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The term ‘luxury’ has different meanings to people, it is about 
having your own perception on what luxury is to you. The common 
meaning of  luxury is that it is ‘something expensive which is pleasant 
to have but is not necessary’ (meaning of  luxury in english, 2019) 

LUXURY
No. 1
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In a fashion orientated world, we need to think about what is going to be the 
next trend in luxury, what is going to be the next big statement and how it reflects 
on someone’s personal values. We live in a world which is rapidly changing due 
to factors such as climate change, politics, the environment surrounding us and 
technology which is advancing at hyper-speed. These factors are so important 
in current day as political issues such as Brexit and climate change issues such 
as the ice caps melting are struggles that we are having to face and take account 
for. These components have become a huge part of  the fashion industry. Luxury 
brands are having to adjust their strategies in order for them to compete in the 
future market where traditional ideas of  luxury are changing. Consumers are 
becoming more aware on current world issues and are making rationalised based 
decisions on purchases. 

‘Luxury is in each detail’
- Hubert De Givenchy
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Chanel Autumn Winter 2019





“Fashion is not something that 
exists in dresses only. Fashion is 
in the sky, in the street; fashion 
has to do with ideas, the way 
we live, what is happening.”

 – Coco Chanel
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Chanel – Collections and Creations pearls 1936 Photo Boris Lipnitzki
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LOOKING FORWARD

No. 2

The future of  luxury fashion
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Christopher Kane - Fall 2014
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Looking forward into the future, the world is going to advance more. 
This is because we are in a world which is developing at a major speed and 
we are having to understand what our future could look like if  we don’t look 
after our planet. With shifting consumer attitudes, we have to question what 
experiences and values consumers will expect from luxury brands moving 
forward.  Our future will be vastly different to the world we live in now and 
things are set to change due to the advance in technology, political, social 
and economic issues and our environment. 

“Dont buy 
much but be 

sure what 
you buy is 

good”

-Christian Dior
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Predicting what our future will look like is hard, we can predict certain 
things, but we can’t paint a perfect picture of  how it will look. One thing 
we do know for sure is that climate change will be the top of  the agenda in 
2025 due to the political movements in today’s society such as extinction 
rebellion. We have to ensure that sustainability and climate action is more 
than a passing trend as it is a necessity for humanity survival, and it is a 
trend which is here to stay.
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OUR WORLD
No. 3

Climate change & Sustainability
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Climate change and global warming are two of  the biggest issues in to-
day’s society. Scientists have given us only 12 years to save our planet before 
it is too late, and the effects are irreversible (McGrath, 2019). The reason 
for climate change and global warming is down to many contributing fac-
tors, the main ones being burning fossil fuels, transportation, agriculture, 
landfills and the fashion industry. The fashion industry solely produced al-
most 5% of  CO2 emissions in 2015 which equalled to more than aviation 
and shipping combined. The emissions mainly came from raw materials 
which means if  we were to improve the way we produce polyester and 
cotton for example then it would be a start in making a great impact (Can 
Fashion Stop Climate Change?, 2019). 

Due to the heightened awareness of  climate issues, consumers 
are no longer being accepting of  unsustainable practices, there-
fore meaning they would actively disassociate from brands which 
don’t reflect on their personal values. As the consumers attitudes 
are changing luxury brands are having to communicate sustainable 
messages to their consumers in a subtle way in order to keep the 
brands narrative. 
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Currently millennials (1980—2000s, age 16–36 as of  2016) are representing around 32% of  
the luxury market and by 2025 they are set to make up 50%. Globally, China continues to be 
the majority force in the luxury market, currently making 33% and are expected to rise to 40% 
by 2025, representing 75% of  the luxury market growth between 2018-2025 (team, The Luxury 
Report, 2019). Millennials will attribute to some 130% of  the market growth over the next seven 
years as they are in search of  luxury brands which are aligned with their personal values, meaning 
they are more likely to make a value-based decision down to insider knowledge on the industry 
and brand. Therefore making millennials the main target market for the trend of  sustainable 
luxury in 2025 (Danziger, 2018). 
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Most millennials have grown up in a digital era and are seen as digital natives. This is due to 
their exposure to technology and a media saturated world. Technology can lead us to all sorts of  
information but the younger generations such as millennials and gen Z have a greater understanding 
of  it as it is what they have always known since being young. It also gives access to the internet which 
gives inside information on high talked about topics, making millennials more socially and politically 
aware. With millennials being more conscious about issues surrounding us, luxury brands are facing 
a growing tension due to consumer activists, work and animal exploitation. Luxe Digital stated that 
younger generations are more conscious of  the environment and social issues. High end brands want 
to retain their status in the luxury market need to evolve in order to keep up with this growing trend 
towards ethical and sustainable luxury (The Future Edition, 2018). A study which was posted on 
Luxe Digital from Nielson showed that ‘73% of  millennial respondents were willing to spend more 
on a product if  it comes from a sustainable or socially conscious brand’. With millennials currently 
making up 32% of  all luxury shoppers, luxury brands need to push their work surrounding sustain-
ability and more conscious living if  they wish to stay relevant to millennials (The Future Edition, 
2018).  

One thing is for sure, sustainability will play a huge role in our future. For a long time, we have 
had to think about how the fashion industry can adapt to the issues appearing in our society. As con-
sumers are choosing how to invest their money into more socially conscious luxury fashion, brands 
need to listen to consumers wants and respond to their needs. Brands must understand new concepts 
and approaches which enhances consumers experience and opinions towards the brand. Consumers 
have many choices of  how they want to spend their money, so it is key for brands to gain customer 
relations by understanding what they really want and what is important to them. 
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Stella, Eileen and The Kering Group

CURRENT 
SUSTAINABLE 

LUXURY

No. 4

Luxury brands such as Stella McCartney, Eileen Fisher and Mara Hoff-
man are three examples of  luxury designer brands who already play a role in 
sustainable luxury. All three are luxury fashion brands which are known for 

being sustainable and doing their best to make an impact. 
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Stella McCartney Ready-to-Wear Spring 2020
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Stella challenges and pushes boundaries to make luxury products in a spe-
cific way which is fit for the world we live in today and the future. She says her 
products are ‘beautiful and sustainable, no compromises’. She also believes in 
‘utilising cutting edge technology, protecting ancient and endangered forests 
and measuring our impact with ground-breaking tools’ (sustainability - mis-
sion statement, 2019). She uses materials such as organic cotton, recycled ny-
lon and polyester, vegetarian leather and fur free fur. She believes fashion can 
be luxurious without using leather or fur and that synthetic materials ‘can and 
should be recycled and come from recycled sources.’ The organic cotton en-
riches the environment, the cashmere is made from re-engineered cashmere 
and they source viscose in a way which helps protect ancient forests (materials 
and innovation, 2019). The brand has set targets so they can take their sus-
tainability efforts to the next level. They have 
recently (2018) set an approved science-based
 target in order to reduce their greenhouse 
gas emissions, a deadline in 2020 for
 hazardous chemicals to be eliminated 
from the production line and also water 
targets to reduce water waste. 
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“Sustainability is the 
future of  fashion, not 

just a trend”

- Stella McCartney



“Everyone can do 
simple things to 

make a difference, 
and every little bit 
really does count”

- Stella McCartney
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Stella’s mother, Linda McCartney, was an animal activist who was an 
active member of  PETA and a dedicated vegetarian. This reflected 
on Stella who has been a lifelong vegetarian which has influenced her 
opinions towards animal rights and her brand. Her brand believes in 
treating animals and their habitats with respect as well as promoting 
a cruelty free ethos and continuing to create innovate ways to produce 
sustainable materials (respect for animals, 2019). 
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Photographed by Colin Dodgson, Vogue, March 2017
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Millennials are becoming more aware of  the cruelty in the animal fur and leather trade and 
want to make sure their purchases reflect on their own views and ethics. Global fashion search 
engine LYST reported a ‘47% increase in searches for vegan leather and also organic cotton in 
2018’ (team, The Luxury Report, 2019). Non fashion luxury brands such as Land Rover have an-
nounced their new leather free, full vegan car using materials such as eucalyptus melange which 
uses significantly less water than plastic and is more sustainable. The Hilton hotel is another non 
fashion luxury brand which is using vegan leather by designing their very first vegan suite in col-
laboration with Bompas and Parr, leading experts in multi-sensory experience design. ‘Underrat-
ed luxury meets practical sustainability’  (team, The Luxury Report 2019) .
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Eileen Fisher is another luxury brand which is sustainable. She uses organic, recycled 
and sustainable garments as well as natural dyes. As she has always been a pioneer for sus-
tainability, she has collaborated with environmental conservation initiatives which supports 
artisans and empowerment through the Eileen Fisher institute. The company is doing 
more in order to take responsibility for more of  its fashion footprint, as well as carefully 
overseeing their supply chain to ensure fair working wages (35 Ethical & Sustainable Cloth-
ing Brands Betting Against Fast Fashion, 2019). Each collection is crafted under socially 
responsible conditions which uses ethically sourced fabrics which have also been recycled. 
It was only in 2015 when she started to make the changes to her brand in order to become 
more sustainable. Since then she has been recycling 
and regenerating materials and decided to use 
her brand to focus on more mindful 
consumption habits.

EILEEN
FISHER
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“Becoming more
 mindful about clothing 
means looking at every

 fiber and every seed and 
every dye and seeing how to 
make it better. We dont want 
sustainability to be our edge, 

we want it to be univeral”
-Eileen Fisher
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Alexander McQueen at Paris Fashion Week Fall 2019
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The Kering Group is a global luxury group which owns luxury brands such as 
Alexander McQueen and Gucci. They currently have a strategy in place for luxury 
sustainability in 2025 where the world reduces resource consumption as well as
respecting people’s necessities in life (sustainability - our strategy, 2019). Kering wants 
to ‘cut the groups carbon emissions by 50%, reducing their overall environmental im-
pact by at least 40%’. Their ambition is to ‘redefine luxury to help influence and drive 
these positive changes’ said Marie-Claire Daveu, Kering’s chief  sustainability officer, 
she also states that ‘ rethinking luxury is a necessity to adapt to the changing world we 
live in while responding to the concerns of  new generations and luxury clients’ (Hen-
driksz, Kerings new sustainability plan, 2017). 

Kering’s rival LVMH, who carry brands such as Dior and Fendi, are also making 
strategic plans for a sustainable future as they ‘established its own internal carbon fund 
in 2015, reducing greenhouse gas emissions generated by all the company’s brands’ 
(Hendriksz, Kerings sustainability plan, 2017). In August 2019, some luxury and fast 
fashion brands including Chanel, Prada and Zara announced they were ‘signing a 
fashion pact, a non-legally binding agreement which combats greenhouse gasses and 
emphasize sustainability in the industry’ (TASHJIAN, 2010). This clearly indicates that 
luxury brands and powerhouses are already trying to make a difference which can 
mean it could be more popular in the future. 
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SCENARIOS 
FOR THE 
FUTURE

‘Slow is beautiful’

No. 5
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Research has already suggested that there will be a ‘slow is beautiful’ 
scenario surrounding sustainability and the fashion industry (co l. s., 
2011). The scenario is based on the fact that in 2025 climate change will 
have influenced our decisions on fashion which would lead us to more 
sustainable brands and wearing second-hand clothes more, giving them 
a longer life. Due to the issues we are currently facing in society, we are 
going to become more conscious on fashion, potentially resulting in the 
importance of  keeping or donate them rather than throwing them away 
as it will just be sent to landfill. In fact, according to the state of  Reuse 
Report from 2017 ‘North Americans throw away roughly 81 pounds of  
textiles per person a year’. In other words, that’s over 26 billion pounds 
which is heading to landfills across the U.S (Hirschlag, 2017). 
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Going back to the ‘slow is beautiful’ scenario, it challenges the current 
way of  how clothing is made and suggests alternative fabrics for the 
future such as organic natural fibres, man-made materials from renew-
able resources and durable materials (Co, 2011). Forum for the future 
organisation states that the scenario is based on a ‘world of  political col-
laboration and global trade where slow and sustainable is fashionable’. 
The slow is beautiful scenario is designed to wake companies up and 
educate them on how to take action on making fashion sustainable, it 
can safeguard their future as well as improving the lives of  consumers, 
suppliers, workers and also protect our environment.
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By 2025 its estimated there will be another billion people living 
on the planet meaning that communities will be changing which will 
affect the fashion industry. Shortage of  key resources and climate 
change are already two major components which affect our world 
and they are ‘going to bring profound changed over the next 15 
years’. This will increase ‘demand for energy, water and food will 
grow, prices are likely to rise, and control of  resources will be a key 
political issue’ (co L. S., 2011). Hannah Jones, Vice president of  sus-
tainable business and innovation at Nike Inc state that ‘companies 
need to be seeding innovation and new ideas now in order to thrive in 
a resource-constrained world. We need thought provoking research 
to help us collaborate and advocate for the right future solutions 
around the most important issues on sustainability’ (Strauss, 2011).
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Sustainable luxury will actually become more meaningful to 
us in 2025 and the fashion world will embrace the new ethic. 
Consumers will become more conscientious which means that 
businesses will have to become more transparent and adapt in 
order to gain our trust. Clued up consumers will start to buy 
fewer goods and are more likely to invest in something which has 
meaning behind it and is something they can cherish. Therefore, 
investing into something more luxurious and sustainable with a 
higher price tag, we will receive something which we will be able 
to keep for a long time rather than throw it away after a couple 
of  months.
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Silk fabric
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Sustainability in luxury has been a niche concern and has only become more noticed in 
recent years due to the drastic effects we are facing on our planet, but as the topic of  sustain-
ability in luxury fashion is rising, figuring out alternatives to what is already out there is one 
of  the next steps for luxury to become more sustainable. As luxury consumption is usually 
associated with extravagance, the rise of  sustainability is starting to reshape consumers ex-
pectations which is redefining the luxury market as a whole. A report from ‘positive luxury’ 
found that ‘younger people (millennials) want to understand the production process of  an 
item, and its social, economic and environmental impact, before committing to purchase be-
fore supporting a brand’ (Paraíso, 2019). Therefore, new generations are influencing change 
in the luxury market as the rise of  sustainable fashion continues to grow. Millennials influence 
‘behaviours and values which will continue to redefine luxury at every touchpoint in their 
complex purchasing journey – from brand positioning to sustainable product development, 
business operations, and market strategy’ (Beauloye, 2018).
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“The first step to 
slow fashion is 
asking WHY 

before you buy.”

- Francine Joy 
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There are certain principles that luxury brands have to understand be-
fore jumping on the sustainability bandwagon. A principle which can be 
discussed surrounding sustainable luxury is how they package their prod-
uct. Since 1950, the world has produced 9.1 billion tons of  plastic, 6.9 bil-
lion tons of  that became waste and ended up in landfills and oceans mean-
ing that only 9% of  that has been recycled. Around 40% of  this waste was 
discarded packaging (MARIA TRIMARCHI, 2017). In surveys by Kantar 
Worldpanel, they discovered that ‘25% of  consumers are extremely con-
cerned about plastic packaging, 42% of  consumers think that manufactur-
ers should prioritize recyclable clothing and 21% of  consumers think the 
fashion industry should set up a system for packaging that is completely free 
of  plastic’ (Gilbert, 2018). 

In our developing world, there are some alternatives which can be used 
instead of  using plastic packaging. One of  which is a plant-based plastic. It 
is simply made from the waste products of  corn, which is easy to grow and 
incrediblysus tainable to produce (Shippr, 2018). As spoken about earlier, 
Stella McCartney is a sustainable luxury fashion brand which takes sustain-
ability seriously. Staying true to the commitment of  sustainable luxury, she 
uses TIPA plastic which has been designed to break down into compost. It 
offers ‘the same properties as conventional plastic packaging but with an 
endof  life solution that enables the packaging to safely biodegrade in com-
post’. (stellamccartney.com, 2017). This was a big step for luxury fashion as 
it showed that you can have beautiful packaging which is sustainable and 
non-toxic.
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“As a designer I like to 
work with

fabrics that don’t bleed. 
That’s why I avoid all

animal skins.”
 

—Stella McCartney
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As luxury is considered to make you feel like you’re first class and exclusive, luxury brands 
use high quality materials in order to give you this experience. The luxury industry is known 
to use animals in their clothing such as leather, feathers and real fur, but consumers have 
mixed opinions on whether this is right or wrong down to the rise of  the vegan trend. Even 
though a lot of  people are against the sale of  real fur, places such as Siberia see it is as a ne-
cessity as temperatures average out to around -25 degrees. Brands are responding to the de-
mands of  consumers who want ethical products which also respect animals. Luxury fashion 
brands such as Gucci, Versace and Burberry are fur and angora free which takes a small step 
towards becoming more consumer conscious and sustainable.

As well as sustainable faux fur options, sustainable faux leather options are making a state-
ment due to there being so many different alternatives. Real leather is often tanned to make it 
darker and these chemicals used are very often dumped into rivers which is toxic for the envi-
ronment and the people surrounding it. There are currently leather alternatives which are be-
ing used in luxury fashion in order to cut greenhouse gas emissions, become more sustainable 
and care for animals’ wellbeing. Some alternative leather materials include MuSkin, Pinatex 
and apple leather. MuSkin, more commonly known as mushroom leather, is a sustainable al-
ternative which is grown to the size and shape you need. You can also use a non-chemical way 
of  making it waterproof  which makes MuSkin biodegradable and completely eco-friendly. 
Pinatex is a material which is made from the wasted parts of  the pineapple bush. It is ‘100% 
eco-friendly, vegan friendly and is also ethical in the sense that it gives pineapple farmers yet 
another source of  income from their crops’. Working out well for both consumers and farm-
ers (Boscio, 2014). 
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MuSkin (Mushroom leather)

Nautural washed sustainable Linen

100%  Cotton twill fabric denim
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Cotton

Faux Leather (grey)

Faux Leather (mocha)

Hessian Fabric
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Not only are there alternative materials to animal skins, fur and feathers, we have 
also been looking at new ways to make normal non animal related materials to become 
more sustainable for the future of  luxury. Cotton for example is a material which is 
used all the time in fast fashion and luxury fashion but is it sustainable? Well, the an-
swer is no. It takes around 2,700 litres of  water just to make one t-shirt. To put that 
into perspective it’s enough water for just one person to drink for around two and a 
half  years (staff, 2016). Because of  this extortionate amount, materials such as recycled 
cotton is being used in order to cut down. Silk can be seen as a luxury material due to 
its beautiful sheen and soft touch to the human skin. There is a new futuristic material 
being developed called Qmonos which is a sustainable alternative for silk. It has been 
found that the fibre is ‘five times stronger than steel, the toughest fibre in nature, while 
being very lightweight, more flexible than nylon and entirely biodegradable’. Also, 
there are ‘no spiders harmed or farmed in the manufacturing process which makes 
Qmonos a more sustainable and ethical alternative to silk and nylon’ (Rauturier, 2019).

Qmonos dress
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Synthesized spider silk
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‘THE NEW LUXURY’

No. 6
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We can anticipate various scenarios for 2025 which will potentially 
change our future. We have to think about the effect Brexit might have on 
our future, how the extinction rebellion movement has influenced our de-
cisions, and we also have to think about how climate change and weather 
conditions will be at the top of  our agenda. You can create many scenarios 
in your head about how 2025 will look down to issues which we face now 
and how they shape our future.  Our planet will simply be a different place 
in 2025, it won’t be anything like the world we live in now. It will be more 
advanced, more conscious and hopefully in a better state. By introducing a 
luxury trend to help shape 2025, it will give us hope and positivity towards 
our future.
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The trend I’ve created for 2025 is simply based on sustainable luxury which will make an impact 
on the fashion industry due to the ongoing issues in today’s society, effecting the fashion industry. The 
trend is named ‘the new luxury’ as it focuses on how sustainability will be a normalized topic in 
2025. Therefore, meaning it will be more common and people will be more educated on the mean-
ing behind it. The trend looks at how the current state of  the world is affecting the industry and how 
to make a positive change. As people grow up, they are becoming more educated on topics such as 
sustainability where people will see it is something with meaning. The ‘new luxury’ trend mainly 
looks at the effects we have on the fashion industry and how the effects can be helped. Some effects 
include chemical waste, more sustainable materials and ethical practices. As the world is developing 
rapidly it is important to keep on top of  what is going on and what we can do to make a difference 
in a positive way. By making people more aware of  sustainability by highlighting it more in luxury 
fashion, consumers will be able to see the meaning behind it and the positive message it gives out. As 
we have already seen sustainability in luxury fashion then it supports that this trend will be a key area 
in 2025. The ‘new luxury’ trend will give out a positive message to consumers that sustainability is 
the way forward to a better and happier future.
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KEY COLOURS 
FOR 

SUSTAINABLE 
LUXURY IN 2025
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“What you do makes 
a difference and you 
have to decide what 
kind of  difference 
you want to make”

- Jane Goodall
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The trend of  sustainable luxury will boom in 2025. As millennials will account for around 50% of  
the luxury market, they are the target for ‘the new luxury’ trend, and they will only invest into 
brands which reflect on their personal values. This will create a big impact on the luxury industry 
as brands will be changing and developing in order to meet consumers requirements. Down to 
the rising growth in luxury sales by millennials, they are the main focus for the trend. They have 
been seen to be more understanding on current issues and are more knowledgeable on topics 
which effect current day. Millennials are more likely to invest into luxury fashion than any other 
generation which is down to some reasons such as, having a different set of  values to their parents 
due to the ‘living in the moment ethos’, increased use of  finance enabling consumers to fulfil their 
consumption and millennials often sill living at home with family due to housing prices being 
unaffordable (Staines, 2018). Millennials are seeking luxury brands which show human emotion 
and strong ethics associated with the brand, which is seen as attractive to millennial consumers, 
this is why they are the target consumer for this trend. The ‘new luxury’ will shine a light on the 
positive side of  the luxury fashion industry by highlighting the importance of  sustainable fashion, 
giving consumers the opportunity to be a part of  the trend and movement.

2025
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As our world slowly goes by, 
the importance of  speaking up 

about topics in our 
society is critical in order for us 

to have a future. 2025 is our 
future and it is the only future 
we have so let’s make a change 

for the positive. 
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In a fashion orientated world, we need to think about what is going to be the next trend in luxury, what is going to be the 
next big statement and how it reflects on someone’s personal values. We live in a world which is rapidly changing due 
to factors such as climate change, politics, the environment surrounding us and technology which is advancing at hy-
per-speed. These factors are so important in current day as political issues such as Brexit and climate change issues such 
as the ice caps melting are struggles that we are having to face and take account for. These components have become a 
huge part of  the fashion industry, therefore meaning luxury brands are having to adjust their strategies in order for them 
to compete in the future market where traditional ideas of  luxury are changing. This is because consumers are becoming 
more aware on current world issues and are making rationalised based decisions on purchases which is a step forward in 
taking action for the future. 

The term ‘luxury’ has different meanings to people, it is about having your own perception on what luxury is to you. The 
common meaning of  luxury is that it is ‘something expensive which is pleasant to have but is not necessary’ (meaning of  
luxury in english, 2019) 

Looking forward into the future, the world is going to advance more. This is because we are in a world which is developing 
at a major speed and we are having to understand what our future could look like if  we don’t look after our planet. With 
shifting consumer attitudes, we have to question what experiences and values consumers will expect from luxury brands 
moving forward.  Our future will be vastly different to the world we live in now and things are set to change due to the 
advance in technology, political, social and economic issues and our environment. Predicting what our future will look like 
is hard, we can predict certain things, but we can’t paint a perfect picture of  how it will look. One thing we do know for 
sure is that climate change will be the top of  the agenda in 2025 due to the political movements in today’s society such as 
extinction rebellion. We have to ensure that sustainability and climate action is more than a passing trend as it is a necessi-
ty for humanity survival, and it is a trend which is here to stay.

Climate change and global warming are two of  the biggest issues in today’s society. Scientists have given us only 12 years 
to save our planet before it is too late, and the effects are irreversible (McGrath, 2019). The reason for climate change and 
global warming is down to many contributing factors, the main ones being burning fossil fuels, transportation, agricul-
ture, landfills and the fashion industry. The fashion industry solely produced almost 5% of  CO2 emissions in 2015 which 
equalled to more than aviation and shipping combined. The emissions mainly came from raw materials which means 
if  we were to improve the way we produce polyester and cotton for example then it would be a start in making a great 
impact (Can Fashion Stop Climate Change?, 2019). Due to the heightened awareness of  climate issues, consumers are no 
longer being accepting of  unsustainable practices, therefore meaning they would actively disassociate from brands which 
don’t reflect on their personal values. As the consumers attitudes are changing luxury brands are having to communi-
cate sustainable messages to their consumers in a subtle way in order to keep the brands narrative. Currently millennials 
(1980—2000s, age 16–36 as of  2016) are representing around 32% of  the luxury market and by 2025 they are set to make 
up 50%. Globally, China continues to be the majority force in the luxury market, currently making 33% and are expected 
to rise to 40% by 2025, representing 75% of  the luxury market growth between 2018-2025 (team, The Luxury Report: 
The State of  the Industry in 2020 and Beyond, 2019).

Millennials will attribute to some 130% of  the market growth over the next seven years, therefore millennials being the 
main target for luxury sustainability in 2025 (Danziger, 2018). They are in search of  luxury brands which are aligned with 
their personal values and are more likely to make a value-based decision down to insider knowledge on the industry and 
brand. 
Most millennials have grown up in a digital era and are seen as digital natives. This is due to their exposure to technolo-
gy and a media saturated world. Technology can lead us to all sorts of  information but the younger generations such as 
millennials and gen Z have a greater understanding of  it as it is what they have always known since being young. It also 
gives access to the internet which gives inside information on high talked about topics, making millennials more social-
ly and politically aware. With millennials being more conscious about issues surrounding us, luxury brands are facing a 
growing tension due to consumer activists, work and animal exploitation. Luxe Digital stated that younger generations 
are more conscious of  the environment and social issues. High end brands want to retain their status in the luxury market 
need to evolve in order to keep up with this growing trend towards ethical and sustainable luxury (The Future Edition: 6 
Critical Luxury Trends To Stay Ahead In 2019 , 2018). Once a luxury brand has showcased what they want to achieve by 
change, they will have a platform they can invite their consumer to do the same which would work well with millennials as 
they are openminded and feel repelled to help create a more positive environment and social impact. A study which was 
posted on Luxe Digital from Nielson showed that ‘73% of  millennial respondents were willing to spend more on a product 
if  it comes from a sustainable or socially conscious brand’ (The Future Edition: 6 Critical Luxury Trends To Stay Ahead 
In 2019 , 2018). With millennials currently making up 32% of  all luxury shoppers, luxury brands need to push their work 
surrounding sustainability and more conscious living if  they wish to stay relevant to millennials (The Future Edition: 6 
Critical Luxury Trends To Stay Ahead In 2019, 2018).

FULL ESSAY



One thing is for sure, sustainability will play a huge role in our future. For a long time, we have had to think about how 
the fashion industry can adapt to the issues appearing in our society. As consumers are choosing how to invest their money 
into more socially conscious luxury fashion, brands need to listen to consumers wants and respond to their needs. People 
are wanting a luxury item which has meaning behind it so by creating a story of  where the product came from and the 
thought process behind it, luxury brands can drive consumers towards sustainable products. Brands must understand 
new concepts and approaches which enhances consumers experience and opinions towards the brand. Consumers have 
many choices of  how they want to spend their money, so it is key for brands to gain customer relations by understanding 
what they really want and what is important to them. To get a clearer idea on whether sustainable luxury fashion will be a 
future trend, we have to question what is already out there and what we have to do in order to make a difference. 

Luxury brands such as Stella McCartney, Eileen Fisher and Mara Hoffman are three examples of  luxury designer brands 
who already play a role in sustainable luxury. All three are luxury fashion brands which are known for being sustainable 
and doing their best to make an impact. Stella McCartney, being more famously known due to her celebrity status and 
family relations, father, singer Paul McCartney and mother, animal activist and photographer Linda McCartney. 
Stella challenges and pushes boundaries to make luxury products in a specific way which is fit for the world we live in 
today and the future. She says her products are ‘beautiful and sustainable, no compromises’. She also believes in ‘utilising 
cutting edge technology, protecting ancient and endangered forests and measuring our impact with ground-breaking tools’ 
(sustainability - mission statement, 2019). She uses materials such as organic cotton, recycled nylon and polyester, vegetar-
ian leather and fur free fur. She believes fashion can be luxurious without using leather or fur and that synthetic materials 
‘can and should be recycled and come from recycled sources.’ The organic cotton enriches the environment, the cash-
mere is made from re-engineered cashmere and they source viscose in a way which helps protect ancient forests (materials 
and innovation, 2019). The brand has set targets so they can take their sustainability efforts to the next level. They have 
recently (2018) set an approved science-based target in order to reduce their greenhouse gas emissions, a deadline in 2020 
for hazardous chemicals to be eliminated from the production line and also water targets to reduce water waste. Stella’s 
mother, Linda McCartney, was an animal activist who was an active member of  PETA and a dedicated vegetarian. This 
reflected on Stella who has been a lifelong vegetarian which has influenced her opinions towards animal rights and her 
brand. Her brand believes in treating animals and their habitats with respect as well as promoting a cruelty free ethos and 
continuing to create innovate ways to produce sustainable materials (respect for animals, 2019). Millennials are becoming 
more aware of  the cruelty in the animal fur and leather trade and want to make sure their purchases reflect on their own 
views and ethics. Global fashion search engine LYST reported a ‘47% increase in searches for vegan leather and also or-
ganic cotton in 2018’ (team, The Luxury Report: The State of  the Industry in 2020 and Beyond, 2019). Non fashion luxu-
ry brands such as Land Rover have announced their new leather free, full vegan car using materials such as eucalyptus 
melange which uses significantly less water than plastic and is more sustainable. The Hilton hotel is another non fashion 
luxury brand which is using vegan leather by designing their very first vegan suite in collaboration with Bompas and Parr, 
leading experts in multi-sensory experience design. ‘Underrated luxury meets practical sustainability’  (team, The Luxury 
Report: The State of  the Industry in 2020 and Beyond, 2019) .
Eileen Fisher is another luxury brand which is sustainable. She uses organic, recycled and sustainable garments as well 
as natural dyes. As she has always been a pioneer for sustainability, she has collaborated with environmental conservation 
initiatives which supports artisans and empowerment through the Eileen Fisher institute. Eileen has become an industry 
leader in ethical and sustainable luxury. The company is doing more in order to take responsibility for more of  its fashion 
footprint, as well as carefully overseeing their supply chain to ensure fair working wages (35 Ethical & Sustainable Clothing 
Brands Betting Against Fast Fashion, 2019). Mara Hoffman is a sustainable luxury fashion brand which transitioned her 
brand to be as sustainable as possible. Each collection is crafted under socially responsible conditions which uses ethically 
sourced fabrics which have also been recycled. All of  her casual luxury fashion collections are also now fully vegan. She is 
also known to prioritize natural, organic fibres and does not use any fur, leather or feathers (Materials, 2019). It was only 
in 2015 when she started to make the changes to her brand in order to become more sustainable. Since then she has been 
recycling and regenerating materials and decided to use her brand to focus on more mindful consumption habits.
Although these brands are known to be sustainable, we now have to look deeper into other brands ethics to see if  they 
really are sustainable as you cannot just use some recycled materials and label your brand as sustainable. As a result of  
this consumers can struggle to ‘make legitimately sustainable choices as the term remains so vague’ (the problem with 
sustainable fashion, 2019). Saskia Hendrich, senior expert in the global Apparel, Fashion & Luxury Group at McKinsey & 
Company states that ‘since sustainability spans a broad array of  issues in the very fragmented fashion supply chain, other 
consumers often don’t fully get what ‘sustainability’ really means. Consumers say they have difficulty when it comes to rat-
ing which offerings and which brands are truly sustainable’ (the problem with sustainable fashion, 2019). In other words, 
for a brand to be genuinely considered sustainable, they need to transform every single aspect of  their business which in-
cludes reusing textiles, becoming more energy efficient and looking after workers’ rights. To overcome this issue brands are 
having to understand that sustainability is all or nothing. Stella McCartney for example, can be labelled as a luxury brand 
due to her dedication to eco-friendly luxury and to showcase her efforts in using natural and renewable resources to create 
sustainable and ethical fashion.



The Kering Group is a global luxury group which owns luxury brands such as Alexander McQueen and Gucci. They 
currently have a strategy in place for luxury sustainability in 2025 where the world reduces resource consumption as well 
as respecting people’s necessities in life (sustainability - our strategy, 2019). Only a small handful of  powerhouses, such as 
Kering, widely promote sustainable development and ‘sustainability-oriented innovations as a key strategic priority’ (Hen-
driksz, Kering lays out new sustainability plan for 2025, 2017). Kering wants to ‘cut the groups carbon emissions by 50%, 
reducing their overall environmental impact by at least 40%’. They also aim to create new sustainable solutions for sourc-
ing raw materials as well as promoting a new system of  using recycled textiles to create new clothing.  ‘Our ambition is to 
redefine luxury to help influence and drive these positive changes’ says Marie-Claire Daveu, Kering’s chief  sustainability 
officer, she also states that ‘ rethinking luxury is a necessity to adapt to the changing world we live in while responding to 
the concerns of  new generations and luxury clients’ (Hendriksz, Kering lays out new sustainability plan for 2025, 2017). 
Kering’s rival LVMH, who carry brands such as Dior and Fendi, are also making strategic plans for a sustainable future 
as they ‘established its own internal carbon fund in 2015, reducing greenhouse gas emissions generated by all the compa-
ny’s brands’ (Hendriksz, Kering lays out new sustainability plan for 2025, 2017). It’s not just these two powerhouses which 
have been trying to make a difference, in August 2019, some luxury and fast fashion brands including Chanel, Prada and 
Zara announced they were ‘signing a fashion pact, a non-legally binding agreement which combats greenhouse gasses and 
emphasize sustainability in the industry’ (TASHJIAN, 2010). This clearly indicates that luxury brands and powerhouses 
are already trying to make a difference which can mean it could be more popular in the future. 

In reaction to this, research already suggests that there will be a ‘slow is beautiful’ scenario surrounding sustainability and 
the fashion industry (co l. s., 2011). The scenario is based on the fact that in 2025 climate change will have influenced our 
decisions on fashion which would lead us to more sustainable brands and wearing second-hand clothes more, giving them 
a longer life. Wearing second-hand clothes has been around for years with apps such as eBay and Depop allowing users to 
buy and sell second-hand clothes which can be both fast fashion and luxury fashion. Second-hand clothing apps and web-
sites is no surprise as technology has been advancing more and more each year. Due to the issues we are currently facing 
in society, we are going to become more conscious on fashion which could result in the rise of  more second-hand clothing 
apps and also the awareness of  keeping your clothes for longer. Critics have been putting the message out for people to 
re-use old clothes or donate them rather than throwing them away as it will just be sent to landfill. In fact, according to 
the state of  Reuse Report from 2017 ‘North Americans throw away roughly 81 pounds of  textiles per person a year’. In 
other words, that’s over 26 billion pounds which is heading to landfills across the U.S (Hirschlag, 9 reasons you shouldn’t 
throw away clothes, and 4 things you can do instead., 2017). This statistic for America is shocking and it really puts it into 
perspective how toxic the fashion industry is unless change is made. Facts like this are the reason why brands are trying 
their best to be more sustainable as they don’t want to be associated with non-ethical negative facts like the one stated. If  
brands were to step up and make changes on how to be more sustainable and create recyclable clothing, then there would 
be a drop-in figure for landfill waste and consumers would likely be impressed by how brands take action. Going back to 
the ‘slow is beautiful’ scenario, it challenges the current way of  how clothing is made and suggests alternative fabrics for 
the future such as organic natural fibres, man-made materials from renewable resources and durable materials (Co, 2011). 
Forum for the future organisation states that the scenario is based on a ‘world of  political collaboration and global trade 
where slow and sustainable is fashionable’. The slow is beautiful scenario is designed to wake companies up and educate 
them on how to take action on making fashion sustainable, it can safeguard their future as well as improving the lives of  
consumers, suppliers, workers and also protect our environment. By 2025 its estimated there will be another billion people 
living on the planet meaning that communities will be changing which will affect the fashion industry. This will be down 
to availability of  labour and also the needs of  the industry’s customers. Shortage of  key resources and climate change are 
already two major components which affect our world and they are ‘going to bring profound changed over the next 15 
years’. This will increase ‘demand for energy, water and food will grow, prices are likely to rise, and control of  resources 
will be a key political issue’ (co L. S., 2011). Hannah Jones, Vice president of  sustainable business and innovation at Nike 
Inc state that ‘companies need to be seeding innovation and new ideas now in order to thrive in a resource-constrained 
world. We need thought provoking research to help us collaborate and advocate for the right future solutions around the 
most important issues on sustainability’ (Strauss, 2011). Sustainable luxury will actually become more meaningful to us 
in 2025 and the fashion world will embrace the new ethic. Consumers will become more conscientious which means that 
businesses will have to become more transparent and adapt in order to gain our trust. Clued up consumers will start to 
buy fewer goods and are more likely to invest in something which has meaning behind it and is something they can cher-
ish. Therefore, investing into something more luxurious and sustainable with a higher price tag, we will receive something 
which we will be able to keep for a long time rather than throw it away after a couple of  months.

Sustainability in luxury has been a niche concern and has only become more noticed in recent years due to the drastic 
effects we are facing on our planet, but as the topic of  sustainability in luxury fashion is rising, figuring out alternatives to 
what is already out there is one of  the next steps for luxury to become more sustainable. Even though more people are 
positive about sustainable luxury, it can often be overshadowed by negative attributes.



These including, the perception that being sustainable can be ‘unnecessary, disruptive to everyday lives and costly’ (Cor-
poration, 2017). Even though there are these negative perceptions, sustainable luxury can offer consumers a new type of  
fulfilment by introducing better choices which doesn’t make them feel guilty. As luxury consumption is usually associated 
with extravagance, the rise of  sustainability is starting to reshape consumers expectations which is redefining the luxury 
market as a whole. A report from ‘positive luxury’ found that ‘younger people (millennials) want to understand the pro-
duction process of  an item, and its social, economic and environmental impact, before committing to purchase before 
supporting a brand’ (Paraíso, 2019). Therefore, new generations are influencing change in the luxury market as the rise of  
sustainable fashion continues to grow. Millennials influence ‘behaviours and values which will continue to redefine luxury 
at every touchpoint in their complex purchasing journey – from brand positioning to sustainable product development, 
business operations, and market strategy’ (Beauloye, 2018). 

There are certain principles that luxury brands have to understand before jumping on the sustainability bandwagon. 
It isn’t just about using materials which can be recycled, it is about what your brand is doing to really make a change, 
including alternative materials, reducing greenhouse gas emissions, less toxic packaging and more. For example, a brand 
could label themselves as ‘organic’ but that doesn’t necessarily mean that they can be trusted. Organic cotton ‘is typically 
certified by two independent companies, OCS or GOTS, but their definitions of  organic vary, with GOTS certification 
addressing the environmental issues during processing as well as social issues’ (wrapology, 2019). Therefore, meaning 
that a brand can easily label themselves as something but not mean it which is why it is so important for luxury brands to 
document what they are doing to try and make a difference to the world. A principle which can be discussed surround-
ing sustainable luxury is how they package their product. With plastic being the more popular material to package items, 
alternatives will have to replace plastic in order for brands to be more sustainable. Plastic packaging has been getting bad 
press for a while now. Since 1950, the world has produced 9.1 billion tons of  plastic, 6.9 billion tons of  that became waste 
and ended up in landfills and oceans meaning that only 9% of  that has been recycled. Around 40% of  this waste was dis-
carded packaging (MARIA TRIMARCHI, 2017). This clearly showing that plastic packaging is awful and not sustainable 
at all. In recent surveys by Kantar Worldpanel, they discovered that ‘25% of  consumers are extremely concerned about 
plastic packaging, 42% of  consumers think that manufacturers should prioritize recyclable clothing and 21% of  con-
sumers think the fashion industry should set up a system for packaging that Is completely free of  plastic’ (Gilbert, 2018). 
Statistics like these show that consumers really are aware of  unsustainable practices and want to create an industry which 
is more thoughtful about the care towards our planet and what’s surrounding us. Luckily, in our developing world, there 
are some alternatives which can be used instead of  using plastic packaging. One of  which is a plant-based plastic. It is sim-
ply made from the waste products of  corn, which is easy to grow and incredibly sustainable to produce (Shippr, 2018). As 
spoken about earlier, Stella McCartney is a sustainable luxury fashion brand which takes sustainability seriously. Staying 
true to the commitment of  sustainable luxury, she uses TIPA plastic which has been designed to break down into compost. 
It offers ‘the same properties as conventional plastic packaging but with an end of  life solution that enables the packaging 
to safely biodegrade in compost’. It also ‘envisions packaging which can be returned to nature after it is used, just like an 
orange peel becomes part of  the food waste stream’ (stellamccartney.com, 2017). This was a big step for luxury fashion as 
it showed that you can have beautiful packaging which is sustainable and non-toxic.

Another principle is alternative materials for luxury clothing. As luxury is considered to make you feel like you’re first class 
and exclusive, luxury brands use high quality materials in order to give you this experience. The luxury industry is known 
to use animals in their clothing such as leather, feathers and real fur, but consumers have mixed opinions on whether this is 
right or wrong down to the rise of  the vegan trend. For example, despite the luxurious reputation of  real fur in luxury, in 
today’s society some people see it as simply inhumane whereas other will still see it as being a luxury. Even though a lot of  
people are against the sale of  real fur, places such as Siberia see it is as a necessity as temperatures average out to around 
-25 C. But in order for luxury brands to keep consumers they are adapting to what they are wanting whilst keeping their 
brand narrative. Luckily, as innovations in the sustainable fashion sector is advancing, so are alternative materials. Brands 
are responding to the demands of  consumers who want ethical products which also respect animals. Luxury fashion 
brand, Shrimps, is a London based sustainable faux fur fashion brand founded by Hannah Weiland. Her faux fur cloth-
ing is vegan and cruelty-free which is aimed towards millennials due to their commitment to ethics and being kind to our 
planet. Bigger luxury fashion brands such as Gucci, Versace and Burberry are fur and angora free which takes a small step 
towards becoming more consumer conscious and sustainable. 
As well as sustainable faux fur options, sustainable faux leather options are making a statement due to there being so many 
different alternatives. Leather alternatives can create a positive impact as greenhouse gas emissions can be associated with 
raising livestock for animal products. As livestock requires a huge amount of  natural resources, it is responsible for around 
15% in total of  greenhouse gas emissions (Grossi, 2018). Leather is often tanned to make it darker and these chemicals 
used are very often dumped into rivers which is toxic for the environment and the people surrounding it. There are cur-
rently leather alternatives which are being used in luxury fashion in order to cut greenhouse gas emissions, become more 
sustainable and care for animals’ wellbeing.



Some alternative leather materials include MuSkin, Pinatex and apple leather. MuSkin, more commonly known 
as mushroom leather, is a sustainable alternative which is grown to the size and shape you need. You can also use 
a non-chemical way of making it waterproof which makes MuSkin biodegradable and completely eco-friendly. 
Pinatex is a material which is made from the wasted parts of the pineapple bush. It is ‘100% eco-friendly, vegan 
friendly and is also ethical in the sense that it gives pineapple farmers yet another source of income from their 
crops’. Working out well for both consumers and farmers (Boscio, 2014). There are so many other alternatives 
to real leather and we are continuing to innovate new materials and ideas in order to make luxury fashion more 
sustainable in years to come. 
Not only are there alternative materials to animal skins, fur and feathers, we have also been looking at new 
ways to make normal non animal related materials to become more sustainable for the future of luxury. Cot-
ton for example is a material which is used all the time in fast fashion and luxury fashion but is it sustainable? 
Well, the answer is no. It takes around 2,700 litres of water just to make one t-shirt. To put that into perspective 
it’s enough water for just one person to drink for around two and a half years (staff, 2016). Because of this ex-
tortionate amount, materials such as recycled cotton is being used in order to cut down. Silk can be seen as a 
luxury material due to its beautiful sheen and soft touch to the human skin. There is a new futuristic material 
being developed called Qmonos which is a sustainable alternative for silk. It has been found that the fibre is ‘five 
times stronger than steel, the toughest fibre in nature, while being very lightweight, more flexible than nylon and 
entirely biodegradable’. Also, there are ‘no spiders harmed or farmed in the manufacturing process which makes 
Qmonos a more sustainable and ethical alternative to silk and nylon’ (Rauturier, 2019). 
We can anticipate various scenarios for 2025 which will potentially change our future. We have to think about 
the effect Brexit might have on our future, how the extinction rebellion movement has influenced our decisions, 
and we also have to think about how climate change and weather conditions will be at the top of our agenda. You 
can create many scenarios in your head about how 2025 will look down to issues which we face now and how 
they shape our future.  We can imagine that in 2025 we will all be digital natives as technology will take over. 
Brexit may affect luxury clothing which is imported to the UK from other countries. Prices of clothing may rise 
due to Brexit meaning we will have to become more conscious of what we buy. People will become more edu-
cated on the effects the fashion industry is having on our planet. People will also become more knowledgeable 
and careful with what they do and how they spend their money, therefore meaning they may want to invest the 
money they have into a brand which is socially, economically and politically aware. Our planet will simply be a 
different place in 2025, it won’t be anything like the world we live in now. It will be more advanced, more con-
scious and hopefully in a better state. By introducing a luxury trend to help shape 2025, it will give us hope and 
positivity towards our future.

The trend I’ve created for 2025 is simply based on sustainable luxury which will make an impact on the fashion 
industry due to the ongoing issues in today’s society, effecting the fashion industry. The trend is named ‘the new 
luxury’ as it focuses on how sustainability will be a normalized topic in 2025. Therefore, meaning it will be more 
common and people will be more educated on the meaning behind it. The trend looks at how the current state 
of the world is affecting the industry and how to make a positive change. As people grow up, they are becoming 
more educated on topics such as sustainability where people will see it is something with meaning. The ‘new 
luxury’ trend mainly looks at the effects we have on the fashion industry and how the effects can be helped. 
Some effects include chemical waste, more sustainable materials and ethical practices. As the world is developing 
rapidly it is important to keep on top of what is going on and what we can do to make a difference in a positive 
way. By making people more aware of sustainability by highlighting it more in luxury fashion, consumers will be 
able to see the meaning behind it and the positive message it gives out. As we have already seen sustainability in 
luxury fashion then it supports that this trend will be a key area in 2025. The meaning behind the trend comes 
down to factors already mentioned in this essay such as the Brexit effect, extinction rebellion, sustainable mate-
rials and climate change. These factors have helped to shape this trend as it focuses on the importance of saving 
our planet and making an impact for the better. The ‘new luxury’ trend will give out a positive message to con-
sumers that sustainability is the way forward to a better and happier future. The trend of sustainable luxury will 
boom in 2025. As millennials will account for around 50% of the luxury market, they are the target for ‘the new 
luxury’ trend, and they will only invest into brands which reflect on their personal values. This will create a big 
impact on the luxury industry as brands will be changing and developing in order to meet consumers require-
ments. Down to the rising growth in luxury sales by millennials, they are the main focus for the trend.



They have been seen to be more understanding on current issues and are more knowledgeable on topics which 
effect current day. Millennials are more likely to invest into luxury fashion than any other generation which is 
down to some reasons such as, having a different set of values to their parents due to the ‘living in the moment 
ethos’, increased use of finance enabling consumers to fulfil their consumption and millennials often sill living 
at home with family due to housing prices being unaffordable (Staines, 2018). Millennials are seeking luxury 
brands which show human emotion and strong ethics associated with the brand, which is seen as attractive to 
millennial consumers, this is why they are the target consumer for this trend. The ‘new luxury’ will shine a light 
on the positive side of the luxury fashion industry by highlighting the importance of sustainable fashion, giving 
consumers the opportunity to be a part of the trend and movement. 
As our world slowly goes by, the importance of speaking up about topics in our society is critical in order for us 
to have a future.
2025 is our future and it is the only future we have so let’s make a change for the positive. 
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