
Source(s): Ibus quos aliberchit pro ma quassi co

MARC  JACOBS BEAUTY
In 2013, MARC JACOBS 
launched his own cosmetic 
label available at Sephora 
stores making luxury 
cosmetics available to the 
masses. http://establishednyc.com/

client/marc-jacobs-beauty-pack/

T

AFFORDABLE
LUXURY

Brands and retailers  are experimenting 
with new business models to charm 
middle-class shoppers to "buy" into 
affordable luxury.  Luxury for the masses, 
aka mass-prestige or premiumisation, 
refers to “products and services that 
possess higher levels of quality, taste 
and aspiration than other goods in the 
category but are not so expensive as 
to be out of reach”1.  Consumers desire 
luxury and special moments every day, 
and even in tough economic times 
we have continued to seek out ways 
to experience it.4 The Luxury for the 
Masses trend stretches across product 
categories but is particularly successful 
with cosmetics, fragrances, fashion, 
specialty foods and spirits, which cost a 
fraction of the price of a Louis Vuitton 
handbag or a Hublot watch.  

As the gap between high-end 
and low-end starts to shrink, 

and more brands look to premiumise 

their offerings, the challenge for 
luxury retailers is how to retain 
their specialness.3  One strategy is 
to "shift your product or service up 
a few notches in quality of delivery 
and price point—make a $15 bottle 
of wine a $25 bottle, and make sure it 
feels like a $35 bottle"2.  Over-deliver 
on customer expectation and ensure 
a great product experience through 
small shifts in quality, packaging and 
brand messaging.  Another way to 
engage the consumer is through the 
digital world.  Rather than taking 
away the specialness or exclusivity 
of a premium product, the digital 
environment can potentially create 
an even more personal and less 
intimidating relationship.  Consumers 
today are looking to co-create and 
interact with brands and the online 
world can offer that immersive and 
‘living’ brand expression to a wider 
consumer base.    

Time-honored luxury ideals recontextualised for a 
new and ever growing audience. 

“Premium goods are purchased because of how they 
make us feel, not because of what they do...” —Seth Godin
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1 Silverstein & Fiske, 2005te
2 https://medium.com/branding-is/premiumisation-542fc35b9686
3Bloomberg Business, Selling Luxury to the Masses, November 28, 2005
4 http://luxurysociety.com/articles/2013/04/how-premiumisation-has-made-the-impossible-dream-of-luxury-possible


