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human sciences trends
integrated data research
thought-leadership  truth

Truth Central is McCann Worldgroup’s 
Global Intelligence Group



Tastemakers 
Council
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A decade of luxury research 

Futures Safaris Luxury hacks



Published
Truth Studies

25+

Interview 
Respondents

470K+

Research in Over 
50 Markets

50+

More Than 45 Million 
Proprietary Data Points

45M+

Underpinned by robust proprietary global data
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Today, the culture of luxury is 
unrecognizable from 10 years ago



7UHNW Interview, China



People are 
defining the 
culture of luxury 
for themselves

Luxury brands 
used to set the 
image to what 
people aspired
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Technology has perhaps played 
the most potent role.
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And yet…



89% 
of people globally 
believe the 
internet is 
developing faster 
than the ability to 
keep it safe.

In 2018 it was 68%.

2022

89%
2018

68%
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Luxury is an enduring force, 
and a necessary antidote to 
societal ills.
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“For hundreds of years, the people 
we’ve admired haven’t been good with 
numbers, they’ve been good with ideas. 
Those people take us to places we 
could never have imagined. If we just 
measure everything, we lose the most 
important thing.”

- Tastemakers Council Member 
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”To uncover hidden growth 
opportunities, it’s time to look beyond 
products and services and look 
instead to the experiences that 
make up your customer’s journey."
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Elevated 
Partnerships
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CLOSED OPEN



As people become more fluid 
and multi-dimensional, 
they want brands to reflect 
who they are.



People don’t live in a world of categories; 
they live in a world. Brands that deeply 

understand the eco-system of their 
customers can best navigate partnership 

and expansion opportunities.

TRUTH
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How could we elevate our brand role 
and bring our innovations to life through 

elevated partnerships?

PROVOCATION
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Elevated 
Experimentation
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CONTROLING EMBRACING 
CHAOS
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46%
52%

43%

31%

57% 61%

43%

31%

Gen pop 18-34 35-54 55+

“Today, failure is seen as a positive thing.” 

Global

APAC
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Elevated experimentation provides lower-
risk ways for brands to learn about and 
immerse themselves in the lives of their 

customers. This reveals new opportunities 
and creating a halo effect of innovation.

TRUTH
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How could this experimental environment 
push us to take risks by placing more 

control in the hands of our customers?

PROVOCATION
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Elevated 
Conversations
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TABOO CONVICTION
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“I’M GOING SHOPPING”

“I’M ALWAYS SHOPPING”

“DID I JUST BUY SOMETHING?”



Source: MWG Truth Central



How to spark a 
cultural conversation?

Shift the norm
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In a world where shopping has become 
as easy as 1-2-3, there is an 

opportunity for brands to re-establish 
the art of shopping by pushing forward 

new cultural conversations.

TRUTH

36



How could we facilitate important 
cultural conversations with our 
customers through technology?

PROVOCATION
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Please contact 
nadia.tuma-weldon@mccann.com

for any questions.
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