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The luxury? Go through (also) to the beauty
451 billion euros, this is the value of the global luxury and cosmetics market

according to EY’s study “The luxury and cosmetics financial factbook 2019 ” , which 
analyses the high-end personal assets worldwide. The estimates see the beauty 
segment as one of the main drivers of growth in the luxury market for the next few 
years, with an expected growth of 6.4% per year until 2022. It is no coincidence that 
this is an area with various points in common with the universe of precious objects 
and jewellery. Starting from the “actors” involved. «For both sectors they are the same: 
there is the brand and the references associated with it, the distributor (the perfumer or the 
jeweller as the case may be) and finally, but first in order of importance, the consumer»,
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Luca Cocchiglia

explains Luca Cocchiglia,  Sole Director 
of the consultancy company Valore 
Sviluppo Commerciale and Italy 
Country Manager of the Hagerty 
brand, with 25 years of experience in 
management within multinational 
companies including selective cosmetics. 
«Unlike jewellery, however, focused above 
all on the aspirational aspect, the universe 
of beauty revolves around the concept of 
sensory perception, which can be 
understood as the olfactory pleasantness of 
a fragrance, the comfort of a cream’s 
texture, the beauty of an image linked to a 
make-up product».
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In both cases is the role of retail is fundamental.

«The involvement of consumers is fundamental in sales dynamics and in the case of 
perfumery it is undoubtedly facilitated thanks to the emotional aspect linked to the 
shopping experience. The history of each product is entrusted to the professionalism and 
skills of the perfumer and his staff: they are those who reveal the history behind them, 
from raw materials to production processes, the effectiveness of the formulation and all 
peculiar characteristics that go beyond the identity of the brand. A sort of experiential 
storytelling that could find wide space in the universe of jewelry, talking about the 
precious objects that contain stories of craftsmanship, exclusivity, noble materials, 
particular manufacturing techniques».

The consumer is still  the center of this approach.

«In this sense is the physical store to a tickle of the customer's curiosity, compared to 
online channels,  through a proposal of exclusive brands but also and above all with 
events and services instore, such as proposing consultancy sessions , advice on skin 
care, co-marketing activities and initiatives to offer a unique shopping experience. 
While talking about luxury means first of all talking about relationships between 
human beings».
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	Il lusso? Passa (anche) dal beauty
	Centrale in entrambi i casi è il ruolo del retail.
	Fulcro di questo tipo di approccio resta il consumatore.




