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T he luxury business is divided into two categories based on the price point of the product or service.
Low-price point luxuries such as fashion, accessories, cosmetics and skincare spas rely on the middle class for 80
percent of their sales.
High-price point luxuries such as yachts and private jets have an exclusive ultra-high-net-worth (UHNW) clientele.
T he middle class can save $5,000 for a Chanel purse, but never skip enough lunches out to buy a $230 million dollar
yacht.
T here is a third subcategory that, although can be in the luxury category, has some very different rules. T hat is real
estate.
Making a point
Real estate can be luxury and cannot be luxury. What price point it becomes luxury depends on the location.
A million-dollar home in some places would buy you land and a large house and in other places a one-bedroom
apartment on a less desirable street with bad views. T here is not a universal standard that a house of a certain size
has a set value.
New York is considered to have high real estate prices. However, it is 61 percent lower than Monaco's rental
properties as of 2019, and that gap has grown wider as of 2021.
According to Dow Jones' Mansion Global , in 2019 Monaco remains the world's most expensive prime residential
market, with a typical home costing 48,800 per square meter ($5,000 per square foot), a price that is double that of
Paris and London.
T he average prime residential values in Monaco are now 237 percent higher than Paris, 194 percent higher than
London, and 10 percent higher than Hong Kong. Please note these are just the average real estate, not the luxury real
estate prices.
T he land can have more value than the house.
School of thought
T here is invisible value in a home by what school system it belongs in, or zoning for taxes and utilities.
Schools have great value to parents, but not to people not having kids, or parents whose kids are grown.
T he value of the same object varies from person to person.

When you need to live somewhere else you cannot take the house, view and school systems with you.
A person only wants to buy a property if he or she needs to live in that area, or wants to visit there regularly, namely
via a second home such as a beach or a ski house.
If the single greatest structure ever built by mankind in the history of the world was in Detroit, would you just
randomly live there?
Outside of personal use, real estate can be used as an investment but then that takes it out of the luxury confines for
the reason of purchase. One can make great money being a slumlord.
Consumers put more money into their home than most anything else they own. T o some a million dollars is a
fortune and to others that is just crew and docking fees for their yacht annually.
If I want to move or need to move because of work or some other constraint like family obligations, I can take my
exotic cars with me, my art can be packed up, my private jet is constantly being moved, so is my yacht.
My low price-point luxuries such as my clothes, cosmetics, wines and shoes can all come with me but my physical
house cannot unless it is a mobile home, which is not that luxurious.
Even if at enormous cost, the house was to be broken down, moved piece by piece and reassembled, it would no
longer have the same vistas or the same school zones. T hus, the evaluation of real estate differs from product and
services marketing and sales.
Relatively speaking
A million dollars buys a vastly different house and property depending on where. Because of this, luxury real estate
is a subsection of the luxury industry requiring some of the same luxury marketing, yet also not following all the
same governances.
Here is an example of the difference just within the east coast of the United States.
A house in West Virginia with the asking price of $980,000 in Buffalo, with 11,000 square feet, nine bathrooms, eight
bedrooms, on 30 acres near Kanawha River, offers access to horse trails, hunting and fishing. It also has a billiards
room and an indoor pool.
In Wellington, a more country area in Florida $1.2 million buys a five-bedroom, 4.5 baths in 4,891 square feet.
In Palm Beach, just next to Wellington, the most expensive house goes for $115 million.
In New York, the $1 million price point is where the mansion tax kicks in although what you can buy for a million in
the city is far from a mansion. In a nice section of town, that may be a studio or small one-bedroom apartment.
A brand-new Bugatti will have relatively the same price tag anywhere, as will a Gulf 650S, or a Ferretti yacht.
I have seen luxury real estate people try to move into the marketing of other luxury goods and services, and vice
versa, and fail because of this difference.
When hiring personnel, make sure that you get someone that meets your needs.
Indeed, it is just like a company that specializes in marketing cosmetics, food items and fashion brands that sells
predominantly to the middle classes would need a different skill set than companies that market $2.5 million cars,
$65 million private jets and $200 million superyachts.
A $900 pair of Chanel sunglasses and a $200 million mega-yacht both require luxury marketing, but they have very
different strategies and very different consumers.
SOMEONE WHO IS in luxury real estate needs specific training unique to this subcategory, and to the specific
knowledge of a particular region or community.
T hat skill often does not translate into making them good at marketing other luxuries that behave very differently and
more globally.
For all the reasons listed above and because the motivation for purchase is so vastly different often need as
opposed to desire such as a yacht is why luxury real estate industry events do not serve to train other luxury
marketing professionals, as well as the other way around. T here are some very strong differentiators that greatly
affect how it is marketed.
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