
Just  for you

Experiences, more than possessions, and exceptional quality are the single most inherent features 
of luxury and are the top “must haves” for luxury brands looking 10 years into the future.

Americans love their digital devices, but the dependency on these devices also has many feeling 
the pressure to be “plugged in” at all times. That may be why many associate the occasional 
voluntary “digital detox” with luxury 10 years in the future.

Most Americans believe being unique and exclusive will be just as, if not even more, important for 
luxury brands in the next 10 years.
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THE NEW LUXURY
PL ACING  PERSONAL 
GUARDR AIL S  ON DIGITAL 
D EVICES

IT’S A MATTER OF
DISTINCTION
T H E  DES IRE TO BE UNIQUE

More Americans want personalization to be built into the purchase process when thinking ahead 
to the future.

TO KNOW ME IS
TO LOVE ME
PERSO NA L IZATION

Scrutiny on how luxury brands embody “green” behavior is expected to intensify in the future.

HAVING AN
IMPACT
ENVIRO NMENT AND 
S USTAINABIL ITY

The concept of luxury goes beyond what is tangible, with many Americans considering time to 
enjoy oneself and focus on what’s important to be luxury today. Looking to the future:

Americans predict mind reading technology, space travel, and flying cars will be the luxuries 
of the future.

of the list are:

AN EMPOWERED
WAY OF LIVING
PERSO NA L  ENJOYMENT

LOOKING  F URTHER

THE YEAR 2050

believe that identifying luxury with
experiences over belongings will be just as, 
if not more, important in the next decade*

73%

86% expect luxury brands to provide exceptional experiences, including*:

* Information designated with an asterisk (*) is pulled from an additional study commissioned by Lexus, fielded on November 4th, 2019 among 1,003 Americans aged 18+.

THE LEXUS FUTURE OF 
LUXURY REPORT
From digital detox to trips into 
space, Americans’ notions of 
luxury are ever-evolving

Luxury automaker Lexus has always sought to anticipate 
Americans' expectations of luxury. It’s a brand that is 

inspired by and curious about people—not just 
machines. Now, with the start of a new decade, 

Lexus is sharing key findings from its most 
recent research on the future of luxury. 

We asked 3,200 Americans: what will 
luxury look like in the new decade?

Americans consider time to occasionally unplug from 
things like social media, news, and email a luxury

Americans are even more inclined than older Americans to
view unplugging as a luxury moving forward

Approximately

36 million 

Younger

as many Americans 
believe “digital detox” will 
be a luxury in 10 years3x

of younger Americans (Gen Z and Millennials)

of older Americans (Gen X and Baby Boomers)

42%
35%

44% Today, more than 44% consider having a 
one-of-a-kind product or experience to be a luxury

93% Almost all—93%—expect to see just as much,
if not more, features from luxury brands
allowing them to make special requests

51% More than half—51%—hope to see ways
to customize their online luxury orders

Top

eanwhile , items that are expected to be 
mainstream, a�ordable, and accessible to most people by
2050 include:

• Medicine that is 
custom-made for patients 
based on their genetic 
information

• Organic, non-GMO food

• The ability to occasionally 
disable personal digital 
devices so one can truly 
“unplug”

• Clean air

M

51% say time will become 
even more of a luxury 50% say the same for health 

and wellness

81% The majority—81%—of Americans expect luxury
brands to have environmentally friendly
manufacturing processes

48% Nearly half—48%—look to see more
innovative materials like faux leather and 
lab-grown diamonds in the future

7 in 10 More than 7 in 10 also believe luxury brands
should act like leaders on issues surrounding
sustainability

This number almost doubles (82%) for luxury 
expectations in the next 10 years, including:

10 years

82%

Products or services
that are better than

other options available

Ability to access
something few other

people own

Special collaborations
with other brands or

designers

One-o� events such
as a pop-up store or

seasonal event

Products exclusive to
a special event or

location

Devices for mind
reading

Space vacations Flying cars Dream recording
technology

Brain implant devices to 
aid memory

Expert supportResponsiveness to
customer needs

Focus on the details

A personal touch Sensory experiences


