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By JEN KING

As the luxury landscape continues to evolve and geopolitical turmoil affects emerging markets, the brands that will
come out on top must be able to adapt to the resulting consumer behavior.

On Sept. 29 in New York, part of a 15-city world tour of sorts, Albatross Global Solutions shared insights from its
annual research study "The Journey of the Luxury Consumer" to better understand motivators, the purchase journey
and the consumer landscape on a global scale. A key finding has been the definition of luxury itself as consumer
interest has developed from a desire for exclusivity to wanting ensured craftsmanship from the high-end brands they
interact with.

"Consumers interact with luxury brands through a number of touchpoints," said Javier Calvar, COO at Albatross
Global Solutions, Shanghai. "While the boutique is still key and will remain so for the foreseeable future digital
platforms such as branded Web sites, social media and applications are critical to brand building. Brands must
therefore pursue a multi-touchpoint strategy.

"A high proportion of affluent consumers follow luxury brands online and are open to be contacted by the brands
they buy," he said. "Luxury brand owners must therefore go beyond transactions and maintain ongoing, meaningful
conversations with consumers. This requires the development of relevant CRM programs."

Aiming to understand the luxury consumer better, Albatross surveyed 4,180 affluents in 15 countries, adding India
and South Korea for the 2015 edition. Individuals surveyed had purchased a luxury item within the last six months to
ensure an up-to-date frame of reference for experiences had with a luxury label.

Motivated millennials
The 2015 Journey of the Luxury Consumer narrowed its lens on the millennial and the Chinese tourist, two hot topics
that luxury brands have spent ample time trying to understand fully.

Overall, both consumer sects place an emphasis on craftsmanship, feeling that this is the true essence of luxury and
that a handmade product of high-quality justifies the price point, thus adding more value to the overall purchase. In
the past, exclusivity reigned, but now consumers find this overused, erosive and tired because if everything is
"exclusive," than nothing truly is.

Millennial respondents are an example of the transmission from exclusive luxury goods being preferred to
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craftsmanship being a determining factor for a high priced purchase. This sentiment is held because millennial
consumers see the value in making a purchase that can be passed down and are hyper aware of details, both in
terms of product and the overall brand experience.

In addition, a key motivator is often a purchase for an accomplishment such as landing a dream job. Thirty-eight
percent of millennial respondents purchase luxury goods as an inner reward as a way to underscore social success
and acceptance, in addition to using the product as a status symbol.

For instance, watchmaker Baume & Mercier played into this with its #MyMomentsOfSuccess campaign by sharing
consumers' moments of success through a new social initiative meant to highlight the brand's timepieces as part of
an achievement.

Baume & Mercier's #MyMomentsOfSuccess campaign

Baume & Mercier often features moments of celebration in its campaigns to connect consumer milestones to its
products, whether the occasion is a promotion, graduation or wedding. For this campaign, Richemont-owned
Baume & Mercier focused its lens on millennials who are "young and ambitious" (see story).

The survey also determined millennials' interactions with brands in the digital space, with 51 percent of the
demographic feeling comfortable with shopping online for luxury goods. This is compared to 44 percent of
consumers globally and 48 percent in the United States.

Millennials are also more inclined to follow favored luxury brands on social media, with 59 percent responding that
they do to find out about branded events, new products and promotions as well as connect with like-minded
consumers. Additionally, 82 percent of millennials actively "like" brand posts and prefer social media and online
bloggers better than traditional print.

"Millennials are the largest demographic group and affluent millennials have the means to make their dreams a
reality," Mr. Calvar said. "They are also particularly pro-active consumers, engaging with brands and sharing their
views with peers, primarily online. Luxury brands must therefore embrace these younger consumers."

China rising
The Journey of the Luxury Consumer 2015 survey also delved deeply into the behavior of the Chinese tourist. Of the
180 Chinese tourists surveyed for the report, respondents had made luxury purchases with an average price of
$25,000 to $50,000 .

It is  well known that Chinese consumers prefer to shop outside of their home country for a host of reasons. Ninety-
two percent of respondents said their reason to leave China to buy luxury goods is due to cheaper pricing, 57 percent
to ensure authenticity and 47 percent for product selection and souvenir purchases.

These points have driven Chinese consumption of luxury goods while abroad, especially product selection and
items bought as souvenirs, as this plays into consumer storytelling and is much more impactful when purchased on
a trip.

Overall, 90 percent of Chinese respondents have an interest in luxury items unavailable in China, and 50 percent
have made an unplanned purchase while traveling based on availability at home.

Since Chinese travelers spent $165 million while abroad in 2014, and are projected to spend $274 million in 2019, an
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amount close to the GDP of Singapore, brands should amplify product offerings abroad to attract this demographic.

Albatross' "Chinese Travelers and the Luxury Shopping Experience" survey found that 50 percent of respondents
said that better product selection drives their choice for wanting to travel.

Chinese consumers outside a Louis Vuitton boutique

Importantly, more than half said that they expect a luxury brand abroad to have inventory that is not found in China
and nearly all respondents said they were interested in buying new brands not sold in China at all, regardless of the
retail push put forth by many to have a presence in the country (see story).

A strategy suggested to meet this interest is  a type of click and collect program, popularized by retailers such as
Selfridges in the United Kingdom for the purchase of luxury items such as Cartier jewelry (see story).

The program would allow Chinese consumers to showroom products available abroad while still at home as they
plan their purchases. Then, when they reach their destination, they can collect their purchase seamlessly at a brand's
bricks-and-mortar location, which may also spur impulse buys.

Understanding the behavior of tomorrow's primary consumer demographics will help brands transition and
navigate the luxury market going forward.

"Millennials are not too different from general luxury consumers in the sense that they share the same cues to luxury
and follow very much the same journey," Mr. Calvar said. "They are however much more reliant on digital word of
mouth than other consumers and listen to opinion leaders on places like Instagram, Twitter or WeChat more than
other consumer constituencies.

"On the other hand, Chinese tourists have very distinctive traits, such as the way they plan their purchases. They
actually draw a list of the items they want to buy, and the reasons why they buy overseas, which include the
expectation of an authentic experience and choice," he said.

Final Take
Jen King, lead reporter on Luxury Daily, New York
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