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By BRIELLE JAEKEL

While luxury lifestyle brands are not seeing any setbacks from their lack of empathizing with younger millennials
right now, it will not be long before these brands start to see effects as the group ages.

According to a new study from Hitwise, brands such as Michael Kors and Ralph Lauren are having trouble
identifying with younger consumers, aged 18 to 24, but are not showing concern in this area. However, Gucci is
significantly above the pack in attracting millennial consumers, which can poise the brand for long-term success.

"Eminent luxury brands such as Michael Kors, Ralph Lauren or Coach are failing to attract the youngest consumers,
but this has not caught up with them quite yet," said Rochelle Bailis, director of content at Hitwise. "Their share of 18
to 24 year olds may be relatively small, but their market share still looms large within the luxury industry.

"This is because today, most young millennials remain aspirational luxury buyers," she said. "However in five or 10
years, the young people that dream of Versace dresses and Tom Ford suits will be the next generation luxury goods
consumers.

"These more edgy, celebrity-laden and Instagram-savvy luxury brands will reap the rewards from planting the seed
with young aspirational buyers."

Brands and millennials
Michael Kors and Ralph Lauren may have a hard time connecting with younger millennials, but currently these
brands top the most searched luxury brands list. Adding in Coach, these brands make up 63.5 percent of online visits
within the luxury apparel sector.

https://www.luxurydaily.com/category/apparelandaccessories
https://www.luxurydaily.com/luxury-brands-falter-with-young-millennials-report/
https://www.luxurydaily.com/wp-content/uploads/2017/02/Gucci-Bamboo-465.png
file:///author/brielle-jaekel
https://pubads.g.doubleclick.net/gampad/jump?iu=/60923973/mid-article-micro-bar&sz=234x60&c=85099116&tile=1
http://connexity.com/hitwise/


Michael Kors campaign

Gucci, however, has more than 50 percent of millennial visit share, which could be due to the brand always
maintaining a youthful, edgy image. The label uses tools such as Instagram exclusives with models and embraces
styles such as "granny-chic" florals and androgyny-forward styles.

The fashion brand's largest audience segment is 18 to 24 year olds at 31 percent likely to purchase, followed closely
by 25 to 34 year olds at 27 percent. Although during the holiday season, for reasons unknown, Gucci had trouble
maintaining its popularity with millennials.

Versace recently saw a jump in millennial customers during the summer. While the brand was seeing this increase
in overall market share, popular supermodels Karlie Kloss and Gigi Hadid became the faces of the brand for fall, as
well another campaign with musician Zayn Malik who is romantically associated with Ms. Hadid.

Millennials aged 25 to 34 make up the largest segment of Versace's audience.

Versace holiday campaign

The majority of Michael Kors' audience is also ages 25 to 34, but the brand sees negative 22 percent on the likely age
index for millennials 18 to 24.

Millennial insight
While some themes regarding luxury goods are important to all age demographics, there are many that vary from
generation to generation, making it important for brands to adjust their messaging.

Another report from Shullman Research Center shows that millennials make up half of adults who have purchased
luxury items within the past year. Within the survey, words such as money, rich, best and classy made the top of the
list for themes important to them when buying luxury goods (see more).

Luxury retailers and brands should be leveraging chatbots to better combat the disconnect in conversion rates for
selling online high-end products.
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A survey from Retale has revealed that more than 70 percent of consumers are interested in connecting with a
branded chatbot. Consumers are interested in experiences that make their lives easier or offer some sort of value in
return, and chatbots can accomplish this (see more).

"Most people would be surprised to discover that Michael Kors, the brand which captures nearly a quarter of the
entire luxury market itself, is  struggling so much to reach younger consumers," Hitwise's Ms. Bailis said. "Michael
Kors is a young brand, it has only been around since the 1980s, and yet 18 to 24 year olds are less likely to engage
with Michael Kors than 65 plus senior citizens are.

"Meanwhile brands such as Gucci have been around for almost a century but manage to remain relevant with
younger consumers by pushing the boundaries of experimental, unapologetic fashion and modern marketing," she
said.
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