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Lessons from Lipstick, Candy & Disney
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òLuxuryó

Å òthe state of great comfort 

and extravagant livingó

Å òan inessential, desirable item 

that is expensive or difficult 

to obtainó

Å òan urge, an absolute desire 

to sin with the view to break 

our daily routine and give us 

the illusion of happiness if 

only for an instant.ó



Evolution of Luxury

REDEFINITION OF òLUXURYó

Late õ90sòNewó Luxury

2000 òMassó Luxury

2009 òResponsibleó 

Luxury

Beyond               òREALó Luxury



Return to òRealó Luxury

RETURN TO òREALó LUXURY

Craftsmanship

Pedigree & Heritage

Sustainability

Origins of Materials

Production Process

Authenticity

éand the ultimate, TIME



òToday, more than ever, people

want a return to genuine values,

such as timelessness, sincerity and

exemplary standards é.Qualities

which are inherent in sustainable

luxury.ó

Henri-Francois Pinnault

CEO, PPR



LIPSTICK, CANDY & DISNEY:  What they have in common?

Claim to be òRecession-Proofó

Roots in Great Depression

Feel-Good Factor

òAffordableó Indulgences



Great Depression:

25%increase in sales

2003 Recession:

11% increase in sales

òThe evidence shows that when budgets

are squeezed, people simply substitute

large extravagances for small luxuries.ó

Source: The Economist, Jan. 22, 2009

òLipstick Indexó



Candy

òCandy companies are relatively 

recession-proof. During the Great

Depression, candy companies

stayed in business.ó

Peter Liebold, chairman of Smithsonian Institution

Nestle  10.9 % increase

Cadbury 30% increase

Hershey  8.5% increase

Source: New York Times, March 24, 2009



Candy

òSoothes the Souló

òLifts the Spiritsó

òFlashback to Childhoodó



Disney

Tokyo Disneyland is forecasting

sales of a record US$4.2 billion,

Up 10%

Revenues up 8 % for the year, to

$11.5 billion

òHere, recession seems a world awayé"

Namie Katsunuma, Visitor, Tokyo Disneyland

Data from                          , Dec 27th 2008       



escapism

òPeople need an escape from the 

reality of recession, so they 

are fleeing to forms of 

entertainment that represent 

the biggest break from their 

experiences: crime novels, 

etcé.ó 
Newsweek, May 4, 2009

ò The feel-good phenomenon 

really does exist.ó 
Mark Lawson, Cultural Commentator, BBC


