publications/ahead-of-its-sustainability-roadmap-lvmh-announces-new-commitments-for-environment-and-biodiversity
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As mentioned earlier, another key 

element on which the luxury industry started 

to give more importance during these years 

is inclusivity. As the target audience started 

to change, moving towards Gen Z and 

Millennials, luxury marketing shifted its 

focus towards the celebration of inclusion, 

individuality and diversity. This new target, 

in fact, “craves tools for acceptance self-

expression”24. A 2021 survey conducted by Quantilope on brand diversity and 

inclusion found that about 76% of Gen Z considers it to be an important topic for 

brands to address and that similarly and about 51% of them said they would like 

to see brands include more diverse casting and imagery in their advertising and 

branding25. A clear example of a high-end brand’s commission towards this is 

Gucci’s 2019 launch of its first gender-neutral fragrance called Mémoire d’Une 

Odeur through a campaign featuring the ex-One Direction band member Harry 

Styles (Figure 5.). However, not all these inclusive campaigns were executed 

successfully. A clear example is Gucci’s scandal for a 

wool jumper (Figure 6.) which was criticised for 

“resembling blackface”26 (2019). This black jumper 

covered the lower part of the face of the model and 

featured a red cut-out around the mouth. This design 

received backlash on social media. In fact, many 

netizens considered it offensive as it resembled very 

much the golliwog doll, known to be a symbol of 

racism. In the end, Gucci responded to this by publicly 

apologizing and quickly removed the sweater from sale. After this more stable 

 
24 M. A. Khan, Sustainability is 2019 Luxury Word of the Year, American Marketer, 30th December 

2019, https://americanmarketer.com/2019/12/30/sustainability-is-luxury-word-of-the-year/ 

(accessed: 27/02/2025). 
25 W. Wang, How Has the Fashion Industry Reacted to Gen z’s Completely Different Consumption 

Concepts and Shopping Habits?, Academic Journal of Humanities & Social Sciences, 4, (2021), 10, 

pp. 72-80. 
26 Gucci withdraws jumper after ‘blackface’ backlash, BBC, 7th February 2019, 

https://www.bbc.com/news/business-47153413 (accessed: 27/02/2025). 

Figure 5. Harry Styles holding 

the fragrance Mémoire d’Une Odeur 

during the promotion campaign 

(2019); Source: Vougue Australia. 

 

Figure 6. Model 

waring the Gucci 

“blackface sweater” 

(2019); Source: NBC 

News. 

https://americanmarketer.com/2019/12/30/sustainability-is-luxury-word-of-the-year/
https://www.bbc.com/news/business-47153413
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period followed the COVID-19 crisis and rebound phase (2020-2022) which 

endured the major impacts that the pandemic had on the luxury market and its 

subsequent recovery. The pandemic led to an economic depression in 2020 which 

changed the luxury market forever. The value of the global personal luxury goods 

market sharply dropped, going from €284 billion in 2019 to €223 billion in 2020. 

The demand for luxury items plummeted as consumers changed their purchasing 

behaviours, stores closed under lockdown regulations and international travel was 

dramatically limited. People cut back on their spendings and reduced their luxury 

purchases, not only in terms of products but also travel and experiences. In fact, 

travel plays a key role in sales numbers in the luxury market. The Business 

Research Company’s 2025 report suggests that the luxury travel market size has 

grown steadily in recent years, growing from a value of “$1696.93 billion in 2024 

to $1784.98 billion in 2025 at a compound annual growth rate (CAGR) of 5.2%.”27. 

The closure of stores under lockdown measures meant that the contact with 

potential customers was reduced, and brands could not count on sales in their 

physical stores anymore. Therefore, luxury brands started a digital transition, 

investing more on their e-commerce and in general on their presence online. As 

reported by Bain & Company’s 2020 Luxury Goods Worldwide Market Study, “in 

the luxury market, online sales made up €49 billion in 2020, up from €33 billion 

in 2019. The share of purchases made online nearly doubled from 12% in 2019 to 

23% in 2020”28. Luxury brands rapidly adapted to this shift by exploring digital 

innovations, including immersive technologies like Virtual and Augmented 

Reality (VR and AR) and the introduction of Non-Fungible Tokens (NFTs)29 but 

also the Metaverse. One of the first brands to join the Metaverse is Balenciaga. In 

 
27 Luxury Travel Global Market Report 2025, The Business Research Company, January 2025, 

https://www.thebusinessresearchcompany.com/report/luxury-travel-global-market-report 

(accessed: 18/03/2025). 
28 C. D’arpizio, F. Levato, F. Prete, C. Gault and J. de Montgolfier, The Future of Luxury: Bouncing 

Back from Covid-19, Bain & Company, 14th January 2021, https://www.bain.com/insights/the-

future-of-luxury-bouncing-back-from-covid-19/ (accessed: 27/02/2025). 
29 NFTs “are digital assets that use blockchain technology to link ownership to one-of-a-kind 

physical or digital items, such as artwork or music”. Cfr.: T. Campbell, What are NFTs? A 

beginner’s guide to non-fungible tokens, Business Insider, 21st January 2025, 

https://www.businessinsider.com/personal-finance/investing/nft-meaning (accessed: 27/02/2025). 

https://www.thebusinessresearchcompany.com/report/luxury-travel-global-market-report
https://www.bain.com/insights/the-future-of-luxury-bouncing-back-from-covid-19/
https://www.bain.com/insights/the-future-of-luxury-bouncing-back-from-covid-19/
https://www.businessinsider.com/personal-finance/investing/nft-meaning
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2021 the brand announced a 

collaboration with the computer game 

Fortnite. Thanks to this collaboration, 

players could purchase through the 

game clothes and accessories 

designed by Balenciaga and dress up 

their avatars in them (Figure 7.). Not 

only that, but limited edition physical 

Balenciaga x Fortnite merchandise was also available through the brand’s shop and 

website. This strategy creates an integral experience for the consumer, who could 

experience the brand both digitally and physically. Another key example of how 

luxury brands took advantage of VR is Louis Vuitton’s virtual fashion shows. In 

2020 the brand offered its customers a front-row unique experience. Customers 

could attend the Louis Vuitton’s fashion show from the comfort of their homes and 

take a closer look to its collection through the use of VR. All these experiences led 

in the following years to a creation of an omnichannel experience of luxury brands. 

One of the core shifts in luxury is the movement towards more experiential 

marketing techniques rather than traditional ones and this is very much linked to 

the creation of an immersive and integrated customer experience that would keep 

the customer hooked up by the brand. In fact, as McKinsey & Company reported 

already in 2018 that: 

The traditional, linear customer journey has been blown to bits: today’s average luxury 

shopper engages with brands through multiple touchpoints […] along a fragmented, highly 

personalized journey. Half or more of these touchpoints are digital. Even as customers travel 

from one country to another, they now expect a seamless, coherent relationship with brands 

across these different touchpoints30. 

After two years of post-pandemic recovery (2021-2022), the luxury industry 

experienced two intense years, this period is called the elevation phase (2023-

2024). During 2023 the luxury market experienced a period of normalized growth, 

 
30 A. Achille, S. Marchessou and N. Remy, Luxury in the age of digital Darwinism, McKinsey & 

Company, 1st February 2018, https://www.mckinsey.com/industries/retail/our-insights/luxury-in-

the-age-of-digital-darwinism (accessed: 04/03/2025). 

Figure 7. Fortnite avatars wearing 

clothes from its collab with Balenciaga; Source: 

GQ Magazine Italia. 

https://www.mckinsey.com/industries/retail/our-insights/luxury-in-the-age-of-digital-darwinism
https://www.mckinsey.com/industries/retail/our-insights/luxury-in-the-age-of-digital-darwinism
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reaching €1.5 trillion globally, a 8% to 10% growth over 202231. However, in 2024 

the industry experienced a progressive deceleration and, in the end, a slight 

contraction, going from a value of €369 billion in 2023 to €363 billion in 2024. 

According to Bain & Company, this happened because “the sector faced pressure 

from various sources, including among customers trading down to nonluxury 

brands and the rise of insurgent competitors offering smart pricing strategies and 

strong appeal to younger generations”32. The economic uncertainty of these years 

and the fact that brands continued to increase their prices created a situation where 

people cut back their purchases, especially of discretionary items showing a bigger 

focus on value for money. This is also clearly visible in the fact that people started 

buying more from outlets rather than from retail stores, outperforming them. This 

performance was driven not only by a bigger consumers’ focus on value for money, 

but also by the fact that outlets are becoming the preferred medium through which 

entry the luxury market. In 2024 luxury spending increasingly shifted from goods 

to experiences, which grew the most among all luxury categories reaching a 5% 

increase (Figure 8.). 

 

 

 

 

 

 

 

 

 

 

Indeed, consumers gave more importance to travel, social events and wellness-

focused activities over traditional consumption. Bain & Company predicts that 

 
31 C. D’Arpizio, F. Levato, A. Steiner and J. de Montgolfier, Long Live Luxury: Converge to Expand 

through Turbulence, Bain & Company, 18th January 2024, https://www.bain.com/insights/long-live-

luxury-converge-to-expand-through-turbulence/#:~:text=E%20resilience (accessed: 28/09/2025). 
32 C. D’Arpizio, F. Levato, A. Steiner and J. de Montgolfier, Luxury in Transition: Securing Future 

Growth, Bain & Company, 17th January 2025, https://www.bain.com/insights/long-live-luxury-

converge-to-expand-through-turbulence/#:~:text=E%20resilience (accessed: 04/03/2025). 

Figure 8. Growth of global luxury spending by segment from 

2010 to 2024; Source: Bain & Company. 

https://www.bain.com/insights/long-live-luxury-converge-to-expand-through-turbulence/#:~:text=E%20resilience
https://www.bain.com/insights/long-live-luxury-converge-to-expand-through-turbulence/#:~:text=E%20resilience
https://www.bain.com/insights/long-live-luxury-converge-to-expand-through-turbulence/#:~:text=E%20resilience
https://www.bain.com/insights/long-live-luxury-converge-to-expand-through-turbulence/#:~:text=E%20resilience
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during 2025 there will be a slight improvement in the luxury market which will 

highly depend on the global macroeconomic scenarios and that looking toward 

2030 the market is expected to grow steadily over the long term, as more 

consumers become potential buyers. Still, “as we step into 2025, the luxury 

industry is facing a significant slowdown that has hit even top brands hard, not 

dissimilar to what the broader fashion industry is experiencing”33. There are two 

main factors related to this slowdown. The first one being that over the last few 

years luxury brands started increasing their products’ prices more and more every 

year. In 2015 a Chanel medium Classic Flap bag cost $4,900, now in 2025 about 

$10,800. As reported by the English retail intelligence company EDITED, since 

2019 luxury goods’ prices in the US increased by 61%34. The second factor is 

linked to the democratization phase. As the luxury market expanded over the last 

decades and thus broadened its reach, many brands were not able to keep up with 

the higher demand. Indeed, many of them struggled to maintain their usual quality 

standards throughout the supply chain, producing goods that weakened their core 

values of high-quality, refined, handcrafted goods, and ultimately failing to keep 

their promise to clients. This sparked among customers the question of whether 

spending a premium price for these poorly produced luxury items is really worth 

it.  

 

1.3. The new luxury consumers: Generation Z and Millennials  

The luxury landscape is witnessing a profound shift in their target consumers, 

with Gen Z and Millennials emerging as the driver force that is reshaping the 

industry. These younger generations have specific attributes and shared values that 

over time translate into generational spending patterns that differ from prior 

generations. In particular, Bain & Company’s 2024 report reveals that “Generation 

Z is positioned at the forefront of social and cultural change, inspiring other 

 
33 A. Balchandani, G. D’Auria, J. Grunberg, A. Saint Olive and S. Andre, The State of Luxury: How 

to navigate a slowdown, McKinsey & Company, 13th February 2025, 

https://www.mckinsey.com/industries/retail/our-insights/state-of-luxury (accessed: 04/03/2025). 
34 4 things to know about the luxury slowdown, Vogue Business, 17th January 2025, 

https://www.linkedin.com/pulse/4-things-know-luxury-slowdown-voguebusiness-00gpe (accessed: 

04/03/2025). 

https://www.mckinsey.com/industries/retail/our-insights/state-of-luxury
https://www.linkedin.com/pulse/4-things-know-luxury-slowdown-voguebusiness-00gpe
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generations’ value systems, with a strong desire for lived experiences and a quest 

for meaning. By 2030, Gen Z will account for 25% to 30% of luxury market 

purchases, while millennials will account for 50% to 55%.”35. These generations 

are pushing for luxury brands to be more transparent and authentic, providing a 

richer and more personalized connection that aligns with their values. Their demand 

for inclusivity, sustainability, and high quality is redefining what luxury means 

today. Understanding the distinct characteristics, motivations, and consumption 

behaviours of Gen Z and Millennials is essential for comprehending the evolving 

luxury landscape. 

 

1.3.1. Generation Z 

Gen Z (or Zoomers) roughly comprises those born between 1997 and 2012 

positioning itself between Millenians and Gen Alpha. Gen Z is the largest 

generation so far, as it represents almost 25% of the global population and will 

likely be the only generation to reach 2 billion people. Not only that, but they are 

also wealthier than any generation before it: the average American 25-year-old Gen 

Zer has an annual household income of over $40,000 a year. This puts them in a 

stronger financial position than Millennials were at the same age and are over 50% 

ahead of what Baby Boomers earned at 2536. Lastly, they are the highest spending 

generation so far as today they “account for approximately 17.1% of the total global 

spend of $57.6 trillion USD [and] by 2030, that number will grow to 18.7%”37. 

Zoomers are also known as “digital natives”, a term that distinguishes them as the 

first generation to ever grow up with the internet as an intrinsic part of daily life, 

giving them instant and extensive access to information. It is precisely this 

characteristic that strongly shapes their consumer behaviour and habits: they are 

digitally fluent, more conscious and hyper informed, accustomed to scrolling, and 
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37 Ibidem.  
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with a littler attention span, leading to greater expectations for immediacy.  So, it’s 

no surprise that they spend a lot of time online (more than half of them spends an 

average of 4 hours daily on social media38) and prefer using platforms such as 

YouTube, Instagram and TikTok not only for leisure purposes but even as search 

engines39. They are therefore more comfortable with technology and prefer to use 

mobile devices for media consumption, shopping and social interactions, relying a 

lot on micro influencers for product recommendations and purchasing decisions. 

Often times, before purchasing a product Zoomers go online and look for news and 

reviews about them. As a matter of fact, “almost 40% of adult Gen Zers say their 

purchasing decisions are most influenced by social media [while] for millennials, 

not so much”40 and usually they are influenced by the brands and influencers 

featured in the videos they watch. Indeed, they consume more video content than 

any other generation and this influences their brands and product choices. In fact, a 

2019 McKinsey survey on Gen Zers, Millennials and Gen Xers found that 

“majorities of Gen Zers in all six countries surveyed, and 70% overall, say they 

learned about new brands via video-based social media at least once a month”41 and 

that “in all six countries, Gen Zers are more likely than other cohorts to cite video 

as a top three influence”42. The centrality of video content to their decision-making 

is indicative of how storytelling and entertainment are no longer peripheral but 

integral to marketing strategies aimed at this demographic43. When talking about 

Zoomers and their purchasing behaviour, it is important to stress which are their 

 
38 How Much Time Does Gen Z Spend on Social Media?, Oberlo, 
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Z in America, McKinsey & Company, 20th March 2020, 

https://www.mckinsey.com/industries/retail/our-insights/the-young-and-the-restless-generation-z-

in-america (accessed: 03/04/2025). 
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different?, McKinsey & Company, 29th June 2020, https://www.mckinsey.com/capabilities/growth-
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42 Ibidem. 
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core values, as they are strongly entwined with it. First of all, authenticity and 

personalization are cornerstones of Gen Z’s consumption philosophy. They actively 

seek personalized experiences and direct relationships with brands, valuing the 

most the emotional connection and interaction with them. As I mentioned earlier, 

these people are overall valuing more and more experiences over products, still, 

they want both to be as personalized as possible. This is why they most times 

willingly share personal data with their favourite brands, so that they can have a 

more personalised experience. This generation praises the celebration of the self 

and its uniqueness, this is why they love custom, exclusive or limited products and 

services and collaborations but also prefer smaller brands: they help them be 

distinctive. “In Australia, for example, 61% of Gen Zers surveyed consider brands 

that collaborate with other trendy brands more interesting [while] only 51% of 

Millennials do”44. StoreIs’ report Conquistare la Gen Z: cultura, trend e 

comportamenti confirms this perspective, showing that Gen Z responds positively 

to brand storytelling that feels personally meaningful and inclusive. They are 

particularly drawn to companies that recognise their individuality and actively 

engage with them in ways that make them feel understood, seen and involved45. 

Additionally, Gen Zers prefer experiences over material possessions because they 

perceive them as gateways to self-improvement and meaningful engagement with 

the world around them. When talking about luxury, Zoomers believe that “luxury 

is more associated with how they feel about the experience than how much they 

spend”46. This indicates that they strongly value the overall customer experience 

and customer service. Second of all, Zoomers give a strong importance to 

sustainability, social responsibility and ethical practices. Part of their values is 

shaped by the growing prominence of global issues, such as the climate change, the 
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COVID-19 pandemic, and the uncertain financial landscape, resulting in them 

being strong advocates for political, environmental, economic, and social change. 

This means that this is a generation which is deeply informed about the 

environmental change and climate crisis. Gen Zers are aware that the fashion 

industry is one of the most polluting globally and one which has the least ethical 

practices, this is why they are more conscious about their purchases, especially 

fashion ones. Zoomers prefer brands who are transparent about their production 

practices and are more sustainable. About 45% of them prefer to interact with 

brands which are transparent and trustworthy47 and approximately 77% of 

them state that they avoid purchasing from brands with poor environmental 

standards48. Many of these Zoomers look for certifications and labels that prove the 

eco-consciousness of the brands they are purchasing from. Not only that but they 

are moving more and more towards buying second-hand clothes, as “over 60% of 

Gen Z explores second-hand options before new purchases [and] Gen Z’s average 

closet contains 15% thrifted and reworked pieces, demonstrating their commitment 

to reducing fashion waste and moving away from fast fashion toward investment 

pieces”49. Third of all, Gen Z expects a frictionless customer experience across all 

services that seamlessly blends the digital and the non-digital. While their customer 

journey often begins online — through discovery and research conducted largely 

via mobile and social platforms — it often concludes offline. As I mentioned earlier, 

this generation spends a lot of time online and browses websites for their purchases, 

still, it also values a lot the in-store experience. Zoomers use social media as a 

source of inspiration and to conduct their research on the products they want to buy. 
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About 47% of them uses social media to guide their purchases50 and about 41% of 

them considers short-form video their preferred way to discover new products on 

social media51. Not only that, but Zoomers prefer to actually buy the product they 

want in the physical store. As mentioned by the analyst Blake Droesch on the 

Emarketer Behind the Numbers: Reimagining Retail podcast: 

Social media just plays a much bigger role in influencing really everything that Gen 

Z does but particularly as a shopping channel. This is very different from saying that Gen Z 

over-indexes with social commerce. So, it’s not necessarily that the majority of the Gen Z 

generation are doing all of their shopping within a social platform, including checkout, but 

the influence at the top of the funnel is really predominant52. 

Gen Z consumers are most inclined to purchase new products from new 

brands in physical stores (51.9%), significantly more than through other channels. 

Websites follow as the second-most preferred option (46%), while mobile apps 

(38.5%) and social media platforms (24.3%) trail behind53. This can be connected 

to their love for experiences as going to a brick-and-mortar shop is not just a matter 

of purchasing products, it is an opportunity to engage with the products, to try them, 

living a sensory experience, and to socialise with their friends. Additionally, this 

type of experience gives them an instant gratification for coming out of the store 

with the purchase in their hands. However, even when shopping in-store, Gen Zers 

are rarely offline. They usually use mobile devices to compare products and prices, 

read reviews, ask for recommendations, and look for cheaper alternatives online 

before making an in-store purchase54. This hybridised approach to retail where the 

boundaries between digital and physical blur, is a testament to their demand for a 
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seamless integration. Gen Z moves easily between online and offline shopping and 

expects brands to do the same and to create an integrated omnichannel experience 

which is easy to access and to use.  When talking about the luxury industry all these 

factors are fundamental as they influence also Gen Z’s luxury purchases. In fact, 

“Gen Z’s purchasing decisions are increasingly driven by online engagement, 

influencer endorsements, and peer recommendations, positioning them as 

trendsetters in the luxury space”55. The pursuit of social belonging and identity 

affirmation often motivates this generation to invest in luxury goods that are either 

trending within their social circles or promoted by influencers they admire. In an 

era where digital self-presentation and perceived social capital hold significant 

value, products promoted by trusted voices or widely accepted within peer 

communities carry much more appeal. The main shift in the perception of luxury in 

Gen Zers deals with the fact that the luxury item is not seen as a status symbol but 

rather as a medium of self-expression. This is why, even in the luxury industry they 

are striving for brands that represent their core values. Gen Z’s approach to 

consumption reflects a careful negotiation between their sensitivity to price and 

their desire for high-quality, distinctive products. While they are willing to invest 

in items that meet their standards in terms of craftsmanship, ethical production, and 

uniqueness, they remain highly value-conscious, often seeking out the best possible 

deal before committing to a purchase56. This dual mindset of balancing selectivity 

with financial pragmatism has contributed to a growing interest in the second-hand 

luxury market which in recent years has seen notable growth. Bain & Company’s 

2024 report reveals that “the second-hand luxury goods market grew to an estimated 

€48 billion in 2024, with sales increasing by 7% at current exchange rates, 

outpacing the sales of new luxury goods”57. This shift can be understood in the 

broader context of a luxury industry grappling with inflation, market uncertainty, 

and rising retail prices. For Gen Z, whose purchasing decisions are deeply 
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influenced not only by economic realities but also by a strong awareness of 

environmental impact, buying pre-owned luxury items offers a way to reconcile 

their values with their aesthetic and quality standards. The second-hand route 

allows them to access aspirational products while remaining aligned with their 

ethical convictions and financial priorities. 

 

1.3.2. Millennials 

Millennials (or Generation Y) roughly comprises those born between 1981 

and 1996, positioning them between Generation X and Generation Z. The World 

Economic Forum reports that Millennials now represent the largest adult 

demographic globally, accounting for around 23% of the total population. Having 

overtaken the Baby Boomer generation in size, they are set to remain a dominant 

presence within the global adult population in the near future58. It is predicted that 

by 2035, Millennials will likely become the largest spending generation in history59. 

They had the unique experience of witnessing the turn of the millennium, a moment 

in history that shaped their early worldview. They are also the last generation that 

experienced life before Internet, but at the same time embraced the digital age. 

Growing up during the widespread adoption of information and 

communication (ICT), they are considered the first “digital natives”, followed by 

Gen Z and Gen Alpha. Therefore, they have a more positive attitude towards 

technology and are comfortable with and fluent using it. Gen Y grew up during a 

period of relative stability and economic prosperity, which however began to 

decline due to major events such as the September 11, 2001, attacks and the Great 

Recession (2007–2009), which made it harder for them to reach the same financial 

milestones and level of prosperity as previous generations60. While there are various 

overlapping characteristics between Gen Z and Gen Y, there are also notable 

divergences mainly in their behaviours. Gen Y usually uses mobile devices to 

conduct research about the product or service they want to buy before committing 
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to the actual purchase. Their purchasing behaviour is strongly influenced by User 

Generated Content (UGC), in fact they are “the most likely generation to buy after 

seeing an ad, watching a product video, or reading a social media review”61. This 

is confirmed by recent data, which reveals that “70% of US survey respondents 

from a 2022 Deliotte’s Digital Trends Survey say they follow an influencer, and 

one-third say these online personalities influence their buying decisions”62, about 

89% of Millennials say that they are more likely to purchase from a brand after 

someone they trust recommends a product or service63 and about 90% of them feels 

more confident when conducting an online transaction after watching a video about 

the product they want to buy64. Reading verified reviews online is a key part of 

Millennials’ customer journey, as they want to make sure they are buying from a 

reliable source before committing to the actual purchase65. This is tightly entwined 

with the fact that, unlike Zoomers, they tend to purchase less impulsively “with 

70% [of them] saying they’d prefer to save up and wait to buy something, rather 

than hitting that purchase button instantly”66. It is also important to stress that Gen 

Y’s attention span (12 seconds) is smaller than other generations’ such as Baby 

Boomers’ (20 seconds) but is at the same time longer than Gen Z’s (8 seconds)67. 

This explains why Millennials tend to prefer using platforms that offer longer forms 

of content such as Facebook (92%) and YouTube (75%), even though they also use 

Instagram (59%) a lot68. Another similarity with Gen Zers is that Millennials prefer 
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brands that align with their values both morally and ethically. They deeply value a 

brand’s transparency, authenticity and consistency. As the marketing strategist 

Matthew Tyson once mentioned, Millennials are “not moved by flashy ads, big 

promises, and “wow” factor. They want authentic messages, authentic brands, and 

authentic interactions”69. Not only that, but they significantly prioritise work-life 

balance, personal growth and learning, valuing much more experiences than 

material goods. This mindset is mostly influenced by that fact that Gen Y grew up 

in an era where their fundamental needs were already met and they had access to 

many consumer goods. Therefore, owning a specific product was not perceived as 

a primary marker of success or aspiration. For them, success is not defined by what 

they own but by the richness and quality of their experiences — sharply contrasting 

with Baby Boomers’ perception. This generation lived during the post-WWII era, 

a phase of economic boom and stability characterised by a widespread optimism 

and a collective aspiration to a middle-class lifestyle, often encapsulated by the 

concept of the “American Dream”. This explains why, they believe product 

ownership is a tangible manifestation of success70. As suggested by the video 

shopping platform Ghost Retail  

[Millennials] are ditching the accumulation of possessions in favor of experiences that 

create lasting memories. Whether it’s attending music festivals, going on adventurous trips, 

or trying out new restaurants, this generation craves unique and immersive experiences that 

add value to their lives71.  

For them this does not simply mean spending on travel, but investing in 

memorable, shareable and meaningful experiences that enrich them. They seek 

immersive experiences that allow them to learn something new. This is further 

supported by recent findings which show that “57% [of them] prioritize learning 

new skills, while 41% actively seeks out challenges in their lives”72. But these 

 
69 M. Tyson, Millennials Want Brands To Be More Authentic. Here’s Why That Matters, Huffpost, 

21st January 2016, https://www.huffpost.com/entry/millennials-want-brands-t_b_9032718  

(accessed: 03/06/2025). 
70 J. Dublino, Experience Over Goods: The Millennial Shift in Spending, Business.com, 2nd January 

2025, https://www.business.com/articles/experience-over-goods-the-millennial-shift-in-spending/ 

(accessed: 03/06/2025). 
71 J. Fromm, Travel And Live Events Will Drive Experience Economy Growth In 2025, Forbes, 3rd 

January 2025, https://www.forbes.com/sites/jefffromm/2025/01/03/travel-and-live-events-will-

drive--experience-economy-growth-in-2025/ (accessed: 26/05/2025). 
72 C. Nuttall, Millennial spending habits: 7 trends marketers need to know in 2025, GWI, 6th March 

2025, https://www.gwi.com/blog/millennial-spending-habits (accessed: 03/06/2025). 
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experiences that they long for need to be as personalised as possible. Lee Young-

ae, a professor of consumer economics at Incheon National University, stated that:  

[Millennials and Gen Zers] rather than simply acquiring completed products, they’re 

a generation interested in creating something uniquely their own when consuming a product 

and projecting their personal values onto objects, like things that exist specifically for them. 

They have a do-it-yourself (DIY) desire that stands out compared to other generations. It’s 

not simply about purchasing expensive products for show, but rather about owning products 

that they’ve invested with value through personal experiences and processes that make them 

happy73. 

As far as the interaction between Millennials and the luxury industry is 

concerned, interesting findings reveal that this generation has a taste for fashion, 

specifically high-end products. Similarly to Gen Z, Gen Y sees fashion as a medium 

to express themselves, its status and identity. Indeed, 31% of them consider 

themselves to be fashion-conscious — more than double the 14% of Baby Boomers. 

This interest is reflected in their buying habits as data highlight that Millennials are 

20% more likely to have purchased a luxury brand in the past year and show a 

marked preference for high-end labels74. Recent data from Tink, a payment services 

and open banking platform, indicates that these purchases are deeply influenced by 

Gen Y’s values. This means that Millennials’ (but also Gen Z’s) luxury purchases 

are driven by the prioritisation of quality, sustainability and secure, seamless 

shopping experiences, implying a shift towards a more accessible form of luxury. 

Tink’s research further shows not only that Gen Z and Gen Y represent a leading 

force in the acquisition of luxury items (purchasing an average of 16 and 14 items 

every year), but also that they are becoming more aware and selective of what they 

purchase, with 73% of Millennials surveyed wanting to invest more in quality 

purchases that will last. Moreover, Millennials’ decision on whether to buy a luxury 

product or not is strongly driven by how sustainably made that product is. Survey 

findings confirm this, indicating that about 62% of them say they are willing to pay 

more for ethically made items. The research further highlights that both Gen Z and 

Gen Y, when buying a luxury item, consider the buying experience an integral part 

 
73 L. Gyu-lee, Millennials, Gen Zers find happiness in customization trend, The Korea Times, 15th 

March 2025, https://www.koreatimes.co.kr/lifestyle/trends/20250315/millennials-gen-zers-find-

happiness-in-customization-trend (accessed: 04/06/2025). 
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of the process, and that about three-quarters of these two cohorts are willing to pay 

more for a brand that they trust more75. This further shows the importance of 

creating a seamless phygital omnichannel experience for Millennials as well (not 

only for Zoomers), as this can help ensure trust, security and authenticity 

throughout their customer journey. This is confirmed by recent data by a NICE 

inContact Customer Experience Transformation Benchmark Study, which reveals 

that eight out of ten Millennials expect to seamlessly transition between channels 

like chat, email, and in-person support76. Another notable trend among Millennials, 

closely aligned with their values, is their growing interest in the second-hand luxury 

market. Following Wiedmann et al.’s luxury value perception framework (2009), 

which outlines financial, functional, individual, and social dimensions, Millennials 

buy second-hand luxury for various reasons. The first one being the price value: 

pre-owned luxury items are cheaper, offering access to high quality, well-crafted 

pieces at a lower cost. The second one being uniqueness: second-hand items are 

one-of-a-kind pieces that can help build a unique personal style. Third one being 

the recreational and emotional value: according to Millennials, second-hand 

shopping experiences can be fun, relaxing, and surprising, often leading them to 

purchase pieces for emotional attachment, nostalgia, and collecting reasons. And 

lastly, sustainability: Millennials are highly sensitive to environmental concerns 

and ethical consumption, and second-hand shopping allows them to express a 

socially conscious self77. 

 

1.4. The American conception of luxury 

The perception of luxury in the United States has significantly evolved in 

recent years, influenced by technological advancements, shifting consumer values, 

 
75 D. Wightman-Stone, Gen Z and millennials prioritising quality and sustainability for luxury 

purchases, Fashion United, 6th February 2025, https://fashionunited.uk/news/fashion/gen-z-and-

millennials-prioritising-quality-and-sustainability-for-luxury-purchases/2025020680011 (accessed: 

05/06/2025). 
76 C. Bauserman, Reaching Millennials Through Authentic Omnichannel Experiences, Contact 

Center Pipeline, 1st May 2018, https://www.contactcenterpipeline.com/Article/reaching-

millennials-through-authentic-omnichannel-experiences?utm_source=chatgpt.com (accessed: 

09/06/2025). 
77 L. Jiang, N. Veg-Sala, Z. Mani, M. Mollet, Exploring millennial’s value perception of second-

hand luxury in the post-pandemic world, Proceedings of the International Marketing Trends 

Congress, 2023. 
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and a generational shift in purchasing power. American consumers traditionally 

associated luxury with rarity, heritage, superior craftsmanship, and exclusivity, 

often tied to European legacy brands such as Hermès, Chanel, and Louis Vuitton. 

These brands were admired not only for the quality of their products but also for 

the time and artisanal expertise required to create them, which contributed to their 

desirability and status78. However, the contemporary American luxury consumer, 

particularly Millennials and Gen Z, views luxury through a broader, multifaceted 

lens. Today, luxury is no longer solely defined by price or heritage but rather 

encompasses convenience, personalization, sustainability, digital integration, and a 

meaningful brand experience. As previously mentioned, this shift has been 

accelerated by the increasing influence of digitally native generations. Millennials 

and Gen Z now represent the most powerful demographic segments driving growth 

in the luxury market. They value transparency, authenticity, and ethical practices, 

and they expect brands to reflect their values. Another crucial development in the 

perception of luxury is the rise of digital platforms and social media which have 

become not only the space where brand narratives are shaped and shared, but also 

essential tools for luxury marketing. This allowed brands to engage directly with 

their consumers, amplify their messages through influencers, and create immersive 

online experiences. Despite the growing importance of digital engagement, physical 

retail continues to play a key role in the American luxury market. Many consumers, 

including Millennials, still value the tactile experience of shopping in-store, 

particularly when it comes to high-end goods. While omnichannel integration, 

personalized services, and sustainability have become essential expectations, it is 

the in-store experience that truly defines the luxury retail journey. Flagship 

locations in major cities like New York and Los Angeles are no longer just retail 

spaces — they are immersive environments designed to create emotional 

connections with consumers where storytelling, hospitality, and meticulous 

curation merge together. A clear example of this is Chanel’s Atelier Beauté (Figure 

9.) in Soho, Manhattan which is designed as an interactive beauty lab that fully 

integrates physical and digital touchpoints, allowing customers to experiment with 

 
78 Understanding the complex evolution of luxury in the U.S., CPP Luxury, 28th April 2019, 

https://cpp-luxury.com/understanding-the-complex-evolution-of-luxury-in-the-u-s/ (accessed: 

01/08/2025). 

https://cpp-luxury.com/understanding-the-complex-evolution-of-luxury-in-the-u-s/


32 

 

products in a personalized and engaging way. Upon entering the store, visitors are 

invited to store their personal belongings, 

create an account, select their favourite 

products digitally, and receive tailored 

service throughout their visit. This type 

of retail concept goes far beyond the 

traditional boutique format — it is a 

phygital space that embodies the brand’s 

values while offering a seamless and 

memorable shopping experience79. Another example is Louis Vuitton’s New York 

flagship store (Figure 10.) which in fall 2024 captured everyone’s attention online. 

As part of their periodic renovation, the store’s facade was disguised as an 

enormous stack of the maison’s luggage trunks. At the same time, the brand 

relocated the store to a temporary location nearby. This experience created a store 

that not only served as a retail point but also a 

cultural and aesthetic destination. Initiatives such 

as these, offer immersive experiences that digital 

platforms cannot replicate, reinforcing the 

emotional bond between brand and consumer. At 

the same time, also expectations around customer 

experience have evolved. Today’s American 

luxury shopper seeks convenience without 

compromising on quality or service. This has led 

to a rise in hybrid retail models that blend self-

service technologies, such as chatbots and mobile 

checkout, with high-touch personalization and 

concierge-style services. A recent Persistence Market Research report found that  

Concierge-level customer experiences and hyper-personalization are likely to be the 

key trends in North America by 2032. These are estimated to become prevalent as modern 

customers seek emotionally resonant, personalized experiences rather than just a product. 

The rising influence of Customer Relationship Management (CRM) technologies, data 

 
79 USA: Il negozio è il fulcro del coinvolgimento del cliente nel settore del lusso, CEGID, 23rd April 

2025, https://www.cegid.com/it/blog/luxury-retail-stati-uniti/ (accessed: 01/08/2025). 

Figure 10. Louis Vuitton 

New York flagship store disguised 

as a stack of luggage trunks; 

Source: Dezeen 

 

Figure 9. Chanel’s Atelier Beauté in 

Soho; Source: Vogue Business. 
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analytics, and Artificial Intelligence (AI) is predicted to allow brands to track individual 

behaviors and preferences across physical and digital channels80.  

Additionally, a 2024 Vogue Business report shows that 55 % of luxury 

consumers in the U.S. have used concierge services to access exclusive experiences 

— particularly younger shoppers — and that Gen Z is more likely to seek these 

services for convenience and exclusivity. As a matter of fact, American consumers 

expect fast, efficient, and flexible options, such as same-day delivery or 

personalized recommendations, while also desiring more exclusive and curated 

experiences. According to the same Persistence Market Research report “in the 

U.S., around 71% of luxury product customers reported that personalized 

experiences significantly affected their purchase decisions, up from 59% two years 

ago”81. A clear example of how these requests are fulfilled by luxury retail shops is 

Gucci’s partnerships with the marketplace Farfetch. This collaboration allowed 

Gucci to complete deliveries within 90 minutes in New York, Los Angeles, and 

Miami82. Moreover, a recent key driver of the luxury market in America is the rising 

popularity of the “Quiet Luxury” trend which focuses on expert craftsmanship and 

a simple, elegant style, with brands like Brunello Cucinelli, The Row, and Loro 

Piana setting the tone. Inspired by shows like Succession, these brands put more 

value on exclusivity and quality instead of loud logos or designs83. Nevertheless, 

the most important transformation to note is the shift in the American perception of 

what a luxury brand is, what values a luxury brand. As we previously mentioned, 

while European maisons have long set the standard for a specific model of luxury, 

often centred on heritage, lineage, and exclusivity rooted in aristocratic traditions, 

today American brands are actively shaping a new and distinctive approach to 

luxury, one that is more fragmented, culturally specific, and emotionally resonant. 

According to recent research from the bank Barclays, the U. S. is projected to 

 
80 North America Luxury Goods Market Size, Share, Trends, Growth and Forecasts, 2025 – 2032, 
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81 Ibidem. 
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surpass China as the leading driver of global luxury sales in 202584. This shift is 

driven by two key factors: Trump’s recent protectionist economic policies, and the 

growing concentration of wealth in the hands of the top 10% of American 

consumers, who now account for nearly half of the country’s spending85. As a 

result, the U.S. is emerging not only as a key market but as a cultural force in the 

global luxury landscape. This economic backdrop sets the stage for a new 

generation of American brands to explore and redefine what luxury means through 

the lens of identity, craftsmanship, and personal narrative. A fundamental aspect of 

this transformation lies in the 

reinterpretation of traditional American 

codes. Brands such as Bode have 

positioned themselves as pioneers in this 

cultural shift, offering garments that 

embody a deep sense of history and 

collective memory. Drawing on founder 

Emily Adams Bode Aujla’s Cape Cod 

upbringing and a deep study of historical domestic techniques, Bode creates 

collections rooted in Americana — varsity jackets, patchwork quilts, and vintage 

textiles — imbuing each piece with a sense of heirloom value and intimate 

storytelling (Figure 11.). As the brand’s own manifesto puts it, Bode is “an 

American luxury brand that expresses a sentimentality for the past through the study 

of personal narratives and historical techniques”86. This shift towards storytelling 

and symbolic heritage is echoed across the American luxury landscape. For 

example, Thom Browne draws from classic tailoring and American patriotic 

iconography (most notably the red, white, and blue) to subvert traditional gender 

 
84 S. Conti, With China in the Doldrums, U.S. Will Fuel Luxury Goods Sales in 2025, Women’s 
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Journal, 23rd February 2025, https://www.wsj.com/economy/consumers/us-economy-strength-rich-

spending-2c34a571?mod=livecoverage_web (accessed: 26/07/2025). 
86 BODE, About Page, https://bode.com/pages/about (accessed: 26/07/2025). 

Figure 11. Models wearing Bode 

clothing; Source: The Cut. 
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and dress codes through a highly conceptual, structured 

aesthetic (Figure 12.). These reinterpretations mark a 

shift from surface-level branding toward a deeper 

aesthetic and emotional storytelling. At the same time, 

legacy brands once associated with the aspirational 

mass-market are repositioning themselves to reflect 

these new codes of exclusivity. This shift can be clearly 

exemplified by The Gap, arguably the emblem of mall-

brand ubiquity, which has launched GapStudio, a sleek 

clothing line with a higher price point. This rebranding 

was communicated through stars like Timothée 

Chalamet who wore a custom GAP outfit to the 2025 

Oscars nominee dinner (Figure 13.). Similarly to Bode, brands like The Elder 

Statesman and Amiri present distinct interpretations of American luxury grounded 

in subculture, craftsmanship, and lifestyle. The Elder Statesman channels 

California’s 1990s surf and rave scenes into ultra-colourful, artisanal knitwear, 

while Amiri mixes streetwear with rock-inspired tailoring. These brands create 

experiences that go beyond the product, emphasizing authenticity and cultural depth 

over the traditional European markers of refinement. 

So, as previously mentioned, we can conclude that this 

wide spectrum of approaches emphasises a larger 

cultural transformation. The American conception of 

luxury no longer adheres to a singular model but 

thrives on diversity, hybridity, and reinvention. It 

reflects a broader reimagining of American cultural 

codes, where symbols once rooted in tradition or 

mainstream conservatism are reinterpreted to speak to 

a global, experience-driven audience. Brands now 

have the opportunity to create new narratives rooted in 

memory, subculture, and emotional resonance. 

American designers are carving out space not just in 

the marketplace, but in the cultural imagination. They are no longer simply 

Figure 13. 

Timothée Chalamet 

wearing a full custom GAP 

outfit at the 2025 Oscars’ 

nominee dinner; Source: 

Highsnobiety. 

Figure 12. Thom 

Browne’s 2022 fall 

ready-to-wear look; 

Source: Vogue Runway. 
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following the path laid by European maisons — they are helping to redraw the 

map87.  
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Chapter 2  

The second-hand luxury market      

 

 

“Don’t be into trends. Don’t make fashion own you, but you decide what you are, what you want to 

express by the way you dress and the way you live.” 
                                                                                 Gianni Versace88 

 

 

The second-hand market has transcended its historical roots as a necessity-

driven practice to become a sophisticated global industry. This chapter delves into 

the transformative journey of pre-owned goods, with a particular focus on the 

luxury segment. What was once considered a marginal and often stigmatized 

activity has become a mainstream mode of consumption, driven by technological 

innovation, shifting socio-economic contexts, and a growing environmental 

consciousness. We will first explore the broader second-hand market, examining its 

rapid growth and the key economic and environmental drivers behind it. The 

chapter will then focus on the luxury second-hand sector, highlighting its unique 

dynamics, consumer profiles, and the specific motivations for purchasing pre-

owned luxury items. Finally, we will analyse the evolving market distribution, from 

offline consignment stores to online platforms, social commerce, and the 

groundbreaking role of artificial intelligence in shaping consumer trust and 

experience. 

2.1. The rise of the second-hand market 

Exchanging pre-owned goods has been part of human societies for centuries, 

from ancient barter exchanges to the informal passing down of items within 

families. What was once a necessity today has matured into a global industry which 

is reshaping consumer expectations and brand strategies alike. Within the fashion 

industry, and particularly within the luxury segment, buying second-hand items is 

no longer considered a marginal or stigmatised practice; instead, it has become 

 
88 L. F. Silverio Paulus, The Versace story is all about family values, Istituto Marangoni Milano, 
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mainstream, mainly due to technological innovation, changing socio-economic 

contexts, and an increasing environmental awareness89. To understand this 

transformation, it is useful to examine the terminology that distinguishes the 

different strands of the second-hand economy. The term “vintage” refers to items 

that are at least twenty years old, valued not only for their durability and quality but 

also for their iconicity and representation of a specific cultural period90. “Second-

hand”, instead, refers to “products that have already been used, regardless of 

whether they are from previous decades or from a more recent collection, i.e., 

regardless of their age. Thus, the term second-hand represents items that have 

previously been in possession or use. Sometimes the terms “pre-owned” or “pre-

loved” are used”91. We can then deduce that “the second-hand market, also known 

as the resale or pre-owned market, involves the buying and selling of previously 

owned goods. This market spans many products, including clothing […] offering 

consumers access to items at prices typically lower than new equivalents”92. This 

resale of pre-owned items, which in the past took place basically only offline, has 

now increasingly shifted to an online dimension. Platforms such as ThredUp, 

Poshmark, and The RealReal, which offer curated experiences and varying degrees 

of authentication of fashion products, strongly contributed to this shift: simply 

consider that ThredUp alone had 1.37 million active buyers as of the first quarter 

of 202593. This evolution from vintage and charity shops to digital resale platforms 

reflects a paradigm shift in scale and perception. While charity shops and thrift 

stores remain essential for many local economies, the integration of digital 

marketplaces has elevated second-hand fashion into a structured and globalised 

 
89 G. Chhatwal, The Rise of Second-Hand Shopping and Its Implications for Brand Positioning, 
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and-its-implications-for-brand-positioning/ (accessed: 29/08/2025). 
90 G. Cannone, Second-hand business Growth: Vintage Today, Fashion Technology Accelerator, 

24th March 2022, https://www.ftaccelerator.it/blog/second-hand-business-vintage/ (accessed: 

29/08/2025). 
91 K. Stolz, Why Do(n’t) We Buy Second-Hand Luxury Products?, Sustainability, 14 (2022), 14, art. 
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industry. According to Statista, the global market for second-hand apparel and 

resale was valued at approximately $177 billion in 2023 and is expected to reach 

$351 billion by 202794. Similarly, ThredUp’s 2025 Resale Report forecasts that the 

global second-hand apparel market will expand even more by 2029, reaching $367 

billion by the same year, growing 2.7X faster than the overall global apparel 

market95. In this context, the United States has played a pioneering role. Platforms 

such as eBay, ThredUp, and The RealReal accelerated the rise of resale in the mid-

2010s, so much so that the country now represents 42% of the global market, with 

reselling accounting for 10% of all clothing sales96. The UK followed, with 

platforms such as Depop, Vinted, Thrift+ and GoThrift remarkably growing in the 

last few years. For instance, GoThrift, founded in Northwest England, expanded 

from four founders to a team of 40 people in just three years, now uploading over 

20,000 items monthly and surpassing 300,000 sales, projecting revenues of £4.4 

million in 202397. This expansion is not just quantitative but also qualitative: 

second-hand is no longer associated with necessity but with desirability. Whereas 

previously associated with stigma, today’s consumers view resale as something 

sustainable, affordable, and aspirational. Luxury resale in particular has 

transformed the perception of second-hand, re-framing it as a means of accessing 

exclusivity. What emerges is not simply an alternative to first-hand consumption, 

but a parallel industry, shaping new definitions of fashion value and redefining what 

luxury itself means. 

 

2.1.1. Socio-Economic and Environmental Factors 

The extraordinary growth of the second-hand market is entwined with the 

socio-economic and environmental context of the early twenty-first century. On one 

hand, economic pressures such as the rising living costs, global recessions, and 

 
94 The rise and rise of second-hand fashion, OnePlanetCapital, 21st June 2023, 

https://www.oneplanet.capital/insights/the-rise-and-rise-of-second-hand-fashion (accessed: 

29/08/2025). 
95 ThreadUp Resale Report 2025, ThreadUp, March 2025, https://cf-assets-

tup.thredup.com/resale_report/2025/ThredUp_Resale_Report_2025.pdf (accessed: 29/08/2025). 
96 The rise and rise of second-hand fashion, OnePlanetCapital, 21st June 2023, 

https://www.oneplanet.capital/insights/the-rise-and-rise-of-second-hand-fashion (accessed: 

29/08/2025). 
97 Ibidem. 
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inflation, encouraged consumers to look for affordable alternatives. On the other 

hand, the increased awareness of environmental degradation caused by fast fashion 

has positioned resale as an ethical and sustainable response to it. Amid economic 

uncertainty, consumers have increasingly turned to second-hand as a way to balance 

quality and affordability. In the U.S., the second-hand apparel market grew by 14% 

in 2024, five times faster than the broader retail clothing market98. This resilience 

during times of financial instability suggests that resale is not merely a trend 

anymore, but it has rather become part of the consumer behaviour. According to 

Baciano, the U.S. second-hand market across categories (fashion, furniture, 

electronics, cars) is valued at more than $50 billion99, highlighting its cross-sector 

appeal. Importantly, resale is now perceived as something that provides “value for 

money” by enabling access to high-quality or designer products that would 

otherwise be unattainable. The cost-of-living crisis has further intensified this shift. 

Research by Earthtopia in 2022 shows that 96% of UK Gen Z and Millennial 

consumers believe high living costs impede their ability to make sustainable 

purchases100, yet resale offers an accessible solution by offering a combination of 

affordability and ethical consumption. This dual role of being both a practical 

economic solution and a sustainable practice has made second-hand particularly 

attractive to younger demographics. If economic necessity explains one dimension 

of resale’s growth, environmental awareness explains its moral imperative. The 

fashion industry is one of the world’s most polluting, responsible for 10% of global 

carbon emissions and 20% of global water waste101. It produces 100 billion new 

garments annually, 70–80% of which either end up in landfills or are burned102. In 

 
98 ThreadUp Resale Report 2025, ThreadUp, March 2025, https://cf-assets-
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the UK alone, 10,000 items are sent to the landfill every five minutes103. 

Furthermore, large volumes of discarded clothing are exported to countries such as 

Ghana and Kenya, undermining local textile economies and creating environmental 

hazards. Buying pre-loved clothes can disrupt this cycle by extending the lifespan 

of garments. A second-hand purchase is estimated to displace 8 kg of CO₂ emissions 

and reduce environmental impact by 82% if compared to buying new104. The 

connection between resale and the circular economy is increasingly evident. Much 

like Airbnb in hospitality or Lyft in mobility, second-hand fashion reflects the 

redistribution of under-utilised resources. This awareness of waste has become 

acute: McKinsey research highlights that consumers buy an average of 60 garments 

per year, yet 40% remains rarely or never worn105. This discrepancy between 

consumption and actual use has placed waste reduction at the centre of the resale 

phenomenon. For younger generations in particular, embracing circular practices 

through resale is both a practical response to unsustainable fashion cycles and a 

symbolic act of resistance against overconsumption. 

 

2.2. The second-hand luxury market 

In the last decade, the resale of luxury goods has evolved from a niche into a 

central pillar of the global fashion industry. Once regarded mainly as a space for 

budget-conscious consumers, the sector has emerged as a strategic growth avenue 

through which luxury brands can extend their sustainability agendas, broaden their 

clientele, and reinforce long-term brand equity. According to Bain & Company, the 

global luxury resale market was already worth approximately €33 billion in 2021 

and has continued to grow at a pace that far outstrips the traditional luxury 

segment106. This is further highlighted by recent research which shows that “the 

Global Second-Hand Luxury Goods market showcased growth at a CAGR of 
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104 Ibidem. 
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9.48% during 2021-2024. The market was valued at USD 44.67 Billion in 2023 

which is expected to reach USD 98.29 Billion in 2031”107. This rapid expansion of 

the second-hand luxury market can be partially attributed to the increased reach of 

it due to the rise of online platforms.  

Online luxury thrift shops have enabled consumers from around the world to browse 

a vast selection of pre-owned luxury items, breaking down geographical barriers. Moreover, 

social media and fashion influencers have played a key role in popularizing this trend, 

showcasing how to incorporate luxury thrift pieces into fashionable, on-trend looks. Today’s 

fashion is increasingly influenced by strong retro aesthetics, drawing inspiration from the late 

20th century and embracing vintage touches108. 

Resale is becoming one of the most important segments of the luxury 

industry, driven not only by cost-conscious consumers but also by those who view 

second-hand purchases as sustainable investments or entry points into aspirational 

brands. The expansion of resale platforms such as The RealReal, Vestiaire 

Collective, and Fashionphile has driven this momentum and, at the same time, 

pushed traditional luxury brands to reassess their strategies. Companies including 

Gucci, Burberry and Stella McCartney are either launching their own resale 

initiatives or have teamed up with established second-hand platforms. These efforts 

allow them to give new life to unsold stock and pre-owned pieces while also 

keeping more control over how their products are 

sold in the secondary market109. A notable case is 

Gucci’s partnership with Vestiaire Collective. In 

2023, Gucci launched “Gucci Preloved” in 

collaboration with Vestiaire Collective alongside 

the Gucci Continuum initiative, which includes 

upcycled designs made from unused deadstock 

materials110 (Figure 14.). Despite its rapid 

 
107 Second-Hand Luxury Goods Market Report 2025-2031 with Analyst Recommendations - Invest 

in Authentication and Quality Assurance / Enhance Online Presence and Omnichannel Capabilities, 
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https://www.supdeluxe.com/en/luxury-news/luxury-second-hand-goods-future-luxury-

sector#:~:clothing (accessed: 05/09/2025). 
109 Ibidem. 
110 R. Cernansky, Gucci launches new deadstock and resale programmes as part of bigger 

circularity efforts, Vogue Business, 9th March 2023, 

 

Figure 14. Vans x 

Gucci collaboration for the 

debut of Gucci Continuum; 

Source: Vogue Business. 
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expansion, the luxury resale market faces several challenges, with the most pressing 

one being authentication. Counterfeit products pose a significant risk to consumer 

trust and brand reputation, compelling platforms and luxury houses to invest in 

technology and expertise to guarantee product authenticity111. In the last few years, 

the demand for second-hand and non-second-hand luxury goods increased, making 

it very much appealing to counterfeiters trying to capitalize on the popularity of 

these brands. As a consequence, counterfeiters have become very skilled at 

replicating luxury goods, making it difficult for both consumers and retailers to 

identify fakes112. Notably, according to a recent OECD–EUIPO report “in 2021, 

global trade in counterfeit goods was valued at approximately USD 467 billion, or 

2.3% of total global imports. This absolute value represents an increase from 2019, 

when counterfeit trade was estimated at USD 464 billion”113. The fashion industry 

remains the most targeted one, with clothing, footwear, and leather goods 

accounting together for 62% of seized counterfeit goods114. This explains why, 

nowadays more and more, retailers are trying to fight this threat by implementing 

stronger authentication methodologies and tools. In fact,  

Online platforms like The RealReal, Vestiaire Collective, and Poshmark have 

streamlined the process [of buying and selling pre-owned luxury goods] through user-

friendly interfaces, advanced search functionalities, and robust authentication systems to 

combat counterfeiting. These platforms use AI and machine learning to enhance customer 

experiences, offering personalized recommendations and ensuring the authenticity of 

products, which is a critical concern for luxury buyers115. 
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Additionally, “physical retail is also adapting, 

with high-end consignment stores and pop-up shops 

providing spaces where consumers can personally 

inspect and purchase pre-owned luxury items. These 

stores offer a tactile shopping experience and the 

assurance of authenticity that many consumers 

seek”116. A clear example of an authentication 

awareness initiative is The RealReal’s 2024 pop-up 

installation on Canal Street in New York (Figure 

15.). Presented as a store that “will never open”117, it 

displayed counterfeit luxury dupes each of which had 

a correspondent explanatory panel which highlighted 

the key markers of authenticity such as stitching, materials, and logo placement. 

Visitors could touch and compare the items directly, guided through the subtle but 

crucial details that distinguish genuine pieces from imitations. This installation 

encouraged consumers to reflect on the prevalence of “fakes” in the luxury market, 

while also demonstrating the expertise behind The RealReal’s authentication 

process118. Through this experience, the brand was able to transform authentication 

from a hidden back-office process into an interactive, educational experience that 

actively strengthened consumer trust. 

 

2.2.1. Second-hand luxury goods consumer profiles 

The rapid expansion of the second-hand luxury market is inseparable from 

the values and behaviours of younger generations, especially Gen Z and 

Millennials, who are redefining the meaning of fashion consumption. For them, 

resale has become a central way of engaging with luxury where their fundamental 
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Figure 15. The 

RealReal’s Fakes 

Intallation on Canal Street; 

Source: The RealReal. 
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values of affordability, sustainability, and identity expression converge. Each 

generation engages with resale in distinct ways, reflecting diverse motivations, 

cultural influences, and perceived barriers. Gen Z represents the vanguard of this 

shift. Studies show that more than 80% of Gen Z consumers have either purchased 

or considered purchasing second-hand apparel119. Their motivations are 

multifaceted: affordability remains crucial, with 64% of them identify saving 

money as their primary driver120; while environmental concerns play an equally 

prominent role, with 36% of them declaring to purchase second-hand goods to 

reduce their ecological footprint121. Yet their engagement is not merely pragmatic 

but also cultural. Research shows that Gen Z consumers increasingly perceive 

resale as a form of collaborative consumption, where participation is shaped by trust 

in digital platforms, social influence, and the perceived authenticity of goods122. 

Platforms such as TikTok, Instagram, and YouTube have popularised thrift 

shopping through haul videos, styling tips, and DIY fashion projects, embedding 

second-hand consumption within the digital youth culture. ThreadUp’s 2025 Resale 

Report shows that about 62% of “younger generation shoppers who made a second-

hand purchase via social media or social commerce in 2024 made a purchase on 

TikTok or TikTok Shop”123. A notable example of this normalisation of resale in 

youth culture is eBay UK’s partnership with the reality show Love Island, which, 

since 2022, has showcased contestants in pre-loved clothes. The collaboration 

generated over 14 billion media impressions, more than 1,700 pieces of positive 

press coverage, and a remarkable 7,000% increase in searches for pre-loved fashion 

on eBay124125. For Gen Z, luxury is progressively defined less by ownership of the 
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“new” and more by values of authenticity, exclusivity, uniqueness and participation 

in a circular economy. Millennials similarly constitute a core demographic within 

the luxury resale economy, accounting for 29.7% of U.S. second-hand shoppers126. 

Recent qualitative research highlights how Millennials attach a multidimensional 

value to second-hand luxury, encompassing financial, functional, individual, and 

social dimensions. For instance, second-hand luxury is perceived as offering good 

value for money compared to first-hand luxury, while simultaneously allowing 

access to unique and original pieces that reinforce self-expression. At the individual 

level, Millennials emphasise the recreational and emotional dimension of resale, 

describing it as both playful and nostalgic, with purchases often linked to 

meaningful personal memories. Socially, second-hand consumption is strongly 

associated with sustainability and ethical fashion choices, as Millennials use resale 

to reconcile their luxury aspirations with ecological and socially responsible 

lifestyles127. While participation is smaller among older generations such as 

Generation X and Baby Boomers (mainly due to hygiene and quality concerns), it 

is gradually growing. U.S. data shows that 23.8% of second-hand shoppers are aged 

35–44, followed by 16.6% aged 45–54, and 11.8% aged 55–64128. Nonetheless, the 

driving force of the market firmly remains younger generations. Across 

demographics, the normalization of resale is clear. ThredUp’s 2025 Resale Report 

shows that 58% of all U.S. consumers surveyed purchased second-hand apparel in 

2024, while 48% of younger shoppers now look to second-hand first129. This 

reflects a cultural shift where pre-owned luxury is becoming associated with 

positive values like uniqueness, affordability, and ecological responsibility. 

Moreover, high-demand items such as Hermès Birkin bags or limited-edition 

sneakers increasingly retain or even appreciate in value on the secondary market, 
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reframing luxury resale not only as fashionable and sustainable but also as a 

financial investment. Taken together, Gen Z and Millennials emerge as the main 

architects of the second-hand luxury economy. Their combined influence has 

transformed second-hand luxury from a niche alternative into a mainstream and 

aspirational mode of consumption. 

 

2.2.2. Motivations Behind Purchasing Luxury Second-Hand Goods 

Consumers buy second-hand luxury products for different reasons —

economic, environmental, psychological and cultural. Recent surveys consistently 

highlight five primary drivers of consumer participation in this market: 

affordability, sustainability, exclusivity, “the thrill of the hunt”, and growing 

awareness of resale value. Affordability and accessibility remain the most 

frequently cited motivation for buying pre-owned luxury products. According to 

ThredUp’s 2025 Resale Report, 48% of consumers turn to second-hand for better 

deals130. Turunen and Leipämaa-Leskinen’ research (2015) found that:  

The monetary values were rationalized [by the survey’s respondents] and calculated 

to justify investing in a second-hand luxury item for oneself. The rational arguments 

generated the core of this theme, and besides the monetary arguments, the informants also 

used the quality and condition of the discovered second-hand item to justify the bargains131.  

Resale can therefore act as a democratising force, allowing aspirational 

consumers to access to premium brands otherwise out of reach and participate in 

the luxury market. This dynamic redefines the meaning of luxury itself: rather than 

being restricted to those with high disposable incomes, it becomes accessible 

through extended product lifecycles and secondary channels. A recent quantitative 

study reinforces this perspective, identifying economic motivation as the strongest 

predictor of positive attitudes toward second-hand luxury. The study highlights that 

70% of respondents mentioned lower prices as a decisive factor, with the proportion 

rising to 87% among those already experienced in second-hand luxury purchases132. 

Yet affordability is not always synonymous with “cheapness”. Vintage or rare 
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pieces can exceed the retail price of new items133, which shifts the emphasis from 

absolute cost to perceived fairness and even investment potential134. Sustainability 

and Ethical Consumption are another major driver. Younger generations in 

particular, express a desire to reduce their environmental footprint through more 

responsible consumption. As previously mentioned, according to Kadence, 36% of 

Gen Z consumers cite ecological responsibility as a key reason for purchasing 

second-hand135. ThreadUp’s 2025 Resale Report similarly confirms that 

sustainability is among the top five motivators across all consumer groups136. 

Another recent survey found that 53% of the respondents cited sustainability as a 

reason for buying second-hand luxury, with this number rising to 70% among 

experienced buyers137. Turunen and Leipämaa-Leskinen (2015) also observed that 

many respondents “emphasized how they are proud of their used products and how 

the products can make a statement against overconsumption”138. Additionally, 

resale offers an accessible form of sustainable consumption that requires no 

compromise on style or status. By extending garment lifecycles, resale reinforces 

the principles of the circular economy while resonating with climate-conscious 

consumers. Exclusivity and Uniqueness are other key motivators for buying 

second-hand luxury items. Many consumers look for distinctive, one-of-a-kind 

pieces that differentiate them from the masses. Vintage items, discontinued 

collections, or limited editions available only through resale provide a sense of 

authenticity and individuality. Academic research reinforces this: perceived 

behavioural control — defined as the ability to access rare or discontinued products 
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— has been shown to significantly shape purchase intentions139. Turunen and 

Leipämaa-Leskinen (2015) found that: 

The previous life of the product was seen as giving second-hand luxury possessions a 

more distinctive character than their brand-new counterparts. […] In these cases, pre-loved 

possessions were seen as even more authentic than traditional luxury items, and consequently, 

the pre-loved accessories provided the informants with means to differentiate themselves 

from the masses140. 

Beyond rational and ethical considerations, second-hand shopping carries an 

experiential appeal. Platforms such as Depop and Vinted have gamified the process, 

turning shopping into a playful, social activity. Bernardi (2024) identifies the 

hedonistic-recreational motivation as a core driver for buying second-hand: 

consumers describe second-hand shopping as exciting, adventurous, and socially 

engaging, especially when mediated by digital platforms141. ThredUp’s 2025 

Resale Report also notes that 39% of younger consumers purchased second-hand 

apparel via social media in 2024, with TikTok and Instagram at the centre of this 

trend142. For these consumers, resale is not only about acquiring goods but also 

about being an adventure — the excitement of discovering “a hidden gem”. 

Additionally, Turunen and Leipämaa-Leskinen (2015) similarly describe second-

hand luxury items as “pre-loved treasures”, stressing how the thrill of discovery can 

create symbolic value and emotional satisfaction that go beyond material 

ownership143. Not only that, but they also found that “besides the concrete item that 

is bought, the experience of browsing in second-hand shops is also highly valued. 

Treasure hunting is seen as thrilling in itself (Cervellon et al., 2012); if a unique 

find is discovered, it makes the experience even more positive”144. Finally, resale 

is increasingly seen as a form of investment. According to ThredUp’s 2025 Resale 

Report, 47% of consumers now factor resale value into their purchasing decisions, 
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while 64% of younger consumers state they are less likely to purchase apparel 

without strong resale potential145. As a matter of fact, value consciousness is 

becoming a key motivator to buy second-hand luxury products. Consumers evaluate 

potential purchases not only in terms of present affordability but also expected 

value preservation146. Stolz (2022) highlights that economic motivations extend to 

capital appreciation, with certain luxury categories — particularly watches — 

outperforming traditional investment sectors. Indeed, pre-owned Rolex or Patek 

Philippe models have delivered stronger returns than many conventional assets over 

the past two decades, signalling how resale is transforming luxury from mere 

consumption into asset management147. In sum, we can state that while affordability 

and sustainability dominate as entry points, exclusivity, hedonism, and investment 

potential enrich the picture, showing how resale resonates simultaneously with 

rational, ethical, and experiential logics. This complexity confirms that second-

hand luxury is not simply a cost-saving practice anymore but rather a cultural and 

economic phenomenon redefining the very meaning of luxury in contemporary 

society. 

 

2.3. Market distribution: offline and online retailers, fashion brands, resale 

platforms 

      The distribution of second-hand luxury goods has evolved into a sophisticated 

and multi-layered ecosystem where offline boutiques, online platforms, and luxury 

brands themselves increasingly intersect. Unlike the broader second-hand market, 

which still relies on thrift stores or charity shops, the luxury resale landscape is 

defined by curated environments that preserve exclusivity, trust, and premium 

service. Offline, luxury second-hand items are most often found in specialised 

consignment boutiques and high-end vintage shops. Consignment boutiques “are 

retailers that sell items on behalf of owners, providing them with a percentage of 
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the sale price once the item is sold. This model is common for higher-end goods, 

such as designer clothing and accessories”148. On the other hand, high-end vintage 

shops can be defined as highly curated retail stores that specialise in offering a 

selected range of vintage clothing and accessories from luxury brands. Unlike 

consignment stores, they do not sell on behalf of private owners; instead, they 

focus on sourcing pre-owned items with historical and stylistic relevance, rather 

than simply second-hand pieces. These shops are often run as small businesses, 

where the owners themselves are responsible for the entire process from sourcing 

and cleaning to merchandising, marketing, and selling149. The tactile experience 

remains an essential part of the appeal of these spaces: being able to see and feel 

the quality of a garment or accessory provides reassurance and reinforces the 

perception of authenticity. Department stores have also started to incorporate 

resale into their strategies. Galeries Lafayette in Paris, for example, in 2019 

launched her own second-hand fashion platform called Le Good Dressing in 

collaboration with the Parisian startup Place2Swap150151.  This website allows 

“sellers to bring their merchandise to the retail location’s service area, with buyers 

then coming to retrieve their purchases in store. No commission is charged, and 

the exchange also has some extra benefits for the seller, who receives a voucher 

which can be used both in Galeries Lafayette’s brick-and-mortar network and on 

its e-commerce website”152. Another example is John Lewis launch of its first pop-

up store in collaboration with the luxury reseller Sign of the Times. In 2023, the 

British department store chain made a noteworthy entry into the luxury second-

hand market with a pop-up at its Peter Jones location in Chelsea, London, where it 

was possible .to browse a collection of pre-loved designer pieces, including items 

 
148 Ibidem. 
149 Thrift vs Vintage: Everything you need to know about the difference between thrifting and vintage 

shopping, The Niche Shop, https://thenicheshop.co/blogs/the-niche-blog/thrift-vs-vintage-

everything-you-need-to-know-about-the-difference-between-thrifting-and-vintage-shopping 

(accessed: 06/09/2025). 
150 Second-Hand Luxury: How Sustainability is Reshaping the Market, CEGID, 2nd June 2025, 

https://www.cegid.com/global/blog/secondhand-luxury-retail-how-sustainability-reshaping-

market/ (accessed: 06/09/2025). 
151 M. Deslandes, Galeries Lafayette launches second-hand fashion platform, Fashion Network, 10th 

April 2019, https://ww.fashionnetwork.com/news/Galeries-lafayette-launches-second-hand-

fashion-platform,1087752.html (accessed: 06/09/2025). 
152 Ibidem. 

https://thenicheshop.co/blogs/the-niche-blog/thrift-vs-vintage-everything-you-need-to-know-about-the-difference-between-thrifting-and-vintage-shopping
https://thenicheshop.co/blogs/the-niche-blog/thrift-vs-vintage-everything-you-need-to-know-about-the-difference-between-thrifting-and-vintage-shopping
https://www.cegid.com/global/blog/secondhand-luxury-retail-how-sustainability-reshaping-market/
https://www.cegid.com/global/blog/secondhand-luxury-retail-how-sustainability-reshaping-market/
https://ww.fashionnetwork.com/news/Galeries-lafayette-launches-second-hand-fashion-platform,1087752.html
https://ww.fashionnetwork.com/news/Galeries-lafayette-launches-second-hand-fashion-platform,1087752.html


52 

 

from Goyard, Chanel, Moncler, Gucci, and Loewe153. This partnership worked so 

well that in 2024 the department store and Sign of the Times decided to extend the 

partnership to John Lewis’ online platform, launching over 150 pre-loved designer 

handbags — sourced and authenticated by Sign of the Times — available for home 

delivery154. These examples show how even mainstream retailers are adapting to 

this shift and normalising luxury resale positioning it within traditional retail 

spaces. However, the real transformation, has come from the rapid growth of 

digital resale. Online platforms have scaled luxury second-hand far beyond local 

boutiques, giving consumers global access to pre-owned fashion. Peer-to-peer 

platforms such as Vinted, Poshmark, and Depop have made resale more accessible 

to younger audiences by combining affordability with community interaction155. 

At the luxury end of the market, platforms such as The RealReal, Vestiaire 

Collective, and ThredUp distinguish themselves through strict authentication 

processes, professional product presentation, and premium customer service. 

These companies aim to replicate the luxury retail experience in a digital 

environment, building trust and making resale aspirational. According to the 2025 

ThredUp Resale Report, 88% of U.S. resale spending already takes place online, 

with the segment projected to nearly double in value to $40 billion by 2029156.  

Emerging alongside resale, luxury fashion rentals are also emerging as a new way 

of interacting with the luxury market online. Indeed, the global online clothing 

rental market is expanding rapidly, projected to grow from $1.73 billion in 2024 

to $1.92 billion in 2025 (an 11% CAGR), and is expected to reach $2.9 billion by 

2029157. A prime example of this shift is the digital platform Rent the Runway. 

Rent the Runway is a fashion rental service that allows people to access to designer 

clothing and accessories without having to buy them. Customers can either rent a 
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single item for a special occasion or subscribe to a membership that lets them rotate 

pieces regularly. They simply choose the pieces they want, wear them, and then 

send them back, while the company manages the cleaning and maintenance. This 

model provides not only a convenient solution for events or everyday wear but also 

broader access to high-end products and a more flexible, sustainable approach to 

fashion consumption158. In addition to rentals, Rent The Runway has incorporated 

resale, allowing customers to purchase high-end pre-worn items that are still in 

excellent condition or to buy pieces they have previously rented, often at a 

discounted price159. The company’s success is reflected in its growing subscriber 

base, which now exceeds 147,000 members — a 23% quarter-on-quarter increase 

and the largest in its history160. Alongside the rise of rental–resale models, the 

luxury fashion sector is being reshaped by digital disruption, with technological 

advances altering how goods are distributed and how consumers engage. Two 

forces stand out in driving this transformation: social commerce and artificial 

intelligence. Social commerce has embedded resale deeply into digital lifestyles, 

dissolving the boundaries between content, community, and commerce. In 2024, 

39% of younger consumers made second-hand purchases via social platforms, with 

TikTok Shop, Instagram, and Facebook Marketplace leading the way161. Among 

these, an impressive 62% of transactions were carried out specifically through 

TikTok, confirming the platform’s central role in shaping youth consumption 

practices162. These developments demonstrate how social commerce is 

accelerating on one hand convenience, on the other hand community-driven 

engagement and brand-level participation, thereby positioning resale at the heart 

of digital youth culture. Artificial intelligence, on the other hand, is transforming 

the way consumers interact with second-hand marketplaces by alleviating the 
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“thrift overwhelm”, that is, the challenge of navigating 

highly fragmented and vast resale inventories. Platforms 

increasingly leverage AI for enhanced product discovery, 

personalised recommendations, and authentication, 

addressing one of the main barriers in luxury resale: trust163. 

ThredUp, for instance, has launched advanced search 

functions that allow users to input text queries or upload 

images, resulting in a 38% year-over-year increase in 

searches per session since the integration of these 

features164. The platform released three main advanced 

functionalities which are designed to help shoppers 

seamlessly gather style inspiration and assemble 

personalized outfits. The first one is the “Improved Search” 

feature, which allows users to us natural language to find 

what they are looking for. This makes it possible to locate items ranging from 

broad categories like “floral dresses” to highly specific requests such as “light pink 

knee-length dress with ruffles” or even specific pieces like 

“swimsuit suitable for a triathlon” and themed selections 

like “tank tops for the 4th of July”. The second one is the 

“Image Search” feature, which allows users to upload a 

photograph, take a snapshot of a garment, or share an 

Instagram post in order to find matching or similar pieces 

within ThredUp’s inventory (Figure 16.). This feature 

makes it easier to recreate a specific look or to discover 

new styles aligned with one’s visual preferences. The last 

one is the “Style Chat” f eature, which is an AI-powered 

chatbot which guides users in creating complete outfits 

(Figure 17.). By providing a prompt — for instance, 

“Outfit for a fall wedding” — the chatbot generates a 
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Figure 17. 

Screenshot of 

ThreadUp’s Style 

Chat feature; Source: 
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Figure 16. 

Screenshot of 

ThreadUp’s Image 

Search feature; 
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head-to-toe look, which can then be further customized by adjusting elements such 

as color, style, and coverage to achieve a fully personalized result165. This is 

something that has never been done before at this scale. “AI presents an enormous 

leap forward for secondhand shopping by bringing emotion and storytelling to the 

millions of unique shopping journeys that happen regularly on ThredUp” said 

James Reinhart, CEO of ThredUp. “Given the breadth of our offering with millions 

of unique items available in our marketplace at any given time, generative AI 

technology is accelerating how we’re changing the way consumers shop and 

providing the easiest and most fun way to shop sustainably”166. These 

advancements reveal how AI not only can improve satisfaction and efficiency but 

also ensures scalability and accessibility in a sector that has usually been marked 

by fragmentation and information overload. 
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Chapter 3  

Experiential marketing in the luxury fashion sector       

 

 

“The best and most beautiful things in the world cannot be seen or even touched — 

they must be felt with the heart.” 

                                                                                 Helen Keller167 

 

 

Over the last three decades, marketing has undergone a profound 

transformation in the way value is understood and communicated to consumers. 

Moving beyond the traditional focus on products and services, a new paradigm has 

emerged in which experiences are placed at the centre of economic and symbolic 

exchange. This shift, often described as the transition from a goods- and services-

dominated economy to an experience economy, reflects the increasing importance 

of emotional, sensory, and symbolic engagement in consumer decision-making168. 

Consumption is no longer seen as a purely rational calculation of costs and benefits; 

instead, contemporary marketing theory recognises that consumers actively seek 

memorable experiences that stimulate their senses, resonate with their identities, 

and create lasting impressions169.  

The Experience Economy now accounts for over 14% of the global Gross World 

Product and is driven by a younger audience that prioritizes experiences over traditional 

purchasing methods. […] In many countries, such as the UK, consumers aged 18 to 34 spent 

67% more on experiences than the national average between July and September 2024170.  

The relevance of this experiential turn is particularly evident in the luxury 

fashion sector. By definition, luxury goods are not only functional: they are 

entwined with narratives of heritage, craftsmanship, exclusivity, and symbolic 
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value, all of which endow them with cultural and emotional significance171. As 

such, luxury fashion brands have long relied on immersive and aspirational 

experiences to create desire, cultivate prestige, and foster loyalty. Flagship stores 

designed as temples of brand culture, runway shows that resemble theatrical 

performances, and meticulously curated sensory environments in boutiques all 

exemplify how experiences reinforce the distinctiveness of luxury172. At the same 

time, luxury consumption has become increasingly democratised and globalised, 

extending beyond traditional elite audiences and embracing younger, more diverse, 

and more digitally connected and digitally native consumers173. This shift has 

highlighted the importance of experiences as a means of differentiation in a 

crowded market where product quality alone can no longer guarantee exclusivity. 

For Millennials and Gen Z, in particular, the value of luxury is inseparable from the 

experiences it provides, whether through social media storytelling, sustainable 

practices, or immersive omnichannel interactions174. “The luxury market is broader, 

more inclusive, and more accessible than it’s ever been”, said Leah Wyar, president 

of entertainment, beauty and style at America’s largest digital and print publisher 

Dotdash Meredith in an email to business news website Fashion Dive. “New luxury 

consumers who are younger and more diverse are changing the very definition of 

what luxury means, placing a priority on how something makes you feel — 

including the shopping and customer service experiences — over how much 

something costs”175. In this evolving landscape, experiential marketing offers a 

critical lens to understand how luxury fashion brands create value that go beyond 

material products. This chapter explores the foundations, applications, and 

contemporary significance of experiential marketing within the luxury sector. The 
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discussion begins with a review of its theoretical origins (Pine & Gilmore, Schmitt, 

Batat), before examining how luxury brands have historically used experiences to 

build symbolic capital and emotional resonance. The chapter then turns to Batat’s 

7Es framework, which serves as the guiding structure for analysing the experiential 

strategies of luxury fashion brands. The 7Es — Experience, Exchange, Extension, 

Emphasis, Empathy, Emotional Touchpoints, Emic/Etic Process — together 

provide a comprehensive model for understanding how brands design consumer 

experiences that are both meaningful and commercially effective. This framework 

is particularly useful when examining the adaptation of luxury experiential 

strategies to the second-hand market. Resale platforms such as The RealReal are 

redefining pre-owned luxury by embedding authentication, sustainability, and 

personalised storytelling into the consumer journey. In doing so, they challenge the 

stigma traditionally associated with “second-hand” while positioning resale as an 

aspirational practice aligned with both luxury values and contemporary concerns 

about sustainability and circularity176177. Accordingly, this chapter pursues three 

main objectives. First, it outlines the theoretical evolution of experiential marketing 

and distinguishes it from transactional approaches. Second, it analyses the role of 

brand experience within luxury fashion, considering its roots in traditions of 

exclusivity and desire creation. Finally, it applies Batat’s 7Es to both the primary 

luxury market and the resale sector. By following this trajectory, the chapter 

highlights how experiential marketing not only shapes contemporary luxury 

strategies but also provides the conceptual foundation for understanding the 

growing relevance of second-hand luxury in today’s fashion landscape.  

 

3.1. Theoretical Foundations of Experiential Marketing 

The concept of experiential marketing developed in response to the 

limitations of traditional, transaction-focused approaches. For much of the 

twentieth century, marketing was dominated by models that defined consumers as 

 
176 C. Liu, S. Xia, C. Lang, Online Luxury Resale Platforms and Customer Experiences: A Text 

Mining Analysis of Online Reviews; in Sustainability, 15 (2023), 8137. 
177 D. M. Nguyen, T. Nguyen, Framing luxury in the resale era: Matching influencer type with 

regulatory focus in second-hand luxury consumption, Journal of Retailing and Consumer Services, 

88 (2026), 104490. 
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rational decision-makers, whose choices were primarily guided by functional 

benefits, price, and utility. While this perspective proved effective in explaining 

mass consumption of standardised goods, it became increasingly inadequate in 

contexts where symbolic, emotional, and sensory factors played a central role. Early 

work by Holbrook and Hirschman challenged the prevailing cognitive-information 

processing model of consumption, arguing that consumer behaviour is not purely 

rational but also involves hedonic, emotional, and aesthetic dimensions178. This 

recognition of the experiential aspects of consumption paved the way for 

subsequent developments in both theory and practice. One of the most significant 

turning points came with Pine and Gilmore’s The Experience Economy (1999). 

They argued that advanced economies evolve through distinct stages: from 

commodities to goods, from goods to services, and ultimately from services to 

experiences. In this framework, experiences are defined as memorable events that 

engage individuals personally, leaving lasting impressions. Pine and Gilmore argue 

that as products and services became commodified, businesses could gain 

competitive advantage by creating experiences that capture attention, cultivate 

differentiation, and nurture a strong consumer bond. Around the same period, Bernd 

Schmitt advanced the notion of experiential marketing as a distinct paradigm that 

contrasted sharply with traditional marketing approaches. While conventional 

marketing emphasised the communication of product features and functional 

benefits to rational decision-makers, experiential marketing focused on generating 

sensory, emotional, cognitive, behavioural, and relational experiences, which 

Schmitt categorised into five modules: Sense, Feel, Think, Act, and Relate179. This 

multidimensional approach stresses how consumers are not passive recipients of 

messages but active participants looking for stimulation, enjoyment, and meaning. 

Building on these foundations, more recent research has highlighted the strategic 

importance of experiences in industries where symbolic and emotional dimensions 

dominate. Luxury fashion, in particular, exemplifies a sector that rests on the ability 
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of goods to embody cultural meaning, project identity, and confer social status180. 

In such contexts, experiential marketing becomes not just an optional strategy but 

a necessity. Without carefully designed experiences, luxury brands risk losing their 

aura of distinctiveness and exclusivity in an increasingly accessible and globalised 

marketplace. The experiential approach also contrasts with the transactional 

paradigm that dominated twentieth-century marketing logic. Transactional 

marketing conceived exchange as discrete, functional, and short-term, focusing on 

maximising sales through the traditional “4Ps”: Product, Price, Place, and 

Promotion. Experiential marketing, by contrast, shifts the attention to long-term 

consumer relationships. By emphasising multi-sensory interactions, emotional 

resonance, and opportunities for co-creation, it strengthens consumer loyalty and 

advocacy. This transition reflects a broader shift in consumer expectations: in 

saturated markets where functional quality is taken for granted, consumers 

increasingly privilege brands that offer memorable and personally meaningful 

experiences181182. Wided Batat’s Experiential Marketing: Consumer Behavior, 

Customer Experience and the 7Es (2019) extended and synthesised these earlier 

contributions by developing a framework specifically designed for the 

contemporary consumer culture. Batat’s model centres on seven dimensions — 

Experience, Exchange, Extension, Emphasis, Empathy, Emotional Touchpoints, 

Emic/Etic Process — which together capture the multiple ways in which brands can 

design and leverage consumer experiences. This holistic framework is particularly 

well suited to luxury fashion, as it merges both traditional luxury attributes (e.g., 

exclusivity, attention to detail) and newer values (e.g., empathy, sustainability, and 

digital engagement). 
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3.2. The Brand Experience in Luxury Fashion 

The luxury fashion industry has always distinguished itself not only through 

the quality of its products but also through their extraordinary experiences. Unlike 

mass-market brands, whose value is primarily functional, luxury houses rely on 

symbolism, cultural narratives, and sensory immersion to create desire and maintain 

exclusivity183184. A defining element of luxury has always been its emphasis on 

heritage and craftsmanship. Narratives of savoir-faire, often rooted in centuries-old 

traditions, allow brands to present their goods as works of art, not simple 

commodities. Visiting a flagship boutique on Paris’s Avenue Montaigne or Milan’s 

Via Montenapoleone is an encounter with the maison’s history, ethos, and identity. 

Such spaces are deliberately staged to evoke reverence, presenting products within 

an environment that communicates timelessness, artistry, and prestige185. Closely 

tied to this is the use of storytelling as a means of creating emotional resonance. 

Luxury brands consistently weave their products within narratives that elevate them 

to cultural artefacts. Advertising campaigns often use cinematic elements, drawing 

on mythologies of elegance, romance, or rebellion that resonate with consumer 

aspirations. These stories construct “dream worlds” in which the consumer is 

invited to participate186, thereby creating an aura of desirability around the brand. 

Experiential strategies also take shape through multi-sensory retail environments. 

Research on sensory marketing shows that carefully curated stimuli — from 

lighting and scent to textures and sound — significantly enhance consumer 

attachment and loyalty in luxury settings187. According to a Mood Media Global 

Research Report, “75% of shoppers say they are more likely to stay longer in a 

place of business if they’re enjoying the music, visuals and scent” and “90% of 

shoppers say they’re more likely to revisit a brick & mortar business if the music, 
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visuals and scent create an enjoyable atmosphere”188. In the context of luxury, 

sensory marketing is fundamental as the senses can directly impact the consumer’s 

decision-making process. “A pleasant texture or a refined packaging reflect quality 

and prestige. A signature ambient scent reinforces recognition and loyalty. Well-

chosen music creates an atmosphere conducive to purchasing”189. In these settings, 

the experience itself becomes the product, with material purchases functioning as 

secondary extensions of the experience. Indeed, luxury has always been a matter of 

staging. Boutiques and products are carefully designed down to every detail to arise 

specific emotions in the mind of the consumer. Some clear examples of this are: the 

iconic Hermès orange box, which with its colour is immediately recognizable and 

associated with the brand; and also, Chanel’s timeless fabric: tweed, which 

immediately reminds of its history and heritage. The relational dimension of luxury 

experiences further strengthens consumer loyalty. Indeed, luxury consumption 

often equals to belonging to an exclusive community. Invitations to runway shows, 

private fittings, or tailored services transform customers into insiders and reinforce 

their sense of privilege and intimacy with the brand190. Equally important is the 

adaptability of luxury’s experiential strategies to changing cultural and generational 

contexts. As Millennials and Gen Z entered the market, luxury brands expanded 

their experiential repertoire to include digital storytelling, sustainability, and co-

creation. As previously mentioned, these consumers do not merely purchase luxury 

for its prestige; they expect experiences that align with values of authenticity, 

responsibility, and participation191192. Taken together, these elements highlight how 

experiential marketing is central to the way it creates value and sustains cultural 

relevance in the luxury sector. The long-standing focus on craftsmanship, 
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storytelling, dreamscapes, sensory immersion, and exclusivity has allowed luxury 

brands to preserve their distinctiveness in an increasingly competitive marketplace. 

This trajectory naturally leads to Batat’s 7Es framework, which organises these 

practices into a systematic model for understanding contemporary experiential 

marketing. 

 

3.3. Batat’s 7Es Framework in the Context of Luxury 

Wided Batat’s Experiential Marketing: Consumer Behavior, Customer 

Experience and the 7Es (2019) represents one of the most comprehensive attempts 

to integrate the insights of the experience economy and experiential marketing into 

a coherent and practical model. Its 7Es — Experience, Exchange, Extension, 

Emphasis, Empathy, Emotional Touchpoints, Emic/Etic Process — capture the 

multifaceted ways in which brands can build consumer experiences that create both 

symbolic and commercial value. In the case of luxury fashion, this lens is 

particularly relevant. The sector has long been defined by strategies that place 

emotional resonance, sensory immersion, and cultural meaning at the centre of 

consumption. The following subsections explore each of the 7Es in turn, showing 

how luxury brands apply these principles and why they remain essential to 

sustaining brand equity in a rapidly evolving global market. 

 

3.3.1 Experience: Memorable Events Beyond the Product 

At the heart of Batat’s model lies Experience, defined as the creation of a 

meaningful, memorable, and multi-sensory journey that goes far beyond the 

product itself193. Experiences are not only about offering a service or an object, but 

about staging situations that affect how consumers feel, think, and act in relation to 

a brand. In this sense, luxury has always been closely aligned with the idea of 

experience, because its value is as much symbolic and emotional as it is functional. 

Luxury brands carefully design experiences that immerse consumers in a unique 
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cultural and sensory world. A clear example are 

theatrical runway shows, such as Balenciaga’s “Mud 

Show” during the Spring-Summer 2023 Paris Fashion 

Week, where models walked through a mud-filled 

runway (Figure 18.). This event wanted to be a visual 

provocation: the clash between the rough setting and the 

elegance of the garments encouraged the audience to 

think about authenticity, vulnerability, and identity. 

Demna, Balenciaga’s creative director at the time, 

explained that the concept was not about fashion alone, 

but about “digging for truth” and confronting the harsh 

realities of the world194. This stresses Batat’s argument 

that experiences must be designed to resonate on 

multiple levels — sensory, emotional, intellectual — if they are to remain in the 

consumer’s memory. The second case is the aesthetic 

interiors of flagship stores. A clear example of this is 

Chanel’s flagship store on 31 Rue Cambon in Paris. 

The space is carefully arranged to guide visitors 

through a narrative of heritage and elegance. The 

preserved  mirrored staircase (Figure 19.) famously 

used by Coco Chanel to look at her collections 

represents a symbolic element that immerses clients in 

the maison’s history and transforms shopping into a 

cultural pilgrimage195. This creates an environment, 

where architecture, design, and storytelling meet. 

Here, the physical space itself becomes part of the brand’s identity, turning the act 

of purchase into a multi-sensory journey. Pine and Gilmore argued that experiences 

are inherently personal, arising from the interaction between staged events and the 

 
194 G. Cantarini, Balenciaga contro le etichette della moda per la Spring 2023, L’Officiel, 2nd 
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195 T. Choudhry, Inside Coco Chanel’s Paris Apartment That Continues to Inspire Creativity, AD 
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Figure 19. The 

mirrored staircase of 

Chane’'s flagship store in 

31 Rue Cambon, Paris; 

Source: AD Middle East. 

Figure 18. A 

Balenciaga model 

walking down the 

catwalk during the 

Spring-Summer 2023 

show; Source: L’Officiel. 
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individual’s engagement with them196. 

Luxury brands have mastered this by 

building experiences that invite consumers to 

enter carefully crafted “dreamscapes”197, 

environments where consumers step into a 

world of cultural symbolism and artistic 

imagination. Louis Vuitton’s Visionary 

Journeys exhibition provides a clear example of this. Launched this year in 

Shanghai (Figure 20.) and more recently shown in Osaka, it presents the maison’s 

heritage via immersive, themed installations. Visitors pass through a series of 

themed rooms that blend archival pieces, rare collaborations, and iconic creations. 

In Osaka, this included monumental trunks arranged as 

installations made from translucent washi paper 

illuminated like lanterns (Figure 21.), which blends 

innovation with tradition. The exhibition is a journey 

through Louis Vuitton’s identity, its craftsmanship, travel 

roots, innovation, and invites visitors to experience the 

brand’s cultural narrative198199. Academic research 

supports this perspective. Studies confirm that brand 

experiences involving emotional, sensory, and 

intellectual dimensions strengthen consumer attachment 

and long-term loyalty200. Similarly, luxury pop-up stores, 

although temporary, are highly effective in generating, 

hedonic value and word-of-mouth advocacy even when visitors make no direct 
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(2022), 7. 

Figure 21. 

Monumental lantern-

like installations made 

out of illuminated 

washi paper at the 

Louis Vuitton: A Visual 

Journey exhibition in 

Osaka; Source: Louis 

Vuitton. 

Figure 20. Louis Vuitton: A 

Visual Journey Cruise installation in 

Shanghai; Source: Louis Vuitton. 
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purchases201. In this sense, for luxury fashion, the experience itself is the primary 

offering: handbags, clothing, or accessories are symbolic artefacts of experiences 

that linger in the memory of the consumer long after the purchase has been made. 

In this way, Batat’s principle of Experience highlights why luxury cannot be 

reduced to a product’s functionality. It is the design of rich, multi-sensory, and 

emotionally charged journeys — runway shows, flagship boutiques, immersive 

exhibitions — that sustains the aura of luxury and differentiates it from mass 

fashion. 

 

3.3.2 Exchange: Co-Creation of Value 

The second principle, Exchange, highlights the participatory dimension of 

experiential marketing. In contrast to the transactional model which sees exchange 

as a one-way transfer of goods for money, Batat emphasises that value today is co-

created between brands and consumers through active consumer involvement202. 

Indeed, Exchange also includes intangible dimensions such as social currency, 

emotional rewards, and the sense of belonging to a community. Luxury brands 

increasingly embrace this dynamic, recognising that meaning is co-constructed with 

consumers. The rise of digital platforms has accelerated and amplified this process.  

Consumers now curate their own narratives of luxury and share experiences online. 

Co-creation is evident in the popularity of customised services, where clients 

collaborate with artisans to design personalised items that reflect their personal 

identity203. For instance, Gucci’s DIY (“Do It Yourself”) initiative under Alessandro 

Michele (Gucci’s creative director at the time of the launch of the initiative) allows 
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minimum price for 21 luxury goods in 7 countries, Journal of Business Research, 69 (2016), 1, pp. 
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customers to personalise various products adding 

embroideries, initials, animal symbols (like the signature 

bee, kingsnake), and selecting details such as linings, 

fabrics, and buttons (Figure 22.). For instance, customers 

can customise their Dionysus bag, Ace sneakers, or 

Princetown shoes, and even outerwear like bomber jackets 

or denim with appliqués and patches204. These 

customisations give consumers the feeling of actively 

participating in the creative process, making each item 

unique to them. Another example is Hermès’s Le Sur-

Mesure, which is an atelier dedicated to custom-made 

creations for the most sophisticated clients (Figure 23.). 

This includes everything from custom leather goods (bags, 

trunks, saddlery) to larger commissions like yacht interiors, 

aircraft cabins, and even upholstery for cars.  

There are no limits to the requests our clients can make. Bespoke creations can take 

any form. In the showroom where we welcome them, one finds personalised bicycles, 

exceptional cars, seats designed for a private jet, a marquetry leather handbag, a motorbike, 

a picnic basket… We have also created a birdcage, an apple bag, and even a disco ball in 

collaboration with the Cristallerie Saint-Louis. Each object, above all, tells a story. We begin 

with a client’s dream, we listen, we engage in dialogue, and we transform it into an object205 

Says Christophe Beltrando, managing director of 

Hermès Sur-Mesure. The process involves close 

collaboration: clients share their dreams and 

specifications, artisans and engineers translate them into 

sketches, models, and detailed technical prototype, and 

the result is an object that is uniquely theirs206. Aside 

from material co-creation, exchange in the digital era also 
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Figure 22. 

Examples of 

Gucci’s DIY 

personalisation 

service; Source: 

Gucci. 

Figure 23. 

Hermès Sur-Mesure 

showroom; Source: 

Paperjam. 
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involves the circulation of information and experiences through User-Generated 

Content (UGC). Social media has amplified this dynamic by allowing consumers 

to share reviews, styling tips, and unboxing videos that often carry more perceived 

authenticity than brand-generated messages207. A recent Billo survey showed that 

6 in 10 consumers believe that UGC represents the most authentic form of 

marketing content208. While another Salsify study highlighted that around 40% of 

shoppers say that UGC is “extremely” or “very” important when making a purchase 

decision209. This is particularly clear among younger generations. Recent data from 

the same Salsify report, show that about 13% of Gen Z shoppers who made a 

purchase directly from a social media platform say that user-generated content was 

the biggest influence. That’s behind influencer recommendations (32%), and 

exclusive discounts (26%) but above live shopping events (11%)210. Another survey 

from EnTribe highlighted that 80% of Gen Z consumers have either shared or are 

willing to share their purchases on social media211. Research shows that UGC 

significantly shapes consumer perceptions and purchase intentions in luxury 

fashion, as peer recommendations are trusted more than traditional advertising212. 

For younger consumers, this exchange of content is part of the value of luxury itself, 

as owning or wearing a product becomes a social performance to be shared within 

digital communities. Platforms such as Instagram and TikTok allow users not only 

to show luxury items but also to co-create narratives around them, effectively 

turning consumption into a shared cultural dialogue. For instance, luxury 

campaigns that actively incorporate UGC strengthen both brand storytelling and the 

bond with the consumer. A clear example of this is Gucci’s #GucciGram 

Campaign. The initiative encouraged artists online to reinterpret the iconic 
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geraniums of the Blooms print and the graphic lines of the 

Caleido pattern. The result was a collection that is 

provocative, playful, and experimental213 (Figure 24.). In 

this sense, Batat’s principle of Exchange demonstrates how 

luxury is not only about the exchange of material goods but 

about shared meaning. Through personalisation, 

collaborative design, and the circulation of digital 

narratives, brands and consumers co-create value. What is 

exchanged is not just an object, but a set of experiences, 

emotions, and cultural symbols that strengthen the bond 

between brand and consumer. 

 

3.3.3 Extension: Extending the Brand Experience Beyond the First Interaction 

The third principle in Batat’s framework is Extension, which highlights how 

the consumer experience should not end with the initial interaction but continue 

across different contexts and over time214. In experiential marketing, the brand 

journey extends beyond the point of purchase, building a relationship that is 

reinforced through digital platforms, social media, events, and after-sales services. 

For luxury fashion, this extension is fundamental. A handbag or a pair of shoes may 

mark the start of the relationship, but the consumer’s perception of the brand is 

shaped by what happens afterwards — how the maison maintains contact, offers 

services, and cultivates loyalty. Chanel’s approach to extension is particularly rich. 

Through its Chanel & moi – Les Ateliers program, the brand has created dedicated 

workshop-spaces that provide premium after-sales care, repair, and tailored services 

for all product categories, from leather goods to watches and high jewellery215. n 

these spaces, customers can see artisans working directly on their pieces, which 

 
213 #GucciGram , Gucci, 

https://www.gucci.com/it/it/st/stories/article/2015_issue02_cruise_guccigram?srsltid=AfmBOorq8

ZlNouaQt4KEEJD9LXVn0i7bapH-Vq6i4RnFcL1pk5GgSuMU (accessed: 14/09/2025). 
214 W. Batat, Experiential Marketing: Consumer Behavior, Customer Experience and the 7Es, 

London, Routledge, 2019. 
215 Chanel & moi – Les Ateliers, Chanel, https://www.chanel.com/it/moda/servizi/chanel-et-moi/les-

ateliers/ (accessed: 27/09/2025). 

Figure 24. 

@punksgitcut on 

Instagram’s 

reinterpretation of 

Gucci Blooms print 

for the #GucciGram 

campaign: Source: 

Gucci. 
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reinforces the sense that Chanel items are made to last and worth preserving216. 

Each expert is specifically trained to follow rigorous standards to respect the 

original creative intent of each piece. The head of the Les ateliers explained that:  

The service model of Chanel & Moi - Les Ateliers differs from that of a boutique due 

to its ‘All-in-One’ approach. Firstly, while watch, jewellery, leather goods, and apparel 

services were often separate in the past, here they can all be resolved in one stop. Secondly, 

the atelier offers more comprehensive basic services, allowing many categories of 

maintenance to be delivered within a short timeframe. Thirdly, clients can receive 

professional after-sales and artisan advice here, promptly obtaining exclusive adjustment 

solutions217.  

In 2025, Chanel expanded its ateliers with 

a high-profile opening in Shanghai’s Plaza 66 

(Figure 25.), its seventh globally, and second in 

mainland China)218. That location spans nearly 

600 m² and includes dedicated service areas for 

both watches and fine jewellery, making it a 

landmark in the brand’s global after-sales 

network219. Bottega Veneta follows the same 

logic with its Certificate of Craft program, which offers lifetime care (refreshes and 

repairs) for selected Bottega Veneta handbags220. Each bag will have a 

correspondent physical and digital card with a serial number corresponding to the 

bag, but the service is applying only to new purchases221. Bottega Veneta CEO Leo 

Rongone said in a statement affirmed that:  

The certificate of craft is born out of a desire to offer our clients a superior service of 

long-term preservation of their products. We focus on responsible growth. Our intention is to 

maintain products in use for longer, reducing the need for replacement. Our vision remains 

consistent with the one of our founders. They wanted Bottega Veneta to represent the most 

 
216 Ibidem. 
217 Chanel & Moi - Les Ateliers makes Shanghai debut, Fashion Network, 22nd July 2025, 

https://id.fashionnetwork.com/news/Chanel-moi-les-ateliers-makes-shanghai-debut,1751118.html 

(accessed: 27/09/2025). 
218 Ibidem. 
219 Ibidem. 
220 J. Silbert, Bottega Veneta’s Craft Is Guaranteed Forever, Highsnobiety, 27th October 2022, 

https://www.highsnobiety.com/p/bottega-veneta-lifetime-warranty-certificate/ (accessed: 

27/09/2025). 
221 K. Shirley, Bottega Veneta Now Offers A Lifetime Warranty For Its Handbags, Forbes, 29th 

October 2022, https://www.forbes.com/sites/kristenshirley/2022/10/29/bottega-veneta-now-offers-

a-lifetime-warranty-for-its-handbags/ (accessed: 27/09/2025). 

Figure 25. Chanel & moi 

- Les Ateliers store in Shangai; 

Source: Fashion Network. 
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elevated and refined form of luxury. We count days, not hours, to make our products. They 

are designed to last forever 222.  

This service turns after-sales care into an opportunity for dialogue, keeping 

customers within the brand’s world and reminding them that their bag is not a part 

of an ongoing story. In this way, the object becomes a long-term companion, while 

the maison shows that it is committed to supporting the product and the client for 

as long as the relationship lasts. Digital innovation has expanded the scope of 

Extension even further. Many luxury brands now create online environments that 

allow the experience to continue long after the store visit. Gucci has embraced this 

with its Gucci Vault, an experimental online space that mixes the house’s past with 

new creative voices. This initiative was launched 

during the 2021 Milan Fashion Week with an 

installation in the western tollhouse in Piazza 

Sempione designed to vanish after just twenty-four 

hours223 (Figure 26.). Vault is described as an ever-

evolving “emporium of wonders”224, which brings 

together restored vintage Gucci pieces and limited 

capsules, collaborations with emerging designers, 

and wraps them in editorial storytelling, so 

browsing the website feels like entering a living 

archive that keeps changing. Vault is not just a store 

but a digital extension of Gucci’s identity, keeping 

the brand present in consumers’ cultural lives even 

when they are not buying. Extension also plays a 

role in social media interactions. Consumers often 

continue their relationship with brands through 

social media, such as Instagram and TikTok, where 

 
222 Ibidem. 
223 M. Galli, Gucci lancia Vault, il luogo sperimentale che dà spazio alle idee, AD Italia, 25th 

September 2021, https://www.ad-italia.it/article/gucci-lancia-vault-a-milano/ (accessed: 

27/09/2025). 
224 V. Blake, Gucci Vault: New Experimental Online Space Created by Gucci, Slanted, 28th March 

2022, https://www.slanted.de/gucci-

vault/#:~:text=Gucci%20Vault%20is%20an%20experimental,constantly%20evolving%20emporiu

m%20of%20wonders (accessed: 27/09/2025). 

Figure 26. Gucci 

Vault, temporary installation 

space in Milan; Source: AD 

Italia. 
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maisons maintain an ongoing dialogue through exclusive previews, behind-the-

scenes content, and interactive storytelling. This continuous flow of content 

sustains the feeling of belonging to the brand world and prolongs the emotional 

engagement that begins in-store. On Instagram, many luxury houses now show 

work-in-progress, studio moments, and artisan skills, letting followers feel close to 

the production progress and not only the finished product. Off-White’s dedicated 

Instagram account for behind-the-scenes content @off__white__seasons is a clear 

example of this move toward process-led storytelling, opening up the design 

journey so audiences can follow along and come back for updates. The brand’s 

founder, Virgil Abloh, said in a statement that:  

If I were a 17-year-old kid and I wanted to learn how to get into fashion, all I would 

want is a documentary or an Instagram account where I could see how the idea comes to life 

because then I could take that and interpret it how I would want to. So this account to me 

[…] will be the place where we can story-tell and show our process, thereby letting people 

into the DNA of Off-White, not just the surface of Off-White225.  

The account posts look book images, behind-the-scenes photos, audio 

recordings of Abloh’s many phone calls, samples and test products, and WhatsApp 

messages226, making the user genuinely feel part of the entire Off-White’s world. 

This kind of ongoing access helps the brand’s world feel continuous, not one-off.  

In China, WeChat turns that same idea into a structured, always-on ecosystem. 

Luxury brands use official accounts and WeChat Mini Programs (an app within 

WeChat which is used by about 1 billion monthly users) to run previews, RSVP 

flows, and post-event content in one place, so the audience can engage before, 

during, and after a launch without leaving the app227. Indeed, Mini Program’s 

integration within WeChat allows audiences to engage with an event at multiple 

stages. Ahead of it, users can share updates with friends, follow posts from 

influential Key Opinion Leaders (KOLs), and receive notifications about the latest 

news of the event. During the event, they can engage with it through AR, VR, live 

streams, or audio guides; and after it ends, they can still interact by browsing and 

 
225 S. Yotka, Virgil Abloh Launches a Behind-the-Scenes Instagram Account to “Let People Into the 

DNA of Off-White”, Vogue, 30th July 2020,  https://www.vogue.com/article/virgil-abloh-off-white-

seasons-instagram-account (accessed: 27/09/2025). 
226 Ibidem. 
227 R. Zheng, WeChat — The Tie that Binds Luxury Brands’ Events in China, Jing Daily, 24th April 

2019, https://jingdaily.com/posts/wechat-luxury-brands-events-in-china (accessed: 27/09/2025). 
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buying souvenirs via the Mini Program with 

WeChat Pay228. For example, Yves Saint 

Laurent Beauty introduced an original concept 

with its Beauty Hotel, a pop-up experience 

inside the Shanghai Modern Art Museum 

(Figure 27.). The three-storey installation was 

designed as a glamorous hotel where visitors 

could explore a Beauty Suite complete with a 

king-size bed, a bathtub, and a spa area dedicated to the brand’s new skincare line. 

Other spaces included a makeup studio where guests could experiment with 

products and an event area that hosted parties and live performances. To enhance 

the sense of immersion, the brand used digital touchpoints even before the event 

started. Through WeChat, guests could register in advance, receive personalised 

instructions, and take part in interactive games such as unlocking a hidden room 

during their visit229. These formats make WeChat a living hub for the brand which 

naturally extends the experience over time. Research on WeChat use helps explain 

why this works. Studies show that interactive brand activity on the platform can 

foster para-social interaction — a feeling of personal closeness — which in turn 

improves brand evaluations and strengthens the sense of belonging to the brand’s 

community. In simple terms, if people regularly message, play, read, or shop with 

a brand inside WeChat, they are more likely to feel connected to it and to carry that 

feeling forward230. In this way, Extension shows how luxury is strongly defined by 

long-term relationships. Every touchpoint — from after-sales care to digital 

storytelling — becomes part of a continuous experience that reinforces attachment 

and strengthens brand equity. Luxury brands that succeed in extending their 

experiences ensure that the consumer journey is cyclical, inviting customers to 

return, re-engage, and rediscover the brand in new ways over time. 

 

 
228 Ibidem. 
229 S. Chen Kang, R. Boost, YSL Makes Big Splash With Fancy Hotel in Hong Kong, Jing Daily, 27th 

August 2018, https://jingdaily.com/posts/ysl-hotel-hong-kong (accessed: 27/09/2025). 
230 C.-B. Zhang, Z.-P. Zhang, Y. Chang, T.-G. Li, R.-J. Hou, Effect of WeChat interaction on brand 

evaluation: A moderated mediation model of para-social interaction and affiliative tendency, 

Journal of Retailing and Consumer Services, 64 (2022), art. 102812. 

Figure 27. Room in the 

YSL’s Beauty Hotel in Shangai; 

Source: Jing Daily. 

https://jingdaily.com/posts/ysl-hotel-hong-kong


74 

 

3.3.4 Emphasis: Personalisation, Detail, and Excellence 

The principle of Emphasis refers to the ability of brands to identify and 

highlight the most critical aspects of the customer journey, those details that leave 

a lasting impression and shape consumer perception231. Rather than dispersing 

attention across every touchpoint, emphasis is about recognising what matters most 

to clients and ensuring these moments are executed with precision and excellence. 

In luxury fashion, emphasis often manifests through meticulous attention to detail 

in both product and service. It is not only the handbag or garment that matters, but 

also how it is presented, delivered, and contextualised. According to McKinsey’s 

the State of Fashion 2025 report, service excellence drives consumer spending, with 

75% of shoppers more likely to spend more after receiving high-quality service 

from store personnel232. Furthermore, as mentioned above, research on sensory 

marketing confirms that details such as ambient scent, tactile fabrics, and even 

packaging significantly enhance perceptions of brand attachment and loyalty233. 

Indeed, the unboxing of a Hermès product, for example, is carefully staged: the 

signature orange box, the perfectly folded tissue paper, the ribbon — all combine 

to create a sensory ritual that reinforces the symbolic value of the brand. This act of 

Emphasis transforms packaging into an emotionally resonant moment. Flagship 

boutiques are similarly designed around emphasis. Every detail — from the lighting 

and scent to the arrangement of displays — is curated to ensure that visitors leave 

with a strong impression of refinement and care. In the digital sphere, Emphasis is 

equally critical. Consumers expect the same level of refinement in online 

interactions as they do in-store, including seamless interfaces, personalised 

recommendations, and impeccable after-sales services234. Accenture’s research 

highlights that companies delivering effective service achieve significantly higher 

revenue growth (5.9% versus -1.8% decline), and that B2C customers are twice as 

 
231 W. Batat, Experiential Marketing: Consumer Behavior, Customer Experience and the 7Es, 

London, Routledge, 2019. 
232 The State of Fashion 2025: Challenges at every turn, McKinsey & Company, 11th November 

2024, https://www.mckinsey.com/industries/retail/our-insights/state-of-fashion#/ (accessed: 

14/09/2025). 
233 S. Shahid, J. Paul, F. G. Gilal, and S. Ansari, The role of sensory marketing and brand experience 

in building emotional attachment and brand loyalty in luxury retail stores; Journal of Consumer 

Marketing, 39 (2022), 7. 
234 C. Liu, S. Xia, C. Lang, Online Luxury Resale Platforms and Customer Experiences: A Text 

Mining Analysis of Online Reviews; in Sustainability, 15 (2023), 8137. 
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likely to increase purchases when they feel heard235. A clear 

example of this is Gucci’s Live service, which uses 

personalised video calls to connect clients with advisors in 

a virtual showroom (Figure 28.). Customers can see 

products shown in real time, ask questions, and receive 

tailored guidance, creating an online equivalent of the in-

store experience, where Emphasis is placed on personal 

interaction and attention236. These formats resonate 

strongly with younger generations, who prefer experiences 

that are interactive and dynamic237. In conclusion, 

Emphasis thus ensures that each encounter with the brand 

carries weight, reinforcing the aura of excellence and justifying luxury’s symbolic 

and financial premium. 

 

3.3.5 Empathy: Understanding Cultural and Emotional Needs 

The principle of Empathy is central to Batat’s model and stresses the 

importance of understanding consumers’ emotions, desires, and cultural values on 

a deep level. Empathy means creating experiences that feel authentic, personal, and 

aligned with what matters most to people in a given time and place238. In today’s 

luxury market, empathy is strongly connected to sustainability, inclusivity, and 

social responsibility. Younger generations — especially Millennials and Gen Z — 

want luxury brands to reflect their ethical concerns and lifestyle aspirations. 

Research shows that these consumers increasingly seek luxury experiences that 

 
235 End-to-Endless Customer Service, Accenture, 2022, 

https://www.accenture.com/content/dam/accenture/final/accenture-com/document/Accenture-End-

to-Endless-Customer-Service.pdf (accessed: 14/09/2025). 
236 M. McDowell, Gucci’s new tech bet: Personalised video shopping, Vogue Business, 2nd June 

2020, https://www.voguebusiness.com/technology/gucci-live-personalised-video-shopping 

(accessed: 20/09/2025). 
237 D. M. Nguyen, T. Nguyen, Framing luxury in the resale era: Matching influencer type with 

regulatory focus in second-hand luxury consumption, Journal of Retailing and Consumer Services, 

88 (2026), 104490. 
238 W. Batat, Experiential Marketing: Consumer Behavior, Customer Experience and the 7Es, 

London, Routledge, 2019. 

Figure 28. 

Gucci Live service; 

Source: Vogue 

Business. 
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align with their values of environmental consciousness and authenticity239240. 

Empathy thus requires brands to actively listen to consumer concerns and integrate 

them into their experiential strategies. Examples from the industry show how 

Empathy has been integrated into luxury strategies. Gucci’s Equilibrium platform 

integrates transparent reporting on carbon neutrality, diversity initiatives, and 

responsible sourcing, presenting these efforts as part of its brand identity241. Perhaps 

the most emblematic case is Stella McCartney, a pioneer of sustainable luxury who 

has consistently placed empathy at the heart of its creative vision. From rejecting 

animal leather to developing innovative bio-based materials, McCartney has 

reframed luxury around ethics and responsibility. The brand continues to champion 

plant-based alternatives, organic fabrics, 

and transparency in supply chains, 

positioning itself as a leader in the move 

towards “farm-to-fashion” 

sustainability242. Empathy also plays a 

critical role more broadly in initiatives 

such as inclusive sizing, gender-fluid collections, or storytelling campaigns centred 

on diverse cultural identities. A notable example is Gucci’s MX line, launched in 

2020, which presents clothing and accessories outside of traditional gender 

categories (Figure 29.). By offering gender-neutral sizing and styles, Gucci 

challenges binary conventions and invites consumers to explore fashion as a 

medium of personal expression. Gucci’s website, where it first introduced two 

collections under the MX brand — Pre-Fall and FW20 — states, “Playing with the 

constructive nature of gender, the MX project underlines the performative nature of 

 
239 C. Liu, S. Xia, C. Lang, Online Luxury Resale Platforms and Customer Experiences: A Text 

Mining Analysis of Online Reviews; in Sustainability, 15 (2023), 8137. 
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(2022), 7. 
241 2023 Gucci Equilibrium Impact Report, Gucci Equilibrium, 
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242 T. Almazan, Farm To Fashion: Stella McCartney on Her Most Sustainable Collection Yet, Vogue 

Philippines, 30th May 2024, https://vogue.ph/fashion/designer-profile/farm-to-fashion-stella-
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Figure 29. Model wearing Gucci’s 

MX line; Source: Teen Vogue. 
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what we wear, presenting masculinity and femininity as relative concepts”243. This 

initiative strongly resonates with younger generations, for whom inclusivity and 

self-expression are central values244. Similarly, luxury brands have begun to 

embrace a broader range of sizes, cultural references, and diverse models in their 

campaigns, reflecting the demand for representation and authenticity. In this sense, 

Empathy transforms luxury into a responsive dialogue with society. By showing 

responsibility, inclusivity, and cultural awareness in the experiences they create, 

luxury brands can build trust and stay relevant at a time when consumers are more 

critical and socially engaged than ever. 

 

3.3.6 Emotional Touchpoints: Designing Moments that Resonate 

Batat defines Emotional Touchpoints as those specific moments in the 

customer journey that trigger an emotional response. These are the points where 

brands can intentionally design experiences that evoke joy, surprise, trust, or even 

awe — feelings that build stronger connections and long-term loyalty245. While 

every stage of interaction has some impact, it is these well-crafted emotional 

highlights that consumers remember and share. Luxury fashion is especially skilled 

at creating such touchpoints. The Korean luxury eyewear brand Gentle Monster 

shows this clearly. The brand’s popularity surged in the last few years, becoming 

one of the favourite eyewear brands of both Kpop idols but also celebrities such as 

Beyoncé and Rihanna. Yet what is most noteworthy about is not so much the 

products, but their stores. Each one of them is uniquely designed and filled with 3D 
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moving sculptures, robots, and changing installations246247. In these stores, only a 

small part of the space is used for products, while most of it is dedicated to visuals 

and storytelling that catch visitors by surprise248. Places such as Haus Shanghai or 

Haus Nowhere in Seoul feel closer to art exhibitions than traditional boutiques, 

inviting people to explore, be curious, and even feel a bit unsettled249250. The 

company explains that according to them:  

Future retail defies stereotypical notions of commercial space by inciting emotional 

provocation in visitors. Haus aims to deliver an unprecedented cultural experience. […] 

Rather than the ordinary experience of walking through myriads of products and brands, 

Gentle Monster created a surreal space that places customers in the past imagined by the 

future” 251.  

Gentle Monster Haus in Shanghai (Figure 30.) has been described as an ‘über 

store’: a four-storey space of more than 35,000 square feet filled with immersive 

art installations. In Seoul, Gentle Monster Haus Dosan expands the  concept further 

by bringing together the brand’s offshoots, including Tamburins, its cosmetics line, 

and Nudake, a café famous for its experimental desserts252. Creating such an 

immersive environment shifts the focus form the glasses to the emotional 
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Creative Revolution, Vogue, 8th September 2025, https://www.vogue.com/article/inside-gentle-

monsters-haus-nowhere-the-concept-shop-at-the-center-of-seouls-creative-revolution (accessed: 

27/09/2025). 
251 P. N. Danziger, Meet Gentle Monster Fusing K-Pop Excitement With Immersive Retail In Luxury 

Eyewear, Forbes, 10th September 2024, 
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experience of the store, leaving a stronger memory 

than the product. Indeed, research has found that 

experiential environments such as pop-up stores 

succeed in creating these touchpoints because they 

encourage playful participation and spark 

conversations about the brand253. A single positive 

emotional moment can significantly increase trust 

and willingness to repurchase, while a poorly 

handled one can undermine the entire brand 

experience254. Luxury brands therefore invest 

heavily in ensuring that these key moments are 

carefully orchestrated to align with their identity 

and values. In Batat’s framework, Emotional Touchpoints remind us that luxury is 

not just consumed but felt. By identifying and designing these memorable moments 

— whether in a fashion show, a flagship boutique, or a digital encounter — brands 

embed themselves into the emotional lives of their consumers, ensuring that the 

experience resonates long after the interaction has ended. 

 

3.3.7 Emic/Etic Process: Combining Insider and Outsider Perspectives 

The final principle in Batat’s framework is the Emic/Etic Process, a concept 

adapted from cultural anthropology. The Emic perspective refers to the insider’s 

view — understanding the experience from the consumer’s own standpoint, shaped 

by their emotions, cultural background, and personal values. The Etic perspective, 

by contrast, represents the external, analytical view of marketers and researchers, 

who study behaviours, patterns, and trends from a more objective standpoint. Batat 

argues that it is only by combining these two perspectives that brands can truly 

 
253 J. F. Klein, T. Falk, F. R. Esch, A. Gloukhovtsev, Linking pop-up brand stores to brand 

experience and word of mouth: The case of luxury retail, Journal of Business Research, 69 (2016), 

pp. 5761-5767. 
254 R. Husain, J. Paul, B. Koles, The role of sensory marketing and brand experience in building 

emotional attachment and brand loyalty in luxury retail stores; Journal of Consumer Marketing, 39 

(2022), 7. 

Figure 30. Different 

rooms of Gentle Monster Haus 

Shanghai; Source: Retail Focus. 
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design experiences that are both culturally relevant and strategically effective255. 

Luxury fashion has long relied on balancing these perspectives. From an Emic 

angle, brands need to immerse themselves in the lived realities of their clients. For 

example, the rise of Gen Z and Millennial consumers, with their emphasis on 

sustainability and digital culture, demands that luxury maisons listen closely to 

these groups’ aspirations and anxieties. This insider perspective helps explain why 

so many brands now emphasize narratives of responsibility, inclusivity, and 

authenticity in their storytelling. At the same time, the Etic perspective provides 

brands with the tools to analyse broader shifts and maintain a strategic overview. 

This might include studying consumption patterns across global markets, 

monitoring resale behaviours, or assessing the role of new technologies such as AR 

and blockchain. By applying this external lens, maisons can make sure they are 

aligning with structural transformations in consumer culture. Concrete examples 

show how this dual process works in practice. Gucci’s MX project, which 

introduced gender-fluid collections, reflects an Emic awareness of cultural shifts in 

identity and self-expression. Yet it also reflects an Etic strategy: positioning the 

brand as progressive and culturally relevant in a market increasingly shaped by 

inclusivity. Similarly, Chanel’s decision to expand its repair and restoration 

services demonstrates an Emic sensitivity to consumer desires for a product that has 

a good quality, stands the test of time and is sustainably made, while also fitting 

into an Etic strategy to reinforce heritage and timelessness as key brand values. The 

Emic/Etic Process is therefore not a binary but a dialogue. By listening to 

consumers’ lived experiences while simultaneously maintaining an analytical, big-

picture approach, luxury brands can design experiences that are both personally 

meaningful and strategically coherent. In Batat’s framework, this principle allows 

that experiential marketing to remain grounded in cultural realities while still 

serving the long-term vision of the brand. 

 

 
255 W. Batat, Experiential Marketing: Consumer Behavior, Customer Experience and the 7Es, 

London, Routledge, 2019. 
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3.4. The Adaptation of Experiential Marketing to Second-Hand Luxury 

Applying experiential marketing to second-hand luxury marks an important 

extension of Batat’s 7Es framework. While luxury fashion has always used 

experiences to create exclusivity, desire, and emotional attachment, the resale 

market faces distinct challenges. For many years, second-hand goods carried 

connotations of stigma, poor hygiene, or little value256. To reposition pre-owned 

pieces as aspirational, resale platforms must use experiential strategies that present 

second-hand luxury as authentic, sustainable, and emotionally rewarding. Research 

shows that consumer expectations in the resale market often mirror those in the 

primary luxury sector, but with concerns about trust, sustainability, and access257258. 

Luxury resale platforms use authentication, personalised storytelling, and the 

promotion of circular fashion values to shape consumer experience259. Similarly, 

the way resale is framed significantly affects consumer engagement: prevention-

focused buyers respond well to sustainable and practical appeals, while promotion-

focused buyers are drawn to aspirational framing260. Looking at second-hand luxury 

through Batat’s 7Es provides a useful way to understand how experiential strategies 

help overcome stigma and create value. Experience is central to this transformation. 

The RealReal, for example, has invested in different physical flagship stores such 

as in New York, Los Angeles and New 

Jersey, that look and feel like luxury 

boutiques rather than second-hand shops 

(Figure 31.). Their interiors feature elegant 

displays, and in-person authentication 

desks, which allow customers to browse 

and interact with products in a similar way 

 
256 M.-C. Cervellon, L. Carey, T. Harms, Something old, something used: determinants of women’s 

purchase of vintage fashion vs second-hand fashion, International Journal of Retail & Distribution 

Management, 40 (2012), 12, pp. 956-974. 
257 C. Liu, S. Xia, C. Lang, Online Luxury Resale Platforms and Customer Experiences: A Text 

Mining Analysis of Online Reviews; in Sustainability, 15 (2023), 8137. 
258 L. Turunen, and H. Leipämaa-Leskinen, Pre-loved luxury: Identifying the meaning of second 

hand luxury possessions, Journal of Product & Brand Management, 2015, 57-65. 
259 C. Liu, S. Xia, C. Lang, Online Luxury Resale Platforms and Customer Experiences: A Text 

Mining Analysis of Online Reviews; in Sustainability, 15 (2023), 8137. 
260 D. M. Nguyen, T. Nguyen, Framing luxury in the resale era: Matching influencer type with 

regulatory focus in second-hand luxury consumption, Journal of Retailing and Consumer Services, 

88 (2026), 104490. 

Figure 31. The RealReal’s Los 

Angeles Store; Source: The Hollywood 

Reporter. 
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to traditional luxury shopping261. Online, the platform uses high-quality 

photography and detailed descriptions that just as in primary luxury, are 

fundamental: it is not only the product but also the context of its presentation that 

defines value262. In this way, the product is staged within a cultural and sensory 

environment that creates prestige and emotional resonance263. Exchange highlights 

the participatory nature of resale. Unlike traditional retail, resale is inherently 

collaborative: sellers consign their items, buyers give them a new life, and the 

platform facilitates the process. Platforms like Depop show how this principle 

creates social value through community-driven interactions. Depop is a resale 

platform which, although not exclusively luxury, is built around user-generated 

content, where buyers and sellers create personal shops which look like Instagram 

feeds. For many young consumers, Depop is a space to show identity and values, 

but also find style inspiration, turning resale into a community-driven experience 

(Figure 32.).  

Depop doesn’t feel like a store. It feels like scrolling through your favourite creator’s 

Instagram feed. Instead of filters, dropdowns, and bland grids, Depop built its platform 

around familiar social patterns. Users can like listings, follow sellers, and build personal 

profiles. Each item is a post. Each seller has a feed. And each interaction is designed to feel 

casual, visual, and personal. […] Browsing isn’t just about finding a hoodie — it’s about 

finding a vibe, a look, or someone with your taste. […] Gen Z users don’t just use Depop to 

buy and sell clothes — they use it to show off their style and connect with others. By 

borrowing the mechanics of social media, Depop turned its marketplace into a community264. 

 
261 K. Redmond, Luxury reseller The RealReal opens 1st NJ store, NJ Biz, 6th June 2025, 

https://njbiz.com/the-realreal-opens-first-nj-store-

summit/#:~:text=Luxury%20online%20consignment%20retailer%20The,worth%20in%20the%20r

esale%20market (accessed: 20/09/2025). 
262 C. Liu, S. Xia, C. Lang, Online Luxury Resale Platforms and Customer Experiences: A Text 

Mining Analysis of Online Reviews; in Sustainability, 15 (2023), 8137. 
263 Ibidem. 
264 The Secrets Behind Depop Gen Z Marketing: UGC, Identity, and Community, Ptengine, 27th July 

2025, https://www.ptengine.com/blog/business-strategy/the-secrets-behind-depop-gen-z-

marketing-ugc-identity-and-community/ (accessed: 21/09/2025). 
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 Extension concerns how the 

consumer relationship continues across 

multiple touchpoints, beyond the single 

act of purchase. In second-hand luxury, 

this is particularly important, as platforms 

have to show that pre-owned goods are 

not just valuable at the point of sale but 

remain supported throughout their lifecycle. A clear example is Farfetch Fix, a 

repair and restore programme launched in partnership with the aftercare specialist 

The Restory. Through this service, customers can arrange for shoes, bags, and 

leather goods to be collected directly via the Farfetch website, assessed by experts 

at The Restory’s atelier, restored, and then returned265. This service illustrates 

Extension because it makes repair and aftercare part of the customer journey. 

Instead of replacing a worn item with something new, customers are encouraged to 

keep and “fall in love with their favourites all over again”266. In doing so, Farfetch 

builds loyalty, supports sustainability, and helps people see pre-owned luxury as 

something worth maintaining and cherishing over time. Emphasis plays a decisive 

role in going against the perception that second-hand items are of lower quality. 

Authentication processes, condition grading, and premium packaging act as critical 

touchpoints that reassure customers and elevate resale into the realm of luxury267. 

Vestiaire Collective, for instance, has built its reputation on a strict authentication 

process, where items are reviewed by a validation team before listing them and 

before they are shipped to buyers268. Moreover, the company has redesigned its 

 
265 A. De Klerk, You can now restore your favourite luxury items at Farfetch, Harper Bazaar, 17th 

February 2021, https://www.harpersbazaar.com/uk/fashion/a35529899/farfetch-fix-the-restory/ 

(accessed: 21/09/2025). 
266 Ibidem. 
267 C. Liu, S. Xia, C. Lang, Online Luxury Resale Platforms and Customer Experiences: A Text 

Mining Analysis of Online Reviews; in Sustainability, 15 (2023), 8137. 
268 E. Hamel, Everything You Need to Know About Vestiaire Collective, Vendoo, 1st November 2023, 

https://blog.vendoo.co/everything-you-need-to-know-about-vestiaire-collective (accessed: 

20/09/2025). 

Figure 32. Screenshots that show 

how Depop works; Source: Ptengine. 
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packaging to be 100% recycled 

and recyclable, eliminated 

metallic inks for water-based 

alternatives, and streamlined its 

labelling process (Figure 33.). 

These choices both reduce 

environmental impact but also communicate care and refinement, making second-

hand purchases feel premium and responsible269. Empathy is perhaps the most 

visible dimension in resale, since it responds directly to the values of sustainability, 

inclusivity, and ethics that shape younger consumers’ expectations270271. Vestiaire 

Collective’s Think First, Buy Second campaign shows how empathy can be 

included into strategy. The company banned 30 fast-fashion brands from its 

platform, taking a stance against overconsumption272. The campaign features AI 

generated videos and images depicting piles of clothing in iconic locations like the 

Colosseum, Times Square, or the Eiffel 

Tower, recreating what textile waste and 

landfills would look like in consumers’ 

own countries (Figure 34.)273. This move 

resonated strongly with eco-conscious 

consumers, so much so that “Vestiaire 

recorded an increase of 70% of users who 

returned to the platform after the ban to 

 
269 How sustainable is Vestiaire Collective’s packaging?, Vestiaire Collective, 

https://faq.vestiairecollective.com/hc/en-us/articles/360016910217-How-sustainable-is-Vestiaire-

Collective-s-packaging (accessed: 20/09/2025). 
270 C. Liu, S. Xia, C. Lang, Online Luxury Resale Platforms and Customer Experiences: A Text 

Mining Analysis of Online Reviews; in Sustainability, 15 (2023), 8137. 
271 R. Husain, J. Paul, B. Koles, The role of sensory marketing and brand experience in building 

emotional attachment and brand loyalty in luxury retail stores; Journal of Consumer Marketing, 39 

(2022), 7. 
272 Vestiaire Collective Bans Industry Giants From Platform In A Second Wave Of The Fight Against 

Fast Fashion, PR Newshire, 17th November 2023, https://www.prnewswire.com/news-

releases/vestiaire-collective-bans-industry-giants-from-platform-in-a-second-wave-of-the-fight-

against-fast-fashion-301992220.html (accessed: 20/09/2025). 
273 G. Cantarini, Vestiaire Collective bans fast fashion brands, L’Officiel, 21st November 2023, 

https://www.lofficielibiza.com/fashion/vestiaire-collective-bans-fast-fashion-brands (accessed: 

20/09/2025). 

Figure 33. Vestiaire Collective’s new 

packaging; Source: Vestiaire Collective. 

Figure 34. AI generated imagea of 

the Eiffel Tower and Buckingham Palace 

covered in piles of clothes for Vestiaire 

Collective’s Think First, Buy Second 

campaign; Source: Marie Claire.  
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purchase better quality, second-hand or vintage items”274. Emotional Touchpoints 

are those moments designed to create strong feelings — pride, excitement, or 

connection — that make the resale experience memorable. While many examples 

come from mainstream fashion resale, they can easily be applied to luxury resale 

too. A useful case is Vinted’s “House of Vinted” pop-up in London, which invited 

visitors into themed rooms curated by influencers such as Susie Lau and Victoria 

Magrath. Each space had a distinct aesthetic, from “Art Deco Déjà Vu” to 

“Cottagecore Comeback”, and the event also included workshops like leather 

embossing and styling sessions. Although Vinted is not a luxury-exclusive 

platform, this pop-up shows how second-hand fashion can be staged in ways that 

feel immersive, playful, and aspirational. By creating spaces where visitors could 

connect emotionally with style narratives and even take part in creative activities, 

the brand transformed resale into a memorable cultural experience. Applied to 

luxury resale, similar initiatives could build emotional attachment by blending 

curation, exclusivity, and personal interaction in physical or digital spaces. The 

Emic/Etic process combines the insider view of communities (Emic) with the 

structural, analytical perspective of platforms (Etic). In the context of second-hand 

luxury, this principle is highly relevant. From the Emic side, collectors and fashion 

enthusiasts place great importance on details such as the year of production, 

provenance, serial codes, or the rarity of a colourway. From the Etic side, resale 

platforms need to translate these cultural codes into systems that work on a large 

scale: advanced search filters, pricing algorithms, standardised authentication 

procedures. This ensures that the consumer’s insider knowledge is not only 

preserved but also made accessible and trustworthy for a wider audience, including 

those who may not have 

deep expertise. A strong 

example of how this 

principle works in practice 

is Rebag’s Historical Price 

Tracking (Figure 35.). This 

is a Reabg feature that 

 
274 Ibidem. 

Figure 35. Screenshot showing how Rebag’s Historical 

Price Tracking works; Source: Rebag. 
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allows luxury owners to track the evolution of resale values for items through the 

appraisal index Clair.275. From an Emic perspective, Clair satisfies consumers’ 

need to know whether their luxury item retains its value, confirming the type of 

knowledge that collectors already share informally. From an Etic perspective, 

Rebag aggregates these individual valuations into its annual Clair Report, which 

identifies broader resale trends by brand, model, and category276. In this way, 

subjective and culturally specific insights are transformed into objective, scalable 

market intelligence. More broadly, applying the Emic/Etic process to second-hand 

luxury could mean developing initiatives that blend user knowledge with structured 

market tools. For instance, platforms might invite collector communities to help 

identify rare or iconic pieces, while at the same time validating these contributions 

with professional authentication and editorial curation. Another possibility would 

be to collect and highlight the personal stories attached to pre-owned items (Emic), 

then translate them into searchable content or marketing insights (Etic). In both 

cases, the strength of this model lies in combining the cultural and emotional 

meanings attributed by consumers with the business need to guarantee trust, 

transparency, and scalability. Overall, experiential marketing in the context of 

second-hand luxury is not simply an extension of traditional strategies but a 

strategic necessity. By applying the 7Es, resale platforms confront consumer 

anxieties about authenticity and value while also tapping into cultural priorities such 

as sustainability, individuality, and digital immersion. In doing so, they transform 

second-hand luxury from a practice once burdened by stigma into an aspirational 

lifestyle choice, firmly embedding it within the landscape of contemporary luxury 

consumption. 

 

3.5. Emerging Directions 

As luxury brands and resale platforms continue to integrate experiential 

marketing into their strategies, the sector faces new opportunities and challenges 

shaped by technology, shifting consumer expectations, and cultural change. 

 
275 B. Rachelle, How to Track the Resale Value of Your Favorite Items, Rebag, 15th October 2020, 

https://www.rebag.com/thevault/how-to-track-the-resale-value-of-your-favorite-items/ (accessed: 

28/09/2025). 
276 Ibidem. 
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Looking ahead, several key directions are likely to influence how experiential 

marketing evolves in both the primary luxury industry and the resale segment. 

 

3.5.1 Digital Immersion: AR, VR, and AI 

Advances in augmented reality (AR), virtual reality (VR), and artificial 

intelligence (AI) are transforming how consumers engage with fashion. Luxury 

brands have already begun experimenting with immersive tools that allow buyers  

to try on garments virtually, explore digital showrooms, or receive styling 

suggestions with the use of AI. Gucci has been particularly 

active in this area. Through its Sneaker Garage, available in 

the Gucci app, the brand allows users to design sneakers by 

combining different elements of existing models and then 

see them virtually through AR. It even released a fully digital 

sneaker, the Gucci Virtual 25, (Figure 36.) which can be 

“worn” in AR or integrated into gaming and social platforms277278.  These 

innovations show how digital fashion can build playful, creative, and exclusive 

experiences that appeal especially to younger consumers. Balenciaga has also 

embraced immersive technology for its 

runway shows. In 2024, it partnered with 

Apple’s Vision Pro headset to make its 

Spring-Summer 2025 collection available in 

virtual reality (Figure 37.). Viewers could 

watch the show in 4K and explore the 

lookbook interactively, bringing the 

atmosphere of the runway directly into their 

 
277 Gucci Sneaker Garage, Gucci, https://www.gucci.com/us/en/st/stories/article/sneaker-garage 

(accessed: 21/09/2025). 
278 K. Estiler, Gucci Sneaker Garage App Lets You Design Virtual Shoes, Hypebeast, 8th August 

2020, https://hypebeast.com/2020/8/gucci-sneaker-garage-app-info (accessed: 21/09/2025). 

Figure 36. 

Gucci Virtual 25; 

Source: The 

Guardian. 

Figure 37. Balenciaga 

partnership with Apple Vision Pro for 

the SS25 runway show; Source: GQ 

Magazine. 
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own homes279280. For resale, such technologies hold particular promise. One of the 

key barriers in second-hand luxury is the lack of tactile reassurance: consumers 

want to know the condition, fit, and authenticity of items before purchasing. Virtual 

try-on functions, 3D imaging, and AI personalisation could help reduce these 

concerns, allowing customers to look at the items in detail or receive 

recommendations based on their personal style. In this way, digital can be seen as 

a practical solution to building trust in resale. 

 

3.5.2 Partnerships between Luxury Brands and Resale Platforms 

A second trend is the rise of collaborations between traditional luxury 

maisons and resale platforms. For years, many luxury brands resisted resale, 

worried it would dilute exclusivity or undermine their control. Yet this perception 

is changing as resale becomes more widely accepted by consumers and recognised 

as an opportunity rather than a threat. A strong example is Balenciaga’s partnership 

with the resale platform Reflaunt, which allows customers to resell their pre-owned 

Balenciaga pieces. Through this programme, clients can bring their items to 

selected stores, where they are authenticated and listed for sale on Reflaunt’s 

website, with sellers receiving store credit in return281. This approach transforms 

resale into a space where luxury brands and resale collaborate to reposition resale 

as a collaborative extension of the luxury ecosystem. 

 

3.5.3 Sustainability as a Permanent Axis 

Sustainability is likely to remain a non-negotiable axis of experiential luxury. 

Consumers, particularly Millennials and Gen Z, expect luxury brands to show 

 
279 A. Chow, Balenciaga Takes Its SS25 Runway Show To Virtual Reality With Apple Vision Pro, 

Hypebae, 16th July 2024, https://hypebae.com/2024/7/balenciaga-virtual-reality-apple-vision-pro-

runway-show-spring-summer-2025 (accessed: 21/09/2025). 
280 M. McDowell, Balenciaga is bringing fashion shows to the Apple Vision Pro, Vogue Business, 

16th July 2024, https://www.voguebusiness.com/story/technology/balenciaga-is-bringing-fashion-

shows-to-the-apple-vision-pro (accessed: 21/09/2025). 
281 E. Benissan, Balenciaga Presses Go On Resale Following Successful Pilot, Vogue Business, 26th 
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empathy toward environmental and social concerns282. Luxury maisons are also 

adapting to this shift by investing in circular models which touch the very core of 

production. A notable example is Chanel’s Nevold initiative, launched to develop 

luxury materials made from recycled fibres. By partnering with yarn mills and 

recycling specialists, Chanel is working to integrate sustainable practices directly 

into its supply chain, turning surplus materials into new high-quality textiles283. 

This initiative represents a deeper commitment of the brand to sustainability, 

making it part of its long-term identity. Experiential strategies will likely continue 

to highlight such efforts, whether through storytelling, transparency reports, or 

immersive consumer education. What emerges is a vision of luxury where empathy 

with cultural and environmental concerns becomes an essential value. 

 

3.5.4 Live Shopping 

Live shopping has grown a lot in the last few years and is emerging as one of 

the most dynamic ways for luxury and resale brands to engage with consumers. 

“The global live commerce market size was estimated at USD 128.42 billion in 

2024 and is projected to reach USD 2,469.06 billion by 2033, growing at a CAGR 

of 39.9% from 2025 to 2033 due to the increasing demand for interactive and 

immersive shopping experiences, the proliferation of social media platforms, and 

mobile penetration”284. Unlike traditional e-commerce, it combines entertainment, 

interactivity, and real-time purchasing, making it especially attractive to younger 

generations who prefer immediacy and participation. The format is already well 

established in Asia. On Douyin (the Chinese version of TikTok), luxury brands 

have livestreamed runway shows and product launches, reaching millions of 

 
282 C. Liu, S. Xia, C. Lang, Online Luxury Resale Platforms and Customer Experiences: A Text 

Mining Analysis of Online Reviews; in Sustainability, 15 (2023), 8137. 
283 L. Cunningham, Introducing Chanel’s New Recycling Platform: Nevold, Marie Claire, 14th June 

2025, https://www.marieclaire.co.uk/fashion/chanel-nevold (accessed: 21/09/2025). 
284 Live Commerce Market (2025–2033). Size, Share & Trends Analysis by Product, Platform Type, 

Region, and Segment Forecasts, Grand View Research, 2024, 

https://www.grandviewresearch.com/industry-analysis/live-commerce-market-report#:~:20mobile 

(accessed: 21/09/2025). 
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viewers in real time285. Indeed, April 2024, Louis Vuitton teamed up with Douyin 

to showcase its pre-fall 2023 collection (Figure 38.).  

Official data shows that in the first half of 2023, 66% of the top 100 search words on 

Douyin were dedicated to brands — names like Chanel, Louis Vuitton, Prada, Cartier and 

Bulgari experienced a surge in popularity. […] The number of consumers buying luxury 

goods on the platform has also increased, with Douyin’s luxury GMV sharply rising by 254 

per cent year-on-year in 2023286.  

These events allow people to comment, react, and sometimes purchase 

directly while watching. For the brands, live shopping can help create excitement 

and a sense of exclusivity around the experience. In Western 

markets, the platform Whatnot is helping to bring this model 

into the resale and luxury market. Whatnot hosts livestreams 

where sellers showcase items like designer handbags, 

watches, and vintage fashion in real time, while buyers can 

ask questions, see the products’ condition details up close, 

and bid or purchase instantly. In 2024, the platform 

surpassed US$3 billion in livestreamed sales, with luxury 

handbag buyers more than doubling in a year287288. This 

growth in success is also supported by recent data provided 

by Whatnot itself. Indeed, in the last year luxury handbag 

buyers on the platform more than doubled, spending about 

$1,000 a month on average289. Not only that, but a recent Whatnot and Censuswide 

survey on luxury handbag buyers across the U.S. highlighted that “they are turning 

to resale with a strong preference for real-time interaction, with 81% of them saying 

they feel more confident purchasing when they can see a live demo and talk to a 

 
285 How luxury brands are driving growth in the Chinese market on Douyin, Vogue Business, 7th 

February 2024, https://www.voguebusiness.com/story/technology/how-luxury-brands-are-driving-

growth-in-the-chinese-market-on-douyin (accessed: 21/09/2025). 
286 Ibidem. 
287 M. Shoaib, Can Whatnot bring live shopping to the West?, Vogue Business, 30th January 2025, 

https://www.voguebusiness.com/story/technology/can-whatnot-bring-live-shopping-to-the-west 

(accessed: 21/09/2025). 
288 D. L. Blumberg, How Fast-Growing and Quirky Shopping Platform Whatnot Is Helping Small 

Businesses Boost Sales Through Livestreaming, US Chamber, 8th September 2025, 

https://www.uschamber.com/co/good-company/the-leap/whatnot-livestream-growth (accessed: 

21/09/2025). 
289 Where High Fashion Meets High Engagement: Selling Luxury on Whatnot, Whatnot, 12th June 

2025, https://blog.teamwhatnot.com/unitedstates/luxurysurvey (accessed: 21/09/2025). 

Figure 38. 

Louis Vuitton’s 

2023 pre-fall 

collection which 

was streamed 

through Douyin; 

Source: Vogue 

Business. 

https://www.voguebusiness.com/story/technology/how-luxury-brands-are-driving-growth-in-the-chinese-market-on-douyin
https://www.voguebusiness.com/story/technology/how-luxury-brands-are-driving-growth-in-the-chinese-market-on-douyin
https://www.voguebusiness.com/story/technology/can-whatnot-bring-live-shopping-to-the-west
https://www.uschamber.com/co/good-company/the-leap/whatnot-livestream-growth
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seller in real time”290. Interestingly, majority of the app’s users treat handbags like 

assets with 40% of the respondents affirming that they “prioritize luxury handbags 

over their 401k, while nearly half of respondents (49%) say they prefer handbags 

over stocks”291. This platform is a clear example of how live shopping can make 

second-hand and luxury resale feel more engaging and exciting but also help build 

a strong community. We can then conclude that live shopping blends Batat’s 

principles of Engagement and Evangelising, keeping consumers actively involved, 

creating moments worth sharing, and positioning both luxury and resale as 

dynamic, participatory experiences. 

 

3.5.5 The Future of Exclusivity in Resale 

Exclusivity is being reshaped as resale becomes a recognised part of the 

luxury world. In the past, luxury brands built exclusivity by producing in small 

numbers, keeping prices high, and carefully controlling where products could be 

found. In resale, the idea works differently. What makes an item exclusive is often 

its uniqueness: an archival piece, a discontinued design, or something that has 

simply become rare over time. These objects are desirable not because they are new, 

but because they are impossible to replace, giving them a new kind of prestige. 

Looking forward, exclusivity in resale may be more about giving people access to 

items with special stories. For many younger consumers, the real appeal lies in 

owning something authentic and distinctive, rather than something that everyone 

has. This means that resale platforms can add value by highlighting the history, 

craftsmanship, and personal meaning of the pieces they sell. Technology will also 

play an important role. Blockchain authentication is being developed to guarantee 

provenance, while experiments with digital scarcity — such as NFTs linked to 

physical goods — are opening new ways of showing uniqueness in both physical 

and digital spaces. These tools can make buyers feel more secure about authenticity 

while also creating fresh layers of rarity. Experiential marketing is key in making 

this work. Exclusivity in resale is not only about the rarity of the product but also 

about how the experience is created around it. Limited drops, curated storytelling, 

 
290 Ibidem. 
291 Ibidem. 
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and carefully designed experiences — whether online or in-store — turn the 

purchase of a pre-owned item into something memorable and special. In this way, 

experiential marketing helps exclusivity stay relevant, translating it into a form that 

feels transparent, participatory, and in tune with today’s culture. Exclusivity in 

resale is not fading but changing. It is moving away from a model built on restriction 

and towards one based on uniqueness, authenticity, and culture. 
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Chapter 4  

The RealReal as a Case Study 

 

 

“Failure is just one step on the path to success.” 

                                                                                 Julie Wainwright292 

 

 

4.1. Introduction and History of The RealReal 

The RealReal has been chosen as the central case study of this thesis because 

it represents the most influential and pioneering player in the luxury resale sector. 

Since its foundation in 2011, the company has 

sought to redefine second-hand fashion as a 

credible and aspirational part of the luxury 

economy. This makes it a particularly fitting 

subject for analysis, as it embodies many of the 

dynamics discussed in the previous chapters 

such as: the growing demand for circularity in 

fashion and the increasing relevance of 

experiential marketing in luxury. Founded in 2011 by Julie Wainwright (Figure 

39.), an entrepreneur best known for her leadership in Silicon Valley’s early e-

commerce ventures, The RealReal quickly differentiated itself from peer-to-peer 

resale platforms such as eBay or Poshmark. Unlike these platforms, where sellers 

list items themselves, The RealReal manages the entire process from authentication 

to pricing, professional photography, logistics, and customer support. Its mission 

has always been clear: changing how people view second-hand fashion, creating a 

resale platform which combined the accessibility and reach of e-commerce with the 

trust, curation, and prestige traditionally associated with luxury retail293. Over the 

 
292 S. Chen-Spellings, Julie Wainwright: The Power of Embracing Failure, LinkedIn, 1st December 

2024, https://www.linkedin.com/pulse/julie-wainwright-power-embracing-failure-sarah-chen-

spellings-8gmke/ (accessed: 01/10/2025). 
293 Julie Wainwright: Founder & Chief Executive, The RealReal, Business Of Fashion, 

https://www.businessoffashion.com/people/julie-wainwright/ (accessed: 26/09/2025). 

Figure 39. Julie 

Wainwright, founder of The 

RealReal; Source: Headline. 

https://www.linkedin.com/pulse/julie-wainwright-power-embracing-failure-sarah-chen-spellings-8gmke/
https://www.linkedin.com/pulse/julie-wainwright-power-embracing-failure-sarah-chen-spellings-8gmke/
https://www.businessoffashion.com/people/julie-wainwright/
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years, the company has developed into the largest online luxury consignment 

marketplace in the United States, with a community of millions of consignors and 

buyers, over 30 million items sold, and a strong presence both online and offline 

through valuation offices and flagship stores in major American cities. In Q2 2025, 

its Gross Merchandise Value (GMV) rose to $504 million (a 14% increase year-on-

year), revenues stood at $165 million, and gross margin reached 74.3%294.  

Interestingly, Wainwright’s inspiration for The RealReal came from a personal 

experience. As she explained:  

The idea for The RealReal was born after I was out shopping with a girlfriend: my 

friend purchased items from a consignment rack in the back of an upscale boutique. I never 

knew her to shop consignment or buy from online resale websites. When I asked my friend 

“why” she said she trusted the shop owner, the shop was beautifully curated, and she was 

getting amazing deals on Chanel, Louis Vuitton, Gucci. It changed my perception of 

consignment. The lightbulb went off and I did extensive research of the luxury and resale 

markets and even tested resale methods myself. There was a massive market opportunity to 

create a beautiful shopping experience, preserve the romance of luxury brands, ensure 

authenticity and remove barriers to consignment – not to mention the business model would 

be impervious to the likes of Amazon and Alibaba295. 

This experience highlighted the potential of high-end second-hand goods 

when sold in the right setting. In this sense, Julie Wainwright’s leadership was 

crucial in shaping the company’s identity. Drawing on her background, she 

envisioned The RealReal not only as a marketplace but as a platform capable of 

shifting cultural perceptions of resale. By presenting pre-owned goods with the 

same level of curation and prestige as luxury boutiques, she helped shifting the 

stigma traditionally associated with second-hand fashion296. Her vision resonates 

with the arguments developed in Chapter 2, which highlighted how second-hand 

luxury is increasingly normalised among affluent consumers, particularly 

Millennials and Gen Z, who value sustainability and authenticity. At the same time, 

The RealReal offers a valuable case for looking at how experiential marketing 

works in practice. As outlined in previous chapters, luxury marketing today goes 

 
294 The RealReal Announces Second Quarter 2025 Results, The RealReal, 4th September 2025, 

https://investor.therealreal.com/news-releases/news-release-details/realreal-announces-second-

quarter-2025-results/ (accessed: 26/09/2025). 
295 S. Feldman, Meet The Woman Who Founded the Real Real: Julie Wainwright of theRealReal 

gets real, In The Groove, 10th January 2020, https://getinthegroove.com/in-conversation-with-julie-

wainwright/#:~:text=How%20did%20you%20get%20the,buy%20from%20online%20resale%20w

ebsites (accessed: 26/09/2025). 
296 L. L. M. Turunen, E. Pöyry, Shopping with the resale value in mind: A study on second-hand 

luxury consumers, International Journal of Consumer Studies, 43 (2019), 6, pp. 549-556. 

https://investor.therealreal.com/news-releases/news-release-details/realreal-announces-second-quarter-2025-results/
https://investor.therealreal.com/news-releases/news-release-details/realreal-announces-second-quarter-2025-results/
https://getinthegroove.com/in-conversation-with-julie-wainwright/#:~:text=How%20did%20you%20get%20the,buy%20from%20online%20resale%20websites
https://getinthegroove.com/in-conversation-with-julie-wainwright/#:~:text=How%20did%20you%20get%20the,buy%20from%20online%20resale%20websites
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beyond the product itself and focuses on emotions, storytelling, and creating 

immersive customer experiences. The RealReal has built these elements into its 

business model: authentication becomes a moment of trust, the selling process is 

simplified and carefully managed to reduce barriers, and the brand’s story links 

resale with ideas of sustainability and exclusivity. In this way, The RealReal shows 

how principles of experiential marketing — first developed for traditional luxury 

brands — can be effectively applied to the second-hand luxury market. 

 

4.2. Experiential Marketing Strategies Adopted by The RealReal 

From its early days, The RealReal has tried to stand out not only for the 

products it offers but also for the experience it builds around them. The company 

presents itself as more than a marketplace: it is positioned as a service that makes 

second-hand luxury feel as safe, aspirational, and enjoyable as buying new items in 

a boutique. This approach has allowed The RealReal to reframe resale consumption 

from being purely practical to being something emotional and prestigious. A central 

element of this strategy is trust. In the luxury resale market, counterfeiting is one of 

the biggest concerns. The RealReal has responded by creating a multi-step hybrid 

authentication process that combines AI technology with the expertise of more than 

90 in-house specialists, including jewellers, horologists, and brand experts297. The 

company was one of the first ones to implement AI into its internal processes, using 

it since 2018. It was initially used to recognise the product’s physical features (e.g., 

colour, materials, etc.) and to make the description writing process smoother. Over 

the years The RealReal has improved the original AI model, implementing two new 

programs: Shield and Vision. Shield represents the initial layer. This machine-

learning model analyses over fifty distinct attributes of each product, flagging items 

considered “high risk” so they can be prioritised for assessment by senior 

authenticators. Complementing this, Vision is a proprietary, image-based 

technology that inspects items at a microscopic level. By focusing on intricate 

details such as leather texture and stitching, it is used to detect counterfeits in areas 

 
297 The Technology Behind Luxury Authentication: AI and Expert Collaboration, The RealReal, 16th 

January 2025, https://realstyle.therealreal.com/technology-behind-luxury-authentication/ (accessed: 

26/09/2025). 
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where human evaluation alone may be less precise. While technology helps filter 

and process large volumes, final decisions rely on human expertise to check details. 

Indeed, after items have been processed through Shield and Vision, with any 

potential issues highlighted, authenticators meticulously inspect the items. This 

stage involves checking elements such as serial numbers, maker’s marks, artisan 

signatures, monogram design, and logo placement. In addition to these attributes, 

authenticators also evaluate subtler aspects that artificial intelligence cannot yet 

reliably detect for now — such as the tactile quality of fabrics or the distinctive 

scent of leather. Once all characteristics have been carefully reviewed in their 

entirety, the authenticator gives a final judgement regarding the product’s 

authenticity298. This combination of both technological and human elements 

reassures buyers that pre-owned luxury goods can be purchased with confidence, 

an essential requirement for turning resale into a true luxury experience. As a matter 

of fact, research indicates that the risk of counterfeits is a major concern for 

consumers in the luxury market. Buyers perceive a wide spectrum of risks. These 

include concerns about product quality, such as items breaking easily or materials 

not matching expectations, as well as transactional risks like fraud, 

misrepresentation, or never receiving the purchased item. Social and psychological 

risks also emerge: some buyers worry about the embarrassment of being exposed 

with a fake or the reputational damage it may cause if others discover it is not 

genuine299. This is why in this context, measures that reassure buyers such as strict 

authentication processes and transparent communication become key experiential 

touchpoints that transform potential anxiety into confidence and loyalty. Equally 

important is the way The RealReal simplifies the selling process for consignors. 

Selling pre-owned luxury can be complex, especially when sellers are unsure about 

pricing, logistics, or how to present items attractively. The RealReal reduces these 

barriers by managing every step: valuation, authentication, photography, and 

delivery. Consignors can schedule in-home appointments with specialists, bring 

their items to retail stores, or send them using prepaid shipping labels300. This 

 
298 Ibidem. 
299 A. Nill, C. J. Schultz, Counterfeit luxury goods online: An investigation of consumer perceptions, 

Journal of Brand Management, 21 (2014), 3, pp. 244-262. 
300 Luxury Consignment: How To Sell On The RealReal, The RealReal, 

https://realstyle.therealreal.com/how-to-sell-on-the-real-real/ (accessed: 26/09/2025). 
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service reduces frictions among the selling journey and makes it more convenient, 

adding value not just for buyers but also for those who supply the platform301. 

Another distinctive element is the company’s focus on customer care and 

personalisation. In 2023, The RealReal introduced RealService, a new consignment 

service model designed to improve the experience for consignors. The idea behind 

this initiative was simple: to make sellers feel like valued clients. Through 

RealService, consignors get access to dedicated Luxury Managers and a Consignor 

Concierge team, who guide them through every stage of the resale journey. This 

includes deciding which items to sell, estimating the resale value and final price, 

and ensuring that the process runs smoothly302. At the same time, the platform 

introduced new digital tools such as the Resale Insights Center and a Handbag 

Pricing Estimator, both of which use The RealReal’s large sales database to provide 

reliable benchmarks. On one hand the Resale Insights Center helps consignors 

understand how The RealReal prices each item, on the other the Handbag Pricing 

Estimator allows customers to get an estimate of what their handbag is worth prior 

to consigning303. These tools give consignors more clarity and control, while also 

helping the company attract higher-value items such as fine jewellery, watches, and 

luxury handbags. The emphasis on big-ticket items is particularly important, since 

these goods have higher margins and strengthen The RealReal’s image as a luxury 

service304. Rati Sahi Levesque, The RealReal’s President and CEO explains that: 

We have exceptionally high standards when it comes to service however in recent 

years, as we continued to grow rapidly year-over-year, we faced some challenges when it 

came to delivering this level of service that our customers expect from us. By prioritizing, 

investing in and providing a dedicated concierge team to each and every consignor, we can 

continue to provide the luxury service that we sought out to deliver. Between their designated 

team and access to as much rich data and expertise as we can, we’re not only ensuring that 

confidence that consignors need to sell with us, but we’re giving them the education and 

 
301 X. Liu, Y. Li, J. Su, Experiential consumption in digital luxury resale: The role of curated 

encounters, Journal of Retailing and Consumer Services, 75 (2023), art. 103514. 
302 N. Silberstein, The RealReal Upgrades Seller Experience in Bid to Bring in More Big-Ticket 

Items, Retail TouchPoints, 31st March 2023, https://www.retailtouchpoints.com/topics/inventory-

merchandising/the-realreal-upgrades-seller-experience-in-bid-to-bring-in-more-big-ticket-

items#:~:pressure (accessed: 26/09/2025). 
303 J. Braun, The RealReal enhances consignment service model, Fashion Network, 29th March 2023, 
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opportunity to make even more informed shopping decisions, in both the primary and 

secondary markets. We’re proud of these recent enhancements and are confident they will 

make buying and selling with TRR even more seamless305.  

In doing so, the company strengthens the personal relationship between brand 

and client, which is crucial for building loyalty in luxury markets306. Finally, The 

RealReal has developed an omnichannel presence that blends online with offline. 

Alongside its e-commerce platform, the company opened stores and valuation 

offices in key cities such as New York and Los Angeles. These spaces allow 

customers to interact directly with experts, attend events, and physically experience 

the products. This integration reflects the broader trend in luxury retail where digital 

and physical environments work together to create a seamless and memorable 

journey for the consumer307. 

 

4.3. Applying Batat’s 7Es Framework to The RealReal 

As mentioned above, second-hand fashion has been stigmatised for a long 

time. It was seen as a practice driven by the economic necessity of buying cheaper 

clothes, it was associated with poor hygiene, or little value308. Some scholars refer 

to a “green stigma” that undervalues reused goods until they are institutionally 

legitimized309. These conceptions have long been really embedded in popular 

culture, so trying to shift this vision was not an easy task. It required a complete 

cultural repositioning of resale as something aspirational. In order to work through 

this change, The RealReal strategically used storytelling and experiential strategies. 

Luxury brands now rely on experiences and emotions more than ever as products 

 
305 The RealReal Invests In Seller Experience, Continues to Deliver Unparalleled Luxury 

Consignment, The RealReal, 28th March 2023, https://investor.therealreal.com/news-releases/news-
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306 T. Nguyen, L. Nguyen, Influencer advocacy and consumer attitudes in second-hand luxury 

markets, International Journal of Consumer Studies, 49 (2025), 2, pp. 215-229. 
307 C. D’Arpizio, F. Levato, A. Steiner and J. de Montgolfier, Long Live Luxury: Converge to Expand 

through Turbulence, 18th January 2024, https://www.bain.com/insights/long-live-luxury-converge-
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are playing a less important role. The rise of a hyper-competitive market forced 

brands (even luxury ones) to start differentiating themselves in a way that was not 

based on the quality of their products but by offering something that goes beyond 

it.  

The true essence of luxury lies in the story behind the product — in other words, what 

the brand stands for and its values. The brand story is what transforms a well-crafted and 

beautiful object into a symbol of culture, identity, and desire. This phenomenon is rooted in 

human psychology: people crave meaning, connection, and a sense of belonging. Only when 

a luxury brand presents a compelling and authentic story does it create extreme value […] 

The product is an expression of the story; it’s never the story itself. 310.  

The RealReal has followed this path by using a storytelling which is 

embedded on core values such as sustainability, care towards the consumer and its 

services, exclusivity, transparency and reliability. Each of these values has been 

consistently translated into concrete initiatives that, together, shaped the brand’s 

present image and supported the cultural rebranding of second-hand as luxury. 

Reding the examples we will talk about in this subchapter through Batat’s 7Es 

framework really shows in practice how experiential marketing can be such a 

powerful tool through which build a brand’s identity. Although the framework was 

first developed with luxury brands in mind, it can also be adapted to the resale 

sector. By looking at each “E,” we can see how The RealReal creates value for both 

buyers and sellers, and how it transforms resale into a true luxury experience. The 

RealReal focuses on creating a complete customer journey where the buyer not only 

purchases an item but also enters an 

environment where authenticity, rarity, and 

sustainability are emphasised. Experience in 

Batat’s framework refers to the creation of 

memorable encounters that go beyond the 

simple act of buying. A strong example of this 

approach is the company’s Ask Us What’s 

Real pop-up in New York (Figure 40.). The 

temporary store, which opened in June 2024, 

 
310 D. Langer, Opinion: The brand is more important than the product, Jing Daily, 27th May 2024, 

https://jingdaily.com/posts/opinion-in-luxury-brand-is-more-important-than-product (accessed: 

30/09/2025). 

Figure 40. Interiors of The 

RealReal's Ask Us What’s Real pop-up 

in New York; Source: Go Tracksuit. 
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displayed counterfeit luxury goods to raise awareness about fakes in the resale 

market.  The exhibition allowed visitors to experience first-hand how difficult it is 

to distinguish real from fake luxury products. At first sight, the installation 

developed with design studio Mythology might resemble a new The RealReal 

boutique. By taking a closer look, however, it becomes clear that the “store” is 

stocked exclusively with luxury counterfeits intercepted during the company’s 

authentication process. The thirty-five bags on display are virtually 

indistinguishable from genuine pieces to the naked eye, yet they are intentionally 

unsellable, as the space is not a functioning retail outlet. Above the installation, in 

an office space recalling the hidden rooms of Canal Street known for being the 

house of high-quality replicas, The RealReal hosted activations designed to 

celebrate authenticity. These included monthly opportunities for people to 

exchange counterfeit goods for the possibility of winning an authentic item, as well 

as community discussions with industry experts and cultural voices311. Rati Sahi 

Levesque, President & COO of The RealReal said in a statement that: “Authenticity 

is at the core of everything we do. Over the past 13 years, as counterfeits have 

evolved — they’re being made more quickly and accurately than ever — we've 

continually invested heavily in advancing our technology and the training of our 

expert authenticators, ensuring we’re keeping them off the market”312. Kristen 

Naiman, Chief Creative Officer at The RealReal also added that:  

Identifying what’s real and what’s fake has never been harder, and it matters now more 

than ever. We value authenticity, and our experts are constantly improving their ability to 

identify the bogus from the bona fide (something we are all doing every day). So, we are 

going to share everything we know, and hear what designers, thought leaders, craftspeople 

and our community have to say. Fakes are a complicated topic. (Like The RealReal, they 

were originally a response to the exclusivity of luxury fashion.) So, let’s talk313.  

The initiative was so successful that “there were 3.25 million organic 

conversations on social media that increased positive brand sentiment by 73%”314. 

 
311 The RealReal ‘Opens’ an Installation on Canal Street, Starting a Conversation About Fakes, The 

RealReal, 13th June 2024 https://investor.therealreal.com/news-releases/news-release-

details/realreal-opens-installation-canal-street-starting-conversation (accessed: 28/09/2025). 
312 Ibidem. 
313 Ibidem. 
314 “It was incredible how fast brand paid off”: How The RealReal’s NYC pop-up store drove 

awareness (and revenue!), Go Tracksuit, 16th December 2024, 

https://www.gotracksuit.com/blog/posts/the-realreal-case-study (accessed: 28/09/2025). 

https://investor.therealreal.com/news-releases/news-release-details/realreal-opens-installation-canal-street-starting-conversation
https://investor.therealreal.com/news-releases/news-release-details/realreal-opens-installation-canal-street-starting-conversation
https://www.gotracksuit.com/blog/posts/the-realreal-case-study
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The Ask Us What’s Real pop-up worked very well because it efficiently used 

experiential marketing to turn counterfeiting, a potential market concern, into an 

immersive experience that educated, surprised, and engaged customers315. In this 

way the company reinforced its image of being a reliable platform which is 

transparent about what it does and how it does it, but also as a company which cares 

about its customers and wants to educate them about potential market risks. Moving 

from Experience to Exchange, The RealReal shows how value is created together, 

and both the brand and its community contribute to it and benefit from it at the same 

time. A strong example is The RealReal’s partnership with jewellery designer 

Presley Oldham. For this project, The RealReal provided unsellable gemstones and 

materials from its inventory, while Oldham reworked them into one-of-a-kind 

upcycled jewellery pieces316. This initiative represents Exchange in several ways. 

From the brand’s side, The RealReal transformed what could have been waste into 

exclusive, high-value products, while reinforcing its sustainability message. For 

Oldham, the project offered exposure through a major luxury resale platform and 

the chance to experiment creatively with reclaimed materials. Consumers, in turn, 

gained access to one-of-a-kind pieces which merged both the designer’s creativity 

and the authority The RealReal has built as a trusted and culturally relevant player 

in luxury resale. The collaboration was also celebrated at a launch party in New 

York’s NoHo, where guests experienced 

the collection first-hand while dressed in 

vintage items sourced from The 

RealReal317 (Figure 41.). The event 

reinforced the idea of shared value: 

resale goods and unused materials were 

elevated into something aspirational, 

and brand, designer, and customers 

 
315 Ibidem. 
316 L. Halabian, Presley Oldham’s Jewelry Collection With The RealReal Finds Beauty In 

Irregularity, Nylon, 20th April 2023, https://www.nylon.com/life/the-realreal-presley-oldham-

upcycled-jewelry-collection (accessed: 28/09/2025). 
317 The RealReal and Designer Presley Oldham Gathered in NoHo to Fete Their Upcycled Jewelry 

Collaboration, Vogue, 20th April 2023, https://www.vogue.com/slideshow/presley-oldham-the-

realreal-collab-party-2023 (accessed: 28/09/2025). 

Figure 41. Some of Presley Oldham’s 

jewellry pieces showed during the New York 

launch event; Source: Vogue. 

https://www.nylon.com/life/the-realreal-presley-oldham-upcycled-jewelry-collection
https://www.nylon.com/life/the-realreal-presley-oldham-upcycled-jewelry-collection
https://www.vogue.com/slideshow/presley-oldham-the-realreal-collab-party-2023
https://www.vogue.com/slideshow/presley-oldham-the-realreal-collab-party-2023


102 

 

shared in the benefits. This co-creative process shows how exchange in the resale 

market can become an ongoing dialogue between brand, designers, and consumers. 

Extension refers to how a brand keeps the relationship with its customers alive after 

the purchase, maintaining engagement across different platforms and touchpoints. 

The RealReal has done this by launching its Substack 

newsletter, The RealGirl (Figure 42.). Launched in 

February 2025, it uses a voice inspired by the 

notorious tv series Gossip Girl: an anonymous, witty 

narrator who talks directly to readers. The newsletter 

analyses light-hearted fashion gossip in a Gossip 

Girl-style tone, shares trend insights, resale “hacks” 

and strategies to help users find their shopping 

approach, and behind-the-scenes takes on The 

RealReal’s inventory, curation process and 

unexpected discoveries318319. What makes The 

RealGirl an effective experiential marketing strategy is the sense of intimacy it 

creates. The narrator is a longtime fan and daily user of The RealReal which makes 

readers feel as if they are part of a community of insiders. The tone is candid and 

sometimes even critical of the platform’s quirks320. Readers engage with the content 

because it entertains them and reflects their own identity as style-savvy resale 

enthusiasts. Another strength of this strategy lies in its use of a familiar cultural 

reference. By adopting the tone of Gossip Girl, one of the most recognisable TV 

series for Millennials and Gen Z, The RealReal creates for these users a sense of 

familiarity. For many in these audiences, the Gossip Girl voice is instantly 

recognisable and carries nostalgic and cultural associations. This makes the 

newsletter feel immediately relatable, as readers are drawn into a voice they already 

 
318 A. Smith, Inside The RealReal’s latest marketing bet: a new Gossip Girl-esque Substack 

newsletter, Modern Retail, 17th February 2025, https://www.modernretail.co/technology/inside-the-

realreals-latest-marketing-bet-a-new-gossip-girl-esque-substack-newsletter/ (accessed: 

29/09/2025). 
319 The RealReal launched a Substack newsletter with a Gossip Girl twist, YPulse, 18th February 

2025, https://www.ypulse.com/newsfeed/2025/02/18/the-realreal-launched-a-substack-newsletter-

with-a-gossip-girl-twist/ (accessed: 29/09/2025). 
320 Introducing: The RealGirl, The RealReal, 7th February 2025 

https://therealreal.substack.com/p/introducing-the-realgirl (accessed: 29/09/2025). 

Figure 42. 

Screenshot of The 

RealGirl’s Substack profile; 

Source: Substack. 

https://www.modernretail.co/technology/inside-the-realreals-latest-marketing-bet-a-new-gossip-girl-esque-substack-newsletter/
https://www.modernretail.co/technology/inside-the-realreals-latest-marketing-bet-a-new-gossip-girl-esque-substack-newsletter/
https://www.ypulse.com/newsfeed/2025/02/18/the-realreal-launched-a-substack-newsletter-with-a-gossip-girl-twist/
https://www.ypulse.com/newsfeed/2025/02/18/the-realreal-launched-a-substack-newsletter-with-a-gossip-girl-twist/
https://therealreal.substack.com/p/introducing-the-realgirl
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know from popular culture. This creates a stronger bond between company and 

consumer as the strategy is built on shared cultural memory. Moreover, by 

publishing biweekly, The RealReal is able to regularly stay in contact with its 

audience and makes sure the connection with it continues outside the platform, a 

concept perfectly in tune with Batat’s Extension principle. Emphasis is about 

recognising the touchpoints that will create a strong and lasting impression on the 

consumer. In the luxury resale market, this often comes down to details: quality, 

precision, and care leave a lasting impression and The RealReal builds its identity 

by focusing exactly on them. As mentioned above, each item that enters the 

platform is carefully handled: professional photography captures textures, colours, 

and finishes with clarity, while descriptions are meticulously written to give buyers 

confidence that they are browsing a curated selection. These elements make the 

online experience feel much closer to that of a luxury e-commerce website than a 

standard second-hand marketplace. Another fundamental aspect on which the 

company puts a strong Emphasis is its strict authentication process. We already 

mentioned previously that each item goes through a hybrid system that combines 

advanced AI with the expertise of more than ninety in-house specialists. Programs 

like Shield and Vision flag potential risks, while human authenticators rigorously 

check serial numbers, materials, stitching, and even the scent of leather. This same 

attention is given to The RealReal’s physical stores. Their interiors echo the feel of 

luxury boutiques, with a refined design and personal consultation desks. Customers 

can meet experts and ask questions directly to them. This strategy allows The 

RealReal to position itself as a reliable brand with a strong attention to detail, 

transmitting its care and refinement not only towards the appearance of its stores 

and products, but also the customer experience. This approach shows that second-

hand luxury can live up to the same standards as primary luxury retail. Empathy in 

Batat’s framework refers to the brand’s ability to understand what matters most to 

its customers and to adapt experiences that meet those values. For The RealReal, 

Empathy plays a fundamental role because resale is built on trust, identity, and 

cultural meaning. Customers want reassurance, transparency, and brands to align 

with their personal beliefs. Younger consumers, particularly Gen Z and Millennials, 
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are increasingly motivated by the environmental impact of their choices321. An 

example of how the platform addressed Empathy concerns is their Sustainability 

Calculator. Introduced as a first-of-its-kind tool, the calculator tracks the 

environmental savings created when items are bought or consigned through The 

RealReal instead of purchased new. It turns this impact into clear numbers, such as 

litres of water saved or kilograms of carbon emissions avoided. The tool estimates  

 the environmental savings for each specific item, whether it is a handbag, a piece 

of jewellery, or an item of clothing322. For sellers, this means that when they consign 

an item, they can immediately see the positive outcome of their action. The 

calculator can be perceived as a strategy which validates customers’ values and 

makes them feel that the brand recognises and shares their concerns. Emotional 

touchpoints are specific moments within the customer journey that trigger an 

emotional response. One example is the 

Celebrity Closet Sale (Figure 43.), 

organised with Conservation 

International, a global, non-profit 

environmental organization. This event, 

launched during National Consignment 

Month, brought together wardrobes from 

stars such as Kate Moss, Julianne Moore, 

and Natasha Lyonne. Over 200 luxury items were consigned, with proceeds 

supporting environmental causes323324. The launch party in New York invited guests 

to follow the “conversation pieces” dress code325, that is clothes with personal 

stories such as thrift finds, or meaningful vintage pieces. During the night, guests 

 
321 L. L. M. Turunen, M.-C. Cervellon, L. Carey, Selling second-hand luxury: Empowerment and 

enactment of social roles, Journal of Business Research, 116 (2020), pp. 474-481. 
322 The RealReal Releases First-Ever Scientific Measurement of the Resale Impact of Handbags, 

Fine Jewelry and Watches, The RealReal, 29th April 2022, https://investor.therealreal.com/news-

releases/news-release-details/realreal-releases-first-ever-scientific-measurement-resale (accessed: 

29/09/2025). 
323 The RealReal and Conservation International Unite for a Star-Studded Closet Sale,  The 

RealReal, 23rd October 2024, https://investor.therealreal.com/news-releases/news-release-

details/realreal-and-conservation-international-unite-star-studded (accessed: 30/09/2025). 
324 K. Tauer, Inside The RealReal’s and Conservation International’s National Consignment Day 

Celebration, WWD, 24th October 2024, https://wwd.com/eye/parties/realreal-conservation-intl-

national-consignment-day-celebration-1236698867/ (accessed: 30/09/2025). 
325 Ibidem. 

Figure 43. Some of the celebrity 

clothes which could be bought during The 

RealReal’s Celebrity Closet Sale; Source: 

USA today. 

https://investor.therealreal.com/news-releases/news-release-details/realreal-releases-first-ever-scientific-measurement-resale
https://investor.therealreal.com/news-releases/news-release-details/realreal-releases-first-ever-scientific-measurement-resale
https://investor.therealreal.com/news-releases/news-release-details/realreal-and-conservation-international-unite-star-studded
https://investor.therealreal.com/news-releases/news-release-details/realreal-and-conservation-international-unite-star-studded
https://wwd.com/eye/parties/realreal-conservation-intl-national-consignment-day-celebration-1236698867/
https://wwd.com/eye/parties/realreal-conservation-intl-national-consignment-day-celebration-1236698867/
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were invited to share those stories by answering the sentence “ask me about my…” 

and writing it under a Polaroid photo of themselves326. The night became an 

opportunity to talk about identity, memory, and culture, not just consumption. 

Guests could see and even buy pieces once owned by celebrities, while also taking 

part in a collective conversation about the role of resale in reducing fashion’s impact 

on the planet. This format created an intimate space where guests were encouraged 

to share their stories, memories and to start a discourse about fashion and 

sustainability. This can be considered a good example of Batat’s Emotional 

Touchpoints principle because the experience was built on several layers of 

emotional value: the exclusivity of getting access to celebrity items, the nostalgia 

and memory carried by the history of each second-hand piece, and the sense of 

contributing to a collective cause. Using this experiential marketing strategy 

reinforced the company’s message that resale is part of today’s cultural movement, 

positioning it as a brand that gives resale emotional depth. Finally, The RealReal 

balances the Emic (insider) and Etic (outsider) perspectives. From an Emic 

perspective, it listens closely to consumers’ cultural values — especially their desire 

for sustainability, exclusivity, and a frictionless digital experience. From an Etic 

perspective, it uses data analytics and market reports to guide decisions, such as 

focusing on high-value categories like handbags, jewellery, and watches, which 

generate higher margins327. These two views together allow the company to create 

strategies both culturally relevant for its audiences and financially effective. Taken 

together, these seven dimensions show how The RealReal, by successfully applying 

experiential marketing to resale, first of all rebranded second-hand as luxury, and 

second of all created the conception that second-hand luxury can be an experience 

rich in meaning, trust, and cultural value.  

 

4.4. Challenges and Limitations 

Although The RealReal has succeeded in reframing second-hand fashion as a 

credible form of luxury, its model is not without weaknesses. The company faces 

 
326 Ibidem. 
327 The RealReal Announces Fourth Quarter and Full Year 2024 Results, The RealReal, 20th 

February 2025, https://investor.therealreal.com/news-releases/news-release-details/realreal-

announces-fourth-quarter-and-full-year-2024-results (accessed: 29/09/2025). 

https://investor.therealreal.com/news-releases/news-release-details/realreal-announces-fourth-quarter-and-full-year-2024-results
https://investor.therealreal.com/news-releases/news-release-details/realreal-announces-fourth-quarter-and-full-year-2024-results
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several challenges that test the sustainability of its positioning and long-term 

growth, but we will dive deeper into two of them: the persistent risk of counterfeits 

and consumer trust, and the intensifying competition from rival platforms. 

 

4.4.1. Counterfeits and Consumer Trust 

Trust is the foundation of The RealReal’s value proposition, yet it is also one 

of its most vulnerable aspects. The scale and sophistication of counterfeiting create 

a structural risk for any luxury resale platform. According to the latest OECD–

EUIPO assessment, counterfeit goods accounted for about USD 467 billions of 

global trade in 2021 (2.3% of world imports); within the EU alone, they represented 

USD 117 billion (4.7% of EU imports)328. The RealReal publicly defines 

authentication as “non-negotiable”, highlighting expert teams and data-driven tools 

in its 2025 Resale Report329. In practice, the company has also disclosed the use of 

proprietary risk-scoring algorithms for items and consignors, designed to elevate 

suspicious listings for closer review330. Yet, high-grade “superfakes” remain a 

moving target across the industry. Third-party authenticator Entrupy reported that 

just under 9% of the items it screened in 2023 could not be certified as authentic 

(“Unidentified”), a sign of rising counterfeit quality and volume331. Operationally, 

The RealReal communicates interdiction figures to show both the seriousness of 

the problem and its ongoing efforts. In 2024, it reported intercepting more than 

7,000 counterfeit handbags in a single year, and since 2011 it has removed 

thousands of fakes every month332333. Still, analysts note that even with expert 

 
328 Mapping Global Trade in Fakes 2025: Global Trends and Enforcement Challenges, OECD, 7th 

May 2025, https://www.oecd.org/en/publications/mapping-global-trade-in-fakes-2025_94d3b29f-

en.html (accessed: 30/09/2025). 
329 The RealReal’s 2025 Resale Report, The RealReal, 4th September 2025, 

https://investor.therealreal.com/news-releases/news-release-details/realreals-2025-resale-report 

(accessed: 30/09/2025). 
330 The RealReal, Inc., Form 10-K. Annual Report Pursuant to Section 13 or 15(d) of the Securities 

Exchange Act of 1934 for the fiscal year ended December 31, 2021, Washington D.C., United States 

Securities and Exchange Commission, 2022. 
331 State of the Fake, Entrupy, 2024, https://www.entrupy.com/report/state-of-the-fake-report-2024/ 

(accessed: 30/09/2025). 
332 S. Preuss, The RealReal Luxury Resale Report 2024: Grassroots, sustainability and bling, 

Fashion United, 22nd August 2024, https://fashionunited.com/news/fashion/the-realreal-luxury-

resale-report-2024-grassroots-sustainability-and-bling/2024082261510 (accessed: 30/09/2025). 
333 The RealReal’s FULL 2024 Resale Report, The RealReal, 23rd August 2024, 

https://realstyle.therealreal.com/trr-full-resale-report-2024/ (accessed: 30/09/2025). 

https://www.oecd.org/en/publications/mapping-global-trade-in-fakes-2025_94d3b29f-en.html
https://www.oecd.org/en/publications/mapping-global-trade-in-fakes-2025_94d3b29f-en.html
https://investor.therealreal.com/news-releases/news-release-details/realreals-2025-resale-report
https://www.entrupy.com/report/state-of-the-fake-report-2024/
https://fashionunited.com/news/fashion/the-realreal-luxury-resale-report-2024-grassroots-sustainability-and-bling/2024082261510
https://fashionunited.com/news/fashion/the-realreal-luxury-resale-report-2024-grassroots-sustainability-and-bling/2024082261510
https://realstyle.therealreal.com/trr-full-resale-report-2024/
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training, spectroscopy tools, and AI systems, some counterfeits inevitably pass 

through. This is why both brands and resellers are now experimenting with digital 

IDs or product passports334 to improve traceability335. Past controversies show how 

sensitive the issue of trust is. Media investigations in 2019 raised questions about 

The RealReal’s processes, leading to investor litigation settled in 2021–2022 for 

about USD 11 million, alongside reforms in governance, whistleblowing, and 

authentication oversight. While these cases did not confirm systemic fraud, they 

illustrate how isolated errors can quickly escalate into reputational and legal risks 

in a business model built on authenticity336337. In sum, The Real Real’s centralised 

authentication at scale is both its strength and weakness. OECD–EUIPO shows the 

persistence of counterfeiting, third-party reports indicate counterfeiters are 

improving, and The RealReal’s own disclosures show that interdictions are 

frequent, yet not foolproof. Therefore, to maintain trust over time, continued 

investment in expert training, explainable AI, being transparent about how to handle 

errors, stronger buyer protections, and collaboration on digital product passports 

will be essential.  

 

 
334 Digital product passports (DPPs) are identities embedded in luxury goods — often through QR 

codes, NFC chips, or blockchain — that provide secure, verifiable information about an item’s 

origin, materials, production, and ownership history. These passports give customers access to the 

full lifecycle of a product: from the source of raw materials to the people who assembled it, as well 

as any repairs, ownership transfers, or certifications related to ethical and environmental practices. 

In luxury, DPPs represent a technological step toward greater consumer trust. With upcoming 

regulations, such as the EU’s Ecodesign for Sustainable Products framework, many luxury 

companies now see DPPs not only as a way to stand out in the market but also as a requirement for 

compliance. Cfr.: Digital Passports: Revolutionizing Transparency and Traceability in Luxury 

Goods, Deloitte, 12th December 2024, 

https://www.deloittedigital.com/fr/en/insights/perspective/digital-passports-revolutionizing-

transparency-and-traceability-in-luxury-goods.html (accessed: 30/09/2025). 
335 G. Rhodes, Can luxury brands trust authenticators to wipe out counterfeits?, Vogue Business, 

12th February 2024, https://www.voguebusiness.com/story/fashion/can-luxury-brands-trust-

authenticators-to-wipe-out-counterfeits (accessed: 30/09/2025). 
336 D. Mau, The RealReal’s Authentication Practices Are Not What They Seem, According to New 

Investigation, Fashionista, 14th September 2019, https://fashionista.com/2019/09/the-realreal-

authentication-process-exposed (accessed: 30/09/2025). 
337 B. Unglesbee, The RealReal settles investor lawsuit over authentication claims, Retail Dive, 12th 

November 2021, https://www.retaildive.com/news/the-realreal-settles-investor-lawsuit-over-

authentication-claims/609952/ (accessed: 30/09/2025). 

https://www.deloittedigital.com/fr/en/insights/perspective/digital-passports-revolutionizing-transparency-and-traceability-in-luxury-goods.html
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4.4.2. Competitors and New Platforms 

The RealReal’s leadership in the luxury resale sector is increasingly 

challenged by a growing number of competitors, both established and emerging, as 

well as by luxury maisons themselves entering the second-hand space. Among its 

strongest competitors is Vestiaire Collective, Europe’s leading luxury resale 

platform now operating in more than seventy countries which was founded in Paris 

in 2009. The platform has built a community of tens of millions of users and 

generates significant revenues; for instance, in April 2025 its website recorded sales 

of approximately USD 58.1 million, with an average order value of around USD 

425 to 450338. Its growth has also been driven by the acquisition in 2022 of Tradesy, 

the largest peer-to-peer resale platform for pre-owned luxury in the US., which 

helped the combined company surpass USD 1 billion in gross merchandise value339. 

This marks an important step for Vestiaire Collective, which has experienced 

consistent growth in the United States over the past few years. It is worth 

mentioning that in 2022 alone, its GMV in the U.S. had risen by 75%340. Unlike 

The RealReal, Vestiaire has embraced a strongly community-oriented model with 

a focus on peer-to-peer interaction, and it has positioned itself as a sustainability 

leader by banning about sixty fast fashion brands from resale on its platform, 

reinforcing its identity as a resale platform which is dedicated to the environmental 

cause and sells premium brands341. Furthermore, it has expanded into resale-as-a-

service (RaaS) initiatives in collaboration with brands such as Gucci, Chloé, and 

Burberry, directly embedding itself within the primary luxury market342. This 

service offers luxury brands the infrastructure and operational backbone to enter the 

secondary market without building the systems themselves. With resale-as-a-

service (RaaS), brands allow their customers to trade in pre-owned items through a 

 
338 Vestiaire Collective revenue insights, Grips Intelligence, April 2025, 

https://gripsintelligence.com/insights/retailers/vestiairecollective.com (accessed: 01/10/2025). 
339 Vestiaire is getting even bigger and just bought its US equivalent, The Modems, 19th March 

2022, https://themodems.com/fashion/vestiaire-collective-buys-tradesy/ (accessed: 01/10/2025). 
340 Ibidem. 
341 A. A. Newman, How French resale companies Back Market and Vestiaire Collective approach 

the US market, Retail Brew, 12th March 2024, https://www.retailbrew.com/stories/2024/03/12/how-

french-resale-companies-back-market-and-vestiaire-collective-approach-the-us-market (accessed: 

01/10/2025). 
342 P. Danziger, ThredUp and Vestiaire Lead in Second Hand, The Robin Report, 14th May 2024, 

https://therobinreport.com/thredup-and-vestiaire-lead-in-second-hand/ (accessed: 01/10/2025). 
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co-branded or integrated portal. Vestiaire manages the main backend tasks, 

including collection, valuation, authentication, listing, logistics, and resale, while 

sellers usually receive store credit or gift cards343. One example is the partnership 

between Burberry and Vestiaire Collective, announced in October 2023. In the U.K. 

and U.S., customers can trade in Burberry outerwear and handbags via the co-

branded platform: once items are accepted and authenticated, sellers receive a 

Burberry gift card. Those items are then listed globally through Vestiaire’s site. 

This collaboration is part of Burberry’s ReBurberry programme which offers 

services to clean, restore and protect a 

range of Burberry pieces344345. Another 

notable case is Chloé’s Instant Resale 

initiative via digital IDs, in partnership 

with Vestiaire Collective (Figure 44.). 

Chloé embedded digital identifiers (QR 

codes or NFC) in its bags, shoes and 

ready-to-wear of its SS23 Vertical 

collection which link to product data, 

care information, authenticity, and resale options. Through this programme, sellers 

can upload photos and product details using a pre-filled form, and Vestiaire pays 

them upfront, without waiting for the item to be sold to a buyer346. Vestiaire public 

materials describe RaaS as a way for brands to “offer resale to their customers” via 

their own channels: customers send items to Vestiaire, receive store credit, and then 

Vestiaire lists the items under a dedicated brand page. It positions RaaS as a lower 

barrier entry for brands: they can leverage Vestiaire’s community, logistics, and 

 
343 Vestiaire Collective Official Partnerships, Vestiaire Collective, 

https://it.vestiairecollective.com/journal/raas-brand-partner-x-vestiaire-collective/ (accessed: 

01/10/2025). 
344 Burberry X Vestiaire Collective, Burberry, 26th October 2023, 

https://www.burberryplc.com/news/sustainability/2023/burberry-vestiare-collective (accessed: 

01/10/2025). 
345 ReBurberry Services, Burberry, https://uk.burberry.com/c/reburberry/?language=en (accessed: 

01/10/2025). 
346 R. Cernansky, Chloé launches ‘instant resale’ using digital IDs on Vestiaire Collective, Vogue 

Business, 9th February 2023, https://www.voguebusiness.com/sustainability/chloe-launches-instant-

resale-using-digital-ids-on-vestiaire-collective (accessed: 01/10/2025). 

Figure 44. An example of Cholé’s 

digital IDs for a bag; Source: Vogue 

Business. 
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trust without reinventing the wheel347. It is worth noting that Vestiaire launched the 

RaaS program around 2021, initially partnering with labels such as Alexander 

McQueen, and subsequently extending to Gucci, Chloé, and others348. From a 

strategic viewpoint, RaaS allows brands to harness resale in a controlled way. The 

brand retains control over branding, customer relations, loyalty incentives, and how 

second-hand inventory aligns with its premium positioning. At the same time, the 

operational part (authentication, logistics, listings) is offloaded to a specialist. In 

this sense, RaaS is a hybrid model: resale is no longer only peer-to-peer or platform-

based but becomes part of a brand’s own strategy. It also reduces the risks of 

counterfeits and brand dilution, since resale takes place under the brand’s 

supervision and with consistent standards. Another important competitor is 

Farfetch, which integrates resale into its existing e-commerce ecosystem through 

the Second Life programme. Initially focused on handbags, this service allows 

consumers to upload photos, receive quotes, and trade in accepted pieces for 

Farfetch credit. While the catalogue is limited to twenty-seven luxury brands, 

including Louis Vuitton, Prada and Burberry, the integration with Farfetch’s 

primary business model gives it a strategic advantage. Items accepted into the 

programme are authenticated and, in return, sellers receive store credit enhanced 

with loyalty benefits, effectively keeping them within the Farfetch ecosystem349350. 

Farfetch’s model is supported by specialist partners such as Luxclusif351, which 

provide the logistics and authentication, ensuring a more streamlined process352. 

 
347 Vestiaire Collective Official Partnerships, Vestiaire Collective, 
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349 Farfetch gives designer bags second life, Ecommerce News, 15th May 2019, 
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Network, 19th November 2020, https://us.fashionnetwork.com/news/Farfetch-brings-second-life-
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This integration allows Farfetch to compete not only on trust and convenience, but 

also on cross-channel engagement, since resale becomes a seamless extension of its 

primary luxury retail offer. Alongside these large-scale competitors, a wave of 

niche players has emerged, particularly in the hard luxury segment. The hard luxury 

resale market refers to second-hand trading in high-value, durable categories like 

fine watches, jewellery, and premium handbags. These segments differ from 

fashion resale in several key respects: items tend to be higher in price, last much 

longer, and retain or grow in value over time. Moreover, authentication and 

provenance are especially critical as buyers are often collectors or investors who 

demand near-flawless confidence in what they purchase. The hard luxury resale 

segment is booming: in early 2023, the total market was estimated at €38 billion 

and specialist platforms focusing solely on luxury watches, jewellery, and handbags 

were competing aggressively with more general second-hand marketplaces such as 

Vestiaire Collective and The RealReal353. One of the defining characteristics of this 

niche is that the value of an item is often based not only on its material costs, but 

also on its brand heritage, rarity, condition history, and provenance. In other words, 

these pieces are often either considered like collectibles or investments. Because of 

that, customers in this niche have a higher sensibility for authenticity, meticulous 

documentation, and condition grading. Several specialist platforms have emerged, 

either entirely dedicated to hard luxury or offering differentiated verticals within 

their broader portfolios. In handbags and accessories, Rebag is a strong example of 

a specialist luxury resale platform. Rebag focuses on designer handbags and 

accessories (but also includes fine jewellery and watches) and has developed a 

proprietary software tool called CLAIR which gives an instant resale valuation for 

designer handbags. Users can input basic details (designer, model, color, size, and 

condition) and receive a price quote almost immediately354. CLAIR stands for 

Comprehensive Luxury Appraisal Index for Resale, a tool which is supported by 

 
353 M. Lazazzera, The hard luxury resale race heats up, Vogue Business, 4th January 2023, 
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354 R. Rosmarin, Luxury resale site Rebag has a new tool that can instantly tell you what your 

designer handbag is worth, Business Insider, 8th July 2020, 
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“millions of data points” to provide market-driven valuations355356. According to 

the 2024 Clair Report, CLAIR is part of a wider software suite that tracks brand 

value, changing trends, and demand patterns using both historical and live 

transaction data357. The fifth edition of the Clair Report applies these insights to 

identify brands with stronger value retention, highlight “investment-worthy styles”, 

and monitor shifts in consumer demand358. For instance, in 2024 CLAIR found that 

Goyard overtook Hermès in resale value retention (104% vs. 100%), showing how 

the tool benchmarks brand performance in the resale market359. Rebag also offers a 

Historical Price Tracking feature powered by CLAIR. Through unique Clair Codes, 

users can follow specific handbag models and receive updates on resale values over 

time (e.g., six-month or yearly trends). Because of these features, CLAIR gives 

Rebag several strategic advantages. It speeds up decision-making, since sellers no 

longer need to wait days to receive valuations. By showing some of the logic and 

data behind pricing, it also makes resale more transparent and builds trust with 

users. At the same time, the tool allows Rebag to track which models retain value, 

providing insights that support inventory sourcing, brand partnerships, and 

negotiations. Finally, the option for users to follow resale value trends over time 

deepens engagement, encouraging them to return to the platform and interact more 

often. Hard luxury thrifting is growing very fast also in China. Despite wider 

economic challenges slowing overall luxury spending, the middle and upper tiers 

remain resilient360. Within this context, second-hand luxury is being reinterpreted 
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as a form of “investment consumption”361. In the third quarter of 2024, Chinese 

high-tier luxury spending outpaced lower tiers, suggesting that wealthier consumers 

are still willing to buy even in a tougher economy362. This group is also the most 

likely to engage in hard luxury resale, both as buyers and consignors. On the supply 

side, more specialised marketplaces have emerged, focusing on watches, jewellery, 

and other high-value categories. Many leading platforms such as Tmall and 

resellers in these sectors are collaborating, signalling the integration of hard luxury 

into China’s digital retail ecosystem363. Watches and jewellery dominate this 

market. More than half of second-hand luxury buyers in China purchased a watch 

in the past year, and these categories are seen as strong long-term investments364. 

Yet, challenges remain. Counterfeit risk is one of the most serious barriers. In 2019, 

only 33.6% of luxury products verified on some Chinese second-hand platforms 

were found to be authentic365. The quality of fakes is getting better every year, so 

much so even brand insiders sometimes struggle to distinguish authentic from fake, 

which is why many items must be escalated to merchandising experts or labs for 

deeper verification366. Pricing sensitivity is another issue. Although high-tier 

consumers remain relatively resilient, broader sentiment is cautious, shaped by 

factors such as geopolitical tensions and weakness in property markets. As a result, 

resale demand depends heavily on trust and on the perception that buying second-

hand both preserves value and maintains status367368. In sum, niche hard-luxury 
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platforms are emerging as new competitors in the second-hand luxury arena, thanks 

to their highly tailored concierge-style services and appeal to collectors and affluent 

buyers. Finally, other emerging players in the second-hand luxury market are luxury 

brands themselves which have begun to move into resale directly. Gucci, for 

example, launched Gucci Vault, a curated platform that features refurbished vintage 

pieces alongside experimental digital projects369. These initiatives allow maisons to 

maintain direct control over their image, pricing, and customer relationships, while 

also aligning with sustainability narratives. This brand-led approach may 

cannibalise the business of third-party platforms, since consumers who value direct 

brand authentication and heritage storytelling may prefer to purchase resale pieces 

from the maisons themselves370. The broader context only amplifies these 

competitive pressures. The global second-hand luxury is projected to reach USD 

77.8 billion by 2033, with a compound annual growth rate of around 8.5%371. This 

rapid growth attracts both established players and new entrants, intensifying 

competition and raising customer expectations. Against this backdrop, The 

RealReal must constantly innovate and refine its customer experience in order to 

preserve its competitive advantage in an arena where the dynamism of competitors 

and the increasing involvement of luxury brands themselves can be an endangering 

factor. 
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Conclusions 

 

This thesis set out to examine how experiential marketing can reshape the 

perception and positioning of second-hand fashion within the luxury sector, 

focusing on The RealReal as a pioneering case study. From the beginning, it 

recognised that luxury is going through a major shift: what was once centred on 

exclusivity, craftsmanship, and heritage is now increasingly defined by experience, 

cultural meaning, and social responsibility. Within this evolving landscape, the rise 

of resale represents both a challenge and an opportunity. On one side, it challenges 

traditional ideas of luxury by making high-end goods accessible through alternative 

channels; on the other, it pushes platforms to use strategies that can legitimise pre-

owned fashion as a true form of luxury. The main goal of this research was to 

understand how experiential marketing, originally theorised in the context of 

traditional luxury, can be applied to the resale market. Using Batat’s 7Es framework 

and applying it to the case of The RealReal shows how creating experiences can lift 

second-hand fashion to the level of luxury. In particular, the research was guided 

by some key questions: How can experiential strategies build trust, engagement, 

and cultural relevance on a resale platform? To what extent do these strategies help 

overcome barriers such as doubts about authenticity, stigma, or growing 

competition? And more broadly, what can this case tell us about the future of luxury 

in a market increasingly shaped by sustainability and circular values? By addressing 

these questions, the study aimed to fill a gap in existing research. While scholars 

have looked at luxury marketing and resale separately, little attention has been 

given to how experiential marketing connects with second-hand luxury. The 

RealReal, as the largest and most influential digital consignment platform, provided 

the right lens to explore this link. It allowed the thesis to assess how the 7Es 

framework works in practice and how experiential strategies can reshape not only 

how consumers see resale, but also how it gains cultural legitimacy within the wider 

luxury industry. The analysis carried out across the four chapters of this thesis 

highlights that the luxury sector is currently marked by a bifurcation. On one side, 

the traditional market is slowing down, weighed down by economic pressures, 

saturation, and the limits of growth based mainly on price increases. On the other 

side, the resale market is growing steadily, driven by digitalisation, the demand for 
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sustainability, and the rising influence of younger consumers. This contrast is 

crucial because it signals not only a change in consumer habits but also a deeper 

structural transformation. Resale is no longer seen as a marginal or necessity-based 

practice; instead, it has become a legitimate and aspirational way of engaging with 

luxury. In this transformation, experiential marketing proves to be a key framework. 

The historical view of luxury already showed that experiences and symbolic value 

have always been central to its appeal. Yet digitalisation and new consumer 

expectations have made these aspects more important than ever. Today, luxury is 

less about the material qualities of products and more about the emotions, stories, 

and cultural meaning they carry. The case study of The RealReal confirmed that 

Batat’s 7Es framework can also work in the resale environment. Experience is 

created by guiding the customer through a journey that feels as thoughtful as 

walking into a luxury boutique. Buying is not just about the product but about 

discovery, learning, and feeling reassured about the purchase. Exchange means that 

value is shared between the platform, sellers, and buyers. Pricing tools, concierge 

support, and clear policies invite people to take part in the process instead of just 

making a quick transaction. Extension refers to making the experience last beyond 

the moment of purchase through online and offline touchpoints, after-sale services, 

and programmes that keep products and their stories alive over time. Emphasis 

shows what are the crucial elements in second-hand luxury which have the most 

impact on the consumer, which are: strong authentication, careful curation, and a 

high-quality service. These elements form the promise that holds the brand together. 

Empathy means listening to users’ needs, emotions and desires on a deep level. For 

consignors, this might be making the selling process easier. For buyers, it is about 

reducing the fear of risk or stigma, while also recognising that sustainability is now 

a cultural expectation. Emotional touchpoints are the moments within the customer 

journey which trigger an emotional response. In luxury resale these are built on 

purpose through expert advice, content that builds trust, and in-person events. They 

help turn doubt into confidence and make shopping feel memorable. Finally, the 

Emic/Etic process joins two perspectives: the insider view of the community (Emic) 

and the outside view of experts and data (Etic). Together, they allow the platform 

to design experiences that feel both authentic and carefully thought out. What 
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emerges most clearly is that resale becomes a true luxury experience when it offers 

not just rare and desirable products but also an ecosystem of interactions that echo 

the prestige and exclusivity of traditional maisons. In this way, The RealReal builds 

a cultural and emotional narrative in which resale is redefined as a practice of 

sustainability, individuality, and modern luxury. From a theoretical perspective, 

this thesis contributes to the literature by bringing experiential marketing into a field 

that has so far received little academic attention: second-hand luxury. While earlier 

studies have shown how traditional luxury brands rely on experiences, storytelling, 

and symbolic value, fewer studies examine how these same dynamics work when 

the products are second-hand. This thesis contributes to ongoing debates on luxury 

marketing, linking theories of experiential consumption with the growing 

discussion around circular fashion economies. At the same time, the findings have 

practical implications. For resale platforms, it shows that long-term success 

depends on creating experiences that connect with the emotional and cultural 

expectations of consumers. Prioritising Emphasis around authentication and 

curation; investing in Emotional touchpoints that educate and reassure; cultivating 

Exchange with consignors through data-driven tools; extending the journey via 

Extension mechanisms that keep clients engaged: these are now core strategic 

levers. For established luxury maisons, the case suggests that partnerships with 

resale platforms and the adoption of circular strategies may prove vital for 

maintaining cultural relevance and consumer trust, especially in this period of 

stagnation. The findings of this thesis suggest several directions for future research. 

On the academic side, one key step would be to move beyond a single case study. 

Comparing different platforms, such as The RealReal, Vestiaire Collective, and 

Fashionphile, would help identify where experiential strategies overlap and where 

they differ across regions and cultures. It would also be interesting to include 

consumer-focused methods such as surveys, interviews, or ethnographic studies, in 

order to capture how people of different ages, backgrounds, and values actually 

experience resale. This would provide a richer view of how generational change, 

cultural differences, or personal attitudes shape the impact of experiential marketing 

in second-hand luxury. There is also room for theoretical development. While 

Batat’s 7Es framework worked well to analyse The RealReal’s strategies, the resale 
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market may require some adjustment or expansion of these categories. This thesis 

can therefore serve as a starting point for testing whether the 7Es alone are enough 

to explain the experiential dynamics of circular luxury, or whether new concepts 

should be added. From a practical perspective, the implications for the luxury 

industry are just as important. As traditional luxury slows down, resale and circular 

practices are becoming a cultural and strategic space where younger generations 

shape their own idea of luxury. Brands that work with resale platforms, invest in 

authentication technologies, and build experiential narratives around sustainability 

and cultural meaning will be better placed to maintain legitimacy and consumer 

trust. At the same time, new technologies, such as augmented and virtual reality, 

artificial intelligence, or digital product passports, are likely to expand the 

experiential side of resale even further. These tools can make authenticity checks 

more transparent, storytelling more immersive, and consumer engagement more 

active. In light of the analysis conducted, this thesis confirms that the future of 

luxury can no longer be understood through products alone. What sustains its 

relevance today its ability to create experiences that connect with consumers on 

emotional, social, and cultural levels. Resale, once seen as a marginal practice in 

fashion consumption, has now become a central arena where these dynamics take 

shape. By showing how experiential marketing can reframe pre-owned fashion as 

both credible and aspirational, The RealReal demonstrates how second-hand 

platforms can challenge traditional ideas of luxury while at the same time enriching 

them. The broader insight is that the strength of luxury in the coming decades will 

depend on its ability to embrace circularity without losing its aura, and to integrate 

inclusivity without erasing exclusivity. If luxury brands and platforms take this 

direction, they will help redefine what luxury means for future generations. The 

luxury of tomorrow will not be measured only by the rarity of an object, but by the 

richness of the experiences surrounding it and the values it expresses. In this 

transformation, resale does not stand at the margins but emerges as a new frontier 

of luxury itself. 
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Summary in Italian 

 

Negli ultimi vent’anni l’industria del lusso ha attraversato una fase di 

espansione, trainata dalla globalizzazione, dall’ingresso di nuove fasce di 

consumatori e dalla crescente influenza culturale della moda. Per molto tempo i 

consumi legati al lusso hanno seguito una traiettoria quasi ininterrotta di crescita, 

con le maisons impegnate a consolidare la propria posizione e ad aprirsi a nuovi 

mercati. Tuttavia, nel 2025 questo trend ha subito una svolta: il settore ha 

conosciuto un rallentamento, legato sia alle incertezze economiche sia al 

mutamento delle priorità dei consumatori, sempre più sensibili a temi come la 

responsabilità sociale, la sostenibilità e il valore delle esperienze. Se un tempo il 

lusso si definiva soprattutto attraverso esclusività, artigianalità e tradizione, oggi è 

interpretato sempre più come un insieme di significati culturali, esperienze vissute 

e pratiche responsabili. In questo scenario si è inserito con forza il mercato del lusso 

di seconda mano, capace non solo di resistere al rallentamento del retail tradizionale 

ma di affermarsi come alternativa dinamica e culturalmente rilevante. La diffusione 

delle piattaforme digitali ha favorito questo processo, trasformando il modo in cui 

i consumatori scoprono i brand e richiedendo sempre più trasparenza e 

immediatezza. Parallelamente, i principi dell’economia circolare e della 

sostenibilità sono diventati centrali, obbligando i marchi a ripensare le proprie 

strategie. Le nuove generazioni (Millennials e Generazione Z in particolare) si 

trovano al centro di questa trasformazione: il loro potere di acquisto e la loro 

influenza culturale orientano il settore verso inclusività, innovazione e 

responsabilità, mostrando un entusiasmo particolare per il lusso di seconda mano, 

percepito al tempo stesso come pratica sostenibile e come espressione identitaria. 

L’attuale mercato del lusso, dunque, non ruota più soltanto intorno al possesso di 

beni materiali, ma si fonda sempre più sulla ricerca di significato, identità ed 

esperienza. In questo contesto la tesi prende come punto di riferimento il marketing 

esperienziale, che segna un passaggio cruciale nella cultura dei consumi. Mentre il 

marketing tradizionale si concentrava soprattutto sulle caratteristiche tangibili del 

prodotto come prezzo, funzionalità, prestazioni, le strategie contemporanee 

mettono al centro l’esperienza, il simbolismo e l’emozione. Già Pine e Gilmore, 

con The Experience Economy (1999), avevano sottolineato come i consumatori 
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ricerchino esperienze memorabili capaci di andare oltre il semplice atto d’acquisto, 

trasformando il consumo in un’occasione per poter esprimere la propria identità. 

Schmitt ha poi sviluppato questa prospettiva introducendo il concetto di marketing 

esperienziale, in grado di coinvolgere i consumatori a livello sensoriale, emotivo, 

cognitivo e relazionale. Più recentemente, Wided Batat ha adattato queste 

riflessioni al settore del lusso attraverso il modello delle 7 “E”, che enfatizza la 

costruzione di esperienze immersive, rilevanti culturalmente e integrate a livello 

olistico. Nel settore della moda di lusso, queste idee assumono un significato 

particolare. Il lusso ha sempre avuto una dimensione esperienziale, legata alla 

manualità artigianale, allo storytelling e al valore simbolico. La digitalizzazione, 

l’influenza delle nuove generazioni e l’ascesa del mercato second-hand hanno reso 

questa dimensione ancora più centrale. Oggi il valore del lusso è dato non solo dalle 

qualità intrinseche del prodotto ma anche dalle esperienze e dai significati che esso 

porta con sé. Lo scopo della tesi è proprio quello di indagare come il marketing 

esperienziale possa ridefinire la percezione del lusso di seconda mano, 

trasformandolo in un’esperienza aspirazionale. Per farlo, la ricerca prende in esame 

il caso di The RealReal, la più grande piattaforma digitale di consignment negli 

Stati Uniti, applicando ad essa il modello delle 7 “E” di Batat. L’analisi intende 

rispondere a domande cruciali: in che modo strategie esperienziali possono 

costruire fiducia ed engagement in una piattaforma di rivendita? Quanto queste 

strategie riescono a superare barriere come il rischio di contraffazione, lo stigma 

sociale e la crescente concorrenza? E, più in generale, cosa ci dice questo caso sul 

futuro del lusso in un mercato sempre più orientato verso la sostenibilità e i valori 

della circolarità? Per rispondere a tali quesiti la tesi adotta un approccio qualitativo 

e teorico, basato principalmente su fonti secondarie: studi accademici sul branding 

e sul comportamento dei consumatori, report di settore, analisi di società di 

consulenza e fonti giornalistiche specializzate. Il caso studio di The RealReal 

rappresenta il fulcro dell’indagine, in quanto piattaforma pioniera e leader del 

settore, ma anche emblema delle dinamiche che uniscono lusso ed esperienzialità 

nel contesto del second-hand. La struttura del lavoro si articola in quattro capitoli: 

il primo ripercorre l’evoluzione storica del concetto di lusso; il secondo analizza 

l’ascesa del mercato lusso di seconda mano; il terzo approfondisce le basi teoriche 
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del marketing esperienziale e il modello delle 7 “E”; il quarto esamina il caso di 

The RealReal, mettendo in luce l’applicazione concreta di queste strategie. Il primo 

capitolo si concentra sulla dimensione storica e concettuale del lusso, mostrando 

come il suo significato sia mutato nel tempo e rifletta di volta in volta i cambiamenti 

sociali, culturali ed economici. Le radici del concetto di lusso affondano già nel 

mondo greco e romano, dove suscitava posizioni contrastanti: da un lato c’era chi 

lo considerava una forza positiva per il progresso della società; dall’altro filosofi 

come Platone e Aristotele lo vedevano come una minaccia all’equilibrio morale e 

civico, capace di generare corruzione e disuguaglianza. A Sparta, ad esempio, 

furono adottate severe restrizioni contro il lusso, che tuttavia si rivelarono 

inefficaci: l’afflusso di ricchezze dopo le guerre del Peloponneso accentuò le 

disparità sociali e contribuì al declino della città. A Roma, invece, il lusso passò 

dall’essere percepito come un vizio pericoloso, contrario ai valori di semplicità e 

dovere civico della Repubblica, a simbolo di potere e prestigio durante l’Impero, 

con gli aristocratici che lo esibivano attraverso architettura, arte e spettacoli 

pubblici. Durante il Medioevo la visione del lusso fu profondamente influenzata dal 

Cristianesimo. Da un lato veniva condannato come peccato, dall’altro la Chiesa ne 

fu essa stessa grande consumatrice, giustificando lo sfarzo come espressione del 

culto divino. Parallelamente, l’espansione delle rotte commerciali, in particolare 

grazie ai viaggi lungo la Via della Seta, portò in Europa beni preziosi come sete, 

spezie e gioielli, accrescendo la domanda di lusso tra le classi agiate. Le leggi 

suntuarie, introdotte per limitare l’eccesso di consumi, si rivelarono inefficaci, 

mentre il mecenatismo artistico contribuì ad elevare il prestigio culturale del lusso. 

Con il Rinascimento e l’età moderna, il lusso si legò sempre più all’arte, alla 

conoscenza e alla cultura, grazie alle committenze delle grandi famiglie, come i 

Medici. Con la Rivoluzione industriale, invece, il concetto si trasformò ancora: il 

lusso divenne accessibile a una parte più ampia della società grazie alla produzione 

di massa e al progresso dei trasporti, segnando l’inizio di un processo di 

democratizzazione. Nel Novecento, guerre mondiali, globalizzazione e cultura dei 

consumi ridefinirono ulteriormente il settore, portando alla nascita di grandi maison 

come Chanel, Prada e Ferragamo, e all’affermazione del prêt-à-porter, che rese il 

lusso più accessibile alla classe media. Parallelamente, prodotti entry-level come 
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profumi e accessori aprirono ulteriormente il mercato. Nel XXI secolo, infine, il 

concetto di lusso ha conosciuto un cambiamento radicale: dalla materialità dei beni 

si è passati alla centralità dell’esperienza, dall’insostenibilità alla sostenibilità, 

dall’esclusività alla ricerca di autenticità e inclusività. Le nuove generazioni 

spingono verso una ridefinizione profonda, chiedendo ai brand trasparenza, 

responsabilità sociale e significato culturale. Il lusso non è più solo possesso, ma 

diventa esperienza vissuta, narrazione, identità. Il secondo capitolo affronta la 

crescita del mercato del lusso di seconda mano, un fenomeno che negli ultimi anni 

ha assunto una rilevanza straordinaria nel panorama globale. Lungi dall’essere 

percepito come una nicchia marginale, il resale è oggi uno dei segmenti più 

dinamici e in espansione dell’intera industria della moda, capace di intercettare 

nuove sensibilità culturali e ridefinire il concetto stesso di lusso. Storicamente, 

l’acquisto di abiti usati era associato a necessità economiche e a un’immagine 

negativa, legata a pregiudizi di scarsa igiene o bassa qualità. In questo contesto, il 

second-hand faticava a conquistare legittimità culturale e sociale. Negli ultimi anni, 

però, si è verificata una svolta: la crescente attenzione verso la sostenibilità, la 

diffusione della cultura del riuso e riciclo e la spinta delle nuove generazioni hanno 

trasformato la percezione di questo mercato di seconda mano, che è divenuto non 

solo socialmente accettabile ma anche desiderabile, aspirazionale. Un ruolo centrale 

in questa evoluzione è stato svolto dalla digitalizzazione. Le piattaforme online 

specializzate hanno rivoluzionato le modalità di acquisto e vendita, rendendo il 

processo più trasparente, sicuro e accessibile. Siti e app di resale hanno introdotto 

servizi di autenticazione, logistica e consulenza che hanno ridotto i rischi percepiti 

e accresciuto la fiducia dei consumatori. Questo ha reso possibile un’esperienza 

d’acquisto vicina a quella del lusso tradizionale, capace di fondere la comodità 

dell’e-commerce con l’esclusività tipica delle maison. Il successo del lusso di 

seconda mano si spiega anche con cambiamenti più profondi nei comportamenti di 

consumo. Millennials e Gen Z si distinguono per un approccio più pragmatico e 

responsabile: non cercano soltanto prodotti di qualità, ma vogliono che questi 

riflettano i propri valori, come l’attenzione per l’ambiente e l’autenticità. Per queste 

generazioni, acquistare un capo pre-owned non significa rinunciare al lusso, ma 

piuttosto affermare un’identità che unisce stile personale, sostenibilità e accesso a 
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pezzi unici. Le ricerche di settore confermano questa tendenza. Secondo analisi di 

società di consulenza internazionali, il mercato della rivendita di lusso è cresciuto 

a ritmi doppi rispetto al fashion tradizionale e si prevede continuerà ad aumentare 

nei prossimi anni. Ciò avviene mentre il settore del lusso primario, appesantito da 

prezzi in continuo rialzo e da un mercato ormai saturo, rallenta la sua corsa. Ne 

emerge un quadro in cui il second-hand è dievntato un vero e proprio motore di 

innovazione per l’intero segmento. Naturalmente, il lusso di seconda mano deve 

confrontarsi anche con sfide rilevanti. La più significativa riguarda la questione 

dell’autenticità: il rischio di contraffazioni mina la fiducia dei consumatori e 

impone l’adozione di sistemi di verifica sempre più avanzati. A questo si 

aggiungono lo stigma culturale che, seppur attenuato, in alcuni contesti persiste, e 

la tensione tra accessibilità e esclusività. Infatti, se da un lato la rivendita rende il 

lusso più inclusivo e raggiungibile, dall’altro rischia di ridurne l’aura di rarità e 

prestigio. Nonostante queste criticità, il mercato del second-hand luxury è ormai 

entrato a pieno titolo nel discorso sul futuro del lusso. Esso risponde a esigenze 

nuove come la sostenibilità, l’individualità, l’autenticità, e propone un modello che 

affianca e talvolta sfida quello tradizionale. Proprio per questo diventa 

fondamentale analizzare come le strategie di marketing, e in particolare il marketing 

esperienziale, possano consolidare questa trasformazione e legittimare il resale 

come vera forma di lusso. Il terzo capitolo della tesi introduce il quadro teorico del 

marketing esperienziale, che rappresenta una delle trasformazioni più rilevanti della 

cultura dei consumi contemporanei. Per comprendere la portata di questo approccio 

è necessario partire dalla sua origine. Per lungo tempo, infatti, il marketing si era 

concentrato quasi esclusivamente sugli aspetti tangibili dei prodotti, privilegiando 

il prezzo, le caratteristiche tecniche o la funzionalità. Questo modello, di natura 

prettamente transazionale, vedeva l’atto d’acquisto come un semplice scambio di 

beni e denaro. A partire dagli anni Novanta, tuttavia, si è affermata una visione 

profondamente diversa: i consumatori non cercano più soltanto prodotti, ma 

desiderano esperienze significative che siano in grado di arricchire la loro identità 

e rispondere a bisogni emozionali. Pine e Gilmore, con The Experience Economy 

(1999), hanno descritto in modo pionieristico questa trasformazione, sottolineando 

come l’economia dei servizi si stesse evolvendo in un’economia dell’esperienza, 
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dove il valore non risiede più solo nel bene acquistato ma nella memorabilità 

dell’incontro con il brand. In seguito, Bernd Schmitt ha elaborato il concetto di 

marketing esperienziale, fornendo un modello capace di spiegare come i marchi 

possano coinvolgere i consumatori su più livelli, ovvero quello sensoriale, emotivo, 

cognitivo e relazionale, creando un legame profondo e duraturo. L’applicazione di 

queste idee al settore del lusso appare particolarmente significativa. Il lusso, infatti, 

è da sempre caratterizzato da un forte elemento esperienziale: le maison 

costruiscono mondi simbolici attraverso il racconto della propria storia, l’attenzione 

all’artigianalità e la creazione di atmosfere esclusive. Ciò che è mutato negli ultimi 

decenni è la centralità di questa dimensione. La digitalizzazione, l’affermarsi di 

nuove generazioni di consumatori e l’ascesa del mercato second-hand hanno reso 

l’esperienza il fulcro della strategia, al punto che il valore di un prodotto non si 

misura più solo nelle sue qualità intrinseche, ma soprattutto nelle emozioni, nei 

significati e nei racconti che esso è in grado di veicolare. In questo contesto si 

inserisce il contributo di Wided Batat, che ha elaborato il modello delle 7 “E”, una 

griglia teorica che consente di analizzare e sviluppare esperienze di marca in modo 

sistematico. Questa griglia individua sette dimensioni fondamentali: Experience 

(Esperienza), che riguarda la creazione di incontri memorabili e multisensoriali per 

il consumatore che vanno oltre il prodotto in sé; Exchange (Scambio), che valorizza 

il coinvolgimento attivo del consumatore e la co-creazione di valore tra questo ed 

il brand; Extension (Estensione), ovvero il modo in cui la brand experience si 

estenda oltre all’interazione iniziale; Emphasis (Enfasi), che riguarda l’importanza 

di concentrarsi elementi specifici e critici dell’esperienza che hanno l’impatto più 

significativo sul consumatore; Empathy (Empatia), che richiede di comprendere in 

profondità i bisogni, le emozioni e i desideri dei consumatori, che oggi 

comprendono la sensibilità per la sostenibilità; Emotional Touchpoints (Punti di 

contatto emozionali), ovvero i momenti specifici del customer journey che 

stimolano una risposta emotiva; ed infine Emic/Etic Process (Il processo 

Emico/Etico). Questo concetto deriva dall’antropolgia e si riferisce al 

bilanciamento sia della prospettiva Emica, ovvero la prospettiva interna del 

consumatore che guarda all’esperienza dall’interno, e quella Etica, che invece è 

esterna e analizza l’esperienza usando una struttura più ampia e obiettiva. Applicato 
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al settore del lusso, questo modello mostra tutta la sua efficacia, poiché permette di 

capire come i marchi possano mantenere e rafforzare la loro aura simbolica in un 

contesto altamente competitivo e in rapida trasformazione. L’esperienza diventa 

così il terreno su cui si gioca la differenziazione, in un’epoca in cui la qualità 

materiale del prodotto non è più sufficiente a garantire distinzione. Non sorprende, 

dunque, che le maison abbiano investito con forza in storytelling, eventi esclusivi, 

ambienti immersivi e strategie omnicanale per consolidare il rapporto con i propri 

clienti. Il capitolo mette inoltre in evidenza come il marketing esperienziale non sia 

solo una strategia utile alle grandi marche, ma rappresenti anche una lente teorica 

indispensabile per comprendere la trasformazione in atto nel lusso di seconda mano. 

Se l’acquisto di un bene usato porta con sé dubbi legati alla qualità, al rischio di 

falsi o allo stigma sociale, è proprio attraverso esperienze curate, autentiche e 

coinvolgenti che queste barriere possono essere superate. Batat offre dunque un 

quadro concettuale prezioso per interpretare come il second-hand possa acquisire 

legittimità culturale e diventare a tutti gli effetti parte integrante del sistema del 

lusso. Il quarto capitolo è interamente dedicato a The RealReal, piattaforma fondata 

nel 2011 da Julie Wainwright e oggi considerata il leader mondiale nel settore del 

lusso di seconda mano. La scelta di analizzarla come caso studio non è casuale: 

l’azienda rappresenta il modello più avanzato e innovativo nel ridefinire l’usato 

come pratica credibile e aspirazionale all’interno dell’industria del lusso. Fin dalla 

sua nascita, The RealReal ha puntato a distinguersi dalle piattaforme peer-to-peer, 

come eBay o Poshmark, gestendo direttamente tutte le fasi del processo di vendita. 

In questo modo ha saputo coniugare la portata inclusiva dell’e-commerce con la 

fiducia, la cura e il prestigio tradizionalmente associati al retail di lusso. Nel corso 

degli anni l’azienda è cresciuta fino a costruire una comunità composta da milioni 

di venditori e acquirenti, raggiungendo risultati finanziari di rilievo e una presenza 

sia online che offline, grazie a flagship store e uffici di valutazione nelle principali 

città americane. Il successo di The RealReal risiede non soltanto nella dimensione 

economica, ma soprattutto nella sua capacità di trasformare il consumo di seconda 

mano in un’esperienza immersiva e culturalmente legittima. La missione di 

Wainwright è sempre stata chiara: superare lo stigma legato al second-hand, 

preservando al tempo stesso il fascino del lusso attraverso un racconto basato su 
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autenticità, sostenibilità ed esclusività. Un elemento centrale della strategia 

aziendale è la costruzione della fiducia. Nel mercato del resale il timore delle 

contraffazioni rappresenta una delle barriere più rilevanti per i consumatori. The 

RealReal ha risposto a questa sfida sviluppando un sistema di autenticazione ibrido 

che combina tecnologie di intelligenza artificiale con l’esperienza di oltre novanta 

specialisti interni, tra gemmologi, orologiai ed esperti di brand. L’integrazione tra 

tecnologia e competenze umane rafforza la percezione di affidabilità e rassicura il 

consumatore. Parallelamente, The RealReal ha investito nel rendere semplice il 

percorso dei venditori. Attraverso un servizio completo di valutazione, logistica e 

presentazione dei prodotti, la piattaforma riduce al minimo le difficoltà 

tradizionalmente legate al consignment. Nel 2023 ha introdotto RealService, un 

modello di assistenza che affida a ogni cliente un team di Luxury Managers e 

Consignor Concierge, incaricati di guidarlo in tutte le fasi della vendita, dalla scelta 

degli articoli fino alla determinazione del prezzo. A ciò si aggiungono strumenti 

digitali come il Resale Insights Center e il Handbag Pricing Estimator, che 

consentono ai venditori di avere una visione chiara e trasparente del valore di 

mercato dei loro beni. Questi servizi contribuiscono a rafforzare la percezione di 

professionalità e lusso che contraddistingue l’azienda. Un altro pilastro della 

strategia di The RealReal è l’integrazione omnicanale. Oltre alla piattaforma 

digitale, l’azienda ha aperto negozi e spazi fisici in cui i clienti possono interagire 

con esperti, partecipare a eventi e vivere il brand in modo diretto. Questi ambienti, 

che fondono la dimensione online con quella offline, incarnano un approccio 

esperienziale coerente con le evoluzioni del retail contemporaneo, in cui l’acquisto 

è diventato un momento di relazione e coinvolgimento. Il capitolo analizza infine 

l’applicazione del modello delle 7 “E” di Batat a The RealReal. L’azienda ha saputo 

declinare ciascuna dimensione del framework in iniziative concrete, volte a 

trasformare il resale in una vera esperienza di lusso. Un chiaro esempio del principio 

Experience è il pop-up Ask Us What’s Real, in cui i visitatori sono stati invitati a 

confrontarsi con il tema della contraffazione attraverso un allestimento sensoriale 

ed educativo. Con Exchange ha sviluppato collaborazioni con designer emergenti, 

come Presley Oldham, che hanno permesso di trasformare materiali di scarto in 

gioielli unici, generando valore condiviso tra brand, creativi e clienti. Con 
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Extension The RealReal ha saputo prolungare l’esperienza oltre l’acquisto, 

mantenendo il contatto con i clienti attraverso canali digitali e contenuti editoriali, 

come la newsletter su Substack firmata da RealGirl, ispirata a Gossip Girl, che 

alterna consigli di resale e analisi di trend a curiosità di settore. Con Emphasis ha 

posto al centro la cura dei dettagli, dalla selezione dei prodotti fino al servizio 

clienti, facendo dell’autenticazione e della personalizzazione i cardini della propria 

promessa. Con Empathy ha ascoltato le esigenze sia degli acquirenti, preoccupati 

per il rischio di contraffazione, sia dei venditori, che necessitano di un processo 

fluido e trasparente, inserendo la sostenibilità come valore culturale 

imprescindibile. Con Engagement ha integrato strumenti digitali e interazioni 

fisiche, creando un percorso multisensoriale e continuo. Attraverso gli Emotional 

Touchpoints ha saputo progettare momenti specifici del customer journey in grado 

di suscitare emozioni positive, come fiducia e sorpresa, rafforzando la lealtà al 

brand. Infine, con l’Emic/Etic Process ha combinato lo sguardo interno della 

comunità e quello esterno degli esperti, creando un approccio olistico capace di 

garantire al tempo stesso autenticità e rigore analitico. In conclusione, la tesi ha 

indagato come il marketing esperienziale possa ridefinire la percezione e il 

posizionamento della moda di seconda mano all’interno del settore del lusso, 

prendendo come caso di studio la piattaforma The RealReal. L’analisi ha mostrato 

che il lusso contemporaneo è attraversato da una profonda trasformazione: se un 

tempo la sua essenza era legata soprattutto a esclusività, artigianalità e tradizione, 

oggi è sempre più definito da esperienze, significati culturali e responsabilità 

sociale. In questo scenario, la crescita del mercato del resale rappresenta al tempo 

stesso una sfida e un’opportunità. Sfida, perché mette in discussione la concezione 

tradizionale del lusso, rendendo accessibili beni di alto livello attraverso canali 

alternativi; opportunità, perché costringe i brand e le piattaforme a sviluppare 

strategie capaci di legittimare il second-hand come autentica espressione del lusso. 

L’obiettivo principale della ricerca era comprendere come il marketing 

esperienziale, elaborato inizialmente per il lusso tradizionale, possa essere applicato 

con successo al mercato del resale. L’adozione del framework delle 7 “E” di Batat 

e la sua applicazione al caso di The RealReal hanno permesso di evidenziare come 

la creazione di esperienze, emozioni e narrazioni culturali possa elevare la moda 
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pre-owned al livello del lusso. Le domande che hanno guidato il lavoro hanno 

trovato risposte chiare: le strategie esperienziali sono in grado di costruire fiducia, 

stimolare il coinvolgimento e generare rilevanza culturale; contribuiscono a 

superare barriere legate a timori di contraffazione, stigmi sociali e concorrenza 

crescente; infine, mostrano come il resale possa assumere un ruolo di primo piano 

nella ridefinizione del lusso contemporaneo, soprattutto in un’ottica di sostenibilità 

e circolarità. Il contributo del marketing esperienziale appare qui determinante. Se 

la storia del lusso ha sempre mostrato il peso delle esperienze e del valore 

simbolico, le dinamiche attuali rendono questa dimensione ancora più centrale. Il 

caso di The RealReal ha confermato che il framework delle 7 “E” è efficace anche 

nel contesto del resale, mostrando come ciascuna dimensione contribuisca a 

costruire un ecosistema in grado di far percepire il second-hand come autentico 

lusso. Il lavoro offre così un duplice contributo. Sul piano teorico, arricchisce la 

letteratura sul lusso e sul marketing esperienziale, esplorando un ambito finora poco 

studiato: l’applicazione di queste strategie al settore del second-hand. Sul piano 

pratico, fornisce indicazioni utili per piattaforme e maison. Dalla ricerca emergono 

anche spunti per sviluppi futuri. Sarebbe utile estendere l’analisi oltre un singolo 

caso studio, confrontando piattaforme diverse come The RealReal, Vestiaire 

Collective e Fashionphile, e integrando metodi empirici quali interviste, survey o 

studi etnografici, per cogliere in profondità come i consumatori vivono le 

esperienze di lusso di seconda mano. Inoltre, il framework delle 7 “E” potrebbe 

essere ulteriormente adattato al contesto del resale, verificando se nuove categorie 

concettuali siano necessarie per descrivere appieno le dinamiche di questo mercato. 

Dal punto di vista operativo, il settore dovrà confrontarsi sempre più con l’impatto 

delle nuove tecnologie: dall’intelligenza artificiale alla realtà aumentata e virtuale, 

fino ai digital product passports, che promettono di rendere più trasparenti i 

processi di autenticazione, più immersivo lo storytelling e più interattivo il 

coinvolgimento dei clienti. In definitiva, la tesi mostra come attraverso il marketing 

esperienziale, la moda di seconda mano si libera dello stigma e diventa veicolo di 

sostenibilità, individualità e modernità. L’insegnamento principale è che la forza 

del lusso nei prossimi decenni dipenderà dalla sua capacità di abbracciare la 

circolarità, e di coniugare inclusività con esclusività. Non si può quindi più negare 
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che il lusso di domani sarà definito sempre meno dalla rarità dell’oggetto e più dalla 

ricchezza e profondità delle esperienze e dei valori che esso riesce a esprimere. 
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