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SETTING THE SCENE: Modern Luxury in Transition

	 In 2025, American consumers are looking 
for more from their luxury brands.In a time when 
more people are politically informed and socially 
responsible, and purchases are heavily influenced 
by an unstable economy, consumers are requiring 
brands to offer aspirational appeal while aligning 
with their values. Brands that focus on craftsmanship, 
product longevity, and the emotional significance 
of not only their products and services but also their 
identity provide consumers with more reasons to 
invest in the brand. It is important for luxury brands 
operating in this time and environment to balance 
transparency and desirability; Exclusivity and 
inclusion can coexist when tradition is as influential 
to the brand as innovation.

While the focus is on the U.S. luxury market, this report 
also examines how global influences shape how 
luxury brands communicate. European brands like 

Celine significantly shape the American consumer’s 
expectations. The level of prestige and heritage, 
while maintaining a minimalist interpretation of 
contemporary luxury, is compelling to a heavily 
influenced capitalist market. Whereas Ralph Lauren 
is firmly embedded in American luxury culture, it still 
demonstrates how domestic brands can preserve a 
national identity while learning and developing from 
global influences.

	 This report examines how Ralph Lauren and 
Celine articulate their brand values through three 
emerging trends influencing the luxury sector in 
2025: Living Heritage, New Age Conversational 
Commerce, and the Cult of Care. Collectively, these 
trends indicate that the future of luxury is defined by 
emotional resonance, transparency, and enduring 
consumer relationships.
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 The New Age of 
Conversational 

Commerce
Following years of static 
e-commerce, luxury 
brands are embracing 
AI-driven dialogue to 
recreate the personal 
touch once found in 
boutiques. This shift 
reflects consumers’ desire 
for digital intimacy and 
the same level of care 
they expect from in-
person service. 

Shoppers now look 
for websites that feel 
immersive rather than 
transactional. Luxury 
should feel luxurious, 
even online. According 
to McKinsey & Company 
(2024), the future of retail 
depends on creating 
personalised, human-like 
interactions that build 
loyalty and trust. 

Dior and Manolo Blahnik 
lead in turning digital 
spaces into emotional 
experiences through 
“Dior Beauty Live” and 
“The Manolo Blahnik 
Archives: The Craft 
Room”. Technology is 
no longer just a tool for 
efficiency; it has become 
a channel for genuine 
connection and care.

Figure 1
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Archive Revival to 
Living Heritage

Figure 9

Luxury brands are 
turning to their archives 
not to dwell in the 
past but to keep their 
heritage alive. This living 
heritage movement 
reinterprets archival 
designs, campaigns, 
and visual identities to 
maintain authenticity 
while staying 
contemporary.

Gucci’s Vault restoration 
projects, and Prada’s 
Re-Edition line all use 
nostalgia to evoke 
emotional continuity. As 
Sikarskie (2020) notes, 
storytelling in luxury 
relies on heritage as a 
form of cultural capital, 
grounding innovation in 
legacy. 

Brands that ignore their 
origins risk appearing 
rootless, while those 
evolving through 
heritage by showing 
not just telling, lead in 
timeless relevance.
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Cult of Care
Care is reshaping the 
meaning of luxury 
by emphasizing the 
relationship between 
owner and object. Luxury 
today is less about 
constant purchasing and 
more about preservation 
and devotion to one’s 
products. Hermès 
leads with its Bag Spa, 
transforming repair into 
ritual, while Chanel and 

Cartier elevate refilling 
and servicing into acts of 
loyalty and care. 

As Okonkwo (2007) 
highlights, luxury 
flourishes through 
emotional connection 
and craftsmanship. 
This trend reframes 
sustainability as 
sophistication, 
encouraging consumers 

to see maintenance 
as a privilege. Brands 
that adopt this mindset 
strengthen trust and 
value, while those that 
ignore it risk appearing 
disposable.

Figure 19
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CELINE Contemporary French Minimalism:

“Celine doesn’t sell clothes—
it sells an attitude of quiet 

confidence.” — Vogue, 2024

	 A brand defined by quiet power 
and visual precision, Celine conveys 
emotion through restraint. Under 
Michael Rider, it continues to evolve 
French minimalism into something 
deeply modern, fusing art, culture, 
and craftsmanship into narratives 
that feel both intimate and timeless. 
Its storytelling offers a study in 
contemporary heritage and creative 
continuity.

Figure 28

Figure 27

Figure 26
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RALPH LAUREN Timeless American Style:

	 Embodying the spirit of American luxury, 
Ralph Lauren merges heritage with innovation, 
transforming classic storytelling into aspirational 
lifestyle experiences. Through emerging 
technologies and AI-driven personalisation, it 
balances nostalgia with modernity, maintaining 
relevance in a fast-changing luxury landscape.

“Ralph Lauren didn’t just de-
sign fashion; he designed 

the American dream.” — The 
New York Times, 2023

Figure 29

Figure 30

Figure 31
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This sect ion cr i t ical ly  evaluates Cel ine 
and Ralph Lauren through an integrated 
applicat ion of  PESTEL, CBBE, Porter ’s  Five 
Forces, and SWOT frameworks to explore 
how each brand communicates luxury in 
2025. I t  examines how both respond to 
evolving consumer expectat ions through 
three key communicat ion trends, The New 
Age of  Conversat ional  Commerce, Liv ing 
Heritage, and the Cult  of  Care;  reveal ing 
how emotional  value, storytel l ing, and 
digital  int imacy are redefining the 
modern luxury relat ionship. 

While Cel ine exempli f ies preservat ion 
through Living Heritage and the Cult 
of  Care, Ralph Lauren demonstrates 
innovation in Conversat ional  Commerce 
and emotional  service. Together, 
they i l lustrate how t imelessness and 
technology can coexist  as paral lel 
expressions of  contemporary luxury.

Figure 32
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Navigating the External Environment
The 2025 luxury 
market operates 
within sociocultural 
and technological 
forces that prioritise 
emotional authenticity, 
craftsmanship, and 
sustainability reframed 
as care. Consumers 
increasingly value 
experience over 
accumulation, expecting 
brands to offer meaning 
and continuity rather 

than novelty (Johnson 
et al., 2017). Celine 
aligns with these shifts 
through the aesthetic 
of “quiet luxury,” using 
simplicity and archival 
homage to express 
stability amid cultural 
saturation. Michael 
Rider collaboration 
with photographer 
Dan Martensen for the 
2025 still-photography 
campaign revives 

Phoebe Philo’s 
minimalist legacy, 
transforming nostalgia 
into Living Heritage 
(Celine, 2025).
Conversely, Ralph 
Lauren engages the 
same market through 
technological empathy. 
Its AI-driven tool, Ask 
Ralph, reimagines 
clienteling in digital 
f o r m — t r a n s l a t i n g 
human warmth into 

virtual service and 
turning transactional 
browsing into dialogue 
(Ralph Lauren, 2025). 
Both brands reveal 
how sociocultural and 
technological evolution 
converge: luxury 
communication now 
relies less on aspiration 
and more on relational 
depth.

Figure 33 - PESTEL Framework applied to the Contemporary Luxury Fashion Industry (2025)
(Source: Adapted from Aguilar, 1967)
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The Power of Narrative Identity
Applying Keller’s 
(2001) Customer-
Based Brand Equity 
model highlights how 
both brands construct 
meaning through 
emotional storytelling. 
For Celine, resonance 
emerges from restraint. 
The brand’s identity 
relies on visual silence, 
still imagery, tactile 
craftsmanship, and 
narrative minimalism. 
This allows consumers 
to project their own 
emotion onto the brand.

 

This approach reinforces 
Living Heritage, where 
heritage is not archived 
but reactivated through 
design, and aligns with 
the Cult of Care, where 
repair, longevity, and 
preservation become 
luxury rituals (Okonkwo, 
2007). Each campaign 
communicates the 
brand’s promise of 
timelessness through 
continuity, not change.

Figure 34 - Key Layers of Keller’s (2001) Customer-Based Brand Equity (CBBE) Model applied to Celine’s 2025 Brand Communication 
Strategy
(Source: Adapted from Keller, 2001)
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Ralph Lauren, by contrast, 
builds resonance through 
inclusive storytelling and 
digital hospitality. Its multi-
sensory brand world, from 
cinematic campaigns to 
virtual shopping assistants, 
all extend the American 
Dream tradition into a new 
technological age. Ask Ralph 
transforms its longstanding 
service ethos into an AI-
enhanced conversation, 
reflecting the trend of The 
New Age of Conversational 
Commerce (Ralph Lauren, 
2025). This cultivates brand 
salience and loyalty by making 
the consumer feel recognised 
and emotionally guided 
through every touchpoint. In 
both cases, storytelling serves 
as emotional infrastructure: 
for Celine, it preserves 
meaning; for Ralph Lauren, it 
personalises it.

Figure 35 - Key Layers of Keller’s (2001) Customer-Based Brand Equity (CBBE) Model applied 
to Ralph Lauren’s 2025 Brand Communication Strategy
(Source: Adapted from Keller, 2001)
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Competitive Advantage and Brand Distinction 
In an increasingly crowded luxury 
market defined by high buyer 
power and rapid innovation (Porter, 
2008), emotional differentiation has 
become essential. Celine mitigates 
rivalry through creative control and 
artistic coherence, defending against 
imitation by treating heritage as a 
strategic barrier.

Its strength lies in scarcity, craftsmanship, 
and aesthetic authority, yet its exclusivity also 
limits reach, a key weakness within its SWOT 
profile.

Figure 37 - SWOT Analysis of Celine (2025)
(Source: Adapted from Humphrey, 1960s, cited in Panagiotou, 2003)

Figure 36 - Porter’s (1979) Five Forces Model applied to 
Celine and Ralph Lauren within the Luxury Fashion Sector 
(2025)
(Source: Adapted from Porter, 1979)
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Ralph Lauren, on the 
other hand, leverages 
diversification and 
digital adaptation to 
maintain accessibility 
without losing aspiration. 
By integrating AI and 
omnichannel service, 
it reasserts its heritage 

of hospitality while 
modernising its delivery. 
This agility strengthens 
competitive positioning 
but risks overexposure 
and brand dilution if 
technological novelty 
outweighs luxury codes. 

Both brands exemplify 
the shift from competing 
on product superiority to 
competing on emotional 
experience.

Figure 38 - SWOT Analysis 
of Ralph Lauren (2025)
(Source: Adapted from 
Humphrey, 1960s, cited in 
Panagiotou, 2003)
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Insights and Implications for the Luxury Consumer
Through contrasting strategies, Celine 
and Ralph Lauren reveal how luxury in 
2025 has become less about ownership 
and more about emotional continuity. 
Celine’s Living Heritage cultivates 
quiet loyalty rooted in preservation 
and identity. Ralph Lauren’s New Age 
Conversational Commerce transforms 
digital spaces into sites of intimacy 
and belonging. Both express the 
Cult of Care through personalised, 
empathetic communication that values 
relationship over reach. Together, they 
show that the new frontier of exclusivity 
lies not in price or scarcity, but in their 
ability to make consumers feel a part 
of a brand’s evolving story.

Figure 39
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C o n c l u s i o n : 
Reflecting on the 
Future of Luxury
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As the fashion world continues to shift 
under social, political, and ecological 
pressures, luxury brands remain guiding 
foundations within the industry. Their 
continued success will depend on how well 
they evolve alongside changing consumer 
values and cultural expectations. Trends 
may come and go, growing more specific 
or re-emerging from the past, but the 
core of luxury communication still rests 
on storytelling, emotion, and innovation. 
What changes is the way brands activate 
these ideas.

Celine demonstrates how Living Heritage 
and the Cult of Care can merge to create 
a quieter, more emotional form of luxury. 
Through still-life campaigns that honour 
past creative eras while embracing modern 
craftsmanship, the brand transforms 
heritage into something alive and felt, 
not archived. Ralph Lauren,  shows how 

New Age Conversational Commerce can 
humanize technology. With initiatives like 
“Ask Ralph,” the brand integrates digital 
intimacy into its legacy of service and 
warmth, ensuring innovation never feels 
detached from authenticity.

Both brands prove that luxury today is less 
about the object itself and more about 
the emotional experience of belonging. 
The most enduring labels will be those 
that build long-term relationships through 
personalization and cultural sensitivity, 
inviting consumers not just to buy into a 
product, but to feel part of a shared story. 
Beyond 2025, these trends may evolve into 
even deeper forms of emotional branding, 
where heritage and technology merge to 
create experiences that feel both timeless 
and entirely personal.
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