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Welcome to the first edition of our newsletter —
your quarterly briefing from 1up digital.

Created for decision-makers in the luxury and lifestyle space,

this newsletter delivers a sharp, curated perspective on what's shifting —
and what's on the horizon — across brands, consumers, platforms,

and digital culture in China.

In this issue, we use the 2025 Milan Design Week and Salone del Mobile
as a lens to examine two defining trends reshaping the luxury landscape:
the lifestyle turn and cultural immersion experiences. We explore how
these trends are being expressed globally — and how theyre being echoed
within China. From shifts in consumer mindset to innovations in branded
content and experience, and the evolution of platform ecosystems and
digital capabilities, we unpack the key signals shaping the next chapter.

We close with a look at how the convergence of Al, e-commerce,

and content is driving a new growth logic — opening up more nuanced,
perception-driven paths for brands to break through in

China’'s complex market.

We hope this newsletter becomes a valuable companion as you navigate a

fast-evolving industry — not just to stay in step, but to lead the way forward.

¥RIBITiE 1UP Digital ZEEHRIAETI!

(Xf

BETHNARTRE, REmE. HEET

L
g =N

)i

JAlG

1UP Digital /& B mS £ 45 TV S HAS
MAF XU EFERNSRAE WS EIHERES,

Nl

|-

=
A=
VAN
-

AHABA & 2025 K=t AR =EfrxXERIAE, WS N EASEEEEmiTI
AR EFAINHEHXTN=EE, NEKIAZEIPERM, K] —EEEXE
BERNEAICIERE LS. mBEABIUA. FaES U FRETIRIF R,

s, Bl DEXE T — P EekBREZNIEA: Al+BE+ RERE, [EEFImE
FIH—%E8RAT]. BlorATBENEME KB,

HEX D ERERBIMBETLX R, ARIR LB, BEEE

N/ \\}—L
TRlIO0

o

(P O1)



Table of Contents | H

Opening Briefing | JFiwidiE

2025 Q1 Market Overview
2025 Q1T izt

(Section 1)

Global Lens | &Ek#i A

How Luxury 1s Using Lifestyle to Redefine Identity
Ziaa T ARSI BN

(Section 2)

China Resonance | +E3tn

From Product Consumption to Emotional Engagement
ML=, BIBTIRSE: IHPEDASIEETT R

(Section 3)

Platform Evolution | “‘F&428k

How Al and Content Are Refining Shopping Experiences
AT 5 NG A B 2E AL

(Section 4)

Case Highlights | Z&#l5¢S

When Design Inspiration Meets China’s Growth Engine
i R A EIE R G 5

(P02)



Opening
Brieting

e 1812




(Opening Briefing)

E-commerce Shines 1in 2024

with Strong Growth Signals Across Platforms

[eading plattorms saw strong performance in 2024, driven by key growth engines like smarter tech
upgrades, precise user engagement, local strategies, and improvements 1n supply chain and logistics.
Among these, smart technology was the biggest driver—powering the entire e-commerce chain and
enabling data-driven improvements 1n user operations and supply chain efficiency.

20244 RRBITER, SVARINKES

SKHP R BB RSO, fMRENHPIZE, AR DAV BES VLS 2 DRIz O K512, Kakg:
WK, HA, ERRANANTIEREZNZODERS|E, EAFTHREZENEMER, VHPEE. BN EIEFRM 7k
ISR SR ZE X 2] Y Bk i

B B 2 B2 20244F ik AT Bopt WA H M 201 ivas202448125131 1)

> BEUR: 2801.541Z7T AT, [FILEIBIK 8%, EELHmIATNHA(2773.7127T)
- FAMEEEEK
- ARERAEUN: 1360.9127T, [EIEEIE 5%
P EEIANZ 1007.9127T, E1K 9%
88VIPZILAH P R2y 490077, [BJEEXUZUE 1<
~ EfretF R ER: IINIBK 32%, & 377.56127T, BBiRksS5RM R

HUR 202424 W 4l 2]

- £FE SR 11588127T, [AIELIE1K 6.8%

~ Q45 3470127T, EIEEIE1K 13.4%,

> 1z SE(FE. IR BR)RIYT E,
AARREFREEKF] FIRSCEM

o>

EREF RS

YRR

I EEER, 2025 MBSEERBRIRE
Rk JD.COM 2025 FHE—FEUEHRS

(PO0O4)



(Opening Briefing)

Fashion Trends:

Rational Spending Boosts Mid-Tier and Premium Opportunities

The overall consumer market remains under pressure, with signiticant declines in the high-end
segment (¥5,000+). In contrast, the ¥1,000-2,999 range has shown resilience and even slight growth,
emerging as the mainstream price band balancing rational spending and quality upgrades. As value

recognition in the high-end market needs to be rebuilt, mid-tier and affordable luxury categories are
showing strong growth potential.

FashionfEAE%: HitE TN, BESHmmS w gz
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TMALL QI MARKETPLACE — BY CATEGORY PRICE RANGE

9 56% 7.53%

14.10% 11.89%
21.16% Category Price Range
B RMB 0-999
RMB 1000-2999
89.46%
87.95% BT G40 94199 RMB 3000-4999
66.26% RMB 5000-6999
RMB 7000-9999
RMB >10000
\f - -
L A & A e
MRTW WRTW BAGS WFTW MFTW

YOY 0-999 1000-2999 3000-4999 5000-6999 7000-9999 >1000 TTL
MRTW -14% -12% -16% -18% -23% -12% -14%
WRTW -4% 4% -5% -1% 3% -3% -3%
BAGS -2% 20% -6% -16% -42% -11% 0%
WFTW 1% 16% 0% -20% -24% 29, 2%
MFTW -16% -13% 20% -33% -24% 35% -15%
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[+ (Nint Intelligence Cloud), 2025Q1 ¥
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(Opening Briefing)
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(Opening Briefing)
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(Opening Briefing)

epEgs s MRk, WEKiZES
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TMALL Q1 MARKETPLACE — BY CATEGORY PRICE RANGE
WFTW Category
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Slip-On-Flats Fashion Ball t
Sandals S ak Shoe Sloe
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LR TOPG Y LA e FHHETOPm Y
Store Units Net Sales MOM Store Units Net Sales MOM
GUCCIEHE HHEMIE 326 2,929,700 27% Maison Margiela® 7 ERIE 257 1,457,770 88%
Golden GooseE A EMIE 396 2,134,200 194% ROGER VIVIERE A iEL/E 80 578,400 77%
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Takeaway
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(Opening Briefing)

Home & Litestyle Trend Overview:

Essential Needs Stay Strong, Premium Holds Up, Non-Essentials Face Pressure.

Home & Lifestyle®{fEY: NIFFREE. Svmpiek, IEFTmIKE

20254EQ1 5 20244EQ1EHER L

LRI -
ME EIK HW s, Evmdkshas e e L= W

e 8% A% NS BRKKE, BERERIEKIY
5/ ZITRE -15% 0%
- o 1 BAREEEARE, SHRLBES
BB, BT E-41%| B
’f f i ) 8/ 2/ 10%). SEREA(S %—240/o|gtlﬂz-120/o)
RENTHFI TR o 10n =58, REYIL, .E;uﬁfﬁiﬂrméi
MR, BEERL, BRBNEERL
= 2% T B, KRR SR U+ 12%)
PRI 2% RURM, BRDEHRIARSIT,
RS e% SR ENO At e e
PGB
skl I FE R 2R S KK
EN-5%EEUT+12%, RO
I FHR(ANE SRR S B N,
l l  - n X HEHE TR,

BIRR  HEZTHR EEES O KREAS KRS FEMAA 2EOW  REHZE PR xR

—r——. FHRE, BREALESEE
SR as = B 11275.17T, ""'5“"14528312,
2025 QUE SO IEES Be Sk BB (A7l M. = umkEsa)BY
2024 E 2025 ——\-,fﬁ%\E
I FERA: BELYEW, KRR SEEFHR

1 = "0 0 "R (s B L{R31505 S4B St 134(Z B 1K
BEH BRE/ETHE BHEHE 7 BT B x lﬁ/’l\)\ &= 4 ki BFEMZ g bics il ez

— R E18426.570, ErEmiCEREE,

llm

\

EIERR
[&#3 (Nint Intelligence Cloud), 2025Q1 ¥

(P09)



M ]I

d

N | T [
\

BIKR Bt B LR R B AR

Pu—
= .
- 2]
M' SRR
' .
.

BIKR Kt R R R i 7 LA

T — H Blg: Sumfafd, Wi T

ZEmRE=ALWNE=E

R EE4.2127T, BEEHAREET, O
SWE=HAE=&MFT, KA ﬁ%%%ﬁ'%

BN,
B BEHED.
XE/TABELE

e ||. '
' .

2025 Q1 H &4 &

1H mE )H — 3H

AR g€ T REE/ TN iﬁﬂ’ﬁﬁ
Hin LA

2025 QLA &K

15 = 25

= 35

A I
| .

A E8 2 YU %E/A)\ %ﬁﬂ’iﬂi

HiETH YR

BRMGE

@%ﬁfﬁz

e e s

l&*ﬂ%ﬁ

i AL, BEIKEIMS)ET]

S5EINEK, ErnETEHEZEE,

HERES—, BY40.7HH, BERRIIPS,

=

= HA#HE=1EK11.9%, BEWXFEIE2.7%, REREZRM FaXE,

BT =N

*L.v\ b/

Ll l ' ol

{EFExH

ﬁ%ﬁﬁ

HEEZERENFIE. REH=
EN=:REE

Dgéo

(Opening Briefing)

R T])

—_[Fjbx

(P 10)



(Opening Briefing)
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(Opening Briefing)
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(Global Lens)

| Global Lens

How Luxury is Using Lifestyle to
Redefine Identity
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(Global Lens)

have emerged as key platforms for luxury brands to
express their evolving litestyle philosophies.

Salone del Mobile.Milano

Design, long considered a vessel for emotion, is now taking center stage as a means for brands
to forge deeper, more human connections. This year's fair, themed "Thought for Humans,”

sparked meaningful dialogue around the role of design in addressing not just aesthetics, but
human needs and emotions.

In this context, design transcends visual appeal, becoming a medium rich with emotional and
cultural resonance. We see luxury brands redefining the essence of “luxury”—shifting from the
ownership of rare objects to the expression of a mindful, intentional lifestyle and way of living.

We saw four emerging trends highlight how this shift is shaping the future of high- end design and
consumer experience.

(P 16)



(Global Lens)

(Trend I: Emotional Design

Emotional design 1s making a strong comeback, as brands focus on creating sensory-rich and
introspective environments that resonate deeply with individuals.

Flos' “The Light of the Mind” installation transformed its stand into a subjective,
meditative space.

Through seven evocative video narratives, the installation explores the creative process behind Flos' newest collections,
inviting visitors to reflect on memory, imagination, and emotion. This journey blurs the line between thought and design,
offering an intimate connection between viewer and object.

Flos’ New Collection further reinforces this approach, using tactile materials, atmospheric lighting, and nuanced color
palettes to evoke quiet contemplation and sensory engagement.

(P 17)



(Global Lens)

Takeaway

Flos has long transcended its role as a mere lighting brand to become a cultural
symbol 1n the world of luxury home design. A Flos piece in a luxury residence
holds the same emotional and aesthetic resonance as a masterpiece painting
displayed in a living room.

(P 18)



(Global Lens)

(T rend 2: Cultural Storytelling)

Luxury brands are increasingly narrating the cultural heritage behind craftsmanship, deepening
their 1dentity through the stories of making.

Louis Vuitton's Objets Nomades collection
exemplified this trend through thoughtful
collaborations with globally renowned designers
like India Mahdavi, Patricia Urquiola,

and Estudio Campana.

Unveiled at the historic Palazzo Serbelloni, the
exhibit fused luxury craftsmanship with storytelling,
each piece embodying a narrative rooted in place,
identity, and artistic interpretation. The installation
played with virtual and physical realities, anchoring
heritage in both tangible design and conceptual
expression—an elegant merger of past, present,
and future.

(P19)



(Global Lens)

Takeaway

Louis Vuitton’s bold presence at the Salone del
Mobile, along with the continued expansion of its
Objets Nomades home collection, signals a new
phase 1n top luxury brands’ strategic shift toward

Home and Lifestyle. This move 1s not merely a product line extension, it reflects the deeper transfor-
mation underway in the luxury industry in the new era of consumer mindset shaft.

(P 20)



(Global Lens)

<Trend 3: Experiential Lifestyle

Brands are crafting complete sensory environments that reflect lifestyle 1deals, transforming design into
a lived, immersive narrative.

Loro Piana’s La Prima Notte Di Quiete exhibition recreated a vintage cinema- inspired apartment. The brand wove a full
sensory story using natural materials like cashmere and agave, accented with brass and mirrors to play with light and texture.

Auditory elements such as raindrops,
telephone rings, and progressive lighting
enriched the experience, transforming the
installation into a cinematic yet intimate
narrative. This “low-tech, high-perception”
approach emphasized tactility and
emotional ambiance, reflecting a new
standard of luxury lifestyle design:
iImmersive, holistic,

and emotionally resonant.
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Takeaway

Luxury brands are moving beyond products to create 1m-
MErsive experiences.

Through ‘low-tech, high-sensory’ storytelling, they blur the lines between retail, hospitality, and art.
Luxury 1s no longer just an object, but a desired moment 1n time and space.

/




(Global Lens)

(Trend 4. Tech Integration

Technology 1s no longer an add-on, but being seamlessly integrated into design not just for convenience,
but to drive sustainable innovation.

Kartell showcased this shift through a series of
Al-enhanced, sustainable, and emotionally
intelligent products.

The A.l. Lite chair, developed with Al
algorithms, reduces material use by 23%
and carbon emissions by 37%, making it a
leader in eco-conscious innovation.

Meanwhile, the BONHEUR DU JOUR armchair
Integrates pressure-sensitive technology to offer
personalized comfort.

The CAMOMILLE charging lamp pairs functional
utility with poetic form. Each piece
demonstrates that technology, when
thoughtfully embedded, can amplify human
experience and emotional depth— making life
better, not just smarter.

Takeaway :

Technology 1s becoming central to
design, with smart, invisible features
like pressure-sensing chairs and
charging lamps enhancing both function
and feeling. This marks a shift toward
‘tech humanism’—where mnovation
serves real need of people,

not just showcase.
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(China Resonance)

(Section 2)

China Resonance

From Product Consumption to
Emotional Engagement

(P23)



(China Resonance)

These global trends are also increasingly relevant in the
Chinese market.

While overall luxury spending in China declined by 18-20%
in 2024, consumer sentiment remains resilient, with 56% of
consumers expressing optimism for 2025.

More importantly, their expectations of luxury brands are
evolving—moving beyond status symbols toward deeper
emotional connections, cultural authenticity,

and meaningful storytelling, and upgraded shopping experience.

(P 24)



(China Resonance)

The Rise of Emotional Luxury:

CHOW Cute Became Premium )

As consumer values shift from status display to emotional resonance and cultural identity, a new wave
of luxury 1s emerging—one that prioritizes storytelling, sentiment, and social relevance.

Pop Mart’s IP Labubu offers a striking example of this evolution, demonstrating how “cute culture”
can transcend niche appeal to reshape the definition of luxury.
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includes Labubu, achieved
sales of 3.04 billion RMB with £ 1289%
a year-on-year growth rate of MEGA 146.1%
. .
% _
726.6%, making it the 5 B T 1 38
top-selling collection.

In 2024, Pop Mart’s IP Labubu made the leap from niche  On TikTok, the hashtag #StylingMyBagwithLabubu generated
subculture to mainstream fashion. At its Harrods London  gver 1.1 million posts. A Labubu x Vans figure originally priced
pop-up, the blind box series sold out in just two seconds,  at RMB 599 is now reselling for around RMB 14,000—a 23x

marking a record-breaking debut in the toy section and price increase in one year—positioning Labubu as more than a
capturing the attention of high- net-worth collectors. trend toy, but an emotional luxury asset.
Takeaway

Labubu’s rise 1sn’t accidental—it signals a shift in how consumers define luxury.

Today’s luxury 1s no longer just about rarity or price, but emotional resonance, personal identity, and
cultural relevance. Labubu represents a new wave of luxury that’s playful, expressive, and communi-
ty-powered. Driven by the emotional economy and viral cultural mashups, the “cute economy” doesn’t
just go premium—it’s reshaping what modern luxury looks and feels like.
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Cultural Encounters:

(Local Relevance and Heritage

(China Resonance)

As cultural authenticity becomes a key driver of brand atfinity, luxury labels are embracing localized

storytelling to deepen emotional connection.

Miu Miu’s 2025 Chinese New Year campaign presents a fresh take on luxury branding. By blending
regional traditions with local cultural relevance, the brand resonated with a new generation of

culturally attuned consumers.

Miu Miu’s “Right on Time”
Lunar New Year campaign
spanned Shanghai,
Guangzhou, and Beijing,
blending local traditions with
contemporary culture.

Takeaway

From vinyl drops and flower boat parades to
a winter playground on Shichahai, each
activation offered sensory-rich, immersive
experiences. By weaving music, local rituals,
and celebrity appeal into the festivities, Miu
Miu transformed seasonal marketing into a
culturally rooted brand journey—redefining
what localized luxury can look like.

Miu Miu’s campaign sets a new benchmark for localized luxury—moving beyond traditional festive
promotions to create immersive cultural experiences that invite participation. By weaving local rituals,
sensory touchpoints, and contemporary storytelling, the brand builds a deeper emotional connection
with Chinese consumers and redefines how luxury engages with culture.
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(China Resonance)

(Immersive Litestyle Fluid Spaces

Luxury brands are reimagining physical spaces as experiential ecosystems—

blending storytelling, sensory design, and sustainability to create environments that engage, inspire,
and adapt to evolving lifestyles.

Loewe x Hello Bike Urban Roaming Project

Loewe partnered with Hello Bike to create a
fragrance-infused cycling route in Shanghai,
complete with branded bikes, artful pit stops,

and a curated city map—turning everyday transport
iInto a mobile luxury experience.

Prada Rong Zhai Restaurant

Prada turned Shanghai's Rong Zhai mansion into an
artist-themed restaurant, merging haute cuisine,
contemporary art, and fashion into a five-sense aide Y » u
journey—complete with Prada porcelain and « ife & 2»3
AR art commentary. 8 ' ‘
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Longchamp Garden at Zhongshan Park

Longchamp brought its Live Green collection to life
with an eco-friendly pop-up in Zhongshan Park, where
visitors engaged in plant-dye DIY and garden activities
—blending sustainability with lifestyle-driven luxury.

Takeaway

Luxury brands are increasingly blurring the lines between fashion, art, and everyday experiences by
creating immersive, sensory-driven environments, transforming traditional luxury into experiential,

lifestyle-driven narratives that engage consumers on a deeper, more personal level.
(P27)



(China Resonance)

Al-Powered Luxury:

<Redefining Personalization and Experience

The luxury industry 1s increasingly leveraging Al to transform marketing, customer service, and design,
creating personalized, cutting-edge experiences that elevate brand engagement customer experience.

LVMH’s partnership with Alibaba Cloud reflects this shift—training digital talent and exploring virtual
try-ons, smart service, and trend prediction. Al 1s now a key force redetining the luxury experience.
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Accenture’'s winning concept was an
Al stylist using AR and emotion
recognition, boosting dwell time by
40% and conversions by 25%.
Runner-up Artefact created SAIA,

an Al assistant enhancing everything
from store layouts to personalized
aftercare—tested at Sephora and
Bulgari Hotel.
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Takeaway

LVMH and Alibaba Cloud’s Al Academy demonstrates how Al 1s revolutionizing luxury retail.
With solutions like the Al virtual stylist and the SAIA assistant, the industry 1s enhancing customer
engagement, improving operational efficiency, and driving innovation through personalized,

data-driven experiences.
(P 28)



(Platform Evolution)

(Section 3)

Platform Evolution

How Al and Content Are Refining
Shopping Experiences
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While design trends set the direction, their realization and
impact ultimately depend on how they are delivered and
experienced—through channels, platforms, and technology.

In China, the translation of these trends into consumer

engagement is being actively shaped by platform innovation.

From Al-driven personalization to immersive storytelling
formats, Chinese digital platforms are redefining what
Immersive retail” means—not just as a physical experience,
but as a fluid, content-rich journey that spans online and
offline touch points.

(Platform Evolution)

(P 30)



(China Resonance)

(Immersive Retail Upgrade

Tmall and JD continue to enhance their livestreaming scenarios,
driving a deeper 1ntegration of content and consumption.

Tmall Luxury Select: Redefining the Luxury
Livestream Experience

Tmall Luxury Pavilion’s “Luxury Select” livestream features 30+ top
brands, offering a premium, immersive shopping experience with
celebrity guests and full-look styling. Its debut drew millions

—over 90% first-time viewers, mainly high-net-worth consumers aged
25-34. By combining official brand endorsements and flagship
authenticity, it addresses trust in luxury e-commerce. Curated styling
and cross-brand pairings blend storytelling with sales impact.

Takeaway

Tmall’s “Luxury Select” livestream blends platform traffic with interactive content, preserving
brand 1image while boosting conversions through cashback and mystery boxes.

As a cost-effective acquisition channel, it reinforces Tmall’s leadership in luxury e-commerce by
merging trust, experience, and performance. Its “content + commerce” model enables a
full-funnel journey from awareness to loyalty, driving luxury’s digital evolution.
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JD.com’s Al Livestreaming: Scalable, Smart, and Strategic

Tmall Luxury Pavilion’s “Luxury Select” livestream features 30+ top brands, offering a premium, immersive
shopping experience with celebrity guests and full-look styling. Its debut drew millions

—over 90% first-time viewers, mainly high-net-worth consumers aged 25-34. By combining official brand
endorsements and flagship authenticity, it addresses trust in luxury e-commerce. Curated styling and cross-brand

pairings blend storytelling with sales impact.
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total revenue. In By-health's livestream, an innovative "Al host + CEO co-host™ dual-virtual format was tested, with Al-driven

hourly sales 2.6x higher than human hosts.

Takeaway

(China Resonance)

JD.com’s Al livestreaming solution 1s reshaping digital commerce by making livestreams more
scalable, personalized, and cost-efficient. The integration of digital humans enables continuous,
high-quality engagement while lowering operational barriers for brands. With proven results 1n
conversion uplift and brand adoption, this hybrid model signals a new standard for intelligent retail.

(P 32)



(China Resonance)

(Segmentation of Social Scenarios

WeChat leverages its “Gifting” feature to transform social relationships into more context-driven
consumption touchpoints, creating a closed-loop conversion from relationship chains to
consumption chains.
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WeChat Gifting: Turning Social Ties into Sales

WeChat is turning social interactions into shoppable moments
through its “Gifting” feature, linking personal relationships with
consumption. On Jan 20, 2025, Oriental Select's WeChat Store hit ¥1M
in daily sales—80% from gifting. Popular items include Rosa roxburghii
juice and fresh fruit, with senders enjoying app-exclusive member
pricing. By Dec 2024, the feature had driven ¥400M in GMV and nearly
2M daily orders, showcasing its mass appeal and commercial impact.

Takeaway

WeChat’s Gifting function effectively transtorms emotional connections into high-conversion shopping
triggers, demonstrating how social interaction can be reimagined as a scalable e-commerce driver
within closed-loop ecosystems.
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(China Resonance)

(AI-Powered Motivational Insights

Xiaohongshu released 2025 Home & Lifestyle Scenario Insight White Paper, introducing a new
“Scenario-Based Motivation Model”.

New model: Al + JTBD for Lifestyle Brands

Xiaohongshu's new model integrates Al with the
Jobs-To-Be-Done framework, using large language
models (LLMs) to generate culturally nuanced,
emotionally resonant insights.

VO'IOA SZ20Z HO2VYIN

This empowers brands to better understand real- life
user needs and drive full-funnel growth, from content
iInspiration to conversion, by transforming how
products connect with everyday life.

TRENDS | INSIGHT | SOLUTION

Key Shifts in Consumer Insight with Al

From Manual to Model-Driven:
Al extracts multi-dimensional tags, emotional patterns,
and hidden opportunities.

From Keyword Heat to Motivation Mapping:
Trends are linked to deeper psychological drivers
(e.g., balcony renovation — urban stress relief —
foldable product demand).

From Product Features to Lifestyle Narratives:
Using a Time—Space—People—Task lens, Al reveals
emotional shifts—like kitchens as wellness hubs or
living rooms as family zones.

Takeaway

By moving beyond product features to lifestyle storytelling,
Xiaohongshu empowers brands to connect more authentically with consumers' daily lives—
unlocking richer, culturally resonant growth opportunities.
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(Case Highlights)

“* | Case Highlights

When Design Inspiration Meets
China's Growth Engine
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Luxury in China is evolving—driven by emotional needs,

cultural identity, and the demand for meaningful experiences.

As design, storytelling, and commerce converge, brands are
rethinking how to connect.

The following methodology and case studies show how
global and local players are turning these shifts into real
impact through innovation, design, and technology.

(Case Highlights)

(P 36)



(Case Highlights)

(Trend Methodology)

Tmall Luxury x New Lite Group Launch "New Wave of Luxury: Home & Lifestyle"

Tmall Lt;xtlly « New Life Group

The New Wave

of Luxury:
Home & Llfestyle

Redeﬁmng Luxury from Statement to Living Experlence '

- XKBBS x New Life Group

The report focuses on the rise of the high-end home and lifestyle market in China. It
explores the evolution of luxury goods, the potential of the Chinese market, and
combines insights into consumer mindset upgrades,market growth,

and brand perspectives. The report delves into industry trends and challenges,
offering platform-driven solutions to promote industry development and providing
strategic direction for high-end brands to seize new opportunities.
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(Case Highlights)

1UP Showcase (1)

How Global Chinese Influencers Elevated Flos’ Presence in China

Objective Why GCls?

Boost Flos’ brand awareness in China by International Perspective — Aligns with
leveraging Global Chinese Influencers Flos’ global design ethos.

(GCls) to authentically showcase its High Engagement — Their followers trust
Salone del Mobile and Milan Design recommendations on luxury/design.
Week exhibitions through authentic, Cultural Bridge — Connects Flos' Italian
lifestyle-driven storytelling. heritage with Chinese audiences.

Strategy

Parterres with 4 GCls with
expertise in design, luxury,

and travel.
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* Behind-the-scenes exhibition tours.

%WB’JBettle\&E ITENEE
FFUEFEEXZER A TFEECHN... BH
INteriors. # viog | 111Zitie

» Styling Flos lighting in aspirational

» “Design Meets Lifestyle” storytelling.

Results Key Takeaway

~250K Total Reach. GCls effectively translated Flos’ design
+3.2K Engagements (Likes, Collects, excellence into culturally relevant

Comments, Shares). content, boosting visibility among

Chinese luxury consumers.



(Case Highlights)

1UP Showcase (2)

How Global Chinese Influencers Turned Novotel’s Stadium Suite into a Must-Share Lifestyle
Experience
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Transform Novotel's pioneering “La Suite
Novotel by ALL.com” experience into a
social milestone through immersive

storytelling and emotional resonance.

New Role of GClIs

Not just cultural connectors, but
experience amplifiers — making
(AR | EERRHEHLZEN) once-in-a-lifetime moments into socially
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Xiaohongshu post by @& FE L Bh#) achieved an interaction rate 32% higher than
platform benchmarks, effectively tapping into female and lifestyle communities.
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» Tapped into authentic passions by Peapleive afewmomerts.
and today is that day . =
blending sports with luxury lifestyle. Tiarka e et AW e
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» Crafted immersive rituals like (B ARES! " |
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behind-the-scenes access.
- Built layered narratives that captured

excitement, intimacy, and prestige.
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Re SUItS @novotelhotel

Over 726K views, 15.7K engagements

across platforms.
Elevated Novotel beyond hospitality, into

Instagram Reels and Plogs showcased Comments celebrated the

high-end aesthetics, driving experience as "the ultimate dream
among global Chinese audiences. international visibility. for football fans.”

aspirational lifestyle conversations

Key Takeaway

Experiences that break boundaries, when amplified by the right storytellers, can become consumers’ most

treasured social memories.
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Conclusion | &g

Lifestyle speaks to the heart, while growth strategies appeal to the mind.
In 2025, the two converge at the intersection of immersive experience and
active participation. Luxury brands are evolving beyond symbols of status
or transactional endpoints—they are becoming co-creators of cultural
moments and advocates of meaningful living. By embracing local cultural
narratives, multi-sensory spatial storytelling, and Al-powered innovation,
the luxury industry is entering a new growth phase marked by humanity,
engagement, and sustainability.

These emerging trends reflect a deeper consumer desire for emotional
resonance and shared values, pushing brands to strike a delicate balance
between exclusivity and accessibility. When luxury becomes something
to be felt, explored, and co-created, a new growth paradigm—one rooted
in cultural relevance and adaptive business resilience—comes into view.
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Thanks for Reading!

Want to learn more about what we do?
Get in touch: bd@1updigital.com.cn
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About 1UP

Present in Shanghai, Hongzhou and Paris, 1TUP digital helps
brands of the luxury industry navigate the market by
providing them with sustainable digital strategy,
result-driven execution plan and most up to date
innovations & technologies.

We aim to bridge the gap between premium brands &
consumers, and level up brand
digital retail system.

Our service scope

We're full service digital agency offering customized
solutions to reach the luxury consumers across all channels.

Our vision

We believe in never standing still. For the better, for the
extraordinary, for the experiences that go beyond the

expected.
We're 1TUP. and we are creating the future of digital retail as

the industry want it.

Our people&culture

It's all about the team. We're extremely proud that we grouped
the most dynamic digital experts in the field spinning from
luxury to fashion, from agencies to inhouse brand.

We operate in Shanghai, Hongzhou, and Paris with +100
high-level team members. We're young, passionate & diverse!



