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Luxury buyers, brands and retailers are not always meeting each other on common ground, according to executives
from Shullman Research Center and Kantar Media who spoke during a Luxury Daily webinar on holiday shopping
for the 2015 season.

Held Oct. 8, the "What are shoppers planning to buy this holiday season?" webinar looked at survey and research
data to determine not just what items holiday shoppers were planning to purchase but where they plan to buy from
and what advertisements they recalled, as well as the advertising budget of a number of luxury brands and retailers.
The findings show that the channels in which advertisers spend are not always where consumers recall seeing
advertisements.

"Publications are, in many respects, one of the primary ways of reaching luxury buyers more so than other forms that
reach all adults," said Bob Shullman, founder and CEO of Shullman Research Center.

Not dead yet
Of 52 million luxury buyers those who plan on buying at least one luxury item 27 million recall advertisements on
television, 22 million on Web sites, 17 million in printed magazines and 14 million in printed newspapers.

Proportionally, these numbers are similar to the rates at which all holiday shoppers recalled advertising on each
channel, with printed ads actually being recalled at a higher rate among all holiday shoppers.
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Ralph Lauren ad in Bergdorf Goodman magazine

Nevertheless, of the seven luxury retailers studied by Kantar Media Barneys New York, Bergdorf Goodman,
Bloomingdales, Lord & Taylor, Neiman Marcus, Nordstrom and Saks Fifth Avenue all but Nordstrom spent at least
71 percent of their advertising budget on newspapers and magazines despite the lower chance of being recalled by
luxury buyers.

However, this does not mean that luxury retailers have misused ad spend. Because luxury buyers include all
shoppers buying any number of luxury items and because the ad recall statistics include luxury buyers recalling ads
for non-luxury items they are purchasing, a direct correlation cannot be ascertained.

Moreover, the relative cost of print ads versus television ads eschewed entirely by all retailers except Lord & Taylor,
which spent a meager 5 percent of its  budget on it might mean a better return on investment.

T iffany ad in Departures magazine

For luxury brands studied Burberry, Chanel, Gucci, Herms, Louis Vuitton, Michael Kors and Tiffany the numbers are
similar, though with a distinct preference for magazine ads over newspapers and more TV advertising from
Burberry, Chanel, Gucci, and Michael Kors.

Also of interest is  that among luxury shoppers, designer clothing, fragrances and accessories were equally popular,
attracting 17 million luxury buyers each, with jewelry slightly ahead at 19 million.

Across all retailers, 16 percent of holiday advertising was spent on each of jewelry/watches and apparel, but the
disparity across the former was far larger, with Bergdorf Goodman, Saks, and Nordstrom spending between 30
percent and 53 percent while other retailers spent no more than 4 percent.

Fragrance and shoes/handbags/accessories, despite attracting as many buyers, accounted for less than a third of
the spending that jewelry and apparel did, with Barneys spending 89 percent of its  budget on
shoes/handbags/accessories alone.
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Saks jewelry ad in Vogue December 2014

This could mean that fragrances, shoes and accessories could generate a better ROI on advertising than apparel or
jewelry and should be pushed more heavily; on the other hand, they have lower saturation points with consumers,
who might be more easily convinced to spend extra on jewelry or apparel than on other products.

Perhaps more significantly, while luxury retailers may not spend heavily on fragrances or shoes and accessories,
brands themselves do. Forty-one percent of the collective budget of the brands researched is spent on cosmetics,
with handbags and accessories up to 17 percent.

The data also shows that both retailers and brands, with the exception of Nordstrom and Burberry, respectively, are
behind on digital advertising. Luxury buyers no longer have any animosity or caution about shopping online, so
other brands may be conceding business to Nordstrom and Burberry by allowing them a monopoly on the digital ad
space.

Burberry banner ad on Vanity Fair

"[Digital] is an area, we feel, that luxury brands have to step up their game because this is where the audience is,"
said Mickey Alam Khan. editor in chief of Luxury Daily. "They may not buy there, but they certainly do a lot of
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research there, and that needs to be reflected."

The times they are a-changin'
Research by Shullman Research Center and Kantar Media also shows the attention given to holiday shoppers.

During the holiday season, luxury brands and retailers spend an average of 26 percent of their annual marketing
budgets, according to new research from the Shullman Research Center and Kantar Media.

Presented at the Luxury Retail Summit: Holiday Focus 2015, the findings show that the 14 luxury advertisers studied
spent $204 million between November and December last year. While generally making large investments during
this crucial shopping season, advertisers varied significantly in their preferred channels, timing of placements and
overall messaging (see story).

Data also adds urgency to the fast-approaching holiday season.

More than a third of luxury buyers plan to spend a higher amount on holiday gifts this year than in 2014, but brands
are already late, according to a recent report from Shullman Research Center.

Over half of such consumers plan to start their shopping before Thanksgiving or have started already, and nearly a
quarter hope to be done before the calendar changes to November. Early holiday shopping means brands need to
reach out to lure consumers into their stores and onto their Web sites before the opportunity vanishes (see story).

Despite incongruences between consumer habits/purchases and advertising spend, there is no need for alarm,
brands must simply use available data and adapt to these changes.

"This is a very resilient industry, it survived the 2008, 2009, 2010 recession," Mr. Alam Khan said. "It always helps to
have this kind of research to see how luxury, both brands and retailers, are adapting."

Final Take
Forrest Cardamenis, editorial assistant on Luxury Daily, New York
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