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AHHOTALMSA. PeHoMeH luxury-6peHaoB, 3apoanBLuMiica B EBpone B amoxy
KOPONEBCKUX OBOPOB N peMec/eHHbIX TMbaui, 3BOMIOLMOHMPOBAN B rnobanb-
HYIO MHAOYCTPUIO, YbM SKOHOMUYECKME U COLLMANbHble NOCNeaCcTBUSA TpebytoT ne-
peocMbicnieHns. CoOBpeMEHHbIe UCC/TIedOoBaHMS BbIABASIOT MNapagoKC: POCT PbiHKA
luxury omepe)aeT yBeslmyeHme YMCeHHOCTM 6oratoro HaceneHma. 9To ob6bac-
HAeTCa TeM, YTo BpeHabl aKTMBHO BOBJEKAKT CPEOHMM KNacc Yepes cTpaTtermm
«OOCTYMHOM POCKOLLM», GopMMPYya UAMO3UNIO MPUHAOIEXXHOCTU K 3UTe, YTO,
BO-MePBbIX, YCUNTMBAET SKOHOMMYECKOE HEPABEHCTBO, @ BO-BTOPbIX, MPOBOLMPYET
«PUMHAHCOBYO NOBYLLKY» OJ19 CpefHero knacca. B gaHHoM cTtaTbe NpoaHanmnsnpo-
BaHbl MCTOpPUYECKME MPEONnOCbI/IKM OOMUHUPOBaHMA EBponbl B luxury-cermeHTe
M ero agantauma K rmobanmsaumnm; KOHKYpPeHUMa Mexay TPpaanLUMOHHbIMU U HO-
BbIMW GpeHOamMu, BAMGHME MHAOYCTPUKM Ha COoLManbHYy CTpaTUdMKaL MO, OCOo-
OeHHO Yepes3 3KCMyaTauuto acnmpaumMoHHOro noTpebneHna cpegHero Knacca.
B pe3synbrate muccneooBaHMa 6bi10 onpedeneHo, 4Tto luxury-6peHabl, BOMpeKu
PUTOPUKE SKCKITFO3MBHOCTU, 3aBUCAT OT MAaCCOBOIO CMpoOcCa, a peanmlyemMas MMu
bu3Hec-mMoOelb, OCHOBaHHaA Ha MCKYCCTBEHHOM geduumTte M NCUxXonornm cra-
TyCa, ycyrybnaeTr 4ONroByo Harpy3Ky OOMOXO3AMCTB U MOAPbIBAET YCTOMUYMBOCTb
NoTPEBUTENBCKUX SKOHOMMUK, YTO CTaBUT MOO COMHEHUE STUYHOCTb MAPKETUHIO-
BbIX CTPATErMmMm MHOYCTPUM N aKTyanm3mpyeT HEOBXOAMMOCTb MepPeoLeHKN pom
npenoMeToB POCKOLLW B CTPYKTYPE COBPEMEHHOIO KarnuTanmsma.

KnrodeBsbie crioBa: luxury-6peHabl, CpeaHMm Kacc, acnmpaunoHHoe noTpe-
6neHne, MaccoBoe noTpebneHre, SJKOHOMUKA POCKOLLW.

NHpopmauma o pUHAHCUPOBAHMK, OAaHHOE UccnegoBaHMe BbIMOMHEHO
6e3 BHellHero pMHaHCMpPoOBaHUA.

Lng umtmpoBaHug: Ywakos O.C, Nogonbckaga T.B. NapagoKc poCcKoLWwM: Kak
MHOYCTPMA TOBAPOB KATEropUMKM JIOKC SKCMyaTUPYeT cpelHMn Knacc. focynap-
CTBEHHOe ynpaBneHune n npaso. 2025. N2 2(06). C. 282-297.
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Abstract. The luxury brand phenomenon, which originated in Europe
during the era of royal courts and craft guilds, has evolved into global industry
whose economic and social consequences require rethinking. Modern research
reveals a paradox: the growth of the luxury market outstrips the increase in the
number of the rich population. This is because brands actively engage the middle
class through "affordable luxury" strategies, creating the illusion of belonging to
the elite, which, firstly, increases economic inequality, and secondly, provokes a
"financial trap" for the middle class. This article analyzes the historical background
of Europe's dominance in the luxury segment and its adaptation to globalization;
competition between traditional and new brands, the impact of industry on social
stratification, especially through the exploitation of aspirational consumption of
the middle class. As a result of the study, it was determined that luxury brands,
contrary to the rhetoric of exclusivity, depend on mass demand, and their business
model based on artificial scarcity and status psychology exacerbates the debt
burden of households and undermines the sustainability of consumer economies,
which calls into question the ethics of the industry's marketing strategies and
actualizes the need to reassess the role of luxury goods. in the structure of modern
capitalism.
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BBEJEHWE

B ycnoBusax pacTyLlero aKOHOMM-
4eCKOro HepaBeHCTBa W TpaHcHop-
MauMKM  NOTPEBUTENBCKMX MPaKTUK
MHOYCTPUA MIOKCa MpencTaBiseT co-
60W YHUKaNbHbIN KENC ON9 N3yYeHUs
B3aMMOCBSA3M MEXY KYNbTYPHbIM Ka-
MUTaNoM, CouManbHOM cCTpaTudmKa-
LMEN N DKOHOMUYECKUMU MEXaHU3-
MaMW COBPEMEHHOro KanuTasnmsma.
HecMOoTps Ha PUTOPUKY SKCKIIKO3UB-
HOCTW, COBPEMeHHble luxury-6peHabl
OEMOHCTPUPYIOT  MapafoKCalbHYO
3aBMCMMOCTb OT MacCOBOIO MOTpebun-
Tend. 3To He TONbKO MPOTUBOPEYNT UX
MCTOPUYHECKOMY MO3ULMOHUNPOBAHUIO

KaK CMMBOOB an1unTapHocTK [7; 11], HO
N TpebyeT MnepeocMbICIeHMa pPonn
pOCKoLW WM B GOPMUPOBaAHMKM COLLMAb-
HbIX Mepapxmm, OCOBEHHO B YCNOBUSAX
rno6anmsaunmmn pbiHKa (pegucTpuoby-
LMa crnpoca B nofibdy Asmn n Ban-
Hero BocTtoka [8; 12]); umdpoBm3amm
(pOCT BAMAHMA COLMAbHbIX CETEN Ha
BocnpumaTme npectmxa [19;15;16] 1 ak-
Tyanmsaunm npobnem ycTomymBOCTU
CEKTOPA K peLeccusam).

LIEJTb 1 BAOAYUN UNCCTIELOBA-
HWA

Llenb nccnegoBaHMa — Ha OCHOBE
aHanm3a 3BOJIIOLUMM  COBPEMEHHbIX
luxury-6peHOo0B BbIABUTb MPOTMBOPE-
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4ma Mexkay AeKNapupyeMom MMM SKC-
KMTIO3MBHOCTbIO U daKTUYEeCKOM 3a-
BMCKMMOCTbK OT MAaCCOBOIO CMNpoOCa, a
TaKXKe OLEHUTb COLLMANIbHO-9KOHOMM-
YyecKne NocneacTema 1M NepCcrneKTMUBLI
3TOM MoLenu.

3afauun:
1.  PeKoHCcTpyuMpoBaTb UCTOPU-
UeCKYlO 3BOJMIIOLUUMIO  €BPOMENCKUX

luxury-6peHOoB U X aganTaumio K ycC-
NOBUAM N06GanbHOM KOHKYpPEeHL MM
CO BTOPOM MONOBUHbBI XX BEKA.

2. MpoaHanuanpoBaTb CTpaTermm
paclMpeHna LeneBonr ayautopum
«CTapbIX» M «HOBbIX» BPEHO0B KaTe-
ropyn NOKC M CUEHApUM pPa3BUTMS
rno6anbHOM MHOYCTPUM TOBApPOB PO-
CKOLUM B KOHTEKCTe O06O03HaYeHHbIX
CTpaTermMyecKmnx NpoTUBOpPEYMNIA.

3. lNpoTtecTnpoBaTb ANHAMUKY UH-
OYyCTPWUN NMTIOKCA OTHOCUTENbHO YBENMU-
YeHMAa YMCNEHHOCTM BoraToro Hace-
NeHmna N UHTEHCUBHOCTU BOBNEYEHMS
cpenHero Knacca.

4. OUEeHUTb HeraTMBHble 2P PeKTbI
acnmpaunoHHOro notpebneHna ans
PMHAHCOBOM YCTOMYMBOCTM OOMOXO-
39MCTB.

[Mnotesa wccnegoBaHUa  CTpPO-
MTCA Ha aBTOPCKOM MPEeanonoXeHnm
O TOM, 4yTO rnobanbHaa GM3HEC-MOo-
Oenb COBpPEMEHHbIX 6peHOoB KaTe-
ropuKM JNOKC, B OCHOBE KOTOPOW WX
Mmdponormsauma, xamn' m rmbkocCTb
KOPMNOopaTUBHOM MPOUN3BOOCTBEH-
HO-pacnpenenmMTenbHoOM CUCTEMDI,
OPMEHTMPYETCA Ha SKCMyaTaL Mo CO-
LIManbHbIXaMBULMM cpeaHero Knacca,
3aBUCUT OT MACCOBOro notpebuteng,
FOTOBOrO »XepTBOBaTb 6a30BbIMK MO-
TpebHOoCTAMKM paau CTaTyCHbIX TO-
BapoB. [lepBonpuymMHOM GOpPMUPO-
BaHMA TakoW OM3Hec-mMogenu crana
«TMXaa peBonLUMa» noTpebneHuns
KakK Bblpa3nTens pe3ynbTraToB MHTe-
rpauMmn MapKeTMHra B gMHaMmMKy Co-
LLMANbHO-KYNbTYPHbIX OTHOLLUEHWN, a
pe3ynbraTbl MOTYyT UMETb KpanHe OT-
puuaTenbHble MOCNeacTBMA Kak ansa

rno6anbHOro cpegHero Kracca, Tak u
CaMUX npeacrtaBuTenen MHOYCTPUU
POCKOLLW.

METOAbl MCC/TEAOBAHWA

MeTogonorma mccneooBaHUsa Cco-
YeTaeT. KO/MYEeCTBEHHbIM  aHanus
(koppenauma  Mexagy OUMHaAMUKOM
npooaxx luxury-6peHaoB M coumanb-
HO-2KOHOMUYECKUMK MOoKas3aTenamm
Pa3BUTUSA); KAYeCTBEHHble  KeWChl
(koprnopaTUBHbIE U MAPKETUHIOBbIE
cTpatermmn LVMH, Kering 1 He3aBu-
CMMbIX 6peHaoB oTpacnu (Hermes,
Chanel, Prada); KpuTuyeckmm auc-
KYPC-aHanmM3 MapKETUHIOBbIX KOMMY-
HUKaLMI.

HayyHaa HoBW3Ha paboTbl 3a-
KtouaeTcs, Npexkae BCero, B Konmye-
CTBEHHOM W Ka4yeCTBEHHOM [OOKa3a-
TeNbCTBE Te3mca O «MNapasnTapHOm»
3aBUCUMMOCTU  luxury-mHOYCTpUmM  OT
cpenHero Kacca; cucrteMaTm3aunm
MPM3HAKOB «HOBOMO JIIOKCa» KaK WH-
CTPYMEHTa COoLUMaNbHOW MUMUKPUU;
pa3paboTke CLeHapueB pPa3BUTMA
MHOYCTPUWN POCKOLLW, OLIeHKe Hera-
TUBHbIX MOCNEACTBUM «PEBOMIOLMM
noTpebneHmnsa» ToBapoB pocKoLn. Mc-
cnegoBaHMeE BHOCUT BKad B AMCKYC-
CuM 06 YyCTOMYMBOCTU B MHOYCTPUMN,
NPOM3BOASLLEN POCKOLLb, M CNpaBen-
NMBOM pacnpeneneHmm pecypcos.

TeopeTnyecKom OCHOBOW WUCChe-
O0BaHMA CTann paboTbl 5KOHOMMKCTOB,
COLIMOMOroB 1 cneLunanmcTtoB B obna-
CTU MaPKETWHIa, aHann3npoBaBLUMX
BOMPOCHI MnoTpebneHma npegMeToB
POCKOLLUW, B 4YaCTHOCTM KOHLenuma
CTaTyCHbIX rpynn M. Be6epa, koHLenmn-
LUMNSa OEeMOHCTPaTUBHOro noTpebne-
Hua T. BebneHa [28], addekT npoca-
ymBaHua I 3ummens [1], o dekT cHoba

X. lenmbeHcTamHa [3], Teopma po-
ckoww B. 3ombapTa [4].

PE3YJIBTATbl WCCJIEQOBAHWSA
M X OGCY)KOEHWE

NHOYCTPUMA POCKOLLM — OT CeEMeN-
HO-LIEXOBbIX Tpaguuum K rnobanb-
HOMY MPOM3BOACTBY

l«Xamn» (0T aHM. hype — «lLyMKXa, aXKMOTaxXK») — 3TO aXKMOTaXK, BYPHbIN MHTEepeC, KPaTKOBPEMEHHbII

BCIM/1eCK nonyndpHoOCT BOKPYTI yero-nnbo.
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Konbibenbto luxury-mHOyCcTPUM
CTana MMeHHo EBpona, 6narogaps co-
YETaHUID UCTOPUYECKUX OCOBEHHO-
CTen (Hacnegme apuCToKpaTUM U KO-
poneBCKMX ABopoB — Louis Vuitton
(1854), Cartier (1847)), KynbTypHOM
cneundPukMm MNpPom3BOACTBa  (LLexo-
Bble TpaauLMKM UTANbAHCKMX KOXKe-
BeHHUKOB (Gucci, 1921), dpaHLy3CKNX
napdtomepo (Chanel, 1910), kono-
HUaNM3My (OOCTYM K 3K30TUYECKOMY
CblIpblO — KOXKa, Kpacutesnu, creumu,
TKaHW), monynapHbIX B EBporne mnaoewn
NpecTu>XHoro notpebneHuna  [28],
obecneumBaBlNX 23PDEKT CTaBKU
luxury-6peHOoB Ha 3KCKTIO3MBHOCTb
py4dHoM paboThbl (Patek Philippe, 1839)
Oake B YC/OBUAX MPOMbILLUIEHHOMN
peBOOLMMN.

KpoMe Toro, nocne 1945 roga EB-
porna He MucCnbiTbiBasla MaclTabHbIX
paspylweHunin (a ®paHuna n Mtanusg,
Mo GONbLUOMY CYeTy, CMOMKM UX U3-
6exkaTb U BO BpeMa MMPOBbIX BOWH),
YTO MO3BOSIMNO COXPAaHUTb MaHydbak-
Typbl (Hanpwumep, Bulgari B Pume
nnmn Hermes B lMNapmke), a TakKe co-
LUMANbHbBIX MOTPACEHUM, K MNpUMepY,
YHUUTOXXMBLLUMX 3aPOXKOAMOLLYIOCH MH-
OYCTPUIO pocKoLK B Kntae n Poccmm-
cKon Nmniepun.

BO3MOXHOCTb MacLUTabupoBa-
HUE, WUMMNEMEeHTaUUM  31EeMEHTOB
MPOMBbILLUMTIEHHOMN PEBOMIOLMU B WH-
OyCTPUIO TOBAPOB KaTeropumn JtoKC,
60raTCTBO TPaAMLMM TaKXKE BbIFrOOHO
BbIOENAN €BPOMNencKMe npenmMeThbl
POCKOLWW Ha ¢doHe ONMNKHEBOCTOY-
HbIX M MHOMNCKKMX (Bonee KaMepHbIX,
He CMOCOOHbIX CTaTb UHAYCTPpUEW) U
aMepPUKaHCKKMX (6bonee Monogoro, rae
luxury-6penHabl (Tiffany, Ralph Lauren)
nosBUINCL No3gHee). EBpona okasa-
Nacb CrOCcobHOM 06begMHUTbL MCTOPU-
YECKYK MPEeeMCTBEHHOCTb, KynbTyp-
HbI KOO U SKOHOMMUYECKME YCI10BUS
019 co3gaHug luxury Kak coumanb-
Horo ¢deHoMeHa, KOTOpbIM B AaHHOM
nccnegoBaHMMG Mbl BydeM  YyCNOBHO
0603Ha4YaTb KaK «CTapbl MTHOKC».

Mexagy TeM, MMpoBaa couMab-
HO-3KOHOMMYeCKas AMHAMKMKaA, B TOM

ymcne u getTepMuHMpytollasa nepeo-
LLEHKY LEeHHOCTEN, TpaHchopMaLumm
PbIHKOB, MOABAEHMNE HOBbIX MIPOKOB
B XX BEKE KaK MUHMMYM OBaXabl 6po-
cann BbI3OB Mo6GarbHOMY OOMUHM-
POBaHMIO CTapOro JKCca, Tpebys oT
Hero He TOIbKO CYLLECTBEHHbIX pPeop-
raHM3aumm busHec-mooenem M mMap-
KETUHIOBbIX CTpaTernin, HO KN onpe-
OENEHHbIX yCcTynok. O6a 3TKX BbI30BA
CBfI3aHbl C MOABIEHMEM KOHKYPEHTOB
— CO CTOPOHbI aMEPUKAHCKOrO JKOKCa
B mocfieBoeHHble rogbl (50-80-e roabl
XX BEKa) U TaK Ha3blIBAaeEMOIo «HOBOIO
ntoKca» (¢ 2000-x rogos.).

B OByX MPOTUBOCTOAHMAX MHOIO
obLllero—6onee NoflyBeka TOMy Ha3ag
aMEpPUKAHCKME JOKCOBble 6GpeHabl
npoaBUrann LEHHOCTU MPaKTUYHO-
CTWN, OEMOKPATUYHOCTUN, OPUEHTUPO-
BaAaHHOCTM Ha MaCCOBOIo NoTpebunTens
M3 cpefHero kKracca (YMCNeHHOCTb
KOTOPOro CTPEMUTENBHO POC/a Kak B
CLIA, Tak 1 B EBpone), cerogHa «HO-
Bbl TIOKC» Y>Ke B YCMOBMAX rnobanm-
3aummn, umdpoBM3aLMK N U3IMEHEHMS
MOTPEOUTENBCKUX MPEeanOUTEHMN Mbl-
TaeTca NpuBAeYb MUINEHMANOB U MO-
KoneHume Z, LEHALWMX ayTEHTUYHOCTD,
YCTOMYUBOCTb U MHOMBUAYANTbHOCTb.
B pe3ynbrate cpegHMM BO3pacT Mo-
TpebunTenem TOBapOB KAaTErOpPUM MTFOKC
MOCTOAHHO CHUXKaeTcs [5].

B 6opbbe 3a 40Nt0 PbiHKA «CTapbl
IIOKC» B cepeguHe MpOoLIoro Beka
KOHKYpUpoBasa C aMepUKAHCKUMWU,
npegnaralownMmMm 6oriee OOCTYMHble
anbTepHaTUBbI, CENYAC Ke C HOBbIMU
NOKCOBbIMU BpeHaamMu, bonee MHHO-
BAaLMOHHbIMUN, OTBEYAOLLMMU HOBbIM
LEHHOCTAM W aKTUBHO MPUMEHAIO-
LMK COBPEMEHHbIE MAPKETUMHIOBbIE
MHCTPYMEHTbI. 1 BCé 3TO B yCnoBMaX
rMo6anbHOro pPbliHKa, Mporpecca MH-
dopMaLLMOHHO-KOMMYHMKALLMOHHbIX
TEXHOMOMMM, aKTyanm3aunm MomcKa
MOCT-rNo6anM3aUMOHHbIX  MoOenemn
obLEeCTBEHHOIrO Mporpecca (Hampwu-
Mep, B MOb3y OPUEHTUPOB YCTOMNYUM-
BOWM SKOHOMMWUKMN).

Ecnn B CBOEM MPOTMBOCTOAHUK C
AMEPUKAHCKMM BbI3OBOM MOCIEBOEH-
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HbIX N1IET «CTaPbIN JTHOKC» ABHO HE MPOo-
nrpan (MaccoBOCTb aMepUKaAHCKUX
6peHOoB NMpuBena K notepe aKCKIto-
3mBHoCTU (Ralph Lauren nponaétca B
Costco, CK — B Amazon); 6peHabl HO-
BOro CBeTa He MMeNnn Heobxoammom
ONa PblHKA POCKOLWLN UCTOPUU U Ha-
cnegud, a «xaMepuKaHCKaa MedTa» He
SKCMOPTMPOBANaCh TakyKe XOPOLLUO Mo
BCEMY MUPY (HE B MOCNenHIo ove-
penb, B Kntam n B Poccumio), Kak «dpaH-
LLY3CKMW LLNK» MU «UTaNTbAHCKasa Cek-
CyanbHOCTb», eBponenckmne 6peHabl
obnagann 6onbluen CnoCcoBHOCTbIO
aganTtauuMm nod MecTHble obblyaum
(Dior penaet xmaxxabbl gna OA3) — oH
aganTupoBancd, CoxpaHua CBOM Mo-
3ULMN, SKOHOMUYECKMM ycnex, BNma-
HME Ha MMPOBYKO MOy, AOKa3aB., YTo
«POCKOLLb — 3TO He Mpo yaobCTBoO, a
MpPo MUPONOTMIO», HO U HE CTanl OOHO-
3HaA4YHO MobeguTeneM, CyLIEeCTBEHHO
TpaHCchOPMMPOBaB COBCTBEHHbIE
OM3HecC-npoLecchl, MPeBPaTUBLLNCH
n3 TpagMuMnoHHoro ona EBponbl Ha-

yana XX BeKa ceMenHoro 6u3Heca
B rnobGasbHble KOpMNopaLnuM JHOKCa,
ynpaBngaoLume gecarkamMmmy 6peHOoB B
MUpe pocKoLn (Tabn. ).

Mo gaHHbIM Tabnumubl 1 o4eBUOHO,
yTo Ton-5 kopnopaumnm (LVMH, Kering,
Richemont, Chanel, Hermeés) kKoHTpo-
NnNpytoT okono 50 % MUPOBOIo PbiHKa
pockowu, npm atoMm LVMH - a6co-
NOTHLIM Nnaep (oonga 6onblue, YeM y
Kering n Richemont BMecTe B34ATblX,
POCT O0onn pbiHKa ¢ 2000 roga no Ha-
ctoqaulee BpemMa ¢ 12 go 27 %). OTka-
3aBLUMeca OT MOrNoWeHna «He3aBu-
CUMble» B6peHabl: Hermés n Chanel
COXPaHAKT He TOSIbKO 3KCK/O3UB-
HOCTb, HO 1 BbICOKYO OO0 Ha PbIHKE.
[Jonn pbiHKa KPYMHENLLMX KOpropa-
LMK Takxke pocnm ¢ 2000 roga 6na-
rogaps oTpac/ieBoM KoHconmaaumm?,
POCTY a3maTcKoro cnpoca (2010-2020
) WM MNOCTNaHOEMUMYECKOMY OyMmy?
(2021-2023). dona ™Manblx (Henorno-
WEHHbIX) 6peHOoB ynmana ¢ 66 %
B 2000 rony 0o 39 % B 2023.

Ta6bnuua 1. KpynHeniive Kopnopaumm B MHOYCTPUM TOBAPOB JIFOKC [COCTaBeHO

aBTOPaMM Ha OCHOBE OaHHbIX [29]]

Table 1. The largest corporations in the luxury goods industry [compiled by the

authors based on the data [29]]

Koprnopauunsa OcHoBHble 6peHabl B mopTdene Kanutanwu- Hona Poct gonu
3auma, MApa | pbliHKa, %, pPblHKa C
eBpo, 2023 2023a 2005, %
Mopa Louis Vuitton, Dior,
Fendi, Celine, Loewe,
Givenchy, Kenzo
Yacbl/ fOBenunp- | TAG Heuer, Bulgari,
LVMH (Louis [Hble u3nenua Chaumet, Fred
\|_/|Lé|r'_t]tnoens,sl\/l)oet, BuvHa n cnmnpt- Moét & Chandon, 459 25-27 +9-11
Y Hoe Dom Pérignon,
Hennessy
Po3Huua Sephora, Le Bon
Marché
Kering Mopa Gucci, Saint
Laurent, Bottega
Veneta, Balenciaga,
Alexander McQueen 49 9-10 +2-3
Yacbl/ lOBenup- | Girard-Perregaux,
Hble 13genusa Ulysse Nardin

2LVMH nornotuna Fendi (2001), Donna Karan (2001), Bulgari (2011); Kerin
Balenciaga (2001); Richemont npuo6pena Dunhill (2004), Net-a-Porter (2010).

SPekopaHble npogaxku Louis Vuitton un Dior (+40 % B 2021).
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MNpoponxeHue Tabn. 1
Continuation of table 1

Kopnopaumna OcHoBHble 6peHabl B mopTdene Kanutanm- Lona PocTt nonum
3aumsa, Mapa | pbiHKa, %, PbIHKa C
eBpo, 2023 2023a 2005, %
Mopna Alaia, Dunhill
Richemont Yacbl/ KOBenup- | Cartier, Van Cleef
Hble n3genua & Arpels Jaeger- 920 7-8 +1
LeCoultre, IWC,
Piaget, Vacheron
Constantin
Chanel Moga, napdto- Chanel 100 6-7 +2
Mepwud, KocMe-
Hermes TUKa Hermes 273 5-6 +2
Prada Group | Moga, napdto- Prada, Miu Miu, 15 2-3 +]
Mepus Church’s, Car Shoe
Rolex Yacobl Rolex, Tudor 10 2 =
Estée Lauder |[[lNapdtomepusq, Estée Lauder, La
Companies KOCMeTMKa Mer, By Kilian, 50 3 -
Frédéric Malle, Tom
Ford Beauty

MpumeuaHwme: ° go 2024 roga Bce 6peHabl AEMOHCTPUPOBAIN POCT KAMUTAIN3ALNN U
A0/ PbIHKA, 0AHAKO B 2024 rofay rnpom30LLIN KOPPREKTUPOBKIN MUPOBOIMO PbIHKA /THOKCA

(rno6asibHble MPoAAXKM YrNaam Ha 3-4 %)

HoBbIM NMOKC BO MHOIMOM MOBTO-
PAET CTPaTENrMIO aMEPUMKAHCKNX BpeH-
JOB nocrne BTopon MUPOBOMN BOWMHDI
(opueHTauma Ha Monogbxkb U cpef-
HWI Klacc, 4OCTYMHOCTb NOKCa, Mac-
COBOCTb MpeMmnyMa, HeobxoamMoCTb
BadeHUs) C CyLLECTBEHHOM KOpPpPEK-
TUPOBKOW B YCTOBUAX rmobanmsaumm
(6bbiCcTpas Moga M rMbKoe pearnposa-

HWEe Ha CMPOC, aKLLeHT Ha ayTeHTUYHO-
CTW, MepcoHanmsaunm noTpebneHms)
n umdppoBM3aLMKM crpoca (coumanb-
Hble ceTu, Konnabopaumnm, BUPYCHbIM
MapPKETUHT, paboTa C HOBbIMU LIEHHO-
CTAMU DKONOTMYHOCTU, MHKTKO3MBHO-

CTWN, 3TUYHOCTU, WMHHOBALMOHHOCTb
MPOOYKTOB, 3KCMEepPMMEHTAaNbHOCTb)
(tabn. 2).

Ta6bnuua 2. [IHK 6peHa0B «CTaporo» M «<HOBOIO JTHOKCa»

Table 2. DNA of old and new luxury brands

OHK 6peHooB

CTapbli NOKC

HoBbIV NOKC

Cartier, Hermeés, Chanel

Gucci, Balenciaga, Off-White

OcHoOBa MOEHTNY-
HOCTM

Hacnenue, pemecno,
timeless-gn3amH

ArpeccrBHbIV MAPKETUHT,
MpPoBOKaLMS, Xann

LleneBag ayguto-
pus

Ultra-HNWI (HacnencTBeH-
Hble 6oraym)

Hoeble oeHbru (IT, kpunTa),
MUNNeHManbl

Npons3BoacTBO

Py4Haqa paboTa, NoKasnbHble
dabpukm

[Mo6anbHbI ayTCOPCUHI +
l[imited editions

LleHoBaga nonu-
TUKa

MNocTteneHHoOEe NMoBbILIEHWE
(+10 % exxerogHo)

OnHaMmnyHoe LeHoobpa3o-
BaHMe (CKMOKM + KOonnabbl)

Digital-cTtpaterus

Private CRM, MUHUMaSb-
Hbin digital

BupycHbiM TikTok, meTaBce-
NneHHble, NFT
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HoBbIMN NMOKC» HE TOTbKO aKTUBHO
MMMONEMEHTUPYET  MapPKETUMHIOBble
CTpaTermm «CTaporo»“, HoO N «BOOXHOB-
NnaeT» «CTapbll NMOKC» Ha Konlabopa-
umm (Cartier x Supreme B 2023) 1 Bbl-
X0 B UndpoByto chepy.

Ho oOQHO3HAYHO MOXXHO CKa3aTb,
UTO «HOBbIM MOKC» NMAMPYET B NO-
6anbHOM  3KcnaHcuK,  6narogapsa
arpeccmMBHOM UMPpPOBM3aALUMS, WUC-
MONb30BAHUID KOMMabopaunm® Kak
MHCTPYMEHTa BTOPYXEHMA B HOBbIE ay-
ANTOPUK, TMOBKOCTU MPOMN3BOACTBEH-
HbIX MPOLECCOB (HOBble 6peHabl
aKTVMBHO OTLUMBAOT KONNekunm B Typ-
UM, BbeTHame, Knutae — 1 He CTecH4a-
tOTCA 3TOr0), BO3MOXXHOCTM 06LLaTbCA
Ha a3blke MUNTIEHMANOB U MOKONeHMa
Z (MeMbl, MPOBOKaLIMW, CKaHOasbl).

CnoXmnacb CUTyauusa, NpU KOTO-
POM «CTapblM NIOKC» HEHABUAOUT «HO-
Bbl», HO POOGKO MbITAETCA KOMUPO-
BaTb ero, nocrnesaa B rnob6anbHoOM

3KCMAHCUMKM 1N POCTOM OOXOLOB, @ «HO-
BblIM JTFOKC» MPE3MNPAET «CTapblNy», BMe-
CTe C TeM CTPACTHO »XefnaeT ero neru-
TUMHOCTU U UCTOpPMK. YTO mo3BongeT
CMOXXUTb BOEAMHO TPWU KOMMOHEHTHI
dopMynbl ycrnexa B COBPEMEHHOM
NIOKC-MHAOYCTPpUKM — Hacnegme x Xamn
x [MOKOCTb NPOM3BOACTBA.

AHQ/IN3 coBpeMEHHOW ANHAMUKN
LOOXOAHOCTM MHAYCTPMN POCKOLLIM

HecMoTp¢d Ha cyLlecTByOLLME MPOo-
TUBOPEYUS M MOTEPU OT KOHTpadaKT-
HOW MpoayKumMun [6], MHaycTpua npo-
M3BOACTBA TOBAPOB KAaTEropuMuM OKC
MPOOO/MHKAET AKTUBHO pPa3BMBaTbCH,
0oXoObl OOMUHUPYOLWKMX B r1obanb-
HOWM WMHAOYCTPUM POCKOLUM KOopnopa-
umm pactyt. OgHako HeobxogoMMo
BbIICHUTb, 32 CUYET Yero (Koro) npouc-
XOOMWT OaHHOE pa3BuTUE.

MNpexkge Bcero, 370 ONepexato-
WMM MHONAUUIO POCT CTOMMOCTU TO-
BapOB KaTeropummn ntokc (tabn. 3).

Ta6nuua 3. IamMeHeHWe LeHbl CaMblX OeLlEBbIX Tydenb BeayLLMX NoKC-6peHa0B C
2000 no 2024 roabl (6a3oBble MOOENN, @ HE DKCK/TO3MBHbIE konnekumm)?

Table 3. Price changes of the cheapest shoes of the leading luxury brands from
2000 to 2024 (basic models, not exclusive collections)

BpeHn LleHa B 2000- | LleHa B 2010- LleHa B 2020- | PocT
2005 ($) 2015 ($) 2024 ($) LeHbl (%)

Prada 250-400 500-700 800-1,200 +300 %
Gucci 200-350 400-600 700-1,000 +350 %
Chanel 400-600 800-1,200 1,500-2,500 +400 %
Dior 300-500 600-900 900-1,500 +350 %
Louis Vuitton 350-550 600-900 1,000-1,800 +400 %
Hermes 500-800 1,000-1,500 1,800-3,000 +500 %
Valentino 600-900 1,200-2,000 +300 %
Burberry 200-400 400-700 ©600-1,000 +350 %
Saint Laurent 300-500 500-800 900-1,500 +400 %
Bottega Veneta |400-600 700-1,000 1,200-2,000 +400 %

“Hanpumep, Mrudonormnsaumns Hacneamsa GUcCi, OCHOBaHHOMO KakK OM fLLb B KOHLE 90-X rofos,
cosfaHue UCKyccTBeHHoro aeduumTta Balenciaga Triple S.
SBalenciaga nepBom BoLllula B MeTaBceneHHble (¢ VR-nokaszamu), a Chanel 0o cux nop orpaHmMym-

BaeTCd MHCTarpaMom.

*Hanpumep, Supreme x Louis Vuitton, Gucci x The North Face, Gucci X Dapper Dan.
"0Ns NpoBEedeHUs UCCneqoBaHMga UCMOMb30Banch BO3MOXXHOCTH Wayback machine (https://web.

archive.org/web/20021101000000%https://

), MO3BOAIOLLEN OTCMeXXMBaTb M3MEeHeHMa UH-

dopMaumM Ha odULManbHbIX camMTax aHanManpyemblx 6peHaoB (Hanpumep, Gucci.com) B npo-
LUMoM, rae v cobupanacb MHGopMaLUma O CTOMMOCTU Tydenb B aHaIn3npyeMble BpeMeHHble ne-
puvonbl. LleHa npuBedeHa B AManasoHe (B paMKax nepuoaoB), POCT B MPOLLeHTax paccynTbiBanca

KaK yCpeOHEHHbIN.
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MpuMepbl KOHKPETHbIX MOdeNewn:
- Prada (6anetkun): $300 (2005) -» $1,100 (2024).
- Gucci (nodepbl): $350 (2005) » $1,050 (2024).
- Chanel (cnunowbl): $500 (2000) » $2,200 (2024).

POCT CTOMMOCTM TOBAPOB J1OKC (B
yeTblpe — NATb Pa3 3a 22 roga) onpe-
ONeNéH He CTONbKO MHONFUMEN 1 POo-
CTOM ceb6eCcToMMOCTU MPOM3BOACTBA,
CKOJIbKO 6/1aronpuaTHOM PbIHOYHOMN
KOHDBIOHKTYPOW (POCT Crpoca CO CTO-
POHbI CTpaH A3nn n bnmxkHero Boc-
TOKa) M COOBCTBEHHOWM MaAPKETUHIO-
BOW cTpaTermem 6peHaooB. HecmoTpa
Ha B3PbIBHOW POCT LEH TOBApPOB pPO-
CKOLLWN, HE MeHee CTpeMUTEeNbHO pa-
CTET U KONMMYECTBO MX MOKTOHHWKOB
Mo BCEMY MUPY.

OuHaMKMKa KonmyecTBa YHWKamb-
HbIX MOKymnaTenewn JMOKCOBbIX OpeH-
noB (2000-2024 rr.) QOeMOHCTpU-
pyeT pocT Ha 2500 % (!) oo 3 MnH
YenoBeK YHMKalbHbIX Mokynatenem y
Balenciaga [17] (nonynapHOCTb street-
wear, NpoBOKaLMOHHbIE peKaMHble
KaMnaHum, mogenu); Ha 800 % oo 6,5
MH YenoBek y Gucci (ycnex 6peHga
cpean MUWANEHMANOB KM MOKOMTIeHUA
Z), B 6-8 pa3 y Saint Laurent (1,9 MaH
YHUKaNbHbIX Mokynatenenm B 2023
rogy), Bottega Veneta (1,2 mnaH) [17];
B 5 pa3 y Louis Vuitton (4,5 MAH yHMK-
KasbHbIX MNokynaTtenen B 2024 ropy
[21]), Hermes (0,8 mnH [14]), Prada (2,5
MAH [25]). OCHOBHbIMK OpanBepamMm
MHOIMOKPATHOIro pocTa ayautopum
CTa/In: a3naTCKada aKCMaHCKA, POCT OH-
NavH-NpoaaXk, a TakyKe AeMoKpaTM3a-
LIMA NtoKca (y oTaenbHbIX 6peHao0B).

Mpn 3TOM CTOUT OTMETUTb, YTO
POCT YMCNEHHOCTM 6oraTbix t0OQen B
MUPEe B aHaNOrM4YHbIM Nepurod XoTb
M Habnwpgancd, HoO HaMHoro 6onee
CKPOMHbIMM TeMnaMu. Tak, Konudye-
CTBO AO0/1/1apOBbIX MUAIMOHEPOB Ha
3emMne Bbipocno ¢ 2000 no 2024 rr.
MeHee YeM B 4 pa3a (+240 %), cocTaBs-
naa Ha cerogHa 24,5 MnH 4denoBek
(0,31 % rnobanbHoro HaceneHuma) [27],
6narogapa pocTty ©OHOOBbLIX PbIH-
KOB, LleH Ha HeOBWMXMMOCTb M TEXHO-
normyeckomMy 6ymy (mosaBrneHune Ho-
BOW KaTeropmm MmnnnmnoHepoB mns IT u

KPWMMNTO-CEKTOPA).

Munnuapnepos CcTano eule
6onblie, yem B 2000 romy (B npo-
LIEHTHOM COOTHOLLEHMW POCT Konmnye-
CTBa MUNNMapLepoB cocTaBun 492 %,
OKOJ0 2,8 TbIC. YenoBekK [24]). NMpunyém
MO KOMMYeCTBY MUMNTMOHEPOB CTPAHDbI
A3nn (npexxge Bcero, Kutan, NMuoua,
CuHranyp) NnpakTnyecKmn CpaBHAMMCH
c CeBepHoOM AMepuMKom (38 % npoTmB
40 %), oborHaB EBpony (20 %), B KOTO-
pomn BMmecTe ¢ CLLUA B 2000 roay npo-
»XmBano okosno 70 % Bcex MUMIMMoHe-
POB MM pa.

be3sycnoBHoO, reorpadpunyeckoe
paccpegoToyeHme 6GoraTbix MoTpe-
6uTenen, nx cyllecTBeHHoe «OMOJo-
XeHMEe» BO MHOIMOM O6bACHAET a3un-
aTCKYlO 3KCMaHCUIO J1HOKC-OpeHaoB,
PaBHO KaK M B3PbIBHYO MOMYyNApPHOCTb
HoBoro ntokca (Gucci, Balenciaga,
Off-White), Ho B nto6bom cnydae pocT
npodaX M [OOXo40B NtoKC-6peHaoB
HaAaMHOro (MPaKTUYEeECKM B OBa pa3a)
ornepexxatT POCT OCHOBHOM KIMEHT-
ckomn 6a3bl. Ecnn B 2000-e rogbl oc-
HOBHbIMM MOKyNaTeNaMmM MtoKca OblNn
35+-neTHMe nokynatenmn n3 EBponbl n
CLWA, To B 2020-e — 2TO MUNEeHnarnbl
n Gen Z (25-40 neT), n3 Kotopbix 4o 25
% — KUTanLbl.

NTak, c 2000 no 2024 rogbl npu po-
CTe cpefHero Yyeka Ha 400-600 % yBe-
NMNYMNOCh KOMMYECTBO YHUKaNbHbIX
nokynaTtenewm (Npu4yém 6Gosfiee BbICO-
KMMK TeMnamm +400-800 %) Ha doHe
6onee CKPOMHbIX MoOKa3aTeien pocTa
KINTMEHTCKOWM 6a3bl (He 6onee 300 %).

2TO, Kasanocb 6bl, MPOTUBOPEUUNT
KMAaCCUYECKUM M NIOrMYecKMM npeg-
CTaBNEHMAM O PbIHOYHbIX MexaHWu3-
Max, ecnii 6bl peyb Lij1a He O ToBapax
POCKOLWWM W OaHHaa mpobnemMa pac-
cMaTpuBanacb 6bl BHE YCNOBWUM NO-
6anbHOM 3KCMAHCUKM B MPaKTUYECKU
OE3KOHKYPEHTHOWM (CO CTOPOHbI, Ha-
npUMep, KUTAMCKUMX WM AMNMOHCKMX
6peHOoB) cpene.
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«[JeMoKpaTM3aLmnsa» KaK cTpaTerms
POCTa MHAOYCTPUM THOKCa

CornacHo npoBegéHHOMY Mak-
KnHcn B 2025 rooy wmccnegoBaHUo
[22], OCHOBHbIMKM MOTUBaAMU MOKYMKM
TOBApPOB KaTeropmm NtOKC CTanwm:

- AeMOHCTpauma craTyca M Coum-
anbHoe rnpu3HaHme (40 % nokynaTte-
nen) — adpdekT BebneHa, oeMoHcTpa-
LMA ycrexa, XXeNnaHwe BbloennTbca B
CoLManbHbIX CETAX;

- Ka4yecCTBO WM OONTrOBEYHOCTb (25-
30 %);

- aMoumm m onbIT (15-20 %) (owy-
LLLEHME DKCKITHO3MBHOCTU, OFPaHMNYeH-
Hble KONNeKunm);

- umHBectnumm (10-15 %) (poct
LLleH Ha JIOKC, pa3BUTUE BTOPUYHOIO
PbIHKa /THOKCa).

[laHHble 6yayT 6onee MHOro3Ha-
YUTENbHbI, €C/IM CONOCTaBUTb Pe3y/b-
TaTbl OMNpoOCa C XapaKTepUCTUMKaMu
onpalwmnBaeMbiXx — MOTMBaLMA Ka-
yecTBa M OOMTOBEYHOCTM (MNAKOC ce-
MeMHble TpaaMunmM) XapaKTepHa aa4
NpeacTaBUTENEN  «CTapbIX OeHer»
(okono 20 % onpolueHHbIX), Toraa Kak
ONa rpynnbl «<HOBbIX AeHer» (27 %) —
OCHOBHOWM MOTMB MOKYMKW JTKOKCOBbIX
TOBApPOB — »eflaHWe MPOLEeMOHCTPU-
poBaTb yCrnex.

AHanornMyHa M™MoTMBauUMa W Onsd
MnepBOW MO YNCIEHHOCTU FPyMMbl, KO-
TOpas HUKAK He MOXeT OblTb OTHe-
CeHa HU K CTapbIM, HX K HOBbIM OEHb-
ram, — Monoable notpedbutenn (60 %
KOTOPbIX HMKOr4a He 3axoguna B Oy-
TWK, a, CNefoBaTeNbHO, He NpencTaBs-
naeT cebe, YTO TaKoe 3KCKJTO3MBHOE
obCcny)KmMBaHME WKW 3aKa3, a TONbKO
oHnamH [20]), a nx B o6LIEN CTPYK-
TYp€e OMpPOLUEeHHbIX MPAKTUYECKM Mo-
nosumHa!

2ddekT cHoba (Tbl M3BPaAHHDLIN,
ecnun y Tebqa ecTb goporve BeLlln), nc-
KYCCTBEHHO coO3[aBaeMbli Oeduumnt
(ouepeon B OYTUKWK, crieumanbHble
NpUrnaweHns, NUCTbl OXXMOAHUA Cy-
MOK WNM 0B6yBU), «BellM3almnsa» cTa-
TyCa M IMYHOrO ycrnexa, MCTOpMK Npo
BO3MOXHble WMHBECTULMKM B JIIOKC —
NNLWb HEKOTOPbIE MHCTPYMEHTbI CEeH-
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cyanmsaumm notpebrieHna pPoCKOLLN,
NrPbl C KOTOPbIMKU MO3BOMNAIOT OpeH-
0aM yBen4ymBaTb LEeHbl U NPU 3TOM
HapalWMBaTb KITMEHTCKYO 6a3y.

CornacHo yrnomMsaHyToOMy Uuccne-
OOBaHMIO, MOXHO cAenaTtb BblBOLO O
TOM, YTO MOYTU TPW YETBEPTU aKTUB-
HbIX MOKynaTenem 6peHa0BbIX BeLew,
BO-MNEPBbIX, HE UMEIT OSIUTENbHOIO
onbiTa BfladeHUs W  MONb30BAHUS
NIOKCOM  (HOBble AOeHbru, NmMbo OoT-
CyTCTBME [OeHer), a, cnefoBaTenbHOo,
MeHblle 4YeM O AEeMOHCTpauumn cTa-
TyCa 1 ycrnexa 3aboTaTcsa O Tpagmumsax,
NCTOPUM MAPKU, KaYeCTBE; BO-BTOPbIX,
MeHee NOosNbHbIl, CNOCOGHbLI ObICTPO
MnepeKntUYnTbCa Ha Opyron 6peHa,
KOTOPbIM OKa)eTCs B TeKyLleM Mo-
MeHTe 6oJiee XalMnoBbIM, KpUYaLLUM,
CKaHOanbHbIM, a, cregoBaTeNnbHO, 06-
Cy>KgaeMbIiM (3dpdeKT coydacTus, co-
MPUWYACTHOCTK); B-TPETbUX, MNPUHU-
MaloT pelleHnsa Ha aMoumax, Nerko
noggatoTca obuiemMy TpeHay U UH-
dopmMaumoHHOMY noBoay (npeacTa-
BUTENWM HOBbIX OEeHer roToBbl pac-
CTaTbCHa C 060N CyMMOM B OOMeH Ha
COMPWYACTHOCTb, a MnpeacTaBUTENM
cpenHero Knacca — rotoBbl Bfie3aTb B
OONTM N SKOHOMUTb, OTK/IOUYMB KPU-
TUYEeCKoe MblIlIeHMEe OTHOCUTENbHO
PaLMOHANbHOCTU MOKYMKW).

HakoHel, CTOUT OTMEeTUTb, YTO
npencrtaBMTENM HOBbIX AeHer — 3a-
YacTyro MeOunHble nepcoHanmn [13;
9; 10], obnapgatolme BO3MOXKHOCTbIO
BMMUATbL Ha Mo4yuTaTenen CBOero Ta-
naHTa, noanucymkos, ¢daHaToB, OT-
KpblBatowme O19 BnagenbLeB OpeH-
OB MyTb K caMom 6onbliown pgone
nokynaTenem mn3 cpegHero knacca, u
0OCOBEHHO MOMOOEXKM.

Takaa ob6pa3Haa «peBooLUUd
CHWU3Y», BbI3BaHHaA reorpadpmnyeckom
M COLMUANIbHOM pPEeCTPpYKTypUusaumnemn
CNpoca Ha ToBapbl KATEropuK MIOKC,
CKa3blBAETCA He TOMbKO Ha KOHLEenmn-
LN TOBAPHOW JTIMHEMKM NIOKC-OpeH-
noB (bopMUpoBaHMe N ycnex «kHOBOro
NOKCa»), HO N BbICTPaMBAHWUIO MX OTHO-
LIEHUI C NOTPEOUTENAMM B MOHMMa-
HUM HOBOW PeanbHOCTU BbKMBAHMA



B rMo6anbHOM MHAOYCTPUMN POCKOLLN —
BOBNeYeHMe B KIIMEHTCKyto 6a3y Bcé
6onblUero Konm4yecTsa NpencraBuTe-
newn cpegHero Kracca, Nogen, KoTo-
PbIM OaHHble TOBAPbl M3HAYaIbHO He
TONMbKO HE MO KapMaHy, HO M OTKpPO-
BEHHO He HY)>XHbI.

BoBneyeHme HOBOW KaTeropmm
noTpebutenen — «nNceBao-AeHbrn»e —
CTaHOBUTCHA 3aJ/IOFOM yCrnexa Ha pbIHKe
POCKOLWW (Kak 6bl 6aHanbHO 3TO He
3ByYasio) B nocnenHee gecaruneTtue.
N 3TO yTBepP)KOEHME NErKO AOKa3blBa-
€TCA KaK aCCOPTMMEHTHOM, TaK M Map-
KETUHIOBOW MOJSIUTUKOW KPYMHEMLLNX
Koprnopaunm chepsbl.

MNpexne Bcero, aTo HedBHaga (6e3
yoapa no penyTaunm M 3KCKIO3UB-
HOCTWM) «OeMoKpaTMn3aLmMa StoKCa» 3a
CUYET NpeanoXeHmna OOCTYyNHOM KaTe-
ropun TOBaApPOB®, KOTOpaa yxke npwu-
Befla K ToMy, 4yTo 60 % nokynaTtenemn
Gucci HMKorga He KynaT cyMky 3a $3
000, HO BepyT PEMHU U KPOCCOBKM
3a $500-800 [18].

NayT B xo4 v TpaguuUMOHHble ONA
PbIHKOB OOPOrMX TOBAapPOB PAaCcCPOYKM
M KpeguTbl [26], oTNnaXXeHHaqa cucteMa
NPOAAXKM «3anexKarblx» TOBAapOB JTHOKC
yepes CeTU ayT/1IeTOB CO CKMAKaMM 0
90 %, pasBUTUE CUCTEMbI BTOPNYHOIO
PbIHKA MIOKCa, B KOTOPOM Y4YacCTBYOT
TONbKO MpencraBuTenn «rnceBno-ae-
Her» (K NnpuMepy, B CLUA pbiHKKM Mno-
KYMKW ObIBLLMX B yrnoTpebneHumm To-
BapOB POCKOLLM 33 MOJILEHbI, apeHbl
JIFOKCa BbIpOCN Ha 82 % NuLb 3a ne-
puopa c 2013 no 2016 rT. [2]).

CornacHo Morgan Stanley Report
[23]:

- 70 % pocTa npogak Louis Vuitton
c 2015 roga npoumcxoaunT 3a CYET Tex,
KTO KOMWT Ha Oo4HYy Bellb, a 0o 80 %
BbIPY4YKM — OT TOBAPOB LeHOM 00 €]
000,;

- Tonbko 5 % knueHToB Louis
Vuitton — 3710 ultra-HNWI (c coctogqa-
HueMm $50M+), Toroa Kak OCHOBHble

nokynaTenn — cpegHuMn Knacc, bepy-
WM 1-2 CYMKKM B KpeauT,

- 60 % npopaxk Gucci B 2023 roay
— ToBapbl LeHom go €1 000 (peMHM,
napdromMepuns, KPOCCOBKN);

- MOMNYNAPHOCTb CO3daHua «btoa-
YETHbIX» cy66peHOoB (Emporio
Armani vs. Giorgio Armani, Marc
Jacobs vs. Marc by Marc Jacobs).

BoraTble noTpebutenn TeparoT
Ba>XHOCTb AO/19 JOKC-6peHgoB, npe-
»KOe BCero, M3-3a Cob6CTBEHHOM Ma-
noumncneHHoct (1 % HaceneHus Bna-
neet 45 % mMupoBoro 6oraTtcTtBa, Mx
[on4 B npoga)kax Mmoabl — meHee 10 %),
bonee OCTOPOXXHOro noTpebneHmna
(ultra-rich nokynatoT penokue BeLlu,
HO He obecne4ymBatoT CTabUNbHOrO
MOTOKa OO0XOO0B), 3aBblLLUEHHbIX Tpe-
6OBaHUIM K KayecCcTBY OOCNY»XMBaHUSA
M DKCKJTIO3MBHOCTMK, Torga Kak npen-
CTaBUTENW CpeaHero Knacca, onga Ko-
TOPbIX CTAaTyCHOCTb MOKYMKM aBTOMa-
TUYEeCKM OaET NPOMNYCK B COLManbHbIM
NPT (0cobeHHO B CTpaHax A3nn), ak-
TUBHO BEPSALLMIN B TO, YTO POCKOLLb —
3TO MHBeCTUUMA®, npeBpallatoTca B
OCHOBY NMpaMmabl MHOAYCTPUMN MOablI,
Ha BEpPXYLLUKe KOTOpOM — 6boraTble, CO3-
JatroLlme MMUOXK, a YPOBHAMMU MOHMXKE
— CcpeaHnM Knacc, NnaTawmm.

Kak He oropampancsg «CTapbli
JIIOKC» OT aMepUKaHCKMX nekan 6ms-
Hec-OM3amHa, B HacTodllee Bpems
rno6anbHasa MHOYCTPUA TOBApPOB PO-
CKOLLUMN PYXHET MMeHHO 6e3 Macco-
BOro notpebuTtend.

CTOUT OTMETUTb, YTO COBPEMEH-
Hble 6peHabl JOMOB BbICOKOWM MO[bl
CO3HaTe/IbHO MUrpatoT Ha 3STOM, Bbl-
CTpamBaa KopropaTMBHbie CTpaTe-
MK, MO3BONAIOLLME MM MAaKCMMaNbHO
23PPEKTUBHO MOHETU3MNPOBATb cpea-
HWW KMacc Yyepes:

- BEPTUKANbHYK WHTErpaumto c
MaCCOBbIMKW  MpPOM3BOAUTENAMU  —
cTpaTterma pacnpocTpaHeHns MioKca,
K npuMepy, LVMH 4yepes BnageHue

8K HMM OTHOCAT MoKynaTenewm co cpeaHMKM OOoXoAaMm, KoTopble No3BoNAtoT cebe 1-2 6peHaoBbie
BELLM B rof, M 3a4acTyto 419 MOKYMKM MM HEOOXOOAMMO KOMUTb OEHbBIMN.

9MapdtomMmepuna Chanel, Dior gocTynHa cpegHeMy Kaccy, B OT/IMYME OT UX e CYMOK, BMxKyTepuda
Louis Vuitton nnu Fendi 3a $200-500 BMecTo 3010TbIX M3aenui 3a $5 000.

10Mpun ToM, UTo MofaBngatoLlee 6OMbLIMHCTBO luxUury-TOBapOB AelleBetoT Mocie MoKy MK,
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Sephora ob6becne4dmBaeT [OOCTyn K
cpeoHeMy Knaccy depe3 napdromMe-
PUIO; KOHTpoONMpyemMaa [OeMOKpaTu-
3aumqa (Tiffany & Co (LVMH) 3anyckaeT
konnekumo 3a $200-500 opHoBpe-
MEHHO C NMMUTUPOBAHHbIMU YKpPa-
leHnamMm 3a $2M+, B pesynbrate -
+300 % oxBaTa ayguTopmm 6e3 notepm
MMUNOXKA);

- co3O0aHMe WMCKYCCTBEHHbIX «MO-
CTOB» Mexay cermMeHTamMun (konnabo-
pauumm Balmain x H&M — 6onee mun-
NMOHA noceTuTenenm camTta B [OeHb
3anycka; konnatopauunsa Dior x Jordan
— 87 % pOoCT KOofinyecTBa HOBbIX 014
Dior nokynaTenen; konnabopaumda
Gucci x Roblox — 6onee 20 Mmunnumo-
HOB BMPTYalbHbIX MPUMEPOK);

- cuCcTeMHoe obecLieHMBaHMe Cob-
CTBEHHOIO 3KCK/t03MBa pagu pPoCTa
MaCCOBbIX MPOoAaXK («CnmnBbl» dpabpuny-
HbIX CEKPETOB MHAOYCTPUM M AaHHbIX O
HaueHKax B 500-1000 %);

- umndposmzauma n bur [JaTta akc-
nnyaTaumMa cpegHero knacca (anro-
PUTMbl UCKYLLEHWA Ha OCHOBE aHa-
nv3a noBefeHus rnokynatenem B
MarasmHax);

- KpeaOuTHbIe CXeMbl.

TakuM o6pa3omM, Byaydn Orpom-
HbIMW  KOPMOpaLUMaMK, JIIOKCOBbIe
rpynnbl, codeTada B eAMHOM MnpoLiecce
MapKeTUHroBble (6peHabl U MyMbTU-
6peHabl) NpenMyLLEecTBa, MpenmylLle-
CTBa rMnobanbHOM NPON3BOOCTBEHHOM
OANCTPUBYLIMKM U pacnpenenmnTenbHom
NOTrMCTUKM, OKa3aNMCb CMOCOBHbI CO-
30aTb COBEPLUEHHYI CUCTEMY MUPO-
normsaunm 6peHOoB 4depe3 peakume
SKCK/O3MBHbIE M3OENNA, MOHETM3a-
LM 3TOro Mmmda Yepes MaccoBble O0-
CTyMHble MPOAYKTbl N KOHTPO/b BCEW
LLlernoYKMn oT pabpuK OO KopnopaTmB-
HbIX KPEeOUTHbIX MporpamMMm, Mexxay
TeM, CTaHOBSCb BCé bonee n 6onee 3a-
BMCMMbIMM OT OBbIYHbIX MOKyNaTenew.
CpeaHuM Knacc cerogHa He MpocTo
PUHaAHCUPYET UHOYCTPUIO TOBAPOB
POCKOLLUWM — OH CTajl €€ 3alIO)KHMKOM
B CMCTEME MUCKYCCTBEHHO CO3OaHHbIX
aMounumn.
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BbIBObl

MpoBegéHHbIM B MCCegoBaHUM
aHanNM3 OeEMOHCTPUMPYET Hanmume Kak
MUHUMYM TPEX chep NpoaBneHmMa oT-
pacneBblXx MPOTUBOPEYMNI, OT MCXoaa
KOHPMKTa KOTOPbIX BO MHOroM byaeTt
3aBUCETb TpaeKTopma OanbHenLero
Pa3BUTUA MHOYCTPUM NPEOMETOB PO-
CKOLLUWM: KNKOYEBOM KOHPAUMKT LEeHHO-
cTen (Hacnegue nMnum xamn), KOHPAMKT
Lueneson  ayautopumn  (peanbHble
OEHbIM UM NCeBOO-OEHLIN) M KOH-
GAMKT NokKanmsaunm npomn3BOACTBaA
(coxpaHeHMe reorpadumyeckon npwu-
BA3KM paav penytaumm mn mmMumoxKa
KayecTBa NMOBO Npu3HaHMEe HeobXo-
OVMOCTM MepeHoca NpPoun3BOACTBa B
TPEeTbM CTPaHbl pagn ero onTMMm3a-
LKW M MOoNyYeHUsa OOMNONMHUTENbHbIX
KOHKYPEHTHbIX MPenMyLLIEeCTB).

Ha Hayano 2024 rooa nepcnek-
TUBbl MPEeOoOONEHMA [OaHHbIX KOH-
GNMKTOB OCTaBanMUCb TYMaHHbIMU —
HeCMoTpa Ha CTpeMUTesbHbIM POCT
«HOBOIO J1IOKCa», ero ABHble yCrexm B
npMBNe4YeHnM HOBbIX MoTpebutenen,
CTapble ©6peHObl OEMOHCTPUPOBANu
3aBUOHYKO YCTOMYMBOCTb, MepexXmnBad
(M He BNepBble) SKOHOMUYECKNE KPU-
3UCbl 6€3 OLLYTUMbIX MOTEPD.

KoppeKTnpoBka MMPOBOIO PblHKa
NOKCA, HacTynmBlwasa B 2024 roay (wm,
CKOpee BCEero, NpoaosKaroLllaaca B
2025, B nepByto oyvepenb, No npu-
YMHE OrpaHUYEeHHOCTM BO3MOXKHO-
CTen cpefHero Kracca, CHMDKEHMUS
23PDEKTUBHOCTU CTpaTermm aeMokKpa-
TU3aUMKM POCKOLLM), ApamMaTUsnpyet
KOHKYPEHTHYIO 60pbby «HOBOMO» U
«CTaporo toKca», MoTpebyeT OT HUX
bonee onepaTtuBHOrro onpegeneHmsa
COBCTBEHHOIO O0/ITOCPOYHOr0 MO3M-
LMOHMPOBAHUSA B KoopAWHaTax rMno-
6anbHOro pPblHKa.

B HacToguwee BpeMa MOXXHO NULLb
MOMbITAaTbCA MOCTPOUTb BO3MOXKHble
cueHapum noBegeHMa nponssBoguTe-
nen npegMeToB POCKOLLM, B Ka4ecTBe
KOTOPbIX MOYXXHO pacCcMaTpmBaTb YI/y-
6neHune CNMAaHMAa «CTaporo» N «<HOBOIo
NoKcar» (K npumMepy, Louis Vuitton, Ha-



HAB Ha OO/IXKHOCTb KpPeaTUBHOIo Ou-
pekTopa Pappenna Ymnbamca, My3bl-
KaHTa, MUWNMOHEpPa, «pa3pyLunTens
obulenosBonieHHoro» B 2023 roay,
CKOopee BCero, y»e onpegenunca c
LLles1ecoobpa3HOCTbIO  MPOAO/IKEHMS
MHTEerpaumm yYam4yHoOM KynbTypbl B
6peHa, HeCMOTPSA Ha YyrpPo3y NOEHTUNY-
HOCTW MociegHero).

B KadyecTBe BTOPOro cueHapus
BMOSIHE BO3MOXKHO paanKanbHoe pa3-
OeneHre «CTaporo» U «HOBOIO JTHOKCa»,
CO3HaTeslbHbIM MNepexon nepBOro B
ultra-VIP cermeHT, 60nee KoHcepBa-
TUBHbIW, XOTb U c1abo pacTyLmii (BO3-
BpalleHMe K «TUXOW pOCKOoLUM» 6e3
Xamna, Kpuyawmnx pekKnaMHbIX KOfl-
naéopaunm, NoroTMnoB, MOSHbIN OT-
Ka3 OT MaCCOBbIX KaHanoB c6bITa).
B kadecTBe npuMepa Bbibopa OaH-
HOW CTpaTermm MOXHO PaCCMOTPETb
Loro Piana nnun Bottega Veneta, koTo-
pble, B LEeNoM, Hefb34a paccMaTpmBaTh
KaK He3aBMCKMble 6peHabl (BXxoadaT B
CTPYKTYPY MopTdens yrnpaBngeMblix
6peHOoB Kopnopaunnm), a, cnegosBa-
TENbHO, B MEHbLLEN CTENEeHU NoaBEP-
>XeHbl PMCKaM MoTepu MOoNogon ay-
ONTOpUK, «NceBOo-OeHer», KoTopble
B MepcrneKkTnBe MoryT «4opacTu» 00
napaMeTpoB TPaAAMLMOHHOWM KIMEH-
TYpbl.

Henb3d cbpacbiBaTb CO CYETOB
N TPETUM CLEHAPWUIM — MOJMHbIN Kpax
«HOBOIO MtOKCa» — Mocne crapeHusa
MOKoNeHMsa Z, yxoda xamna, a Takke B
CUNY HU3KOM NMOANbHOCTU COBPEMEH-
HbIX MOKyrnaTenem HOBbIX 6peHOoB,
B pe3yfbTaTe Yero HOBbIM JIFOKC MOJSI-
HOCTbIO COMbETCH C MAaCC-MapPKETOM U
pUTENSIOM (MO TUMNY paHee NpeTeHao-
BaBLUMX Ha tokc Calvin Klein nnu Karl
Lagerfeld), nonHOCTbO yMAOET B BUPTY-
anbHYyto chepy, CTaHeT pa3BMBaTb BTO-
PUYHbBIM PbLIHOK MtOKCa (HampuMmep,
apeHaa ogexxabl Gucci No noanmcke).

OdpyrvmMm BbI30OBOM A4 pPblHKa po-
CKOLLM MOXXET CTaTb KPU3UC cpenHero
Kfacca (o4eBMAOHO, YTO MepBble CUM-
NTOMbl OFPaHNYEeHHOCTU ero nokyna-
TENbCKOM CMOCOBHOCTU PbIHOK TOBa-
POB POCKOLLUWM yKe ollyuwaeTr ¢ 2024

roga), KOTOpblIM O3HaMeHyeT cobou
KOHEeL, 3MOXM «KenaHHOM K1 OOoCTyn-
HOW POCKOLLM», CMOCOBHOCTb cpen-
Hero Kfacca nogaep)XmBaTb CIIOXMB-
Lytoca CUCTeMy MpPOM3BOACTBA U
pacnpegeneHma ntoKca Mo, B LLEeSIoM,
6aHanbHbLIM KN MNPeacKasyeMbiM MNpu-
YMHAM: KPU3UC KpeamToBaHMAa (pocCT
CTaBOK MO MOTPEOUTENBCKMM 3al-
MaM), MepeHacblleHMe pbiHKa (Mpo-
O2XXW cCaMblX XOOOBbIX cpean cpen-
Hero Kjacca MOHOFMaMHbIX TOBapOB
Louis Vuitton ymanu B 2024 roay
BNepBble), 1, MaBHOe, akTyanmM3aumns
npobnemM cpegHero knacca, euHaH-
coBad CTabWIbHOCTb KOTOPOro OKa-
YKETCA MaKCMMabHO NogopBaHa.

Ha «0eMOKpaTU3MPOBaAHHOM
NOKCe» 3apabaTbliBatoT aKLMOHEPDI
LVMH, Kering n Richemont (k npwu-
Mepy, bepHap ApHo (LVMH) —ogunH m3
caMblx 6boraTbix nogev B Mupe ($220+
MApA), POCT Ybero coctoaHma Ha 500 %
MPULLENCA KaK pa3 Ha nepuog «4emMo-
Kpatmnsaunm» — ¢ 2010 roga), a Takxke
BNagenblbl BTOPUYHOIO pPblHKA, 3a-
pabaTbiBatoLLMe Ha KOMKUCCUAX C Me-
penpofax 0o 40 %. Torga Kak CTpeMm-
neHWe nokynaTb Aoporne 6peHabl,
HEeCMOTPA Ha CKPOMHble JOX0Abl, MPU-
BOOUT K [OOMO/HUTENbHbLIM pPUCKaM
ONa cpeoHero Knacca, npexane Bcero,
dMHaHCOBbLIM (O0NroBas MOBYLIKa B
pe3ynbraTte nepenaaT, COoKpalleHUs
cbepeweHmnmn), coumanbHbiM (bUHaAH-
COBbIM CTpecc pagu CcTaTyca, pa3Mbl-
BaHWe peaNnibHOro craTyca, noTeps
NTIOKCOM 3KCKJ/THO3UBHOCTM), MCMXOO-
rMYyecKMM (3aBUCMMOCTb OT ogobpe-
HUA, «Like-aKoHOMMKa»).

NMokynaa npeamMeTbl  POCKOLLM,
CpeoHMM KIacc yrxke gonroe Bpema
TepseT byayllee, HakanaMeBas 40NN
BMECTO WMHBECTMLMIN, Habupaa Kpe-
OUTbI, YTOBbI «He OTCTaTb» OT Kosner/
apy3en, TpaTda nocnegHme AeHbrn, Ho
He CTaHOBACb Mpw 3TOM 6oradve. Mo
MPOHUN Ccyabbbl, MHAYCTPUSA, MOHO-
CTblO MOCTPOEHHasa Ha MeuyTe cpen-
Hero Knacca «ka3aTbCAa 6oraTbiM», B
CKOPOM BPEMEHM PUCKYET OCTATbCSH
6e3 CBOMX [NaBHbIX CMOHCOPOB, W
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Ba>XHbIM CTAaHOBUTCH BOMPOC O TOM,
CMOryT N rnobanbHble Kopropauumm
NOKCa afanTMpoOBaTbCA K rpsaayLlmnMm
nepemMeHaM, aKTUBHO CerMeHTupys
LeHbl (Hanpumep, B Mofb3ly Ccy6-
NOKCa, kKak Armani Exchange B 2000-
X), BO3BpaALLAACb K WMCKYCCTBEHHOMY
nedbnumnTy (MeHblle MacCOBbIX KOJl-
NeKUUIM U TMMUTUPOBAHHbBIN BblMyCK),
pa3nenas KoprnopaTMBHble MopTdenm
Ha HACTOALIMWM NOKC U Cyrybo KOM-
Mep4yeckme bpeHabl.

HakoHel, TpeboBaHWA couMalb-
HO-3KOHOMMYECKMX TpaHchopMaL MM
(K MpuMepy, NPUOPUTETbI 3EMTEHOM U
YCTOMYMBOM 3DKOHOMUKMK), pasBUTUE
TEXHONOIMW, CTUMYNMpYoLLEe, B TOM
ymcne, U noBedeHMe noTpebuTenen,
MOryT MaKCUMarbHO TPaHCHOPMUPO-
BaTb CaMO NMOHMMaHMe SItoKCa U Luene-
COO6Pa3HOCTN ero NpuobpeTeHna (B
MepByto oyepenb, Cpean MOoOEXM).

TaK, MHTErpMpoOBaHHbIE C WMCKYC-
CTBEHHbIM MHTENNEKTOM MPUOXKEH WS
MOryT OTPMLATENbHO CKa3blBaTbCS Ha
o6bEMe Mpodark NMKCa, MPOCTO Pa3o0-
6nadyaq, OeBanbBMpPYys ero CTOMMOCTb
(K npuMepy, «3Ta cyMka Louis Vuitton
coenaHa B PyMblHMK Ha dabpuke, Ko-
Topada NpomsBoguT Takke anga Coach.
CebecTtoMMOCTb €230»); NPUNOXKeHUS

MOryT co34aBaTb OPUTMHalNbHbINA OM-
3aMH BeLleNn, KOTOPbIM BMOSIHE MOMYT
BOMMOTUTb B YXU3Hb OOGbIKHOBEHHbIE
YacTHble WCMOMHUTENM;, MONOOEKDb
CMOXeT BoOOLle OTKa3aTbCa OT pe-
anbHOW ogexabl 1 0byBM O MPUCYT-
CTBMA B COLMANbHbIX CETAX (Co3OaHMe
BMPTyaNbHbIX aBaTapoB); couManb-
Hble CeTWM CMOryT caenaTb O4YeBMUA-
HOM M PaCTUPAXKMNPOBAHHOM SKCIy-
aTauuto Tpyda MOOHbIMKM  OOMaMu
N 6peHgaMu, UYTo, KaK M perynapHo
BCM/iblBatloLLME B COLICETAX coobLe-
HUA 06 YHUYTOXKEHMN HepacnpoaaH-
HOro, BbI3OBET BOJIHbl COLIMANIbHOIO
npoTecTa NPOTUB JTFOKCA, PaCLBET /10-
KanbHbIX OpeHO0B, HE MPaKTUKYOLLMNX
HaLEeHKM 33 MMPOIOTMIo.

B TakMX yCnoBMSAX HacToaLlaa po-
CKOLLb ByaeT BblHY)XOEeHa OCTaBaTbCA
MaKCMMaslbHO HE3aMETHOM M He3Ha-
KOMOM Ons nogasndawoulero 60b-
LLUMHCTBA MOsib30BaTENEN, JIIOKCOBbIe
cerogHa 6peHabl ynaayT Ha YpOBeHb
npeMmanbHoOro, HO OPUEHTUPOBAH-
HOMoO Ha cpeoHun Knacc (byayllee
Gucci 1 Balenciaga ctaHeT aHanormy-
HbIM HacTosdweMy Zara), a caMo Mo-
HATME «CTaTyCHbIX MOKYMOK» MOXET
OKOHYATENbHO YWTU B MPOLUSIOE.
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