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. ‘ "The concept of luxury is evolving beyond fine jewelry and
formalwear. For today’s consumers, easy, enjoyable, even
interactive experiences can be luxuries as well. For
younger, male consumers, however, recognizable brand
names are still an important part of signaling a luxurious
lifestyle."

- Kristen Boesel, Senior Lifestyles & Leisure
Analyst

This report looks at the following areas:

e Those who can afford luxury products are among the least interested RE PO RT NOW
e Younger consumers want to show off their spending

e Millennials are the generation most likely to spend on services

The luxury apparel and accessories landscape is shifting toward a more youthful market. Brands like sto re.m | nte| .COm

Louis Vuitton and Gucci excel at engaging younger consumers and keeping their brands fresh with

vibrant designers, but other luxury houses like Chanel, Dior and Burberry have been slower to adjust to

the new realities of today’s luxury consumer. CALL:
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Figure 47: Privé Porter Instagram posts with images of Hermes bags, July 2019

Male consumers say they are willing to spend more
Figure 48: Highest price consumers are willing to pay for specific accessories, by gender, May 2019

Lifestyle Services

Half of all consumers treat themselves to a service or membership
Figure 49: Services consumers pay for regularly, among total consumers, May 2019

Men are more likely to pay for convenience and exclusivity
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Figure 50: Services consumers pay for regularly, by gender, May 2019

Younger consumers spend on services
Grocery delivery
Nail/waxing services

Figure 51: Services consumers pay for regularly, by generation, May 2019

Case study: Ezza Nails
Figure 52: Ezza Nails, Chicago, 2018

Reaching Luxury Consumers

Magazine ads are a best bet for reaching older and affluent consumers
Figure 53: Sources of fashion information, among total and more affluent consumers, May 2019

Figure 54: Print sources of fashion information, by generation, May 2019

Good old fashioned word of mouth is still effective

TV ads are important for reaching men
Figure 55: Sources of fashion information, by age and gender, May 2019
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Figure 56: Christian Dior digital creative for Joy fragrance, desktop video, 2019
Figure 57: Christian Dior digital creative for J'adore fragrance, desktop video, 2019

Female consumers more engaged with fashion-related information
Figure 58: Sources of fashion information, by gender, May 2019

Younger consumers more likely to learn about fashion from social media
Figure 59: Social media sources of fashion information, by generation, May 2019

Chanel challenges Gucci’s social spend
Figure 60: Digital spend by Mintel-tested luxury brands, January-June 2019
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Outdoor advertising reaches younger generations better
Figure 62: Outdoor media sources of fashion information, by generation, May 2019
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Figure 67: Price consumers usually pay for accessories, May 2019

Figure 68: Highest price consumers are willing to pay for accessories, May 2019

Figure 69: Price more affluent consumers usually pay for clothing items, May 2019

Figure 70: Highest price more affluent consumers are willing to pay for clothing items, May 2019
Figure 71: Price more affluent consumers usually pay for accessories, May 2019

Figure 72: Highest price more affluent consumers are willing to pay for accessories, May 2019
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