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NEW YORK Marketers spend an enormous amount of time and effort attracting millennial attention, when in reality
the demographic will only spend approximately $49 billion across luxury categories in 2016, according to a new
report by YouGov.

T he older generations, the baby boomers and Generation Xers, control the "lion's share" of luxury spending across
nine categories, which include apparel, travel and personal care, among others, for a combined spend of $215
billion for the year. In the inaugural "2016 Affluent Perspective Global Study," presented in New York on May 3,
YouGov forecasts affluent spending, the difference between the two main demographics and how each approaches
and interacts with luxury brands.
"It's important not to lose sight of the fact that this year boomers and Gen X together will spend 4.5 times more than
the millennials across the nine categories we monitor," said Cara David, managing partner at YouGov. "Marketers
should be careful not to sacrifice one for the other."
YouGov's 2016 Affluent Perspective Global Study was derived from in-depth profiles of the world's most elite
consumers. For the United States, YouGov surveyed 2,515 individuals from the top 10 percent of households, who
earn more than $150,000 in discretionary income.
On a whole, YouGov surveyed 5,196 affluent individuals from 11 additional markets such as the United Kingdom,
France, Germany, China, Japan, South Korea, Singapore, the United Arab Emirates, Mexico, Canada and Australia.
Foreseeable spending
Overall, YouGov forecasts that there will be a .9 percent decrease in luxury spending in 2016 among affluent
demographics.
Millennials and the U.S.'s 400,000 wealthiest households are the exception, with spending expected to increase by 8
and 10 percent, respectively. Research also suggests that the total discretionary spending by the top 10 percent of U.S.
households will total approximately $2 trillion.
On a larger scale, discretionary spending across the nine categories is expected to reach $277 billion, a decrease of
$2 billion from the year-ago. Despite the slight decrease in discretionary spending, YouGov predicts travel and and
fine dining to see an increase.
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T he study showed travel spending to be up 10 percent from 2015 to $119 billion. Age does not seem to be a factor for
travel spend, with each age category increasing travel spend by at least 9 percent and millennials spending on travel
set to increase by 16 percent.
Also, travel will see an increase from all income categories, Base, Middle and Upper Affluents, by 8 percent to 12
percent.
But, YouGov points out that if the U.S. heads toward another recession, which 56 percent of the study's wealthiest
respondents feel may be on the horizon, leisure travel and dining out will be among the first things affluents cut
back on.
Other categories, namely apparel, accessories, handbags, home decor, jewelry and watches, will see an 11 percent
decrease in spending from $132 billion in 2015 to $117 billion for 2016.

Image courtesy of DFS
"It is worth noting that a major consequence of the Great Recession among the nation's affluent is that they are
prepared to make immediate adjustments," said Dr. Jim T aylor, senior advisor at YouGov. "In some cases, the
nation's affluent are even willing to eliminate certain luxuries from their lives altogether, should their household
experience a financial setback."
First timers
Millennials and how to capture the demographic's market share seemingly consume marketers' time. YouGov
suggests that the best way to establish brand awareness among millennials is to target their parents, rather than
directly reaching out to the younger, coveted demographic.
T his is connected to when and how consumers are introduced to luxury goods and services. YouGov found that 90
percent of affluent millennials had their first luxury interaction by 37-years-old, whereas 72 percent of Gen Xers, 61
percent of baby boomers and 55 percent of matures had experienced luxury by this age.
Luxury is beginning to be introduced to consumers at a younger age because of gifting by the older generations now

that they are more established and financially secure. YouGov found that 58 percent of younger millennials, those
ages 18-29, and 37 percent of older millennials, 30- to 37-years-old, had their first luxury experience paid for by
someone else.

Image courtesy of Lancme
In comparison, 60 percent of Gen X, boomers and matures responded that they paid for their first luxury good or
experience. T herefore, boomers and increasingly Gen Xers, are catalysts for the luxury lifestyle of affluent
millennials.
T o this point, 61 percent of young millennial respondents shared that their first luxury item or experience was given
as a gift by their parents.
In a YouGov study from the 2015 holiday season, its research found that 48 percent of affluents planned to gift a
luxury experience over a material good to "make it memorable." Also, 63 percent shared that they hoped to make the
holiday season the best one yet for their family (see story).
For millennials, the price tag associated with luxury goods and experiences signifies its quality. While 69 percent of
millennials feel this way, only 51 percent of Gen Xers and 39 percent of boomers agree.
As millennial consumers mature, YouGov feels that characteristics such as quality, construction, retained value and
design will best describe luxury goods and services due the demographic having a better understanding of the
market.
"Millennials cite price as the number one indicator of luxury," Ms. David said. "For luxury brands and luxury brand
managers, this means that there is a need to help them evolve from a relatively immature consumer to one that will
come to appreciate the true value of luxury including the artistry and craftsmanship of the product or experience
itself."
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