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Del lusso e 
dell’eccellenza

text by Francesco Morace

Andre Gide (Getty Images)

In questa fase così delicata dell’economia globale emerge l’esi-
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In this extremely delicate moment in the global economy, there 
is a growing need to reflect on the world of luxury and premi-
um goods. Thus, it is helpful to distinguish between luxury and 
excellence, two distinct concepts that are often confused. This is 
the only way we can understand the trends currently shaping the 
consumption of fashion and accessories. Let’s start with the ety-
mology of these two words: luxury comes from the Latin term lux-
us and refers to something beyond the ordinary, which, by defi-
nition, is not meant for all. Luxury makes sense when it is meant 
for select few, offering an exclusive product or service. In other 
words, it operates on the basis of economic and social exclusion. 
Excellence, on the other hand, comes from the Latin excelentia 
and refers to a high degree of quality or perfection. Excellence 
is more about cultural expansion rather than exclusion. This is 
not  the realm of privilege, but of skill, which defines the ability to 
achieve a higher level. An artisan or industry are excellent when 
they make something better as compared to the market standard, 
perhaps keeping costs down so as to be accessible to many. This 
distinction allows us to immediately clarify two main concepts. 
The first is that luxury can exist without excellence (unfortunate-
ly, the fashion world is becoming ever more accustomed to this 
standard) based on economic power, which is neither ethical nor 
sustainable, because it doesn’t guarantee certified quality and 
is based only on marketing and communications. A T-shirt that 
costs a few euros to make via cheap labour shouldn’t be sold for 
300 euros, but this is sometimes the case. The collapse of the lux-
ury market in the fall of 2025 can also be attributed to this sense 
of imbalance, which consumers have begun to recognize. The 
second point is that manufacturing excellence can stand on 
its own or fuel the luxury industry. The quality of the design, 
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manufacture, and the use of ethical labour can guarantee and 
justify higher prices if it is demonstrated and certified. This all goes 
to show how the excellence philosophy can be successful over the 
medium or long term, going hand in hand with luxury but also 
taking alternative paths in the mid-to-high-end market. In this 
scenario, that uniquely Italian ability to guarantee artistic flair, 
attention to detail, and bespoke personalization may, in turn, 
fuel the whims and desires of ever more demanding Consumer/
Curators. In this case, the emphasis is on the pursuit of unique, 
extraordinary experiences, which become both the source and 
the medium of the values traditionally associated with luxury. 
Time, space, body – and their priceless value – provide a parallel 
framework for interpreting luxury goods and products of excel-
lence. The very concept of the superfluous, which, for centuries, 
has been at the core of this theory about the affluent classes, gives 
way to the quality of essential emotions, associated with rare and 
extraordinary moments in life: perhaps at a wellness centre, in an 
exotic locale, or at a restaurant that serves cuisine with a highly 
distinctive story. The proposition then becomes the essential es-
sence of undeniable quality, whereby excellence becomes tangi-
ble and hard to imitate. The softest leather, the lightest cashmere, 
the rarest wine – an old-school idea of excellence and expertise 
in which discretion emerges as the ability to distinguish, and in 
which “excellent” products are experienced and “enjoyed” in a 
more intimate, close-knit setting, with an understanding of their 
history. In this highly nuanced scenario, the ÜberBrand concept 
comes into play, with a certain ambivalence that straddles a fine 
line between image and authentic quality. Every brand must tap 
into its own authentic energy and radiance, generated and sus-
tained by a profound ability to innovate, to amaze, and to inspire 
dreams. When a brand tries to be a world unto itself, it has to prove 
that it can shine with its own light without losing credibility and 
while staying in tune with its very essence. This is the challenge 
that the market for excellence and luxury will have to face in the 
coming years. The big names in fashion – which aim to offer a 
complete experience, from interior design to hotels alongside their 
clothes and accessories – will have to focus on this delicate balance 
and be mindful of the weaknesses, because consumers (especial-
ly women) are far more discerning and knowledgeable, acting as 
true guardians of these processes to ensure integrity and quali-
ty. Finally, it is important to reiterate that these two ideas of high 
quality (excellence and luxury) are not mutually exclusive. They 
go hand in hand. Luxury as a form of distraction and excellence 
as a form of discretion, highlighting the ability to choose. There’s 
a kind of luxury based on narcissistic personalization and a type 
of excellence represented with ritualistic participation based on 
elective affinity. Then there’s luxury defined by its material na-
ture (product status) and excellence expressed through symbolic 
resonance. Those fully focused on high quality who belong to the 
core group of Premium Seekers may decide to flaunt their status 
or prefer to share in excellence. Depending on the path they take, 
they may find themselves embodying an ethic of appearances or 
an aesthetic of values. The choice is ours to make! 
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The niche of luxury and the choice of excellence

Luxury

privilege
exteriority
ostentation
elite seeking to distinguish itself
narcissistic personalization
material expression
transcendence of fashion
reliance on the ethics of appearances

Excellence

intensity
intimacy
discretion
elective affinity
ritual participation
symbolic sensitivity
interpreting the aesthetics of values
immanence of aesthetic experiences

La nicchia del lusso e la scelta dell’eccellenza

Lusso

privilegio
esteriorità

ostentazione
élite che vuole distinguersi

personalizzazione narcisista
espressione materiale

trascendenza della moda
affidarsi all’etica delle apparenze

Eccellenza

intensità
intimità

discrezione
affinità elettiva

partecipazione rituale
sensibilità simbolica

interpretare l’estetica dei valori
immanenza delle esperienze estetiche
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