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Many consumers  feel that brands  are doing a poor job of relating to them personally. Image credit: YouGov

 
By DANNY PARISI

Affluent consumers today are less likely than ever to feel like they personally relate to a brand, which for many is a
major factor in whether they are willing to spend on that brand at all.

According to YouGov's new Affluent Perspective Global Study, 72 percent of affluent consumers worldwide said that
they felt there were very few brands that they could personally relate to, with the Middle East being the region where
this feeling is the strongest. To fix this, luxury brands need to deepen their understanding of the values and desires
of their customers and learn how to approach them in a way that feels both appealing and authentic.

Retaining loyalty
For any consumer, relating to the brand is an important part of making purchasing decisions. For luxury consumers,
this is even more important as they have more ability to express themselves through what they consume.

According to YouGov, 62 percent of affluent consumers worldwide find that relating to a brand on a personal level
is a very important factor in their brand loyalty.

Despite that importance, the majority of luxury brands are doing a poor job of making consumers feel like they
relate.

Customers want brands to show appreciation. Image credit: YouGov
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This has had an effect on loyalty for brands. Fifty-six percent of affluent consumers said they are less loyal to
brands now than they were in the past and 72 percent said they wished the brands they shopped at would show that
they appreciate the loyalty that they give.

The feeling of relation and reciprocation is especially important for consumers in the Middle East. Seventy-seven
percent of affluent consumers in that region said that relating to a brand is a major factor in their loyalty and 80
percent said that they do not relate to many brands.

These figures for Middle Eastern affluent consumers are far higher than consumers in other regions and shows how
much work brands, especially Western brands, have to do in order to regain some of that loyalty.

Moving forward
YouGov has a few suggestions for navigating the problem of low loyalty thanks to lack of relation.

For one, brands need to understand their customers on a deeper level. For this, data analytics can be incredibly
helpful as it allows brands to get a better picture of who their customers are.

That data will be useless however, unless brands can act on it intelligently.

This is especially true for the Middle East, where the majority of customers find the hardest time relating to brands.
This will become increasingly important as the Middle East matures as a luxury market.

The rising sophistication of Chinese travelers has resulted in a retail and tourism boom in the Middle East and North
Africa, as visitors seek new destinations off the beaten path.

Loyalty is plummeting. Image credit: YouGov

According to a new report by The Luxury Conversation, and commissioned by Reuters Communications, the Middle
East and North Africa (MENA) region is no longer lagging in popularity among Chinese tourists. Most often, tourism
from China is linked to Europe and North America, but increasingly, due primarily to visa policies, infrastructure and
experiential trends, Chinese tourists are booking trips to MENA, opening opportunities for luxury brands and
hospitality (see story).

But even outside the Middle East, the number of affluent consumers who feel underserved by brands is alarmingly
high. Brands around the world need to come up with compelling reasons why they relate to their customers on the
issues that are important to them if they want to retain their loyalty.
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