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[wrote the book on pandemic psychology.
Post-Covid will take some getting used to
Steven Taylor
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Ipsos Affluent Luxury Segmentation
https://www.ipsos.com/nb-no/affluent-luxury-

segmentering
Our motivation-driven segmentation identifies

six distinct groups of luxury buyers.

The Future Luxury Customer
https://www.ipsos.com/en/future-luxury-

customer
Key learnings from a roundtable discussion
with experts from various luxury brands.

Welcome to the Metaverse
https://www.ipsos.com/en/welcome-

metaverse
What is the metaverse now and what
opportunities does it present for brands?

Ipsos. 2022. “Convergent Commerce”.
https://www.ipsos.com/en/navigating-
increasingly-fragmented-world-emerging-
channels-and-shoppable-touchpoints
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