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Mastercard is a global technology company that empowers the digital economy and provides
anonymized, aggregated data insights to help partners grow

Our global payment network Transformed into actionable data insights
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The analysis includes spending data of the last 5 years, across channels, geography and categories
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’ 1. Transactions made through other card schemes (e.g., domestic schemes like Union Pay for Chinese customers) are not included in the analysis




To define the scope of luxury spending, we included a pool of 200 renowned luxury brands and other
luxury merchants with an average transaction value >€3,000.
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Overview of Map of Spending Customer

Luxury market in Habits Segmentation
Italy




Strong growth of the luxury market after Covid-19 until 2023, where luxury growth slowed significantly

SPEND EVOLUTION BY SEGMENT [% of annual spend] CAGR
2019-24

. Apparel & accessories

Jewelry & watches 11%
2019 2020

’ Source: Mastercard data, 2019-2024, Instore and eCommerce




Luxury spending growth has been driven by increased penetration and higher average ticket value, while
purchase frequency has remained stable
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Source: Mastercard data, 2019-2024, Instore and eCommerce




Luxury market is fairly concentrated with the top 15 Retailers accounting for 56% of
the spend in 2024
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’ Source: Mastercard data, 2019-2024, Instore and eCommerce




Map of spending

habits




International customers account for almost 2/3 of total in store sales, driven by an average spend per
card 3x vs Italians and strong propensity towards Absolute luxury brands

IN-STORE SPEND BY CARDHOLDER ORIGIN

Volume Share CAGR
[2024] [2019-24]
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Mix of tourists between 2019 and 2024 has changed due to economic and geopolitical
context, with KAZ, US and UK showing the greatest growth rates (on MC data)
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®
Deep dive on top clients: almost the half of the elite clients spend in the top cities is made in Milan
Montenapoleone

ULTRA HIGH
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~ Kazakistan

’ Source: Mastercard data, 2024, CP, international cards
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Ultra high customers not only spend a higher share of their spending power in luxury, but they
also shop frequently than other clusters

ULTRA HIGH
SPENDERS

HIGH SPENDERS

, Source: Mastercard data, 2024, Instore and eCommerce, domestic cards




l Loyalty
Ultra high clients are not loyal to specific luxury brands, while high customers show strong loyalty
levels

of the high customers have
made more than of their
transaction in only 1 brand

of the high customers of the high customers
HIGH have made more than have made more than ULTRA HIGH
SPENDERS of their of their SPENDERS

in only in only

41% of high customer have made more than 60% of their transaction in only 1 brand, ultra high customers
does not reach this loyalty levels

, Source: Mastercard data, 2023-2024, Instore and eCommerce, domestic cards only
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