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of Americans consider
fine dining a luxury or
splurge purchase.

(Source: Ipsos Future of Indulgence
survey conducted Aug. 13-14,
2025, among 1,120 U.S. adults.)
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Introduction

Beyond luxury: The new rules of
indulgence for leaders

Imagine it’s 2052.

What do you do when your luxury brand isn’t an indulgence?
Or your indulgent product becomes a vice? Or a new market
opens up because what once was a vice is now just ... a thing
people do.

Luxury is shifting. Bottle service at the club with a super high-
end whiskey or vodka was one definition of luxury. As our need
to indulge has collided with our growing sense of wellness

as a need (and sometimes a luxury in itself) that bottle might
now be nonalcoholic, but just as expensive.

Meanwhile, conspicuous consumption ran into quiet luxury
ran into virtue signaling ran into social media. Most global
citizens now say they want to buy brands that align with their
values, one of the largest shifts in the last decade of Ipsos
Global Trends.

Sure, but how can brands align with anyone’s values without
alienating the other side? All these topics are now political.

Let’s talk about sex (and babies)

For instance, sex can be used to make babies. Many say

we need more of those and need to juice the birth rate,
which has fallen for decades. But sex can also happen for
other reasons. Are those non-procreation reasons more

like indulgences then? We talk to journalist and author Carter
Sherman about this later in the issue.

We also asked an Al chatbot that mimics historical figures to
answer that question as Anthony Comstock, the late 1800s
morality crusader whose eponymous legislation is back in
the news. Al-Comstock says, “| believe that sex should
only be for procreation within marriage. | see anything else
as a danger to morals and society. The danger is that if
people ignore moral rules about sex, society will become
chaotic. | fear it will harm families, encourage crime and
weaken people’s character.”
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Al-Comstock says he couldn’t imagine in his day A . d
something like having sex with an Al — something mericans .raw
that would mean one could, um, self-indulge without clear moral lines on @ 79% Coffee
corrupting the morals of others. What if you could what indulgences

substitute the more vice-y part of an activity for

something that removes the vice? are acceptable

More morally acceptable

_ _ _ 7% Cand
Take high-end nonalcoholic beverages, which we Ok lnfel lllen Ol EREDEr 8 Wine*
discuss later in the issue. They are another case disagree that consuming, watching
= i ue. y _ or doing each of the following in @® 62% Beer*
where the vice part (the booze) is removed, but the moderation is morally acceptable?
indulgent experiences and feelings remain. We asked (% Agree)
Al-Frances Willard, a 19t"-century contemporary of e
Comstock, who led the Women'’s Christian @ 54%< Sugary soft drinks

Temperance Union, about that. Her response is quite
reasonable: The substitution reduces the chance for
harm and therefore seems aboveboard. She does,
however, frown on the idea that a group of college
students living in her namesake dorm would brew a
beer in her honor and put her face on the labels. Casino gambling 38%
(Oops, my bad.)

Cannabis/ marijuana 42% @

Online betting and gambling 33%

o ) Violent video games 32%
My point is that these topics have always, to some

degree, been political. There have always been
g P y Overeating 26%

tensions rooted in values. Those values can shift, Pornography 25%

however. And the degree to which they are political

can be ratcheted up and down. At the moment’ they Psychedelic drugs/ opiates 20% (Source: Ipsos Future of Indulgence survey
. . . . ducted Aug. 13-14, 2025, 1,120

are arguably at an all-time high of polarization. Less morally acceptable ffg :ans, ;ﬂluding *1.085 ;T?)ng

4 — Powered by Ipsos
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Is our morality becoming more puritanical? Americans have become less tolerant of their vices in recent years

Q. How much do you agree or disagree that consuming, watching or doing each of the

It's possible that regulation got ahead of public
P 9 9 P following in moderation is morally acceptable? (% Agree)

opinion. It’s also possible that permissive regulation
gave people what they wanted and now they’re not so

sure, and the pendulum is swinging back. Sugary Cannabis/ Casino Online betting
Wine* Beer* soft drinks Liquor* marijuana gambling and gambling

One of the most startling findings in our data (but 100%

which we’ve now seen show up in other sources, too) 80%

is the decrease in people who think many activities . — i \ \

lly acceptable. ’ - \

are mora - 7 \.

In 2018 for the Vice issue of What the Future, we 20%

fielded a study about “consuming, watching or doing” 0%

a variety of things “in moderation.” We asked again 2018 2025

about each of the items in August of this year.
Each option saw a sizeable decrease in people

e Violent Psychedelic
saying it was morally acceptable. video games Pornography Chocolate  Coffee Candy Overeating  drugs/opiates
100%
That was true for beverages like wine (down 8 80% ® °
percentage points), beer (down 9 points), liquor (down ]
. . . 60%
16 points) and sugary soft drinks (down 17 points). .
It was true for casino gambling, down 16 points to 40% O '\. o
38% and online gambling, also down 16 points. It was 20% ®
true for cannabis, down 9 points. The drinking 0%
categories were all still considered moral by most 2018 2025
Americans. The rest all slipped below 50%.
5 — Powered by Ipsos (Sources: Ipsos Future of Indulgence survey conducted Aug. 13-14, 2025, among 1,120 U.S. adults, including 1,085 adults 21+; Ipsos Global

Advisor survey conducted between Nov. 26-Dec. 07, 2018, among 1,000+ U.S. adults.)
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Privacy and freedom More luxury

Experiences and food

At the heart of the issues of indulgence and luxury delivery straddle both
are ofte.n top!cs we talked about in the Amerlcan everyday and |uxury : ;20//0 . Eéwewmg
Dream issue: freedom, a bedrock American value, ¢ ° < Owning a sports car/luxury sedan/luxury SUV
: o _ 71% Travel and ti
and its cousin privacy T e —— o Travel and vacations
) _ ) items typically feel more like a
Freedom is often tied to policy, or lack thereof. It can quuw/gglurgg purchase or more
be based on shifting morality. If gambling is seen like an everyday purchase? @ 63% Fashion (as opposed to everyday clothes)
as more acceptable, policy can follow, and people will (% More like luxury)
have more freedom to gamble. Policy can also be @ 59% Technology and gadgets
used as a barrier to moral shifts.
: ; o, » Ordering food delivered
Access to porn is having a regulatory moment these ® 51%< Experiences

days as age verification laws pop up around the
U.S. and in other nations. Unsurprisingly, that Home and decor 47% @
restriction is reducing traffic to sites that play by Dining out (fast food, chain restaurants) - 3%
the rules (and driving it to those sites that don’t). Owning your own home ’
Who wants to upload a government ID to each or

any porn site they visit when there are so many Owning a car  36%
options that don’t require it? If these morals Beauty products  33%
and morality shift, that's a pretty straight line to Sweets and treats 32%
sex in media and then sex in marketing.

Americans prize their privacy, but that, too,

has shifted. (Source: Ipsos Future of Indulgence survey
conducted Aug. 13-14, 2025, among 1,120
More everyday U.S. adults.)

6 — Powered by Ipsos
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People equate luxury with costliness above all else

Q. Please share the first three words that come to mind when you hear the word, luxury.

HY

LUXURY
IMPRACTICAL 0
FRIVOLOUS VACATION 22 HIGH-CLASS  STYLE LASTING

SOPHISTICATED EXCLUS'VE UPSCALE © & OVERPRICED RARE TREAT DECADENT FINE
FUN COMFORT REWARD PLEASURE PRESTIGE AMAZING WASTE HAPPY
JEWELRY SPLURGE EXPENSE DESIRABLE EXPERIENCE SERVICE WEALTH cHic

- ELEVATED

= CLASSY
UNNECESSARY
EXTRAVAGANT

RICH ELITE TRAVEL GLAMOROUS PREMIER & SPOILED
b STUFF CRAFTSMANSHIP UNIQUE 5 HIGH-END
RICHNESS BRAND =2 CAR EXOQUISITE TIMELESS LAVISH & PRICEY

Sl EXCESS COST CONVENIENCE EASY  PRETENTIOUS
ELEGANT ., ., = Bousie RELAX rrice PLUSH g TEM GOLD UNATTANABLE LUSH SPECIAL
Lul NICE INDULGENT POSH 5 SPA sopr COOL
0= rashion want unarrorosete & o FANCY MONEYTRENDY OPULENT
Q. EXTRA EXCLUSIVITY gﬁz EASE WORTHY o i

L | \MITED WORRIES
= BEAUTIFUL
<

o

(Source: Ipsos online community discussion conducted Aug. 6-8, 2025, among 896 U.S. adults.)

7 — Powered by Ipsos

Most people are willing to trade some privacy for

more personalized advertising, for instance. And people
recognize that privacy is harder to protect online.

But we still want the freedom to indulge in our vices
and not have that privacy violated or impinged on.

This is not an easy landscape for people or leaders
to navigate.

Is indulgence a luxury?

Having the freedom to indulge can be a luxury in itself.
Having the freedom to make choices about what

to indulge in or not can be, too. Part of that choice is
economic. There’s some tension around whether
people think luxury should be accessible for all (65%)
or not (35%).

The Ipsos online communities were asked about luxury
and what it means to them. One recurring sentiment is
summed up by a participant thusly, “It offers a deep sense
of satisfaction.” That seemed true both for the people who
indulged in luxury and those who clearly longed to but
couldn’t. Some, however, say they prefer to focus on other
things and aren’t out to impress people.

The big word in the cloud, “expensive,” cuts two ways.
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“‘Expensive” can be an indicator of luxury or a barrier
to an indulgence. In 2022, most Americans, 58%,
say they planned for large purchases. Now, that’s
up to three in four (76%), as an increasing number
say that the overall economy today, as well as where
the economy is headed, impacts their purchases.

Millennials are more likely to fund their splurges with
debt from credit cards to buy now, pay later plans.
They’re also the generation most likely to use
savings. Millennials and Gen Z are both also likely
to substitute goods, with about one in three saying
when they’re looking to splurge, they buy used or
downgrade to an off-brand version of a product.

People can now downgrade from real to fake for
cost reasons and not necessarily sacrifice the
image-making benefits of having the item in the
first place. Wirkin bag, anyone?

Tech is an enabler of dupe culture and a category
that is benefiting from its own status as a luxury
item, one of the categories we most splurge on,
according to the Ipsos Consumer Tracker.

Tech can also be a disrupter of dupe culture as

Al is increasingly being used to help spot fakes in
the marketplace.

8 — Powered by Ipsos

Americans now define luxury
by price and brand over
craftsmanship

Q. In your opinion, which of the following

characteristics define luxury products or brands?

(Top 3 shown)

Expensive

62%

52%

Designer branded

54%

42%

Quality materials
49%

55%

B Total 2025 ™ Total 2021

(Sources: Ipsos Future of Indulgence survey conducted
Aug. 13-14, 2025, among 1,120 U.S. adults; and Ipsos survey
conducted Sept. 10-13, 2021, among 1,183 U.S. adults.)

What even is a vice these days?

Tech is also an enabler that is driving a rise in
accessibility and, therefore, perhaps driving an
accelerated change in morality.

It's easy to see a virtuous cycle of increasing
accessibility and decreasing scorn/shame.

When asked about vice, the Ipsos online community
members had a wide range of ideas. Those who
associate vice with “Miami” were clearly my people.
(For those too young to remember, “Miami Vice”
was a hit TV show in the '80s.)

Many saw vices as harmless or at least “something
everyone has.” There were feelings of guilt in the
responses, too, as well as stronger sentiments like
“My vices have a grip on me.”

There were many negative emotions about vices
as bad habits. That was true in both the adult
and the teen communities. Again, however, there
are shifts.

If you want to bet now, you don’t have to find a shady
bookie, who in movies always had kneecap-busting
friends close at hand.
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People see vice as many things but mostly negative

Q. Please share the first three words that come to mind when you hear the word, vice.

T GUILTY sTRoNe ST
DRINK SEET['JON Lol CRIMINAL
EVIL GAME gﬁng
DRUGS GAMBLING §0F
ul VERSA CORRUPTION WEAK

AS[")“ﬁ‘ic.r ED *ax PRESIDENT
CLAMP FAULT SIN ciocor TIGHT POLICE

ALCOHOL CORRUPT DESIRE PROBLEM FPRINCPAL  \ynonG TEMPTATION - oiiCTER

WICKED M I AMI G RI P W3 ock  PRACTICE METAL GREED ggxuﬁn
LEADER n: o UNDERCOVER WEAKN ESS =)
SUBSTITUTE COMFORT O & TABOO CITY &
STRENGTH BEHAVIOR E CRAVING HOLD SECOND PROSTITUTION CONTROL NAUGHTY
= FUN IMMORALITY HARD

ROUTINE
1 IMMORAL SECONDARY  SQUEEZE  FOOD
" INDULGENCE WaNT Snanr ASSSTANT UNHEALTHY CRupo PLEASURE

IMPORTANT STRUGGLE

ATIVE

BSESSION

(Source: Ipsos online community discussion conducted Aug. 8-18, 2025, among 1,061 U.S. adults.)
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Now, you can download a betting app on a phone, a
device seen generally as morally acceptable (though
social media popped in our research as a top vice!), or
you can cut out the bookie entirely.

Online prediction markets let people swap risk amongst
themselves, essentially wagering on everything from
who will be the next GOP nominee (Vice President JD
Vance is currently favored) to how many streams

Mr. Beast will get on his videos next month.

Not that the downsides of indulging go away. Richard
Reeves, whom we interviewed in the American
Dream issue, sees many of these indulgences as

a serious problem for a generation of young

men prone to shortcuts and get-rich-quick schemes.
(See also: cryptocurrency.)

States where sports betting has been legalized have
seen resident credit scores decrease and bankruptcies
increase.

Which brings us back to this core question: At what point
is an indulgence a luxury and at what point does it
become a vice? | mean, you can buy weed in designer
dispensaries next to the local Chipotle and downstairs
from your gym.
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As the lines between indulgence, luxury and vice shift, viewed more as luxuries or vices will ebb and flow with the

markets are made and markets fade. Again, that comes economy and with changes in technology. Several questions

down to values and mores, but also to the economy shaping will require further discussion and ongoing research:

them, as one in four people say that even when money is

tight, they still treat themselves to small luxury purchases. * What role will Al play in the balance between dupe culture,
infinite customization and the further premiumization of the

The luxury of real and human human touch?

* How will the norms, values and regulations change around
what is an indulgence, what is a vice and what is just a thing
we do now?

Today, we have a world where dupes are prevalent; where
apps can lead you to all sorts of indulgences and remove a lot
of the “shame” of taking part in them. We have a world where
our morals are shifting in real-time. We have a world where As standards of living increase, will personalization and
we can do more indulgent things with technology. We have a luxury become ever more over the top?

world that is increasingly automated, and items and products
that used to be considered a luxury due to the craftsmanship
required to make them can now be mass-produced.

* Where do wellness and indulgence intersect? Where do
they diverge?

+ If sex is more polarizing than ever, will it still work in
In this world, rapid change in values leads to dangerous marketing and media? Or will it not be worth the risk?
times for brands eager to align with said values.

| appreciate you indulging What the Future with the biggest
But also in this world, the human touch itself becomes a luxury of all: your time and attention.
luxury. Handmade: premium. Human white-glove customer
service: premium. A place to connect with humans and share
a (boozy or not) beverage in person: premium. An experience
that happens in reality, not mediated by a screen: premium.

Matt Carmichael is editor of What the Future. of Gen Zers consider
owning their own home a
luxury purchase.

(Source: Ipsos Future of Indulgence
survey conducted Aug. 13-14,
2025, among 1,120 U.S. adults.)

This much is true: People will continue to indulge. How
extravagant those indulgences are, and whether they’re

10 — Powered by Ipsos
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Shifts: How everyday indulgence
will reshape our living standards

Djamila Oumarou is an associate
consultant at Ipsos Strategy3.
djamila.oumarou@ipsos.com

NOW: From discipline-driven NEXT: From occasional treats FUTURE: From status symbols
to desire-led to everyday escapes to mindful indulgences

°
[ L ]

",’l,'-.liyl | '," é’\" %
' Al i 5

7. %

The return-to-normalcy movement has come to As indulgence becomes more emotionally Looking ahead, indulgence will center on

a tipping point, where consumers are indulging driven, people are weaving it into daily hyperpersonalized luxury experiences.

more freely, spending on what brings them routines for comfort and control. What feels Consumers will invest in curated wellness,
immediate joy while still feeling the ongoing extravagant now, like on-demand, travel, retail experiences and social rituals,
pressure to maintain financial discipline. personalized chefs or even designer home from hosting quarterly ultra-indulgent

This creates a tension between living in the fragrance systems, may soon become the gatherings to mood-enhancing drinks tailored
moment and the lingering responsibility to new standard for everyday indulgences. to evoke specific emotions. Indulgence will
prepare wisely for the future. become a tool for renewal, not just escape

from current demands.

11 — Powered by Ipsos
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What the Future interview with David Klingbeil

Kate MacArthur: What forces are changing how
Americans make luxury purchases?

David Klingbeil: There has always been this dual aspect
of the luxury market, which is that luxury is at the same
time the ordinary of the extraordinary and the
extraordinary of the ordinary. For the 1 percent of people
who have financial wealth and cultural wealth, almost
everything they buy is luxury.

But if the whole luxury market was only this 1 percent, it
would be much smaller. Luxury has evolved over the last
few decades into another part, which is the extraordinary
of the ordinary. Today, a large number of people can
afford some form of luxury.

MacArthur: How are small luxury purchases serving
as gateway indulgences for Americans?

Klingbeil: One way is having more accessible products,
so luxury brands can have a first touchpoint with the
next generation. It's important to make sure that even
though this younger consumer probably is going to

be at a much lower price point, they still get an amazing
experience that's going to make them want to be a
client in the future. For instance, someone may never
buy a couture jacket, but they can buy a couture
lipstick as a birthday gift.

14 — Powered by Ipsos

Younger adults are increasingly apt to choose small indulgences over large
Q. For the same cost, | would prefer ... (% Total)
2023 54% | 46%

Gen Z / Millennials born 1981-2012
2024 66% 34%

2023 57% | 43%
Gen X born 1965-1980
2024 57% 43%

2023 65% | 36%
Boomer and older born 1964 or before

2024 64% 36%

= Total ®Small indulgence once a month ¥ One large indulgence once a year

(Sources: Q4 2024 Ipsos Global Influentials Barometer U.S.; and Q4 2023 Ipsos Affluent Barometer U.S.)
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MacArthur: How do these tiered offerings shape the
way traditional luxury buyers perceive brands?

Klingbeil: There is a limitation to this expansion strategy
that's an existential risk for luxury. A brand can become
too accessible by lowering the price more and more,
losing control over distribution and design, and giving too
many licenses. Then you enter what we call the ordinary
of the ordinary. It's a very dangerous zone because you
are not luxury anymore.

MacArthur: What does Gen Alpha’s interest in luxury
brands, especially skin care and cosmetics, tell us?

Klingbeil: Younger consumers are specifically sensitive
to the experience. When they go to a store, they want to
have an experience, they want to be welcomed in a
specific way. They're very sensitive to packaging. TikTok
is full of unboxing experiences. They create those videos
called ASMR that highlight the sensory experience of
opening packaging. Luxury can offer an amazing
experience to what we call the “happy few.” But we see
other people, the “unhappy many,” who are waiting in
line one hour to get the chance to enter the store or
who've been on the waiting list to get a watch, and they
will never get it because they don't know the right people,
or they haven't purchased six other watches in the past.
They’re posting on TikTok, having poor experiences and
having a better experience with non-luxury brands that
have learned from the luxury playbook.

15 - Powered by Ipsos

MacArthur: How is dupe culture shaping how people
buy luxury?

Klingbeil: We see this polarization of fragrance. On one
end of the spectrum, you have dupes, and at the
opposite end, you have ultra-niche perfumery.

MacArthur: How are Americans navigating their
desire for luxury with wanting to share experiences
on social media?

Klingbeil: There’s one channel that is growing in luxury
retail, especially online retailing, which is TikTok Shops.
That's typical for the younger clientele, specifically for
more accessible luxury and beauty.

MacArthur: In our survey, 73% of Americans agreed
Al will make it impossible to tell fake goods from real
goods. How will that impact luxury?

Klingbeil: There is a startup called Entrupy that uses
image recognition to recognize fake handbags from real
handbags. People are going to value authenticity more,
and the human touch. That's why luxury has a unique
card to play in this Al era, because luxury brands are the
experts in creating products, content and stories that feel
deeply human.

Kate MacArthur is managing editor of What the Future.

bb

Luxury has a unique
card to play in

this Al era, because
luxury brands

are the experts in
creating products,

content and stories
that feel deeply
human.”
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Why Gen Z’s indulgence attitudes
won’t stay the same

Older Americans may hold more spending power than younger ones — but in an age of Gen Z
HENRYs (“High Earners, Not Rich Yet”) and DINKs (“Dual Income, No Kids”’), age and tax
bracket exert a strong influence on the ways people shop.

Gen Z’s growing economic influence has clear
implications for brands. Those seeking broad appeal
should keep tabs on the luxuries that all ages care
about: small indulgences. Those catering to Gen Zers,
on the other hand, should note that the youngest
shoppers, at least for the time being, put a premium on
experiential luxury and brands that reflect their values.

These profiles are likely to change. The cohort’s values
may persist, while attitudes based on life stage might
recede as Gen Zers age into their careers and families.
To tease out those shifts, brand leaders and marketers
must avoid “vibes-based” narratives and seek out
rigorous data that accounts for the social and economic
complexity of generational values and behaviors.

ey
V. Jesse Peretz is a vice president with Ipsos’
Global Influentials practice.

Jjesse.peretz@ipsos.com

-

How Gen Zers are redefining luxury on
experiences and values

Q. Please indicate your level of agreement with each of the
following statements. (% Agree)

0% 50% 100%
To me, small indulgences can be
just as meaningful as purchasing ,
a high-end luxury product
Luxury is all about the experience [ ) "'-(’

| choose luxury brands that echo
my cultural values

o o

# Total ® Gen Z/Millennials born 1981-2012
= Boomers and older born 1964 or before

= Gen Xers born 1965-1980

(Source: Q4 2024 Ipsos Global Influentials Barometer U.S.)
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ury events reveal aboutr consumers’
experience spendmg i wme Y Fae ey

Sojourner Judson "L ‘ g‘, ~

Founder, CEO of Erganic Design

uxury celebrations among America’s ultra-wealthy are
hifting from quantity-driven excess toward curated multi-
experiences. While wedding budgets can reach six to seven
gures, event hosts now prioritize meaningful, personalized
oments over traditional status displays. Sojourner Judson,
punder and CEO of ultra-luxury event-planning firm Erganic
Design, sees these expectations cascading beyond her high-
et-worth clients to reshape mainstream social events, from
laborate birthday parties to extravagant prom sendoffs.

of adults define luxury by its expensiveness,
with adults 55+ (67 %) driving this pattern,
% up 13 points over 2021.

|

Source: Ipsos Future of Indulgence survey conducted Aug. 13-14, 2025,
pmong 1,120 U.S. adults.)
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Photograph: Brian Hatton
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What the Future interview with Sojourner Judson

IKate MacArthur: What makes a social event Older generations are driving the ‘expensification’ of luxury
uxurious?
Sojourner Judson: It used to be about volume — more Q. In your opinion, which of the following characteristics define luxury products or brands? (% Expensive)

flowers, more sparkle, larger, grander in quantity. But
now it's about quality, curation, rare elements and
handmade details. What I'm finding is it's really about
the intentionality, and then it's very personalized so that
every couple really wants the guests to feel like they are Total 52% (=——d@ 62%
learning a little bit more about the couple.

0% 20% 40% 60% 80% 100%

MacArthur: Can you give an example? Ages 18-34 51% O>@ 56%

Judson: We were in Montana for a wedding, and from
the very beginning the bride was telling me she loves the Ages 35-54 49% (e @) 61%
cowboy black tie concept. We created a custom hat bar,
which sounds very simple. But if you think about
someone who's making hats, branding them and each Ages 55+ 54% (e @) 67%
guest getting their own. Then if hats cost anywhere from
$150 and up, times 100-plus guests, that's just one
moment they had at their welcome party that wasn't 2021 m®2025
even the wedding. Right now, luxury has to do with the
experiential. It's not just showing up, sitting for a
. . . . (Sources: Ipsos Future of Indulgence survey conducted Aug. 13-14, 2025, among 1,120 U.S. adults; and Ipsos survey conducted
ceremony, cocktail hour before dinner, going to dinner, Sept. 10-13, 2021, among 1,183 U.S. adults.)
special dances and toasts, and then you leave. It
becomes an adventure for guests. Most of our couples
start with what the experience should feel like for their
guests versus “Here's your photographer” and “I want
this band.”
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MacArthur: How are motivations behind luxury event
expectations evolving?

Judson: If you had asked me this question pre-pandemic,
it would be a different answer. I'm hearing clients say,

“I want my guests to feel like | thought of them.” I'm hearing
it over and over, and | feel it's because we’ve all been
traumatized by what happened.

MacArthur: How do different generations shape
perceptions of luxury?

Judson: For Boomers, it's always about heritage.
Sometimes it's grandeur, but they want to speak to
tradition. They want there to be some honor shown with
the culture of the families. Gen Xers also care about
tradition, but how to make it more innovative. We don't
have a ton of Gen Z, but they're kind of a mix. But it's
about individuality for sure.

MacArthur: What'’s driving bigger expectations for young
people who are having promposals and prom sendoffs?

Judson: Everyone sees what everyone else is doing, and
they still want to be a part of “Look at me.” Millennials
want story-worthy experiences. So do Gen Zers. Even
though it's more about their individuality, they still want to
have these social media moments to share. So everyone
wants to be the next viral moment.
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MacArthur: You’re known for designing events across
cultures. How does culture shape luxury?

Judson: When we're requested to do a wedding, whether
the couple are both Indian or even if one of them is Indian
and marrying into a different culture, it's very rare that it's
one day. We are finding that multi-day events are the
request across the board, no matter what the culture is, no
matter what the religious or ethnic background is, because
they want more time to spend with their guests.

MacArthur: What cultural fluency basics should
companies and brands be thinking about?

Judson: Learning the cultures, first, and how they
celebrate would be key. Honor what those are but also be
excited about them and then celebrate what they are in
their own way. Just a little nod is a gesture, because
imagine never seeing anything that's about your culture.

MacArthur: How much influence do TV shows about
wealth have on aspirations?

Judson: They're having lots of impact. There's this
opulence and luxuriousness that we all seem to be
intrigued by. It's much more interesting to watch someone
spend $50,000 on a 5-year-old’s Alice in Wonderland
themed party than a Chuck E. Cheese party.

Kate MacArthur is managing editor of What the Future.
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Why growth audiences will help
brands win in a cooling market

From fine dining and travel to couture and jewelry, U.S. luxury brands can fuel business by engaging
growth audiences: Black, Hispanic and Asian American shoppers who represent the fastest-growing
U.S. segments. Though historically underserved, these audiences are increasing in influence and are

overrepresented in younger generations.

Growth audiences are dynamic. From celebrities and
creators like Beyoncé and Becca Bloom to more affluent
consumers flexing their spending power, they are setting
trends, shaping culture and markets, and embracing
brands that share their values. The 2025 Met Gala,
“Superfine: Tailoring Black Style,” presents compelling
evidence. In celebrating Black culture and contributions,
they raised record funds, broke streaming precedents,
and garnered over $500 million in earned media.

Cultural relevance drives commercial success. However,
initiatives must be informed, intentional and inclusive —
and certainly avoid missteps driven by bias. Authenticity
and empathy are essential when ensuring growth
audiences feel uniquely cared for at every touchpoint.

Janelle James is senior vice president, head
of U.S. Cultural Intelligence at Ipsos.
Janelle.james@ipsos.com

Why brands must understand the values that
influence brand choice

Q. Please indicate how much you agree or disagree with the following:
(% Agree)

| tend to buy brands | am more likely to purchase I am more likely to
that reflect my something from a company boycott brands that
personal values that has taken a public stand don't share my values
against racism, sexism, or ~ or my stance on DEI
any type of prejudice

449 47% S1%

Total U.S. Influentials ~ ® High growth Hispanic, Black and Asian Influentials
=GenZ

(Source: Ipsos Global Influentials Barometer, May 2025.)
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What the Future interview with Maggie Frerejean-Taittinger

Kate MacArthur: You’ve been quoted as saying that
French Bloom represents the future of the wine
world. How so?

Maggie Frerejean-Taittinger: Consumers aren't saying
no to alcohol. They're saying not always, not every
time. For us, it's about moderation. But when you go
between a glass of champagne and a glass of

French Bloom, you're able to do so without taking a
step down in quality. And you're able to have that
similar experience as everybody else around the table.
That's where you're starting to see consumers

asking for products that remain premium but also
have a high-quality nature in the tasting profile.

MacArthur: What consumption habits are you seeing
across demographics?

Frerejean-Taittinger: We estimate about 80% of our
customers drink wine and champagne. They consume
alcohol. But there are those flexi-drinkers who are
looking to generally moderate or reduce their overall
consumption of alcohol. It's being led by the younger
generations. Our core customers are between ages
25-45. But we all know that Gen Zers are consuming
less than my generation, the Millennials, did. There's the
alcohol-free pairing now at more and more restaurants,
but you also have the rise of what they're calling the
moderate pairing or just the pairing.
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People are just as likely to toast with nonalcoholic drinks as alcoholic ones

Reason for drinking (% Servings)

33%
18% 18%
16%
I I B I 3 3 I14%
To relax/de-stress ~ To have a good To reward or To satisfy
time/more fun treat myself a craving
12% 10% 1% 11% 1% 10% 11% 9%
Good to share To enjoy a Good value for It was convenient
with friends/family ~ special moment the money to drink

® Total alcoholic beverages  ® Total nonalcoholic beverages

(Source: Ipsos Alcohol Consumption Tracker, U.S., July 2024-June 2025.)

13%
10%

Wanted
to indulge

11%

7%
T

As a ritual
or habit

12% 11%

Wanted
something tasty

9% 10%

To celebrate
an occasion
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MacArthur: How are mood-altering options evolving?

Frerejean-Taittinger: Adaptogens or functional drinks
are very interesting. It's not a space where we're going.
But while drinking French Bloom, | swear, | feel
something. It's the placebo effect. And | think you realize
that it's not always the alcohol. It's the music, the
ambiance, the dark lights, the connecting and speaking
with people that actually make you feel up. And the
more you do it, the more comfortable you become with
it, the more you realize it's not always the alcohol.

MacArthur: How do you maintain a luxury image and
experience without the alcohol?

Frerejean-Taittinger: When you drink a fine wine, like a
grand cru, you're not doing it to get a buzz. It's about the
experience, the pleasure, the complexity. If you were
able to have the same pleasure and experience, do you
really want that 13% alcohol in the glass of wine?

MacArthur: When luxury beverages don’t have
alcohol, should they cost less?

Frerejean-Taittinger: In the past there was this idea that
nonalcoholic was a lesser option, and many of those first
in the market arrived at super low pricing. Of course,
the quality matched it. Now that we're starting to have
higher quality wines, you're having a range, just as

you would from a sparkling wine perspective.
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MacArthur: How do you see this space evolving?

Frerejean-Taittinger: That's the reason | prefer the term
flexi-drinking because it's similar to flexitarian. You can
compare what we're seeing in the gastronomic world to
plant-based and vegetarian options. You would go

into a fine restaurant in the ‘90s, and you’d invest for the
vegetarian option, and you’d receive a plate of steamed
vegetables. Today, a restaurant can't survive and be
relevant if you don't have a nonalcoholic option or two
that's at that same level of pleasure.

MacArthur: Are social pressures related to alcohol
consumption changing?

Frerejean-Taittinger: I'm seeing a huge shift because
event organizers or luxury brands are waking up to this
realization that a welcome drink needs to be welcoming
for everybody. It's not normal to arrive at an event and
have a tray of champagne and water. So to be able to
have a drink with bubbles in a flute like everybody else, it
lays off a little bit of the pressure. But it's still there. In the
past, a night off alcohol for a lot of us meant Netflix and
chill. But now we realize that we can still go out and have
a great time, especially if there are nonalcoholic options.
It allows me to feel like I'm a part of the moment and not
succumbing to that glass of wine that | don't really want.

Kate MacArthur is managing editor of What the Future.
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Why context comes first for
brand success

24 — Powered by Ipsos

From Gen Zers who choose
mocktails at brunch but tequila
shots at happy hour, to
commuters who drink instant
coffee during the workweek
but a pour-over on Sundays,
the choices shoppers make
are often contextual.

Brands underestimate this at
their own risk, especially when
it comes to impulse purchases
and indulgences.

If brands stick to static consumer profiles that neglect how different
moods and moments influence individual shoppers, then they risk
losing sight of how their audiences act at scale.

New Al tools, coupled with old-fashioned human ingenuity, make it
possible for brands to spot these patterns and identify growth
opportunities early, rather than wait for sales data to see the choices
that customers made after the fact. This can help companies
innovate and roll out products and services that deliver what people
want, when they want it.

Across sectors, the brands that succeed in new categories and
occasions will be the ones that stop shouting through a megaphone
and start designing flexibility into their brand experiences, ones

that reflect the complexity of their customers' lives.

Philip Ryan is managing partner of Ipsos’

"xi}@ U.S. Strategy3 practice.
N philip.ryan@ipsos.com
74



How overconfidence fuels the indulgence
of risk in prediction markets

Traditional betting, where people bet against a central entity

(“the house”), has been legalized in many states. Prediction markets
— where people bet against each other instead of the house on
event contracts from sports to weather to elections — also seem to
be operating on more solid legal footing these days after a series

of court cases. That could change, says Eric Zitzewitz, an economics
professor who studies these behaviors, if the political winds blow
another way in the future. In the meantime, who takes part in these
bets and what do they say about the future of risk as an indulgence?

of Americans agree that there are certain
(y topics people shouldn’t gamble on.

(Source: Ipsos Future of Indulgence survey conducted Aug. 13-14, 2025,
among 1,120 U.S. adults.)
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What the Future interview with Eric Zitzewitz

Matt Carmichael: What kind of people are drawn to
prediction markets?

Eric Zitzewitz: Participants tend to be non-representative
in a number of ways. They tend to be more educated,
younger, male and white. They tend to be a bit more
Republican. But it turns out that when they're trading,
they're pretty much just trying to make money, so there
don't seem to be biases for one party or another that are
systematic from electoral cycle to electoral cycle.

Carmichael: Why do you think that profile is drawn
to these risks?

Zitzewitz: Men are more overconfident in many
contexts, including finance. You have to be a little bit
overconfident to trade in a market that's inherently zero
sum and then also charges you fees, right? Because
you know that the average investor’'s going to lose
money in a market like that because the house is going
to get its take. Overconfidence is actually what makes
these markets go. People might have other trading
motives and be willing to lose money because it's fun.

Carmichael: There’s a Stanford study that people
remain overconfident even when they have past
losses.

Zitzewitz: Live and don’t learn!
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Men have a 2x-3x higher betting interest than women, but there's still
limited mainstream appeal

Q. If the following were legal where you live, how interested would you be in betting on them?

(% Interested)

38%

17%

Professional
sports outcomes

23%

I 14%

Entertainment events
(like the Oscars)

= Male ® Female

32%

1%

College or amateur sports
teams from your state

24%

I15%

Political races

32%

10%

College or amateur sports
teams from other states

17%
7%

Celebrity deaths

(Source: Ipsos Future of Indulgence survey conducted Aug. 13-14, 2025, among 1,120 U.S. adults.)

28%

10%

In-game sports events (coin
toss, specific plays, etc.)

24%

8%

Anything someone can
make odds on
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Carmichael: What can prediction markets tell us
about the broader world?

Zitzewitz: I'm most interested in prediction markets that
are pricing something that's of economic interest, in
particular how other financial asset prices are moving
along with those odds. Like the odds of a policy being
undertaken. Sometimes policies are important and have
big effects on other asset prices, like to go to war

with Iraq in 2003. Potentially looking at how markets are
moving with prediction markets on whether we undertake
a policy can inform whether to undertake the policy in
the first place. That's potentially really valuable.

Carmichael: Are young men especially drawn to
these markets to “get rich quick”?

Zitzewitz: One reason you might end up being
overconfident is that you're trying to figure out how to get
rich quick, for lack of a better idiom. You're constantly

on the lookout and very willing to update when the data
is positive whether this is going to really make you rich.
The question is whether it's a new phenomenon or this
has always been what you do when you're young.

Carmichael: How much of the future of these markets
hinges on policy, and who’s crafting it?

Zitzewitz: It wasn't always the case that this was a
partisan issue. In the run-up to the 2022 midterms, the
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markets were a bit more bullish about Republicans’
chances, which turned out to be mostly incorrect relative
to people in the media. But | started to sense that left-
leaning media viewed prediction markets as, | don’t want
to say, “competition,” but as threatening their ability to
control the narrative in some sense. It started to become
a partisan issue. It was President Barack Obama's
Commodity Futures Trading Commission that let
prediction markets first get started in 2014.

Carmichael: To what extent do these markets need
casuall/indulgence users to function?

Zitzewitz: These markets don't work if everybody's
informed and trading with a profit motive. The problem
with a market like that is that whoever's the least good
weather nerd, or what have you, figures out they're the
worst weather nerd and they drop out, then the second-
worst weather nerd drops out, and the really smart
person is left with no one to trade with. For markets to
work you need either people to be overconfident or willing
to lose money on average because it's fun. One of the
ways you get both types of people is by having markets
on things like politics and sports. They’re fun and natural
topics to be overconfident about. That makes it possible
for there to be people who are informed and making
money systematically and still have people to trade with.

Matt Carmichael is editor of What the Future.
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Journalist, author, “The Second Coming”
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politization of]

Today, sex a

gender roles and sexuality are central in the culture wars.
How comfortable people are with sex in their lives affects how
comfortable they are having it depicted in media and marketing.
Carter Sherman covers these topics for The Guardian and

in “The Second Coming: Sex and the Next Generation’s Fight
Over Its Future.”

of men say sexual content in entertainmen
and advertising gets their attention, but 3&
% say it demeans the people involved.

(Source: Ipsos Future of Indulgence survey conducted Aug. 13-14, 2025,
among 1,120 U.S. adults.)
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What the Future interview with Carter Sherman

Matt Carmichael: If the “trend” toward hookup
culture was overblown, is the countertrend about
younger people not having sex overblown, too?

Carter Sherman: There is a lot more data to back

up the sex recession narrative than there was to back
up the hookup culture narrative that was going on

when | was coming of age as a late Millennial. What |
think could end up being very overblown is the extent
to which this is a problem. It's worth exploring the
way that these narratives make young people feel.

At worst, these myths lead to bad policy. These policies
and this overarching idea that we have to entice
people into living the sex lives of certain stripes misses
that people might just be making the best choices

for themselves.

Carmichael: How are different generations viewing
the role of sex and what it is for?

Sherman: | was really surprised to encounter this.
Younger people are incredibly sexually progressive.
They have a more expansive idea of sex and gender
than previous generations, because of the internet.
They were able to look up things like the definitions
of sex. They were able to find communities that
accepted them, that welcomed them. That sexual
progressivism, for me, marks an enormous change.
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Most men are open to sexual content for advertising, but just a
quarter agree it has a place in marketing

Q. Thinking about times you have seen sexual content in entertainment and advertising, how much do
you agree or disagree with the following statements? (% Agree)

59%

Sexual content gets my attention

29%
Sexual content demeans the people involved
44%
Sexual content makes me uncomfortable
45%

| see less sexual content than | used to
26%

25%
Sexual content should be used in marketing
6%

= Male Female

(Source: Ipsos Future of Indulgence survey conducted Aug. 13-14, 2025, among 1,120 U.S. adults.)
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Carmichael: What changes will this sexual
progressivism lead to?

Sherman: When | was growing up, | did not really think
about sex in political terms. But the fact that young
people are understanding that they're existing in a
political ecosystem, | think is very new. And the fact that
they're doing so much activism around that fact, | think
has incredible consequence for the rest of us.

Carmichael: If we have a changing relationship with
sex, will that change how effective it is in marketing?

Sherman: What has really stood out to me is that as
young people have more sexually progressive views,
they seem to be less interested in sexual content in the
media. Young people are less interested in seeing sexual
storylines in TV shows or movies that they consume.

| think the increased awareness around power dynamics
and sexuality can lead to more criticism of sex and
marketing.

Just look at the Sydney Sweeney ad for American Eagle.
It was intended to be fun and sexual, and it had some
interesting language to go along with that. People did not
even appreciate the sexual elements of it. If your goal

is to straightforwardly sell a product without potentially
becoming controversial, this generation is primed to
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turn any possible piece of marketing into the discourse,
and that could subvert your aims.

Carmichael: If young men and women have a
growing ideological difference, how will they form
relationships? Does the politization of sex play in?

Sherman: | have a lot of sympathy for these young
people who are trying to navigate this. There was one
young woman who | interviewed who told me that
she's attracted to men, and she's interested in having
sex, but she hasn't had sex yet because she’s

afraid that if she tries to meet a man, he'll turn out to

be an incel.

Carmichael: That would seem to bode poorly for
relationships, yes?

Sherman: | try to understand the extent to which sex

is a proxy measure for people's willingness to be
vulnerable, have empathy for others or to simply connect.
| worry that young people are shying away from doing
any of those things. That has real political implications.
Having connection and empathy for others is a bedrock
part of living in a democracy.

Matt Carmichael is editor of What the Future.
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|
What happens if luxe
- th i dri f
loses its luster? e oot Toxiry

brands face a precarious future, and
people are fairly split on their desire for
them. Another tension is whether Al will
make it impossible to tell fake goods from
real (73% think so). This compounds the
danger of declining aspiration if people
don’t care if products are fake because

The future is always in tension. We can measure those contradictions today with forced-choice questions.
We plotted two responses against each other in a classic 2x2 grid. If nothing changes, we’ll stay where we are.
But this way you can see how far opinion would have to shift to move us into a different quadrant in the future.

LUXURY GOODS ARE STILL
SOMETHING TO ASPIRE TO

‘ luxury is no longer seen as a symbol of
Authenticated S \ personal aspiration or success.
aspirations SR This is the warning-shot scenario for
the luxury sector, though we could easily
land elsewhere. Say luxury becomes
easier to get yet more difficult to
. :‘I\:Il‘rgglélng:.“E('Ertl)TTELL authenticate. Or say Al gets stronger
REAL VERSUS FAKE at proving authenticity, but luxury feels
GOODS too common and loses its magic.
Verified Fake Public opinion could easily drop to the
vanilla everything bottom two quadrants as a result.
If the experts in this issue show us
anything, it’s that luxury must focus on
(Source: Ipsos Future of . .
k A Indulgence survey conducted its relevance to thrive.
Aug. 13-14, 2025, among 1,120
U.S. adults.)

31 - Powered by Ipsos



WHAT THE FUTURE | Indulgence Tensions

Should technology expand
gambling or have boundaries?

The future is always in tension. We can measure those contradictions today with forced-choice questions.

We plotted two responses against each other in a classic 2x2 grid. If nothing changes, we’ll stay where we are.

But this way you can see how far opinion would have to shift to move us into a different quadrant in the future.

WE NEED MODERN TECHNOLOGY TO
SOLVE FUTURE PROBLEMS

Digital Smart \

Wild West boundaries
TODAY

THERE ARE CERTAIN
TOPICS PEOPLE
SHOULDN’T GAMBLE ON

Embracing Guarded

chaos gamblers
(Source: Ipsos Future of
k A Indulgence survey conducted

Aug. 13-14, 2025, among 1,120

U.S. adults.)

32 - Powered by Ipsos

This tension reflects a broader
dilemma: We want technology to solve
future challenges (64% agree), but we
strongly believe there should be limits
to what we can gamble on. Since betting
is an activity that happens increasingly
through tech platforms, having tech solve
that would require more self-regulation
and guardrails than exist currently.

What would it take to shift perspectives
to other corners? If gambling becomes
fully digital, normalized and self-fulfilling,

opinions could move to the upper left.
Here, prediction markets could
easily expand. If a tech backlash took
hold, people might demand more
human oversight of both tech and
gambling. That could land us in the
lower right box.

Landing in the lower left box, while
unlikely, is possible if people become
apathetic to the safeguards they
want today.




Questions for the future

©
Retail

How can luxury brands use
scarcity and still offer goods or
services that feel within reach
to next-generation consumers?

How should brands adjust
their offerings to remain
aspirational if spending
patterns shift during economic
downturns when indulgence
becomes accessible only to
the ultra-wealthy?
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Food and
beverage

As consumers embrace a
flexible approach to drinking,
how can upscale dining

and beverage brands
normalize choice?

What sensory cues are
changing for status, pleasure
and mood change for
beverages when alcohol isn’t
the main standard?

How might the desire for
tailored luxury change food
service and menu planning
across price levels?

i

Events and
experiences

How should luxury brands train
service teams to honor and
reflect cultural richness in
demographic changes?

How can brands harness Al to
enhance consumer interactions
and maintain a personal touch,
even as they rely on digital
tools?

How does the urge to share on
social media change what
makes an event special and
memorable for guests?

s,

A

Travel and
hospitality

How can hospitality and travel
businesses ensure privacy and
exclusivity as Al democratizes
brand experiences?

What new ways can brands
swap out old-school luxury
symbols for experiences that
matter?

How should visits change to be
unforgettable and still tread
lightly on Earth?

o)

Media and
entertainment

How can brands reduce their
exposure if products are being
exploited in stunts designed to
manipulate events for profit in
prediction markets?

How can advertisers relate to
younger generations who
might be less interested in
traditional sexual narratives?
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