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• P O P U L A T I O N  I N T E R V I E W E D :  

Sample of 1,844 individuals* 

• Aged 18 to 65 (18 to 60 in China),

• Belonging to the top 20% highest incomes in each 

country, 

• All purchasers of luxury goods (shoes, bags, time 

pieces, jewelry, fragrance / beauty products).
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• G E O G R A P H I C A L  S C O P E :  

France, United States and China.

• C O L L E C T I O N  M E T H O D :  

• Survey carried out online from 29 July to 6 August 

2021. 

• Questionnaire lasting approx. 15 minutes. 

* 602 people interviewed in France, 604 in the United States and 638 in China.
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LUXURY  
STILL AS COVETED IN 2021

01
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THE PANDEMIC 

EXPERIENCE 

HAS REINFORCED 

THE DESIRE FOR 

LUXURY
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30

42
46

60

31

51

T h e  p a n d e m i c  h a s  m o d i f i e d  

p u r c h a s i n g  h a b i t s  b u t  

a m p l i f i e d  t h e  d e s i r e  f o r  l u x u r y

In % - changed a lot

My habits concerning the purchase of 

luxury products have CHANGED A LOT

The pandemic has INCREASED my 

desire to purchase luxury products
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LUXURY 

THE ART OF LIVING IN THE PRESENT



9© SOCIOVISION  2021

F r o m  t h e  s t a n d p o i n t  o f  i t s  h a b i t u a l  c l i e n t s ,  

l u x u r y  r e m a i n s  a  h i g h l y  a p p e a l i n g  l i f e s t y l e

DAILY 
ENHANCEMENT

PLEASURE DERIVED FROM 
A REFINED EXPERIENCE

EXPRESSION 
OF STATUS

Luxury is pleasure above 
all 86%

Luxury is a part of my day-to-day 
life 80%

In % - total correspond

69% 82% 87% 80% 87% 91%

75% 85% 90%

72% 85% 91%

With luxury I aspire to a refined 
lifestyle 84%

Luxury is above all the expression 
of social status 83%

Luxury is a means of enhancing 
oneself 85%

75% 88% 91%
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L U X U R Y :  
a s t u t e  i n t e r w e a v i n g  o f  t r a d i t i o n  a n d  i n n o v a t i o n

T R A D I T I O N :  
GUARANTEED KNOW-HOW

C R E A T I V I T Y :  
RAISON D’ÊTRE OF LUXURY

The luxury sector is highly creative 86%

Luxury is above all products that create 
new trends 83%

A luxury brand must have a past, 
a history 84%

Luxury is above all know-how 
passed down from generation to 
generation 80%

In % - total correspond

80% 83% 88%

80% 80% 81%

82% 86% 91%

78% 82% 89%



LUXURY 

AN INVESTMENT FOR THE FUTURE
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L u x u r y  i s  n o t  m e r e l y  a  

p l e a s u r e ,  i t  i s  a n  

i n v e s t m e n t  

Purchasing luxury goods is a good 
long-term investment

% Total correspond

85%
20

39

23

77% 88% 90%

% Often purchase luxury goods
to then sell them on  



FRENCH LUXURY:
THE MOST DESIRABLE

02



LUXURY ‘MADE IN FRANCE’ :
HIGH APPEAL CAPITAL
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F r a n c e  i s  c u r r e n t l y  t h e  c o u n t r y  t h a t  b e s t  i n c a r n a t e s  l u x u r y

In %

Which of the following countries BEST REPRESENT LUXURY ACCORDING TO YOU?

76

34

28

26

16

15

10

8

7

7

5

France

Italy

United Arab Emirates

United States

England

Japan

Russia

Germany

China

Spain

Sweden

67

41

34

19

16

15

15

14

13

8

7

United States

France

Italy

England

United Arab Emirates

Sweden

Germany

Japan

Spain

Russia

China

64

44

30

30

26

24

24

12

11

9

7

France

Italy

China

England

Germany

Sweden

United States

Spain

Japan

United Arab Emirates

Russia
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T h e  h i g h e s t  l u x u r y  s c o r e s   

a r e  i n v a r i a b l y  a l l o c a t e d  t o  F r a n c e  

For each of the following countries please indicate to what extent its luxury traditions and culture appeal to you. 

Please give a score from 1 to 10.

10 means it appeals a great deal, 1 means it does not appeal at all, the intermediate scores enable you to express your opinion with precision.

49

40

29

23

19

17

15

15

China

France

Italy

Germany

England

United States

Japan

United Arab Emirates

49

30

28

28

23

20

11

10

France

Italy

United States

Japan

United Arab Emirates

England

Germany

China

64

50

47

41

34

34

32

24

United States

France

Italy

England

Japan

Germany

United Arab Emirates

China

% SCORES BETWEEN 9 AND 10
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A n  a p p e a l  t h a t  i s  r e f l e c t e d  i n  p u r c h a s e  

b e h a v i o r  
 A l m o s t  h a l f  d e c l a r e  t h e y  r e g u l a r l y  b u y  

F r e n c h  p r o d u c t s

En %

Have you ever PURCHASED FRENCH LUXURY PRODUCTS?

5 3 4

8 11 12

40 38
38

47 48 46

Yes, regularly

Yes occasionally

No, but I would like to

No, and I am not considering

doing so

TOTAL 

YES 

87%

TOTAL 

YES 

86%

TOTAL 

YES 

84%
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T h e  f a s h i o n / j e w e l r y / b e a u t y  t r i a d  d o m i n a t e s  t h e  r a n k i n g  o f  c a t e g o r i e s  

m o s t  a s s o c i a t e d  w i t h  F r e n c h  l u x u r y

% First

21

0,00%

10

9

8

7

5

5

3

3

3

3

2

2

2

1

1

52

39

41

37

30

38

27

28

20

16

9

26

10

14

14

11

8

Fragrance

Fashion and couture

Jewelry

Wines and spirits

Leather goods

Cosmetics

Watches

Works of art

Cooking, gastronomy

Furniture, design

Real estate

Decoration

Technological devices

Automotive industry

Tableware

Hotel stays

Writing instruments

20

11

10

8

8

8

5

5

4

4

4

3

3

2

2

2

1

43

44

44

39

33

37

26

25

24

13

22

7

24

11

14

15

9

Fashion and couture

Jewelry

Fragrance

Cooking, gastronomy

Leather goods

Wines and spirits

Cosmetics

Watches

Hotel stays

Real estate

Tableware

Technological devices

Works of art

Automotive industry

Decoration

Furniture, design

Writing instruments

14

13

10

8

7

6

6

5

5

4

4

4

3

3

3

3

3

40

34

38

27

29

21

16

21

15

21

15

18

16

19

24

12

12

Fragrance

Fashion and couture

Jewelry

Watches

Wines and spirits

Leather goods

Automotive industry

Works of art

Technological devices

Cooking, gastronomy

Writing instruments

Furniture, design

Decoration

Hotel stays

Cosmetics

Real estate

Tableware

Of the following categories, which are all those YOU ASSOCIATE WITH FRENCH LUXURY?

% All categories



CULTURE, CREATIVITY AND QUALITY:
DRIVERS OF ATTRACTION

03



FRANCE: 
A COUNTRY THAT APPEALS 

TO THE IMAGINATION
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F r a n c e ,  a n  a r t  d e  v i v r e  t h a t  a p p e a l s  t o  t h e  i m a g i n a t i o n

In %

Of the following countries, which are all those whose ART DE VIVRE APPEAL TO YOUR IMAGINATION?

55

30

23

20

16

14

14

9

8

7

6

France

Italy

Japan

United States

United Arab Emirates

Spain

England

Sweden

China

Russia

Germany

61

29

26

16

15

15

14

12

12

7

5

United States

France

Italy

England

United Arab Emirates

Japan

Sweden

Germany

Spain

China

Russia

48

37

32

28

22

21

17

14

11

10

10

France

China

Italy

Sweden

England

Germany

United States

Spain

Japan

United Arab Emirates

Russia

 Although the Americans and French display considerable chauvinism, 

the Chinese come across as truly infatuated with French art de vivre.
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F r a n c e :  a  d r e a m  d e s t i n a t i o n ,  i n  p a r t i c u l a r  f o r  t h e  C h i n e s e

In %

Which of the following would be a dream destination 
if you were to go on a LUXURY TRIP? 

31

30

29

21

21

13

11

10

8

8

6

France

United States

Japan

United Arab Emirates

Italy

Russia

Spain

England

Sweden

China

Germany

48

28

25

19

15

14

13

12

8

6

5

United States

Italy

France

England

Spain

United Arab Emirates

Japan

Sweden

Germany

China

Russia

51

30

25

23

22

16

14

13

12

11

9

France

Italy

China

Sweden

England

Germany

Spain

United States

Japan

United Arab Emirates

Russia



THE VALUES OF FRENCH LUXURY INCARNATE 

THE QUINTESSENCE OF FRENCH ART DE VIVRE
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37

32

30

29

24

23

22

21

18

18

17

17

15

14

13

Elegance

Romanticism

Prestige

Excellence

Creativity

Tradition

Pleasure

Esthétique

Unique character

Freedom

Emotion

Modernity

Technological innovation

Daring

Discretion

Which of the following characteristics do 

YOU ASSOCIATE IN PRIORITY WITH FRENCH 

LUXURY? 

TOTAL

E l e g a n c e  a n d  r o m a n t i c i s m  l i e  a t  t h e  v e r y  h e a r t  o f  
F r e n c h  a r t  d e  v i v r e  a n d  l u x u r y

Which of the following characteristics do 

YOU ASSOCIATE IN PRIORITY WITH FRENCH 

ART DE VIVRE? 

39

36

30

29

28

25

25

25

22

18

18

18

15

14

11

Elegance

Romanticism

Prestige

Excellence

Creativity

Freedom

Tradition

Pleasure

Esthetics

Emotion

Modernity

Unique character

Technological innovation

Daring

Discretion

TOTAL
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40
34

32
31

24
22
21
21

16
14
14
13
13
12
10

Elegance

Excellence

Prestige

Tradition

Romanticism

Creativity

Pleasure

Esthetics

Freedom

Unique character

Discretion

Emotion

Modernity

Daring

Technological innovation

34
29
29

26
25
25

23
21
20

18
17
16
16

14
13

Elegance

Excellence

Romanticism

Pleasure

Prestige

Tradition

Creativity

Unique character

Modernity

Esthetics

Freedom

Emotion

Technological innovation

Daring

Discretion

44
37

32
27

25
23
23

21
20
20
19

17
17

13
13

Romanticism

Elegance

Prestige

Creativity

Esthetics

Excellence

Emotion

Freedom

Pleasure

Unique character

Technological innovation

Modernity

Daring

Tradition

Discretion

E l e g a n c e  a n d  r o m a n t i c i s m  a r e  w i d e l y  a c k n o w l e d g e d  a s  v a l u e s  

i n h e r e n t  t o  t h e  d e f i n i t i o n  o f  F r e n c h  l u x u r y  

In %

Which of the following values and attributes do YOU ASSOCIATE IN PRIORITY WITH FRENCH LUXURY?
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F r a n c e ,  a  m o d e l  o f  e x c e l l e n c e  a n d  t r a d i t i o n  f o r  t h e  F r e n c h ,  

a  s y m b o l  o f  f r e e d o m  a n d  c r e a t i v i t y  a c c o r d i n g  t o  f o r e i g n e r s

Excellence

Tradition

Pleasure

Unique character

Modernity

Creativity 

Esthetics

Freedom

SPECIFIC CHARACTERISTICS ASSOCIATED WITH FRENCH LUXURY
PER COUNTRY 
(statistically significant differences)

 The French perceive French luxury above all as steeped in tradition, the 

Americans focus on the pleasures of modern civilization and the Chinese 

pinpoint values of freedom, beauty and innovation.
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E l e g a n c e  a n d  r o m a n t i c i s m :  

t h e  t w o  p i l l a r s  o f  F r e n c h  a r t  d e  v i v r e  a n d  l u x u r y

In %

Which of the following characteristics do YOU 

ASSOCIATE IN PRIORITY WITH FRENCH ART DE VIVRE? 

43
34
33

31
30

27
24

21
19

16
15
14
13

10
8

Elegance

Tradition

Excellence

Prestige

Romanticism

Pleasure

Creativity

Freedom

Esthetics

Modernity

Unique character

Emotion

Daring

Discretion

Technological innovation

35
32
31
31

27
27

24
24
23
21

19
18
18

15
13

Romanticism

Elegance

Excellence

Creativity

Tradition

Pleasure

Prestige

Freedom

Unique character

Modernity

Esthetics

Emotion

Technological innovation

Daring

Discretion

43
41

33
30

27
26

23
23

20
19

17
17

15
15

10

Romanticism

Elegance

Prestige

Freedom

Creativity

Esthetics

Excellence

Emotion

Pleasure

Technological innovation

Unique character

Modernity

Tradition

Daring

Discretion

 Tradition is central to the way in which the French perceive their own 

culture. Creativity is emphasized more both by the Americans and Chinese.
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F r a n c e ,  a  c o u n t r y  s t e e p e d  i n  t r a d i t i o n  f o r  t h e  F r e n c h ,  

a  c o u n t r y  o f  f r e e d o m  a n d  c r e a t i v i t y  a c c o r d i n g  t o  f o r e i g n e r s

Tradition

Excellence

Creativity

Modernity

Prestige

Freedom

Esthetics

SPECIFIC CHARACTERISTICS ASSOCIATED WITH FRENCH ART DE VIVRE
PER COUNTRY 
(statistically significant differences)

 Although the French identify their model as being 

buoyed by tradition, the Americans highlight innovation, 

and the Chinese prestige as well as freedom.
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TRADIT ION :  
F r e n c h  s i n g u l a r i t y

In %

French luxury is…

41

30

26

29

40

29

19

44

36

Heritage, tradition Both Creativity, innovation

 The Chinese and 

Americans perceive French 

luxury above all as a blend of 

tradition and modernity.
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Elegance

Romanticism

PrestigeExcellence

Creativity

Freedom

Tradition

Pleasure

Esthetics

Emotion

Modernity

Unique character

Technological 

innovation

DaringDiscretion

0

5

10

15

20

25

30

35

40

0 5 10 15 20 25 30 35 40 45

30

% Values and attributes 

associated with 

French luxury

% Characteristics 

associated with 

French art de vivre

Va l u e s  a s s o c i a t e d  w i t h  F r e n c h  l u x u r y  a r e  s i m i l a r  t o  

t h o s e  a s s o c i a t e d  w i t h  F r e n c h  a r t  d e  v i v r e

 The more a value is 

associated with French art de 

vivre, the more it is associated 

with French luxury.



FRENCH KNOW-HOW: 

HELD IN HIGH ESTEEM
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“MADE IN  FRANCE”
i s  a  g u a r a n t e e

Luxury products made in France 

are higher quality
% Total correspond

84%

In % - total correspond

81% 81% 90%



THE GOOD TASTE OF BIG MAISONS, 

AN ASSET FOR FRENCH LUXURY
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B I G  B R A N D S  R E M A I N  

T H E  S Y M B O L  O F  L U X U R Y  

P A R  E X C E L L E N C E

LUXURY, is above all big 

brands
% Total correspond 85%

In % - total correspond

83% 82% 91%
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F r a n c e  i s  t h o u g h t  o f  a s  t h e  c r a d l e  o f  b i g  l u x u r y  b r a n d s ,  b u t  t h e  q u a l i t y  

o f  c r a f t s m a n s h i p  a n d  s m a l l  d e s i g n e r s  i s  a c k n o w l e d g e d  

FRENCH LUXURY is…

49

30

17

40
38

20

43

40

16

Big names, big brands

Both

Small designers, 

independent 

craftspeople



THE FUTURE OF FRENCH LUXURY:
CHALLENGES

04
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S e c o n d - h a n d  l u x u r y :  

a  w i d e s p r e a d  p r a c t i c e  i n  a l l  c o u n t r i e s  

YES, OFTEN 23 35 19

YES, OCCASIONALLY 34 39 32

NO, BUT I AM CONSIDERING 
DOING SO

19 11 24

NO, AND I AM NOT 
CONSIDERING DOING SO

24 16 2635%

22%

26%

18%

YES, OFTEN

YES, 

OCCASIONALLY

NO, AND I AM 

NOT 

CONSIDERING 

DOING SO

NO, BUT I AM 

CONSIDERING 

DOING SO

% purchase second-hand luxury goods

TOTAL

YES

61%
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R e n t a l :  a  p r a c t i c e  g a i n i n g  m o m e n t u m ,  i n  

p a r t i c u l a r  i n  t h e  U n i t e d - S t a t e s .  

% rent luxury goods  

YES, OFTEN 18 39 20

YES, OCCASIONALLY 21 25 26

NO, BUT I AM CONSIDERING DOING SO 22 12 21

NO, AND I AM NOT CONSIDERING 

DOING SO 38 24 33

24%

32%

25%

19%

YES, OFTEN

YES, 

OCCASIONALLY

NO, AND I AM NOT 

CONSIDERING 

DOING SO

NO, BUT I AM 

CONSIDERING 

DOING SO

TOTAL
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A l t h o u g h  s t o r e s  c o n t i n u e  t o  p l a y  a  p r o m i n e n t  r o l e  f o r  t h e  F r e n c h …

33

29

27

26

23

21

18

18

17

17

16

15

15

13

11

10

Stores

My friends

My family

Trips abroad

Press, magazines

Social networks

Films, series

Duty free areas

Celebrities

Internet advertising

Press advertising

Online influencers

TV advertising

Brand communication on websites

Cinema advertising

Advertising in the street

Which of the FOLLOWING SOURCES 
OF INFORMATION RELATIVE TO 
LUXURY influence your choice most? 



40© SOCIOVISION  2021

43

35

29

29

25

25

24

23

21

20

19

18

18

18

17

13

Social networks

Brand communication on websites

Duty free areas

Celebrities

My friends

TV advertising

Press, magazines

Internet advertising

Stores

Trips abroad

My family

Press advertising

Online influencers

Films, series

Advertising in the street

Cinema advertising

40

35

33

31

29

24

23

21

20

19

19

18

13

13

12

12

Social networks

Stores

My family

Internet advertising

My friends

Online influencers

TV advertising

Films, series

Celebrities

Brand communication on websites

Press, magazines

Trips abroad

Advertising in the street

Cinema advertising

Duty free areas

Press advertising

…  s o c i a l  n e t w o r k s  d o m i n a t e  t h e  l a n d s c a p e  i n  t h e  U n i t e d  S t a t e s  a n d  
C h i n a .  

Which of the FOLLOWING SOURCES OF INFORMATION RELATIVE TO LUXURY influence your 
choice most?
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I n f l u e n c e  n e t w o r k s  d i f f e r  f r o m  c o u n t r y  t o  c o u n t r y

Stores

Friends, 

Family, 

Trips abroad.

Stores, 

Family, 

Friends, 

Online advertising, 

Online influencers.

Brand communication 

on websites, 

Celebrities, 

TV advertising, 

Duty free areas in 

airports. 

SPECIFIC SOURCES OF INFLUENCE PER COUNTRY
(statistically significant differences)



42© SOCIOVISION  2021

When it comes to luxury, 

I prioritize 

environmentally-friendly 

and responsible 

products 82%

In % - total correspond

70% 83% 91%

In view of the changes 

linked to the environmental 

crisis, the luxury sector must 

lead by example 

(production methods, 

minimizing waste, etc.) 85%

80% 83% 93%

A  N E W C H A L L E N G E :  

b e i n g  e x e m p l a r y  a n d  r e s p o n s i b l e  

t o  p r e s e r v e  t h e  e n v i r o n m e n t
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A l t h o u g h  e x c e l l e n c e  r e m a i n s  a  k e y  r e q u i r e m e n t ,  

e x p e c t a t i o n s  w i l l  r u n  h i g h  i n  C h i n a  w i t h  r e g a r d  t o  r e s p o n s i b i l i t y  o f  

F r e n c h  l u x u r y

According to you, what will be the two main 

CHARACTERISTICS OF FRENCH LUXURY 

OVER THE NEXT 5 YEARS?

37

29

29

28

26

22

17

Responsibility

Innovation

International scope

Creativity

Excellence

Rareness

Sustainability

38

29

27

25

22

19

17

Excellence

Creativity

Sustainability

Rareness

Innovation

Responsibility

International scope

43

34

24

22

21

20

16

Excellence

Creativity

Innovation

Responsibility

Sustainability

International scope

Rareness
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 The pandemic has reinforced the desire for luxury among its 

target groups:

– A lifestyle that remains enhancing in daily life.

– An investment for the future.

 France asserts itself in 2021 as the country that best incarnates 

luxury:

– France is allocated the best scores.

– Creativity, a value closely associated with French luxury, in 
particular abroad.

 French luxury reflects an art de vivre that inspires the 

imagination:

– Values associated with French luxury are also values associated 
with French art de vivre.

– Elegance and romanticism: values upheld by French culture and 
incarnated by French luxury.

 “Made in France”, a reassuring signature.

F R E N C H  L U X U R Y ,  

A N  A S S E T  F O R  T H E  F U T U R E
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F R E N C H  L U X U R Y  

C O N F R O N T E D  W I T H  T H E  N E W  R E A L I T Y

Three key luxury sector drivers in the years to come:

– The irresistible appeal of second-hand luxury for luxury clients.

– The prominent role of social networks in influence and 
communication strategies.

– Corporate social responsibility, with stakeholders in the luxury 
sector being expected to lead by example.
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Contact I fop – référents

STEPHANE TRUCHI

CEO – Ifop Group

stephane.truchi@ifop.com

REMY OUDGHIRI

Managing Director at Sociovision (Ifop Group)

remy.oudghiri@sociovision.fr

R E S E A R C H  C O N T A C T S  - G R O U P E  I F O P  

https://www.linkedin.com/in/stephane-truchi-ifop/?trk=public_profile_browsemap&originalSubdomain=fr
https://www.linkedin.com/in/remy-oudghiri-2a8b861/

