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By JEN KING

While brands acknowledge the importance of digital and consumers begin to search for authentic experiences and
services, current market trends suggest that traditional luxury will come full circle, per a new report by the Beverly
Hills Conference and Visitors Bureau.

The BHCVB, Beverly Hills, CA's designated marketing organization, worked with trend forecast agency IN(K) to
examine the current landscape of the luxury market and its trends on a global scale. Divided into three chapters,
looking at the macroeconomics of top tier international cities, the emergence of digital and ecommerce and luxury
values, "The Future of Luxury" report offers insights on the high-net-worth sect's behavior and attitudes toward the
industry.

"Luxury brands can benefit from the findings by learning what the upcoming trends are and how they can adapt their
offerings accordingly," said Julie Wagner, CEO of the Beverly Hills Conference & Visitors Bureau, Beverly Hills, CA.
"Whilst acknowledging the importance of the digital environment, luxury consumers will seek out more original and
authentic experiences that can't be seen or bought online.

"BHCVB has identified this future trend as Luxury 3.0 where consumers will revert back to concepts with historic
origins, such as private members clubs, meeting places for connoisseurs, organic farm-to-table eating,
craftsmanship and exclusive tailoring," she said. "Workmanship, bespoke products and other traditional practices
will herald over the digital revolution that is currently taking the industry by storm."

Founded in 1914, the BHCVB's goal is to keep Beverly Hills top of mind as a luxury destination. The research
ensures that Beverly Hills remains a first choice in luxury travel and to maintain the city's position as a coveted
destination.

90210 and beyond
The Future of Luxury's first section is dedicated to the macroeconomic landscape, paying particular attention to
international cities that best recovered from the 2008 recession.

Of the top 10 cities, each was weighed by population of ultra-high-net-worth individuals, with a household income of
at least $30 million, and spending patterns in comparison to Beverly Hills. An understanding of each city's ultra-
high-net-worth population can assist brands in retail strategies, product offerings and overall marketing
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communications.

London ranked number one with 4,364 ultra-high-net-worth residents living within its city limits. The capital of the
United Kingdom ranks first due to its large luxury store footprint with nine out of 10 stores being within the sector.

The UK in general is expected to surpass France and Italy as Europe's leading luxury retail market in two year's time.
Londoner's luxury purchases, defined as a good priced more than $2,865, is dominated by high-end jewelry, art,
watches, wine and automobiles.

London

London also benefits from its location, time zone and hub airport making the city convenient for city-hopping
affluents, especially millennials, to travel east and west for professional and leisure.

Per the report, Tokyo is listed as the city with the second highest amount of ultra-high-net-worth individuals, with
3,575. The ultra-rich of Tokyo tend to be inheritors, holding onto wealth across generations, and this may be the
reason some individuals are choosing to leave the Japanese city for destinations such as Singapore or Australia.

Tokyo

Although less wealthy than their counterparts elsewhere in the world, Tokyo's UHNW individuals are more particular
in their spending habits. Due to an emphasis on individuality, the UHNW have been known to move on to a more
exclusive label if a brand becomes too mainstream in their eyes. This behavior also extends to custom gifting habits
where even the gift of fruit can be considered luxury.

The top 10 also included Singapore, New York, Hong Kong, Frankfurt, Germany, Paris, Osaka, Japan, Beijing and
Zurich.

In comparison, Beverly Hills, part of Los Angeles County, ranks twentieth with only 969 ultra-high-net-worth
individuals living in the region. Despite a low population number, the high concentration of wealth given its total
population is large in scale.

https://www.luxurydaily.com/wp-content/uploads/2016/02/London.jpg
https://www.luxurydaily.com/wp-content/uploads/2016/02/Tokyo.jpg


Los Angeles County

For instance, of California's 92 billionaires, 27 live in Los Angeles County, and nearly a third of those reside in
Beverly Hills. Likewise, Beverly Hills' population is 34,658, only 0.1 percent of California's total, creating a
substantial pocket of wealth.

As a result a number of brands have turned to Beverly Hills to promote products and services. The Peninsula Hotels,
Beverly Hills, for instance, recently teamed with the Beverly Hills Medical Concierge for an on-site healthcare
experience (see story).

What does the future hold?
Determining where affluent demographics are based is helpful in crafting marketing campaigns and outreach
programs. Once this location map is established brands must have a sense what drives affluent behavior.

Without a doubt, digital has become a cornerstone of marketing as various platforms work to increase visibility and
awareness for brands among established consumers and those who still fall into the aspirational category. The
digital-savvy consumer expects brands to have an online and ecommerce presence, but BHCVB suggests that this
approach must be fused with the physical.

Omnichannel retail is  one of the industry's top buzzwords, with cross-channel integration increasingly expected by
consumers regardless of demographic. But, for luxury consumers there is a shift in behavior that has resulted in the
affluent looking for more original and authentic experiences.

This behavioral trend segways into The Future of Luxury report's Luxury 3.0 chapter. Considered a future trend,
BHCVB explains that due to the search for original and authentic experiences the affluent will revert to "old school
concepts" such as private membership clubs, meeting places for connoisseurs, farm-to-table eateries and bespoke
tailoring.

Mr Porter pop-up shop on Savile Row, London (see story)
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Luxury 3.0 implies that while still a primary qualifier for luxury, craftsmanship and exclusivity of product and service
along with traditional practices will win out over the industry's current digital obsession.

The Luxury 3.0 concept also has sub-trends that are particularly noteworthy including "old-school hideaways" or the
idea that boutiques will take on "speakeasy-style" qualities to cater to UHNW individuals' penchant for discretion and
exclusivity. Likewise, brands are increasingly tailoring products per city with limited-editions.

For instance, a limited-edition Rodarte scarf is  available only for those who book at Mandarin Oriental's New York
property (see story). The apparel, leather goods, retail and watch sector have all tampered with this approach in
recent months.

Scarf designed by Rodarte exclusively for Mandarin Oriental, New York

Alongside branded efforts of transparency and consciousness for consumers seeking "Sati-faction," sati being the
Buddhist word for mindfulness, there has also been an uptick in menswear interest.

Similar to the old school concept, when men went directly to London's Savile Row for a bespoke suite for instance,
the "Menswear Revenge" trend suggests that the exclusivity of a tailored experience, literally and figuratively, through
retailing is expected to return. The BHCVB's report expects men's stores to soon include bars, pool tables and on-
site barbers in boutiques around the globe.

Additionally, affluents will shy away from logos as the younger generations do not feel the need to be flashy with
their wealth. The "NoGo" trend will swap logoed product for items that are more understated, bespoke and crafted.

"Luxury 3.0 is all about providing the amenities and services consumers want in exactly the way they want them," Ms.
Wagner said. "Modern luxury purveyors must fuse the digital with the physical to create more immersive brand
experiences and customer journeys.

"It is  also consumption with a conscience: the value in Luxury 3.0 goods is derived from a brand's positive impact
on society, the community ('localtarian') and the psyche," she said. "This new approach is less ostentatious; it is
based on authenticity, exclusivity and the backstory.

"Finally, there is a strong spirit of inter-disciplinary collaboration with art as the main focus: hotels recognizing the
cachet in commissioning art, fashion brands pairing with the art world to launch their own museums and private
collectors sharing their passion investments to catalyze unfavorable neighborhoods.

"Luxury 3.0 is typified by providers who team old-school values of artisanship and bespoke service with an
immersive experience and meaningful narrative," she said. "This creates the kind of luxury that lives in the heart: it
resonates on an emotional level and stands the test of time."
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