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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:

• Those who can afford luxury products are among the least interested
• Younger consumers want to show off their spending
• 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
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.
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Figure 8: Luxury brand buyers consumer profile infographic, May 2019
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Figure 21: Preference for standing out or fitting in, by generation, March 2019
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One quarter of consumers are willing to pay more for earth-friendly products
Figure 25: Percentage who typically pay more for earth-friendly products, by age and gender, May 2019

Case study: Burberry makes promises

Hip-hop culture

Namedropping

Streetwear and sneakers

Innovative thinkers

LV stays hip by tapping Virgil Abloh
Figure 26: Louis Vuitton digital creatives, Facebook carousel post, 2019

Gucci looks to the future

Inadvertent racism
Figure 27: Screenshot image of controversial balaclava knit top on Gucci’s ecommerce site, February 2019

Outdated legacy brands

Chanel: Luxury online holdout

Hermès pins hopes to fanny packs and skateboards
Figure 28: Hermès fanny pack and skateboard, published in The Wall Street Journal, April 2019

Figure 29: Hermès digital creative promoting opening of Meatpacking District store, April 2019

Innovative fiber start-ups will help luxury brands go green

Case study: Atlantic Leather
Figure 30: Images of fish leather, July 2019

Step aside, supermodels; K-pop stars are gaining influence.
Figure 31: Getonswag’s Instagram posts with images of K-pop fashions, July 2019

Start-ups challenge luxury leaders in the bag space
Figure 32: Maestra bag from Senreve, July 2019

Younger consumers value brand names

Accessories could be gateways to luxury

Millennials spend on services

Brands should prioritize advertising media based on demographics
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Report Price: £3254.83 | $4395.00 | €3662.99

The Luxury Consumer - US - August 2019

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

/reports.mintel.com//display/store/919866/
mailto:reports@mintel.com


Cost must equal value

One third of consumers may not even consider luxury goods

Younger consumers rely on brands to indicate quality and prestige
Figure 33: Attitudes toward brands and luxury, among total and affluent consumers, May 2019

Figure 34: Attitudes toward brands and luxury, by generation, May 2019

Male consumers want recognizably expensive brands

Female consumers prefer to pay less for the illusion of luxury
Figure 35: Attitudes toward brands and luxury, by gender, May 2019

Apparel

More affluent consumers may be more open to designer dresses and suits
Figure 36: Designer dresses, Nordstrom, July 2019

Figure 37: Price women usually pay and are willing to pay for a dress, May 2019

Figure 38: men's designer suits and sport coats, Nordstrom, July 2019

Figure 39: Price men usually pay and are willing to pay for a suit, May 2019

Cultural spotlight: Tiffany Haddish’s white dress
Figure 40: Photos of Tiffany Haddish wearing white Alexander McQueen dress, June 2018

Accessories

Bags, earrings and sunglasses always fit
Figure 41: Gucci dresses size guide, July 2019

More affluent consumers make better targets for some accessories

Sunglasses and shoes
Figure 42: Louis Vuitton women’s pumps and men’s sunglasses, July 2019

Figure 43: Price consumers usually pay and are willing to pay dress shoes and sunglasses, May 2019

Wristwatches and fine jewelry
Figure 44: Designer women’s earrings and men’s watches, Nordstrom, July 2019

Figure 45: Price consumers usually pay and are willing to pay for jewelry and watches, May 2019

Top price points for bags are nearly universal
Figure 46: Price consumers usually pay and are willing to pay for personal bags, May 2019

Case study: The Hermès Birkin bag
Figure 47: Privé Porter Instagram posts with images of Hermès 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

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

Spending Motivations

Pricing for Apparel and Accessories

Lifestyle Services
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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

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

Case study: Faces of Christian Dior’s fragrances
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

Figure 61: Share of social impressions among Mintel-tested luxury brands, January-June 2019

Outdoor advertising reaches younger generations better
Figure 62: Outdoor media sources of fashion information, by generation, May 2019
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Figure 66: Highest price consumers are willing to pay for clothing items, 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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