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Abstract 

This study investigates whether "silent luxury" — a consumption philosophy defined by understated 

elegance, discreet branding, and heritage craftsmanship — represents a genuine, enduring shift in luxury 

consumer behaviour or merely a social media-amplified trend. Using a descriptive research design, 

primary data was collected via a structured questionnaire administered to 117 respondents across nine 

countries, including India, the United States, the United Kingdom, and several European nations, 

employing stratified, convenience, purposive, and snowball sampling techniques. The research applies the 

4Ps marketing mix and the Segmentation-Targeting-Positioning (STP) framework to examine consumer 

familiarity, brand associations, income-based purchasing patterns, and sentiment toward silent luxury. 

Findings reveal that a majority of respondents (51.8%) perceive silent luxury as representative of true, 

lasting wealth rather than a passing trend, with brands such as Loro Piana, Ralph Lauren, and Bottega 

Veneta emerging as the strongest associations. The study also identifies a paradox central to the 

movement: while social media has been instrumental in popularising silent luxury, respondents widely 

believe that continued exposure and mass marketing risk eroding its core value of exclusivity. 

Additionally, the research finds that silent luxury resonates across income brackets, extending beyond 

high-net-worth individuals into aspirational, middle-income consumers who replicate the aesthetic 

through accessible fast-fashion alternatives. These findings suggest that silent luxury is not a fleeting 

cultural moment but a deeper, sustained repositioning of consumer values toward craftsmanship, 

discretion, and lifestyle-driven authenticity, with meaningful implications for how luxury brands structure 

their marketing and distribution strategies going forward. 

 

Executive Summary 

This research explores the concept of Silent Luxury, examining whether it is a passing trend or a long-

standing legacy. Through consumer insights and brand perceptions, this study analyzes the influence of 

old-money fashion and its relevance in modern branding. The findings suggest that while silent luxury is 

currently trending, its foundation remains deeply rooted in timeless fashion choices and lifestyle. 

 

Introduction 

Silent luxury, characterized by understated elegance and timeless quality, has gained significant attention 

in the fashion industry, due to its sudden popularisation by multiple fashion influencers as well as pictures 

of renowned public figures belonging to the elite class resurfacing online, with pictures dating back to the 

early 20th century. This trend has glorified the understated sophistication of the upper class and turned it 

into a point of replication by the masses. 
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The Need for Research 

This study aims to investigate whether this concept is merely a social media-driven trend or a fundamental 

principle of luxury branding. 

Areas to Explore 

This report would be highlighting key aspects of silent luxury, including the annual income range of its 

consumers and the income segments that were already familiar with the concept before it gained 

mainstream popularity. It also examines the brands most commonly associated with silent luxury and 

assesses whether advertising and marketing efforts could ruin its exclusivity. Additionally, the study 

evaluates the long-term relevance of the old-money aesthetic, projecting how its influence may evolve 

over the next five years.3 

 

Research Methodology 

Research Design 

For the purpose of this marketing report, a descriptive research design was selected in order to ensure a 

thorough and unbiased analysis of consumer behaviour and perceptions towards silent luxury. A survey-

based approach, namely Questionnaire was used to collect data, the outcome of which was a well 

rounded examination of over 100 responses. This method was employed to conduct an in-depth analysis 

of consumer insights, combining both quantitative and qualitative inputs. 

For example, when identifying demographics such as income range of respondents across various 

countries like India, United States of America, United Kingdom, Norway, The Netherlands and Australia- 

a quantitative approach was used. 

However, to capture the true essence of the buying behaviour of consumers towards silent luxury products 

a qualitative approach was used posed with questions such as “ Which brands do you resonate with Silent 

Luxury.” Additionally a descriptive research design was selected purely due to its practicality and how it 

ensures the confidentiality of the respondents encouraging unbiased opinions and responses 

 

Data Collection Method 

The main source of data used for this report has been Primary Data collected through a Survey 

(Questionnaire). The questionnaire contains a range of questions- both quantitative and qualitative as well 

as open ended and close ended questions to adequately assess and classify the responses.4 

Additionally the following tools and techniques were also used to better understand and forecast the 

insights 

 Likert Scale: To understand customer agreeableness on statements shaping the silent luxury market 

such as- the role logos play in branding, the marketing dilemma of whether advertising silent luxury 

products would diminish its exclusive appeal and to truly understand how this trend has come about 

and what fuels it. 

 Brand Recall and Word Association: To understand which brands customers associate with silent 

luxury and to testify how many of these brands have gained recognition only because of the trend. 

This technique would help to differ between customers who are true owners of the old-money lifestyle 

and people who are simply following the trend. 

 Pie charts and Bar Graphs: The use of pie charts and bar graphs help showcase the demographics 

concerned with the Gender and Age groups of the audiences. Pie charts enable a clear visual 

representation and classifies the audiences into groups making it easier to derive inferences from the 

http://www.ijfmr.com/


 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR260484311 Volume 8, Issue 4, July-August 2026 3 

 

same. 

 

Sampling Method 

A) Sampling Technique 

For the purpose of this report a combination of Probability and Nonprobability Sampling techniques 

are used. 

Under Probability sampling - Stratified sampling has been employed to draw comparisons between 

income groups and understanding their familiarity with the silent luxury market. Audiences who have a 

higher income have been divided into stratas based on the judgment of the researcher and the questionnaire 

therefore has been circulated amongst HNI’s (High net worth individuals). Under Non Probability 

sampling numerous techniques have been used 

 Convenience sampling has been used in the initial stage. The questionnaire was circulated amongst 

peers in my course and immediate family members.5 

 Judgemental/Purposive Sampling has been used to select the relevant target audience who are 

regular wearers of Silent luxury products.  

 Snowball sampling was used to reach audiences beyond initial reach. The responders of the 

questionnaire refer it to other participants belonging to similar groups thereby creating a snowballing 

effect. 

B) Sampling Size and Universe 

The sample size consists of a total of 117 responses. These respondents are split across a diverse set of 

countries including India, United States of America, Australia, Norway, Sweden, Türkiye, The 

Netherlands, Spain and the United Kingdom. The respondents belong to the Age groups 18-45+ with 

majority being from the age groups 18-24 across the countries. Income levels do vary however a majority 

of 33% ( 39 out of 117 ) are earning more than ₹50,00,000 p.a. making them the perfect fit for the silent 

luxury market. 

 

Data Analysis Methods 

The questionnaire primarily uses descriptive statistical analysis and visual representation tools to interpret 

and showcase consumer insights on silent luxury. The following techniques have been applied for the 

same: 

1. Frequency Distribution & Percentages 

The questionnaire presents data using absolute frequencies (counts) and relative frequencies (percentages) 

for responses in each category. 

Example: 

 Age Group Distribution ( 42.7% of respondents are 18-24).  

 Familiarity with Silent Luxury ( 21.4% were not familiar at all). 2. Multiple Choice Response Analysis 

Used for questions where respondents could select multiple options, such as: "Which brands do you 

associate with silent luxury?" 

The analysis shows how frequently each brand was selected.6 

3. Likert Scale Analysis (Ordinal Data Analysis) 

Used for opinion-based questions measuring agreement levels: Example: "Luxury brands without visible 

logos feel more sophisticated" Responses range from Strongly Agree to Strongly Disagree, allowing an 

understanding of sentiment distribution. 
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4. Thematic Analysis (Word Association) 

Open-ended responses like "What comes to mind when you think of silent luxury?” were asked to the 

audiences to better understand the customer sentiments towards silent luxury. 

Words like “timeless elegance,” “minimalism,” and “wealth without showing off” appear frequently, 

indicating key themes of how audiences feel about the concept. 5. Bar Graphs and Pie Charts 

Bar Charts & Pie Charts: Used to visually represent categorical data (e.g., gender distribution, income 

range). 

Stacked Bar Charts: Used for Likert scale responses to show agreement levels across different statements. 

 

The 4 P's of Silent Luxury 

In my research on silent luxury, I have come to understand that its success is deeply rooted in a carefully 

crafted marketing mix (the 4Ps: Product, Price, Place, and Promotion). Unlike traditional luxury, silent 

luxury operates on subtlety, exclusivity, and timeless appeal, requiring a distinct approach to marketing. 

Below is a comprehensive breakdown of the 4Ps framework applied to silent luxury based on my findings. 

1. Product – The Core of Silent Luxury 

Silent luxury products are not about flashy logos or mass appeal; they are about exceptional craftsmanship, 

timeless design, and discreet exclusivity. 

A. Key Product Characteristics 

 ● Minimalist Aesthetic – Designs focus on clean lines, neutral palettes, and sophisticated simplicity. 

 ● Superior Craftsmanship – The emphasis is on handmade, tailor-made, and heritage craftsmanship 

rather than mass production. 

 ● Exclusivity & Limited Availability – Silent luxury thrives on scarcity. Limited-edition collections 

and bespoke offerings make the product more desirable. 

 ● Material & Quality Focus – Consumers expect premium materials such as cashmere, silk, leather, 

organic cotton, and sustainable wool that age beautifully over time. 

 ● Sustainability & Ethical Sourcing – Many silent luxury brands prioritize eco-conscious production, 

fair wages, and sustainable supply chains. B. Product Categories in Silent Luxury 

 Silent luxury extends across various product categories, each adhering to the same principles of subtle 

sophistication and long-term value. 

 Fashion & Accessories – Cashmere coats, leather handbags, handmade shoes, understated jewelry. 

 Automobiles – Bespoke, ultra-luxurious cars (e.g., Bentley, Rolls-Royce). ● Watches – Heritage 

brands like Patek Philippe and A. Lange & Söhne focus on discreet craftsmanship. 

 Home & Interiors – Luxury furniture and home décor with customized designs and artisanal 

craftsmanship. 

 C. Value Proposition of Silent Luxury Products 

 "Timeless over Trendy" – The product remains relevant for decades, unlike fast fashion. 

 "Luxury in Details, Not Logos" – The true appeal is in the craftsmanship, not external branding. 

 "Exclusivity Through Scarcity" – Limited availability keeps demand high and brand prestige intact. 

 

2. Price – Strategic Pricing in Silent Luxury 

Pricing in silent luxury follows a prestige pricing model where high prices reinforce exclusivity and brand 

value. 
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A. Premium Pricing Strategy 

Silent luxury does not compete on price; instead, it maintains its desirability through high pricing that 

reflects craftsmanship and exclusivity.  

 Price Skimming – Brands introduce new collections at premium prices to maintain exclusivity. 

 Value-Based Pricing – Prices are justified by the heritage, material quality, and artistry. 

 Psychological Pricing – Higher prices signal prestige and elite status. 

B. Why Silent Luxury Justifies High Prices 

 Superior Materials & Craftsmanship – Each piece is an investment in artistry and longevity. 

 Limited Availability & Bespoke Services – Personalized, made-to-order, and exclusive pieces 

command higher pricing. 

 Heritage & Brand Legacy – Established brands with centuries of history maintain high price points 

due to cultural and emotional value.  

 Sustainability Costs – Ethical production, fair wages, and sustainable sourcing increase production 

costs, leading to premium pricing. 

 

C. Example of Silent Luxury Pricing 

Product Category Traditional Luxury Price 

Range 

Silent Luxury Price 

Range 

Designer Handbags $2,000 - $5,000 $8,000 - $20,000 

Tailored Suit $3,000 - $7,000 $10,000 - $25,000 

Luxury Watch $10,000 - $50,000 $50,000 - $500,000 

 

3. Place 

Silent luxury is not available in every retail store. Instead, it follows exclusive distribution channels that 

maintain its mystique and prestige. 

A. Selective & Exclusive Distribution 

 Flagship Stores & Private Boutiques – Located in luxury destinations like Paris, Milan, London, and 

New York. 

 Appointment-Only Showrooms – To ensure personalized, high-touch service for VIP clients. 

 Exclusive Online Platforms – Luxury e-commerce sites like Net-a-Porter’s The Row, Moda Operandi, 

and MyTheresa. 

 Private Clubs & Invite-Only Events – Silent luxury brands prefer hosting private trunk shows, invite-

only pop-ups, and personal styling sessions. 

B. The Role of Scarcity in Distribution 

Brands limit product availability to specific locations and customers. No aggressive retail expansion – 

This keeps the brand exclusive. "Hard to Find" = More Desirable – The difficulty of accessing silent luxury 

increases its status and prestige. 

Example: Hermès Birkin’s Exclusive Availability 

The Birkin bag is only available to select clients and not openly displayed in stores. 

Buyers must build a relationship with the brand before they can purchase one. "Access is Privilege" – 
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Silent luxury is about access, not just ownership. 

 

4. Promotion – The Art of Silent Marketing 

Unlike traditional luxury, which relies on celebrity endorsements and mass advertising, silent luxury 

brands use subtle, exclusive marketing techniques that feel personal and organic. 

A. Discreet & Prestige-Driven Marketing Strategies 

 Word-of-Mouth & Elite Circles – Brand credibility is built through recommendations from influential 

figures, private clubs, and personal networks. 

 Understated Social Media Presence – Silent luxury brands maintain minimal but impactful social 

media marketing. 

 Editorial Content & Luxury Publications – Instead of direct advertising, brands prefer to be featured 

in Vogue, Robb Report, and The Financial Times. 

 Private Shopping Experiences – Offering exclusive, invitation-only events for their most valued 

clients. 

B. The Role of Influencers & Thought Leaders 

Instead of traditional influencers, silent luxury brands collaborate with: Art collectors, designers, and 

business elites – People who influence high-net-worth individuals. 

Low-key celebrities – Those known for their sophistication rather than social media presence. 

STP Framework 

Silent luxury is a niche yet growing sector in the luxury industry, characterized by discreet branding, 

timeless quality, and understated elegance. Through my research and questionnaire, I have been able to 

apply the Segmentation, Targeting, and Positioning (STP) framework to identify who silent luxury appeals 

to, the specific consumer segments within this market, and how brands should strategically position 

themselves. This in-depth STP analysis will help businesses craft marketing strategies that align with the 

values and expectations of silent luxury consumers. 

1. Segmentation 

A. Demographic Segmentation 

From my findings, silent luxury appeals primarily to individuals with high disposable income and a refined 

taste for exclusivity and craftsmanship. However, their age, social status, and financial standing play 

crucial roles in their purchasing decisions. 

Age Groups & Consumer Life Stages 

25-40 years old: Emerging professionals and young entrepreneurs who aspire to adopt silent luxury as a 

status marker. They seek quality investment pieces rather than flashy luxury. 

40-60 years old: Established professionals, C-suite executives, and high-net-worth individuals (HNWIs) 

who have already accumulated wealth and now prioritize subtle elegance over ostentatious displays. 

12 

60+ years old: Ultra-wealthy individuals who have historically been silent luxury consumers due to 

generational preferences for heritage brands and discreet fashion. 

Income & Social Class 

Upper-middle-class professionals – Can afford luxury but selectively invest in pieces that align with their 

values. 

High-net-worth individuals (HNWIs) & ultra-high-net-worth individuals (UHNWIs) – The core audience 

of silent luxury, purchasing timeless and exclusive items. 
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Aspirational luxury buyers – Young professionals who are drawn to silent luxury’s timeless appeal and 

wish to build a wardrobe that reflects their growing status. 

Occupation & Industry Influence 

Silent luxury strongly appeals to finance professionals, legal experts, consultants, tech entrepreneurs, and 

creative industry leaders. 

These individuals value sophistication and exclusivity in their professional and personal lives, aligning 

with silent luxury’s aesthetic. 

B. Psychographic Segmentation 

Luxury is not just about money—it’s about psychological and emotional motivation. Silent luxury 

consumers have distinct preferences, values, and reasons for choosing understated elegance over loud 

branding. 

The Minimalist & Sophisticated Buyer 

 Prefers quiet confidence over logo-heavy designs. 

 Buys investment pieces that retain value over time. 

 Seeks high-quality fabrics, impeccable tailoring, and heritage craftsmanship. 

The Subtle Status-Seeker 

 Enjoys exclusivity without the need for overt display. 

 Considers silent luxury a way to signal wealth and influence discreetly.  

 Values experiences over possessions but wants the best in both. The Sustainability-Conscious 

Consumer 

 Rejects fast fashion and seeks ethically produced, long-lasting goods.  

 Prefers brands that focus on slow fashion, artisanal production, and heritage techniques. 

 Willing to pay premium prices for sustainability and craftsmanship. The Heritage & Legacy Buyer 

 Looks at luxury purchases as an investment and heirloom rather than just fashion. 

 Prefers heritage brands that have maintained exclusivity over decades.  

 Places importance on discreet branding and craftsmanship. 

C. Behavioral Segmentation 

 Consumer behavior in silent luxury is highly intentional, selective, and private. My findings show: 

 Loyalty to Timeless Brands – Buyers stick to a few exclusive brands rather than chasing trends. 

 Selective Spending & Intentional Purchases – Every purchase is deliberate, research-driven, and value-

based. 

 Preference for Private Shopping – Consumers favor personal shopping experiences, private boutiques, 

and limited-edition collections.  

 Marketing Sensitivity – Silent luxury buyers dislike aggressive marketing tactics and prefer organic 

brand exposure through word-of-mouth, brand storytelling, and discreet digital presence. 

2. Targeting 

 After identifying the different consumer segments, I have carefully selected the three primary target 

groups for silent luxury brands. 

Primary Target Market: 

 High-Net-Worth Individuals (HNWIs) & Ultra-High-Net-Worth Individuals (UHNWIs) 

 Wealthy individuals (executives, business owners, celebrities, royals, and old-money families). 

 Age group 40+, valuing discretion, exclusivity, and impeccable craftsmanship. 
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 Secondary Target Market: 

 Young Affluent Professionals & Aspirational Minimalists 

 Millennials and Gen Z professionals (aged 25-40). 

 Entrepreneurs, consultants, and high-earning corporate individuals. 

Niche Target Market: 

 Sustainability-Driven Consumers 

 Ethically conscious individuals who prioritize slow fashion, fair labor, and sustainability. 

3. Positioning 

 Silent luxury must distinguish itself from traditional logo-driven luxury by positioning itself around 

exclusivity, craftsmanship, and discretion. 

 Unique Value Proposition 

 "Luxury is Felt, Not Seen" – Silent luxury stands for craftsmanship and quality over brand recognition. 

 "Timeless, Not Trendy" – Unlike seasonal fast fashion, silent luxury focuses on heirloom-quality 

pieces. 

 "Exclusive, Not Overly Marketed" – Silent luxury avoids mass-market appeal to maintain its aura of 

mystery. 

B. Competitive Differentiation 

Aspect Traditional Luxury (Gucci, 

Louis Vuitton, Balenciaga) 

Silent Luxury (Loro 

Piana, The Row, 

Hermès, Bottega 

Veneta) 

Branding Logo-heavy, instantly 

recognizable 

Discreet, no visible 

logos 

Exclusivity Mass-produced luxury Limited production, 

selective clientele 

Sustainability Often trend-driven Ethically sourced, slow 

fashion 

Consumer Appeal Status-symbol buyers Sophisticated, 

minimalist, 

investment-minded 

buyers 
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Data Representation and Inference 

1. Demographics : 

A) Age Group 

 
The age distribution in our survey indicates that the concept of silent luxury resonates most strongly with 

two distinct demographics: younger adults aged 18-24 (42.7%) and older individuals aged 45 and above 

(43.6%). 

 The strong representation of the age group 18-24 indicates that younger consumers are highly engaged 

with the concept of silent luxury. This could be attributed to social media exposure, where trends such 

as "old money aesthetic" and "quiet luxury" have gained traction on platforms like TikTok and 

Instagram. This generation may associate silent luxury with aspirational wealth, timeless fashion 

choices, and understated branding as a status symbol that contrasts with loud, logo-driven luxury. 

 Whereas the near-equal representation of older respondents belonging to the age group 45 and above 

suggests a deep-rooted appreciation for silent luxury among those who have likely experienced luxury 

in a more 17 traditional sense—focusing on craftsmanship, legacy brands, and discreet wealth. Unlike 

younger respondents, who may view silent luxury as a trend, this group might embody the lifestyle 

inherently, having purchased and engaged with luxury brands for years based on quality rather than 

branding. 

 The minimal representation of the age groups 25-34 and 25-44, show that these age groups typically 

represent high-earning professionals and individuals with increasing disposable income. One possible 

explanation to this situation can be that these consumers prioritize experiential luxury (travel, fine 

dining, exclusive services) over material luxury, which aligns with a shift in consumer behavior where 

people in this age range spend on experiences rather than tangible goods. 

B) Gender 

The gender distribution in this survey reveals a significant female majority (68.4%), followed by males 

(29.1%), with a very small percentage of respondents identifying as non-binary/other or choosing not to 

disclose their gender. This representation suggests that the concept of silent luxury or perhaps fashion and 

luxury generally resonates more strongly with women than men or that women were more engaged in 

responding to this survey. 

While the concept of Silent Luxury may not have anything to do with Gender at all it simply goes to show 

that women are more intrigued by fashion, clothing and cosmetics where as men tend to have a stronger 

inclination towards other lifestyle assets such as cars and watches. Resulting in higher engagement by 
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female audiences. 

C) Annual Income Range 

The results indicate that silent luxury is not confined to ultra-high-net-worth individuals. While a majority 

of 33.3% earn more than ₹50,00,000 ($60,000), a combined 51.3% of respondents earn below ₹25,00,000 

($30,000)—suggesting that the appeal of silent luxury extends beyond traditional high-income groups. 

This suggests that silent luxury is more about an aspirational lifestyle rather than being limited to the elite. 

Even consumers in the middle-income bracket are drawn to the principles of understated elegance and 

quality craftsmanship, indicating a shift in consumer preferences from logo-driven luxury to subtle 

sophistication. 

The High earning demographic (₹50,00,000+ / $60,000+) With 33.3% of respondents earning above 

₹50,00,000 ($60,000+), this group represents the traditional high-net-worth individuals who are the 

primary consumers of luxury brands. 

This demographic values heritage craftsmanship, exclusivity, and quality over trends, making them ideal 

customers for silent luxury brands. They have the financial flexibility to invest in high-quality fashion, 

accessories, and lifestyle choices without the need for overt branding. 

Middle-Income Consumers (₹10,00,000 - ₹25,00,000 / $12,000 - $30,000) 24.8% of respondents fall in 

this range, making it a significant portion of potential silent luxury buyers.While not traditional luxury 

buyers, these consumers include a major chunk of customers who aspire to replicate the “old-money” or 

“silent luxury” lifestyle. Although their financial position may not support it, customers falling in this 

income bracket tend to replicate the silent luxury lifestyle by opting for brands like Zara, Uniqlo and H&M 

which do provide Logoless alternatives at a fraction of the price. 

For example : A plain white T-shirt that costs ₹89,500 at Loro Piana would just cost ₹950 at Zara. 

However, these brands being highly commercial and falling in the “Fast Fashion” category may not 

possess the same quality of material and craftsmanship as silent luxury brands, they do tend to give off 

the same aesthetic appeal visually. 

20 

Lower-Income Group (Less than ₹10,00,000 / $12,000) 26.5% of respondents earn less than ₹10,00,000 

($12,000), indicating that a quarter of the survey participants come from a lower-income bracket. This 

group likely engages with silent luxury conceptually rather than through active purchasing. People falling 

in this income bracket may have two possible inferences : Either they have no idea and have never heard 

of the concept of silent luxury or are most likely students who are currently not earning at all and have 

therefore heard about Silent Luxury because of their parents who may be HNI’s. 

2. Understanding Silent Luxury : 

A) Familiarity 
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The data indicates varying levels of familiarity with the concept of silent luxury: 

33.3% (Very Familiar) – A third of the respondents actively follow silent luxury brands and understand 

their aesthetic. This suggests a dedicated audience that is well-versed in the nuances of understated luxury 

and brand identity. These individuals are likely to be highly engaged with the luxury market, fashion 

industry, or affluent lifestyles where silent luxury is a core value. 

45.3% (Somewhat Familiar) – The largest segment of respondents had heard of silent luxury but did not 

follow it closely. This indicates that while the concept had some level of awareness before trending, it was 

not a dominant force in mainstream conversations. These individuals may have recognized the term but 

were not fully immersed in the ideology, brands, or lifestyle associated with it. 

21.4% (Not Familiar at All) – Over one-fifth of respondents were completely unfamiliar with the term. 

This suggests that silent luxury was not universally recognized prior to its rise in popularity, reinforcing 

the idea that it was primarily known within certain niche circles—such as high fashion, wealthier 

demographics, or those with an interest in luxury consumer behavior. 

This data suggests that silent luxury has transitioned from a niche idea to a more widely recognized trend, 

but in-depth understanding remains limited to a specific audience. 

Familiarity and Awareness share an inverse relationship with the Silent Luxury lifestyle and brands. The 

more people gain awareness about silent luxury , the lower its exclusive appeal gets. As more people 

would gain familiarity with the concept of silent luxury, the more mainstream it would get, thereby 

contradicting its very own principles and values of being 

“silent” and understated. The concept of silent luxury would no more be a niche category as it would 

turn into a mainstream trend replicated by all. Although the masses cannot replicate the authentic buying 

patterns of the ultra rich, they most definitely can resort to cheaper alternatives making the aesthetic 

appeal of silent luxury lose its exclusivity. Therefore excessive familiarity with silent luxury is not 

necessarily a good thing. 

22 

B) Customers Perception of Silent Luxury 

"Wealth without showing off" (33.3%) 

The largest proportion of respondents associate silent luxury with understated wealth rather than loud 

displays of status. 

This aligns with the fundamental concept of silent luxury, where affluence is signaled through subtle 

details rather than loud logos or flashy branding. 

"Timeless elegance and quality craftsmanship" (31.6%) 

Nearly a third of respondents associate silent luxury with high-quality materials, fine craftsmanship, and 

enduring style rather than trends. 

This highlights that many view silent luxury as a long-term investment in classic fashion rather than 

something fleeting. 

"Minimalism with high-end, subtle branding" (28.2%) 

Almost the same number of people believe silent luxury is about subtlety in branding, clean aesthetics, 

and minimalist luxury. 

This reinforces the idea that silent luxury is often less about overt labels and more about the feel, texture, 

and quality of the items. 

"A trend fueled by social media and celebrities" (4.3%) 

A minor portion of respondents believe silent luxury is simply a social media-driven trend, indicating 
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skepticism about its authenticity as a long-term movement. 

This perspective suggests that some view silent luxury as another phase in the fashion cycle, driven by 

influencer marketing rather than genuine consumer demand. 

The silent luxury concept of wealth heavily revolves around the belief that the wealthier section of society 

do not feel the need to make others feel their presence through the means of clothing and brands. They do 

not deal in fashion with the motive of seeking external validation from members in society which is 

contrary to the buying patterns and behaviors of persons belonging to the middle class and upper middle 

class. As part of my Secondary Research, Studies show that brands with loud and visible logos like Louis 

Vuitton, Gucci and Dior tend to target customers belonging to the upper middle class rather than the ultra 

rich as people who belong to the upper middle classes are the ones who constantly feel the need to make 

a statement or prove a point as a means to fit into society. This goes to show that there is some level of 

classism and discrimination prevalent even in the upper end of the ladder of wealth. Fashion and luxury 

is always an informed choice made by an individual as a means to portray a certain lifestyle standard. 

While people belonging to the upper middle class find it a need to cover themselves in heavily branded 

and commercialized apparel , the top 0.1% ( The Elite class ) of people would much rather stay away from 

it. 

24 

C) Brands Associated with Silent Luxury 

 
1. The Most Commonly Associated Brands with Silent Luxury 

Loro Piana (58 votes, 52.3%) 

Loro Piana is the most recognized silent luxury brand in this survey. 

Known for its cashmere, fine wool, and impeccable tailoring, Loro Piana 

embodies quiet opulence. 

It has maintained its reputation for decades, but recent media exposure and 
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celebrity endorsements (such as the “stealth wealth” aesthetic seen in TV 

shows like Succession) have significantly boosted its mainstream 

visibility. 

Ralph Lauren (42 votes, 37.8%) 

Ralph Lauren, while traditionally more associated with classic American 

fashion, is often linked to its Purple Label and high-end tailoring lines, 

which resonate with silent luxury principles. Ralph Lauren as a brand is 

25 

most definitely one which promotes a lifestyle rather than their clothing, more than any other silent luxury 

brand. Ralph Lauren doesn't sell individual apparel, instead it sells the brand “Ralph Lauren” itself. Ralph 

lauren also happens to be a brand known for its experimental nature by layering unusual pieces of clothing 

to always create something fashionably Avant-garde. This only adds to the creative and exclusive appeal 

of the brand. 

Bottega Veneta (41 votes, 36.9%) 

Bottega Veneta is another brand that aligns with silent luxury due to its no-logo approach and emphasis 

on high-quality leather craftsmanship. The brand’s revival under designer Daniel Lee (2018–2021) helped 

position it as a contemporary leader in quiet luxury. 

Although its hype is relatively new it has most certainly gathered attention amongst some of the top 

members in society. Bottega Veneta being a brand mainly known for its handbag would generally be 

associated with women however they have completely transformed that image by coming up with some 

of the most exclusive designs and styles for mens handbags. Jacob Elordi, a leading Hollywood actor 

amongst many others has been seen endorsing most of their bags in the most effortless and elegant manner. 

Brunello Cucinelli (40 votes, 36%) 

This brand is a hallmark of Italian craftsmanship and is widely respected for its use of premium fabrics, 

muted color palettes, and minimalistic branding. Brunello Cucinelli has consistently been part of the silent 

luxury lifestyle however it has gained widespread attention lately due to the social media trends. What 

used to be a name known by a select few is now a name recognised by the masses. Brunello Cucinelli 

however continues to maintain its exclusivity and remains to be a top pick amongst the elite solely because 

of their craftsmanship. 

26 

Hermès (31 votes, 27.9%) 

Hermès, while typically associated with high-end luxury and exclusivity, does not entirely fit the silent 

luxury mold due to its recognizable branding (e.g., Birkin and Kelly bags). However, certain Hermès 

items, such as cashmere scarves, RTW (ready-to-wear) collections, and leather goods beyond the obvious 

Birkin/Kelly hype, do fit into the silent luxury category. Some participants may associate Hermès with 

silent luxury because of its heritage, quality, and discretion in certain product lines, rather than its entire 

brand image. 

The Row (17 votes, 15.3%) 

Founded by Mary-Kate and Ashley Olsen, The Row has positioned itself as a leader in minimalist, high-

end fashion. 

The brand’s focus on craftsmanship, neutral tones, and sophisticated silhouettes makes it a genuine silent 

luxury brand. 

However, its rise in popularity has been fueled more recently by social media and influencers, making it 
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a trend-driven association to some extent. 

2. Brands That Are Gaining Association with Silent Luxury Due to Trends ● Bottega Veneta (41 

votes, 36.9%) 

Although Bottega Veneta has always been a luxury brand, its explosive resurgence in recent years under 

Daniel Lee and Matthieu Blazy has led to its adoption by fashion influencers and social media 

personalities. This suggests that while the brand authentically represents silent luxury, its association has 

been amplified by current trends. 

The Row (17 votes, 15.3%) 

The Row’s recent rise in popularity suggests that its connection to silent luxury is partially trend-driven. 

While its design ethos aligns with silent luxury, it has become highly visible on platforms like Instagram 

and TikTok, making it more of a social media-driven perception. 

27 

Hermès (31 votes, 27.9%) 

While Hermès has heritage and quality, many respondents may have selected it due to its prestige rather 

than its silent luxury appeal. Iconic products like Birkin bags, which are often flaunted on social media, 

contradict the silent luxury philosophy, making it possible that some voters linked Hermès to silent luxury 

purely based on brand status rather than aesthetic values. 

Ralph Lauren (42 votes, 37.8%) 

While Ralph Lauren’s Purple Label fits into silent luxury, the broader Ralph Lauren brand is more 

mainstream and accessible. 

The high vote count suggests that some respondents may associate it with silent luxury due to its heritage 

rather than its actual adherence to the concept. 

3. Brands That Are Less Recognized but Truly Represent Silent Luxury Certain heritage brands with 

true silent luxury credentials received very few votes, indicating that people’s associations are largely 

driven by mainstream visibility rather than deep knowledge of the luxury industry. 

Brioni (16.2%) 

Brioni is a historically significant luxury menswear brand that perfectly fits into silent luxury due to its 

focus on fine tailoring and discretion. Despite this, it received relatively few votes, suggesting that it is 

less mainstream compared to trendier brands like Bottega Veneta or The Row. ● Cesare Attolini, Berluti, 

Kiton (0.9%) 

These brands are some of the most prestigious in menswear and silent luxury, yet they received almost no 

recognition. 

This highlights that many respondents are likely selecting brands based on their social media presence 

rather than deep industry knowledge. 

28 

D) Customer Sentiments on Silent Luxury 

Silent Luxury Represents True Wealth (59 votes, 51.8%) Over half of the respondents believe that 

silent luxury is a reflection of genuine wealth rather than a passing fashion trend. 

This aligns with the idea that true affluence does not need external validation through flashy logos—a 

principle seen among old-money circles who prioritize quality, heritage, and craftsmanship over 

conspicuous branding. The strong agreement with this statement suggests that consumers perceive silent 

luxury as timeless rather than trend-driven. 

While majority of the respondents believe that silent luxury represents true wealth - it does raise a major 
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question for how long this fundamental belief can be upheld. As the popularity of this trend increases, 

more and more people would begin to replicate articles from brands like Loro Piana and Brunello 

Cucinelli and this is a trend evidently seen in and followed by brands like Zara and H&M. Therefore the 

longevity of this belief is questionable to say the least 

29 

Luxury Brands Without Visible Logos Feel More Sophisticated (48 votes, 42.1%) 

Nearly half the respondents associate silent luxury with sophistication, suggesting that many consumers 

view logoless luxury as more refined. This aligns with the "stealth wealth" aesthetic, where discretion and 

elegance are valued over bold branding. The idea that "less is more" is deeply embedded in the DNA of 

brands like Loro Piana, Brunello Cucinelli, and Bottega Veneta, which focus on craftsmanship and quality 

rather than obvious logos. 

While minimalism as a concept in whole has been shaping the modern world aesthetic - seen in various 

fields such as Architecture with minimalist buildings and interiors, Art and Design - The fashion industry 

too has adapted to this modern way of living. As a result people prefer articles and apparels with less 

logos which do not appear to be loud and flashy. Silent luxury apparel used to be devoid of logos and loud 

& flashy branding  even when Maximalist trends were in place dating back to the early late 19th and early 

20th centuries. Therefore people associating logoless brands with sophistication may be driven by the 

minimalist lifestyle shaping our generation rather than the Silent luxury trend. 

30 

Social Media Has Made Silent Luxury More Mainstream (30 votes, 26.3%) 

A quarter of respondents recognize the role of social media in popularizing silent luxury, even though 

silent luxury inherently opposes flashy, trend-based consumption. Shows like Succession, fashion 

influencers, and TikTok discussions around "quiet luxury" and "old money aesthetic" have undeniably 

brought more attention to this segment. Ironically, silent luxury brands are often adopted by influencers, 

subtly contradicting the discreet nature of true silent luxury. 

The Rise of Silent Luxury is a Reaction Against Excessive Branding (25 votes, 21.9%) 

About 22% of respondents view silent luxury as a counter-movement to the loud, logo-heavy branding 

culture that dominated the 2000s and 2010s. This suggests that some consumers see silent luxury as a 

rebellion against the Instagram-driven, hyper-visible luxury consumption trend that peaked with brands 

like Gucci, Louis Vuitton, and Balenciaga. 

This aligns with the growing preference for timeless, versatile pieces over seasonal, logo-heavy statement 

items. 

Silent Luxury is Just Another Passing Trend (10 votes, 8.8%) A small percentage of respondents 

believe that silent luxury is just a temporary trend, likely influenced by social media and pop culture. 

These respondents may feel that in a few years, loud branding could make a comeback as fashion cycles 

evolve. 

The low percentage of agreement with this statement suggests that most respondents see silent luxury as 

a lasting preference rather than a fleeting trend. 

 

3. Consumer Behaviour and Preferences: 

A. The Threat of Over-Marketing 

A significant percentage of respondents (Strongly Agree + Agree) believe that advertising and marketing 

will ruin the exclusivity of silent luxury. Silent luxury thrives on discretion and limited exposure—if it 
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becomes too widely promoted, it risks losing its essence. 

This raises concerns that mass marketing could dilute its prestige, much like how luxury streetwear 

collaborations have made high fashion more accessible. Key Implication: Brands need to be strategic in 

marketing—relying on selective storytelling, private client exclusivity, and minimal public campaigns to 

maintain desirability. 

B. Growth and Longevity of Silent Luxury 

Many respondents believe silent luxury will continue to grow over the next five years. This suggests a 

long-term shift in consumer behavior rather than a short-lived phenomenon. 

Factors driving this growth may include: 

 A preference for sustainability and timeless fashion. 

 The influence of "quiet luxury" seen in shows like Succession.  

 A cultural shift towards understated elegance over conspicuous consumption. 

C. Lifestyle vs. Product Focus 

Consumers strongly believe silent luxury is more about the lifestyle it represents than the product itself. 

This implies that silent luxury is perceived as an identity and value system rather than just high-end 

clothing. The "stealth wealth" mindset suggests that consumers buying into silent luxury seek a holistic 

way of living, including refined experiences and understated status symbols. Silent luxury is about inner 

satisfaction rather than external validation. This aligns with the idea that true luxury is personal rather than 

performative. It counters the traditional notion that luxury is about displaying status for others, suggesting 

a growing consumer desire for self-fulfilling purchases. This could explain the rise of niche, boutique 

brands that prioritize quality over hype. 

Key Takeaways and Business Implications 

1. Silent Luxury is Not a Trend—It’s a Lasting Consumer Preference The data suggests that silent luxury 

is not just a reactionary movement but a fundamental shift in how people view and consume luxury. 

2. Brands should focus on timelessness, craftsmanship, and discretion rather than hype-driven 

campaigns. 

3. Over-Marketing Can Backfire 

4. Consumers fear that too much exposure will devalue silent luxury. Instead of mass advertising, brands 

should adopt private showings, invite-only collections, and exclusivity-driven messaging to maintain 

allure. 3. The New Luxury Consumer Seeks Subtlety and Authenticity People associate logo-free 

designs with sophistication, signaling a move away from ostentatious branding. 

5. Brands should emphasize quality storytelling and artisanal craftsmanship over loud marketing tactics. 

6. Social Media Plays a Role, But Silent Luxury’s Growth is Deeper While social media contributes to 

silent luxury’s visibility, it’s not the only driving force. The movement reflects a broader cultural shift 

toward understated affluence and personal luxury experiences. 

 

Conclusion & Findings 

Silent Luxury: A Passing Trend or an Age-Old Legacy? One of the primary research objectives was to 

determine whether silent luxury is a short-lived trend or a long-standing custom deeply embedded in 

consumer culture. 

Findings: 

51.8% of respondents believe silent luxury represents true wealth. This suggests that consumers perceive 

it as an enduring concept rather than a temporary trend. Only 8.8% of respondents consider silent luxury 
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a passing trend, indicating that the majority see it as a lasting movement. 

A significant portion of respondents (42.1%) associate logo-free luxury with sophistication, reinforcing 

the idea that this is not merely a phase but a refined preference. 

Conclusion: 

Silent luxury is not just a social media-driven trend but a fundamental shift in consumer behavior, 

emphasizing craftsmanship, exclusivity, and understated elegance over loud branding. This suggests that 

businesses need to reposition their marketing strategies to align with this evolving consumer mindset. 

2. Marketing Issues Pertaining to Silent Luxury 

A. The Risk of Over-Marketing and Brand Dilution 

One of the major concerns raised was whether excessive advertising and marketing could undermine the 

exclusivity of silent luxury. 

Findings: 

A large proportion of respondents strongly believe that if silent luxury is marketed aggressively, it will 

lose its exclusivity and value. 

Consumers appreciate the subtle, invite-only approach taken by brands like Loro Piana and Brunello 

Cucinelli, rather than mass-market campaigns. 

34 

Conclusion: 

Brands should avoid traditional mass marketing tactics and instead focus on selective brand positioning, 

word-of-mouth influence, and experiential marketing (e.g., exclusive pop-ups, VIP clientele engagement). 

B. The Role of Social Media in Mainstreaming Silent Luxury While silent luxury thrives on discretion, its 

popularity has grown partly due to social media influence. 

Findings: 

26.3% of respondents believe social media has made silent luxury more mainstream. This suggests that 

although silent luxury is not dependent on social media, its exposure has increased due to online 

conversations, influencers, and fashion-forward audiences. 

Conclusion: 

While social media helps create awareness, brands must be cautious about over-exposure. The marketing 

challenge is to use digital platforms strategically—leveraging influencer marketing and brand storytelling 

without over-commercialization. 

C. Shift in Consumer Perception: Silent Luxury as a Lifestyle, Not Just a Product 

Unlike traditional luxury, which is often product-focused, silent luxury is seen as a lifestyle choice. 

Findings: 

Consumers believe silent luxury is more about inner satisfaction than external validation. This aligns with 

the concept of "stealth wealth," where luxury is experienced personally rather than flaunted. 

Conclusion: 

Brands need to shift their narrative from product-centric marketing to lifestyle marketing, highlighting 

heritage, craftsmanship, exclusivity, and sustainability as key selling points. 

35 

D. Sustainability as a Silent Luxury Factor 

With increasing awareness about sustainability, silent luxury aligns well with ethical consumerism. 

Findings: 

Consumers perceive silent luxury brands as more sustainable due to their focus on quality and longevity 
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rather than mass production. 

Many respondents associate silent luxury with slow fashion and ethical sourcing. Conclusion: 

Luxury brands should emphasize sustainability in their marketing strategy, reinforcing their commitment 

to ethically sourced materials, longevity, and responsible consumption. 

Through my extensive research, consumer insights, and market analysis, I have come to understand that 

silent luxury is not just a fleeting trend—it is an enduring philosophy rooted in discretion, craftsmanship, 

and timeless appeal. Unlike traditional luxury, which thrives on status symbols, logos, and conspicuous 

consumption, silent luxury represents a deeper, more refined form of exclusivity—one that is understated 

yet profoundly influential and here to stay. 
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