
Asia's coolest luxury trend? Gelato pop-ups

As brands from LVMH to Diptyque trade espresso counters for gelato carts, the artisanal frozen

treat becomes luxury's newest vehicle for experiential marketing and social media content creation.

Lisa Nan

CELINE

Luxury brandshavefound their new experientialobsession:gelato.From Celine's Provençalcourtyardsin

Shanghaito Diptyque's scent-inspiredflavors in Seoul,maisonsareditchingcoffeecountersfor gelatocarts

to woo Asia's experience-hungryGen Z consumers.

Long prized in Italy asahand-crafteddelicacy, gelatohas quickly morphedinto aGen Z-favoredsymbol of

health,taste,andstatus.Unlike traditional icecream,gelatois positionedas anartisanal,low-fat, high flavor

treat- in sync with the lifestyle aspirationsof a younger,wellness-consciousconsumerbase.

Onplatformslike Xiaohongshu(alsoknown as RedNote),#Gelatohas rackedup over 600million views,

while on Douyin, short videosshowcaseteensandyoung professionalsqueuingfor 59 RMB ($8.50)-per-

scoopcreations,often featuring lavender, fig, or cactuspear, flavors lifted from fragrancebrandsandsun-

drenchedresorts.

Now, luxury houses are catching on.

Whatbeganasasubtleextensionof theluxury hospitality playbook(think Prada'sMarchesicaféorLVMH's

ownershipof Cova),hasnow becomeafull-fledged sensorymarketing movement.Maisons from Celineto

Diptyque have been swappingout espressocounters for gelato carts,drawing inspiration not from Paris

runways,but from the ItalianRiviera. Forgetmerely sippinga brandedcappuccino.Today'sshopperswant

to "taste" Saint-Tropezand Xiaohongshu(China's equivalent of Instagram)themselvesbeneathbranded

umbrellasin urbanfaux-beachpop-upsinspiredby Capri.

Luxury brands bring riviera vibe to Asian metropolises #

Celine's recentpop-up in Shanghai'sZhangyuanembodiedthisnew experientialplaybook. From April 12

to May 11,the Frenchhousetransformedahistoric Shanghaialleyway into aProvençalcourtyard,complete

with olive andlemontrees,abubbling fountain, andMediterraneansnackcarts.

At its centerstoodthe realdraw: asummercaféserving Triomphe-logopopsiclesandgelatoflavorslike fig

andlavender-honey.In trueluxury fashion,the outdoorcaféwaslessaboutsatisfyinghungerandmore about

feeding content creators - images of pastel dessertsnestled beside Celine leather goods flooded

Xiaohongshuwithin hoursof opening.

Last year,Diptyque's HedonisticSummeractivationalsoblendedfragrance,food, andfantasy.In apop-up

designedasacoastalresortin Seoul,SouthKorea- with oversizedpool floats,stripedumbrellas,andlounge

chairs- the Frenchperfumerinvited gueststo samplefive gelatoflavors inspiredby its mostbelovedscents,

including vanilla,mint, orangeblossom,andcactuspear.
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Shopperswho purchaseDiptyque's limited-edition ice cream could exchangetheir receipt for perfume

samples- a clever inversion of the traditional product-samplingfunnel. Thecampaign included cross-

promotion via Diptyque's WeChatand Xiaohongshuchannels, further embeddingthe brandinto China's

digital lifestyle economy.

This is more than a social stunt. Across Shanghaiand beyond, luxury housesare importing dolce vita

aestheticswholesale.At L'Antico Gelatoin Hong Kong's Central district, Miu Miu haslauncheda limited

pineapple-flavoredgelatoto celebratesummer.Meanwhile, Marni teamedup with ShanghaibistroGubigubi

for a playful 520 campaignoffering complimentary oat- andearl-grey-flavored gelatoto customerswho

photographtheir Marni Rivierabagson-site.

Elsewhere,BottegaVenetais offering gelatoin Wuhan'slandmark WushangMall. Thoughmodestin scale,

theseactivationsstrategicallyinsert luxury brandsinto consumers' daily lives,not viaproducts,but through

shareableexperience.

Beyond China: Global strategy, local flavor #

The strategymirrors moves being made globally. As Flavio Cereda-Parini,investmentdirector at GAM

Investmentsandformer Jefferiesmanagingdirector, recently postedon LinkedIn: "When I wasa sellside

analyst, I usedto refer to LVMH asthe foremostMEDALS stock - Music, Entertainment,Digital, Arts,

Lifestyle, Sports- representingthe 'premiumization of everything.' Todaywe needto addF for food."

Indeedbrandedfood pop-upshaveemergedasthe latestiteration of this strategy.From Dior's Parisiancafés

to Gucci's Osteria,fashionhouseshave beenexperimentingwith gastronomyasa brandextension.But the

currentwaveof gelatorpop-upscomprisesa shift from staticcafésto mobile, seasonalexperiences.

For brands, this format offers a couple of strategic advantages.First, it lowers the barrier to brand

engagement:a $5.5 gelatois far more accessiblethana $5,000handbag.Second,it offers apotentcontent

engine,ascustomersdocumenttheir "taste of luxury" acrossXiaohongshu,WeChat,Weibo,andDouyin.

Yet,this democratizationcomeswith risks, accordingto Cereda-Parini."I rememberwell that one of the

issueswith the newlyacquired Tiffany wasthat the entrypoint wasjust $6for adrinking glass,which LVMH

hated,"he says."Today, the entry point for LV is abrandedgelatoat 4.5 euros($5.50). Gofigure."

Not just food, but escapism #

Thissummer'sbrandingpushisn't just aboutfood- it's aboutthe fantasyof escape.

More than ever, luxury housesaretrying to conjure the illusion of Mediterraneanholiday through curated

aesthetics:sun loungersstampedwith logos, umbrellasin brandedhues,andstylized "beach club" settings

transplantedinto urbanmalls.

Diptyque's poolsideinstallation, completewith oversizedice creamsculpturesand loungechairs,wasless

aboutfragranceandmore aboutfantasy. Visitorsposedbesideinflatableprops,wanderedthrough"scent-to-

flavor" tasting booths,andimaginedthemselvestransportedfromdowntown Shanghaito Saint Tropez.

At a time when international travel remainsaspirational for many, theseactivationsprovide an emotional

journey.

The gelatoboom reflects a broader truth: Luxury is no longer just about the product. It's about cultural

fluency,sensoryactivation, andemotionalconnection.

Asbrandscontinueto fold leisureinto their playbooks,expectmore food-basedcollaborations,pop ups,and

seasonalcampaignsto blur the line betweenindulgenceandidentity.
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