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HOME IS WHERE THE LUXURY LIVES

More than a quarter of luxury consumers said
26% home products were the most important luxury
o category to them ahead of categories like travel,
automotive and jewelry.

In fact, 78% of luxury consumers in \
America say they would rather Fh >
spend money on upgrading their HEn

home than on fine jewelry.

55% would even rather spend Eh >
[ [ ]

on their home than on
vacation/travel.
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AMERICANS ARE INVESTING IN THE KITCHEN

While 52% of luxury consumers feel the living room is
the heart of the home, the kitchen is close behind with

more than a quarter of luxury consumers (28%).
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This number goes up to 34% 45-55 year olds
among 45-55 year olds, and 34%
2 Y women

among women.

Q
AMERICANS ARE TECH SAVVY HOMEOWNERS

\ Almost a quarter of Americans aged 18-55
reportedly self-identify as Tech Enthusiasts, putting a

(o)
24% great deal of importance on staying on top of the latest
technology trends, products and gadgets.

Men were 2X more likely to say 34% 16%
they are a tech enthusiast luxury (j] 22X Y

consumer (34%) versus 16% of

women.
80% of luxury consumers in —= 77% of luxury consumers in
America say that appliances in the America say they consider home
home should both be high tech and appliances an important part of
beautifully designed. luxury home design.

Q
A SMART HOME IS A LUXURIOUS HOME

81% of luxury consumers in America say smart home
technology is an important part of luxury home design.

81%
More than 1 in 5 of luxury 60% of luxury consumers in
consumers in America own 7 or America own a smart television...
more pieces of smart home but just 19% own an
technology and only 11% of luxury app-enabled refrigerator.
consumers in America don’t own
any smart home tech. \
60% 19%
® luxury
consumers
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IR smart home E——
1 4 7+ tech items

Q
SHIFTS IN PERCEPTION OF LUXURY

63% of luxury consumers in America say their
spending on experiential luxuries in the home has
increased in the last 5 - 10 years.

67% of luxury consumers in America —= 63% of luxury consumers in
say that they associate “innovative” and America say that they associate
“minimalist” with luxury more than they “personalized” with luxury more
did 5 - 10 years ago. than they did 5 - 10 years ago.
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CAN’T BEAT THAT LUXURY FEELING

25-34 year olds were more likely to
. reportedly feel ‘superior’ (46%)
46% and ‘powerful’ (49%) when
purchasing luxury products, more
than any other age group.

41% of luxury consumers in - -
America say the feeling they get { 5 >
when buying luxury products is

better than sex.

Millennials were the most likely to 18-34 year olds
say this when compared to their

older counterparts.

Men more likely than women to men

say this.

47% say it is better than going 59% say it’s better feeling than drinking a
on a vacation or trip. 10+ year glass of scotch and 58% say it’s

better than drinking a fine reserve wine.




