Consumers are buying
up everything from
diamond-encrusted
handbags and private
jets to souped-up

trash cans and designer
toilets. How long will
the boom last?

By Kate Betts

MICHAEL KORS IS A PRO at selling expensive
clothes to very rich women. At personal ap-
pearances in department stores, he has been
known to move $85,000 worth of merchandise
in just one hour. But this year has been differ-
ent. This year Kors says his wealthy clientele is
out of control—they’re spending like it’s 1999.
One New Yorker ordered two pairs of gold-
beaded pants for $8,900 each. At a trunk show
in Short Hills, N.J., Kors sold five purple mink
ponchos for $7,825 each. Like many purveyors
of luxury goods, Kors has seen his business
increase 40% in the past year. And that’s not
because he’s selling a lot of T shirts and jeans.
“Even younger people are buying more luxury
items,” he says. “Teenagers are buying our
shoes and bags.”

Despite rising interest rates, staggering
energy prices (gasoline has climbed 30% in
the U.S. in the past year) and the general state
of unrest in the world, conspicuous consump-
tion is back. According to a study by the
Italian association Altagamma, U.S. sales of
high-end goods grew 27.7% in the first five
months of this year, and consumer confidence
is way up, hitting a two-year hiE.h in Jul

“Luxury is so prevalent now,” s
Brodie, spokeswoman for jewelry compam
Harry Winston. “You see so much heavy-duty
cashmere and fur in the stores. It hasn’t been
like this since the 1980s” Indeed, the fall {.Ul
lections are among the most extravage
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