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Matter Of Form

Matter Of Form is an international 

design and technology firm. We 

specialise in hospitality, property, 

travel, wellness and retail.

Our expertise is focused on helping 

businesses position themselves and 

engage with their customers in a 

world that is more digitally driven 

and ever changing. We help our 

clients by future proofing their brand, 

building a successful online presence 

and enabling them to respond to 

a fast paced, changing business 

environment. We are passionate 

about the industries we serve and 

our publications seek to address the 

key trends within these sectors. 
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The world is in the midst of a paradigm 
shift. The innocuous-sounding threat of 

‘climate change’ has undergone an urgent 

rebrand in mainstream media to the more 

foreboding climate crisis. Millions of 

people around the world are watching 

as sixteen-year-old climate activist, Greta 

Thunberg, crosses the Atlantic in a solar-

powered yacht to attend the Climate 

Action Summit in New York and the 

UN climate conference in Santiago, in 

a bid to ameliorate efforts to meet the 

requirements of the Paris Agreement. And 

while there is a generational difference in 

attitudes to global warming – 70% of 18-34 

year-olds worry about it, compared with 

62% of 35-54-year-olds and 56% of 55-and-

overs – these numbers are not minorities. 

New legislation, increased media coverage 

and political movements like Extinction 

Rebellion are ensuring that sustainability 

and climate action is far from a trend: it’s a 

necessity for humanity’s survival. 

Team this with a slump in equity markets, 

slowing regional economies, and political 

instability across the globe – and the 

implications for luxury spending seem 

vast. Historically, the industry has been 

Driving Change 
in Luxury 
Automotive

more likened to indulgence and excess (in 

addition to quality craftsmanship) than it 

has sustainability. 

However, the luxury vehicle market is 

growing rapidly. A recent Future of Global 

Luxury Vehicle Market Analysis report 

predicts luxury car sales will grow at an 

annual rate of 35% from 2019-2023. It is 

vital that car manufacturers are prepared to 

appeal to the shifting mindset of the luxury 

consumer in order to reap the benefits of 

the growing market.

So in a rapidly-changing world, with 

technology advancing at hyper-speed, 

and shifting consumer attitudes, what 

experiences and values do consumers 

expect from luxury brands? What are 

manufacturers’ and retailers’ roles in the 

future ecosystem? How do automotive 
brands recalibrate their strategies to 
compete in a future market where 
traditional ideas of luxury are changing?



It is vital 
that car 

manufacturers 
are prepared to 

appeal to the 
shifting mindset 

of the luxury 
consumer in 
order to reap 
the benefits of 
the growing 

market.

After seven years of continuous growth, 

high-net-worth-individual (HNWI) wealth 

declined by 3% in 2018, largely due to a 

volatile economic environment. The global 

decline was largely caused by a drop in 

wealth in the Asia-Pacific region – China 

alone was responsible for more than half 

(53%) of Asia-Pacific and more than 25% of 

global HNWI wealth loss. Ultra-high-net-

worth-individuals (UHNWI) recorded the 

greatest financial loss, accounting for 75% 

of the total global wealth decrease.

However, billionaire populations are 

growing: by 2025, there will be 263,500 

UHNWIs worldwide, with North American 

and Europe growing by 17% and 18% 

respectively. Asia’s billionaire population is 

set to grow 27% by 2023.

The Global 
Wealth 
Landscape
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As with the wider population, the 

attitudes of the global super-rich 

are shifting. Their sense of personal 

identity is shaped by politics, social 

and traditional media, as much as by 

personal and business motivations. 

Increasingly, billionaires are self-made. 

The Wealth-X Billionaire Census 

research shows that while billionaires 

New Luxuriants

with partially inherited wealth are the 

fastest-growing segment of this population, 

87% of billionaires made the majority of 

their fortunes themselves.

There are 3 key New Luxuriant consumers:

1. Elite Traditionalists

2. Future Luxe 

3. Asia’s Super Spenders



Belonging to the Boomer generation (born 

between 1946 - 1964), Elite Traditionalists 

are collectors. They seek out well-crafted, 

high-quality products: one-off pieces that 

accrue value and clout. They appreciate 

the heritage and cultural values of the 

brands they buy into.  They value tailored, 

high-touch service. They belong to an 

elite community: these luxury consumers 

demand exclusivity, as well as newness. 

According to McKinsey Global Institute, 

the 60-plus population will generate half 

of all global urban consumption growth in 

developed markets between 2015 and 2030. 

1. New Luxuriants

Elite Traditionalists

Rolls Royce this year announced the highest 

annual results in its 115-year history, due 

in part to its focus on its Bespoke service. 

Recognising the super luxury market’s 

desire for personalisation and fine craft, the 

brand offers customers almost boundless 

opportunities to bring their own personal 

vision to their Rolls Royce – shunning mass 

luxury ‘tick boxes’ in favour of unique 

touches from precious metal finishes and 

custom colours, to the customisable ‘viewing 

suite’, which comprises two chairs and a 

cocktail table that emerge from the rear at 

the touch of a button: perfect for witnessing 

a sunset in the African savannah.
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The ‘young 
moneyed’ are

in search of luxury 
brands that are 

aligned with their 
personal values, 
and that provide
a seamless digital 

experience.



This group consists of young technologists, 

startup founders and Silicon Valley super-

spenders. Ex-sneakerheads, keen to express 

their entrepreneurial spirit, individuality and 

self-made success. The ‘young moneyed’ are 

in search of luxury brands that are aligned 

with their personal values, and that provide 

a seamless digital experience. They have an 

expectation for fast, tailored service, in both  

the physical and digital realms.

The Future Luxe group belong to a consumer 

class Deloitte have named HENRYs: High-

Earners-Not-Rich-Yet. This group is rising and 

set to become increasingly relevant – brands 

should seek to initiate relationships with these 

customers, who are likely to become very 

wealthy and influential members of society  

in the future. 

As active participants in hype culture, HENRYs 

uphold exclusivity as a key driver for luxury 

purchases – as well as core values such as 

authenticity, relatability, commitment to do the 

right thing, and following sustainable practices. 

Rich brand heritage is not as important to this 

customer as altruistic values.

2. New Luxuriants

Future Luxe

Millennial and Gen Z consumers will represent 

50% of the global personal luxury goods market 

by 2025.* 

On the whole, this group rejects the stereotypes 

of traditional wealth and looks for new values to 

define status – from social connections to insider 

knowledge. They are likely to make value-based 

acquisitions and purchases. Rather than accruing 

an abundance of physical possessions, luxury 

weaves its way through experiences, free time, 

travel, community, self-growth and security.

Lexus wanted to connect with a younger, more 

diverse audience and did so via a partnership 

with Marvel in Black Panther. Lexus’s ad agency 

discovered that black affluence was outgrowing 

all other market segments. They also discovered 

that this segment was more likely to go to the 

cinema than any other consumers. Armed with 

this knowledge, they struck a partnership with 

Marvel to design a car that would feature in the 

movie, the Lexus LC 500, exposing the brand 

to over 175 million viewers, and planting an 

aspirational seed in many young viewers’ minds.

The marque also spoke to a millennial audience 

by creating an advert written entirely by artificial 

intelligence, directed by the Oscar-winning 

Kevin Mcdonald.

*Source: https://www.forbes.com/sites/
pamdanziger/2019/05/29/3-ways-millennials-and-gen-z-
consumers-are-radically-transforming-the-luxury-market
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Asia will be home to 1,003 billionaires by 

2023, a 27% increase from 2018, and more 

than a third of the world’s total of 2,696 

billionaires. Despite the decline in HNWI 

wealth and China’s trade war with the USA, 

in purchasing power parity (PPP) terms, 

Asian economies are expected to become 

larger than the rest of the world combined 

for the first time since the 19th century. 

China alone accounts for almost 32% of 

overall global value sales of luxury cars.

China’s wealth boom in the last decade 

means that most of the country’s richest 

citizens are young: 62% of millionaires are 

aged between 30 and 39. This is a direct 

3. New Luxuriants

Asia’s Super Spenders

contrast to countries like the US and UK, 

where money has accumulated by being 

passed down through generations. Being 

relatively new to luxury, Chinese consumers 

are dependant on and open to various forms 

of content as they navigate the market (100% 

report gathering information, both online 

and offline from an average 16 sources, 

before making a luxury purchase).* They 

are receptive to constant ‘newness’, are not 

brand loyal, and favour European luxury 

brands from France, Italy and the UK.

*Source: McKinsey & Company, China Luxury Report 2019

Asian economies 
are expected to 
become larger 
than the rest 
of the world 

combined for the 
first time since 

the 19th century.



A significant transformation is taking 

place and will affect the sales of vehicles 

to individuals: the growth of carsharing 

and ridesharing. Gathering momentum 

in the last few years, companies like 

Zipcar, Liftshare and BMW’s DriveNow are 

enabling consumers to access mobility 

on-demand in urbanised areas where 

space is at a premium. And Uber, the 

archetypal disruptive business,  reports 

that 14 million Uber trips are completed 

each day. OEMs will need to dramatically 

change their business models and build 

fundamentally different capabilities if they 

are to successfully enter the shared mobility 

space. As more consumers migrate over 

to this method of transport, retailers and 

brands are advised to leverage strategic 

partnerships: GM recently invested $500 

million in ridesharing service Lyft, with 

the long-term goal of creating a fleet of 

autonomous shared vehicles.

The Acceleration 
of Shared 
Mobility

OEMs will need 
to dramatically 

change their 
business models 

and build 
fundamentally 

different 
capabilities if they 
are to successfully 
enter the shared 
mobility space.
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An Autonomous 
Future

As we move towards a future of autonomous 

vehicles, Kia has developed a driverless car 

with a sensory cabin supported by a ‘Real-

time Emotion Adaptive Driving’ (R.E.A.D.) 

System. The technology constantly monitors 

the driver’s emotional state to tailor the 

environment accordingly – adjusting lighting, 

sound, airflow, seat vibration and scent to 

boost and optimise mood.

In this same vein, BMW’s Vision iNext is set 

to become its new technology flagship when 

production starts in 2021. The car’s interior 

can morph between a place for relaxation, 

interaction, entertainment or concentration, 

depending on the occupant’s needs. The 

vehicle’s interior materials are “smart,” 

meaning they can be used to control the 

car’s systems by touch – wood or fabric is 

illuminated by points of light from the finger, 

providing visual feedback. BMW calls it 

‘shy technology’.
In an era where every car could be its own 

in-built chauffeur, elite automotive brands are 

starting to reimagine the future of the luxury 

driving experience.

In honour of Bentley’s 100th anniversary, the 

carmaker unveiled the EXP 100 GT concept, 

a vision of autonomous driving in 2035. The 

concept fuses driverless technology with 

luxurious design details like a glass canopy 

roof, mood lighting, fragrance and wood from 

naturally fallen trees. 

Mercedes-Benz sees the autonomous vehicle 

of the future as “a luxury lounge providing 

maximum comfort”. With an increasingly 

urbanised population and diminishing green 

spaces, Mercedes-Benz predict that by the 

year 2030 people will crave privacy and quiet 

more than ever before. So, their F 015 Luxury in 

Motion research vehicle maximises space and 

uses organic materials to create an idyllic living 

space to retreat to.



“Anyone who 
focuses solely on 

the technology has 
not yet grasped how 
autonomous driving 

will change our 
society. The car is 

growing beyond its 
role as a mere means 
of transport and will 
ultimately become a 
mobile living space.” 

Dr Dieter Zetsche, Chairman of the Board of Management  
of Daimler AG and Head of Mercedes-Benz Cars 
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Today 56% of true-luxury 
consumers are attuned to 
luxury brands’ stance on 

social responsibility.*

The Modern Mindset of Luxury

*Source: https://www.forbes.com/sites/pamdanziger/2019/05/29/3-ways-millennials-and-gen-z-consumers-are-
radically-transforming-the-luxury-market

According to Global Trend Briefing’s 

The Future of Luxury Report, today’s 

luxury purchaser is seeking to express 

who they are, rather than what they 

have. They want to be seen as ethical, 

creative, connected, philanthropic, and 

conscientious. Brands that can speak to 

this new mindset and live those values will 

have boundless opportunities to connect 

and deliver meaningful experiences. 

The real luxury for this consumer, is the 

elimination of guilt from indulgence.

Each year, the global automotive industry 

uses around 150 million tons of iron, steel 

and aluminium, releasing large amounts 

of greenhouse gas emissions. Only 

around 10% of the iron and steel from 

old vehicles is recycled and used again 

in cars. With a heightened awareness 

around climate issues, consumers are  

no longer willing to accept unsustainable 

practices, and will actively disassociate 

from brands that do not share their values.

The REALCAR (Recycled Aluminium 

CAR) project, is an initiative by Jaguar 

Land Rover and aluminium producer 

Novelis to radically increase the 

amount of recycled materials used in 

its manufacturing. The marque has also 

developed a new line of leather-free and 

fully vegan materials for its 2020 Range 

Rover Evoque, Range Rover Velar, and 

Jaguar I-Pace SUVs. The materials, such 

as Eucalyptus Melange, use significantly 

less water than plastic and can be 

dyed any colour. Some are made from 

recycled plastic bottles – 53 per vehicle 

on average. 
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While electric vehicles still account for 

a very small percentage of global car 

sales, automotive companies have made 

significant investments into their research 

and production. As governments move to 

increase emissions standards, even traditional 

manufacturers anticipate electric vehicles 

playing a big role in the near future. 

Modern attitudes to sustainability seem to 

be impacting design across many areas, with 

supercar design no different. Bugatti is said to 

be working on an electric, or at least partially 

electric, luxury car suitable for daily use.

“In Bugatti’s future, maximum speed does 

not play the leading role any more. From 

now on, we are going to put an emphasis on 

ultimate overall vehicle dynamics, lightweight 

and modern sustainable luxury.” Stephan 

Winkelmann, Bugatti CEO

Supercar design, while it will always be 

centred on sensational engineering and 

beauty, is undergoing a seismic shift 

as designers and engineers reposition 

the focus from speed to efficiency, with 

smaller, lighter, more economical engines.

Modern 
attitudes to 

sustainability 
seem to be 
impacting 

design across 
many areas, with 
supercar design 

no different.



According to Deloitte’s State of the Luxury 

Industry report, the majority (58%) of 

affluent consumers report feeling emotional 

connections to their favourite brands, as well 

as a predisposition to purchase (59%) and pay 

more (53%) for brands to which they have an 

emotional connection.

German automaker Mercedes-Benz is 

considered the most emotionally intelligent 

premium automotive brand among affluent 

U.S. consumers, driven in part by the quality 

of its products, according to a recent study by 

the Luxury Institute. Lexus came out on top for 

empathy, trustworthiness and generosity. 

Mercedes-Benz’s success could also be 

attributed to their reinvention of their four 

customer magazines (physical and digital) 

to become an integral part of the customer 

journey, with the theme: ‘human-centred’. 

“The consistent focus of the 

relaunch is on contemporary luxury, 

a stylistically progressive orientation 

and our brand positioning of 

the symbiosis between emotion 

and intelligence. In the new 

magazines, people are at the heart 

of our stories. Our guiding theme is 

‘human-centred’. This is a term we 

use to describe that the innovative 

power of the Mercedes-Benz brand 

is not an end in itself, but always 

takes its cue from the needs of our 

customers and brand fans.” Jens 

Thiemer, Vice President, Marketing 

Mercedes-Benz Cars

Luxury Speaks 
to Hearts, Not 
Heads
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Cult of Social 
Secrecy

The world of luxury was once an exclusive, 

private members’ club, but the advent of 

digital and social media has made it more 

accessible for anyone to have a glimpse. 

This can be difficult for heritage brands 

to navigate, as they balance the needs 

of younger and older customers.  But 

democratising the luxury experience with 

social media is a key way for luxury automotive 

brands to remain relevant in contemporary 

culture. It also makes business sense: the data 

available for marketers to use is unparalleled 

in any other media form.

The content opportunities for social marketing 

are limitless for luxury cars – in addition to 

the product itself, affiliated areas like racing, 

events, and craftsmanship provide solid 

foundations for engaging storytelling.

The power of segmentation on social 

platforms is illustrated well by Porsche, which 

doubled its female customers from 8% to 15% 

in recent years, partly due to its partnership 

with tennis star Maria Sharapova, and also 

due to an ongoing strategy of segmentation 

targeting on digital channels to reach niche 

markets. The brand regards social media as 

the backbone of its online strategy, not only 

for marketing, but for identifying influencers, 

sharing user-generated content, and listening 

to conversations that could become early 

signals for business issues.

Discarding the veil of mystery around luxury 

brands does not mean forgoing status or 

desirability. Rather, honesty, openness and 

transparency are lauded as admirable and 

alluring attributes in themselves.

Discarding the veil 
of mystery around 

luxury brands 
does not mean 

forgoing status or 
desirability.



Modern 
Luxury Has 
Purpose

Automotive brands must deliver not only world-

class products and impeccable engineering, 

but weave emotional intelligence through 

every communication element. As the luxury 

customer’s mindset evolves, it is not enough 

for brands to simply pay lip service to the 

core issues defining our times – authenticity 

and genuine commitment to the future of 

the planet – and humanity – are essential to 

secure a place in the hearts of modern luxury 

consumers. Immersive retail concepts, ultra-

personalisation, strategic partnerships, seamless 

digital experiences, human-centric storytelling 

and honest brand values are key to connect with 

the luxury buyers of today – and tomorrow.
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