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Chanel fall/winter 2017 features  Gen Z's  Lily-Rose Depp and millennial Cara Delevingne. Image credit: Chanel

 
By DANNY PARISI

A recent study has shown that millennials are outperforming older generations in saving for their future, making the
demographic a valuable future investment for luxury brands.

A report from credit line provider Discover has found that 81 percent of millennials are saving for the future
compared to just 74 percent of Generation X and 77 percent of boomers. For luxury brands, this means that when
millennials grow into their purchasing power, they will hopefully have more money to spend on luxury items.

Future s avingsFuture s avings

While millennials' collective wealth is growing, they still trail far behind older generations in terms of overall
purchasing power.

But this does not mean that luxury brands should ignore them. Instead, they should invest in millennials, engaging
with them now so that in the future, when their careers are more established and they have more money saved up,
they can be valuable customers.

Not only are millennials saving more than older generations, the rate at which they are saving up is increasing.
Thirty-five percent of millennials said they saved more in 2017 than they did in 2016, compared to just 25 percent of
Generation X and 22 percent of boomers.

Millennials prefer to be frugal in order to save up for big items. Image credit: Discover
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Another notable trend for luxury brands is that millennials are not just saving for a vague notion of the future. Most of
them are saving for specific items with 67 percent of millennials saying they are saving for something specifically.

Millennials are aspirational. They are more informed than any other consumers and have a better idea of what they
want.

For now, as millennials still do not have the purchasing power to match older generations, this is the best way for
luxury brands to target them. Until they have more money, many millennials will save up for a few luxury items in
particular, rather than buying them at regular intervals the way older customers do.

Upcoming millennials
While there is no such thing as a typical millennial, just as there is no archetypal luxury consumer, decoding the next
wave of high-end consumption can seem daunting for brand marketers.

While speaking at The New York Times' International Luxury Conference Nov. 14, a McKinsey & Company partner
summarized how millennials generally act and explained that the demographics' behavior ripples through to older
consumer segments. Born between 1981 and 2000, or ages 18 to 35, millennials make up 30 percent of the global
population and primarily live in emerging markets, creating a enormous potential for luxury brands (see story).

Millennials are the most important segment for brands to connect with today, and doing so requires reengineering
how brands think about their relationships with customers.

Fendi has embraced Instagram Stories, a millennial favorite. Image credit: Fendi
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A panel moderated by Bob Shullman during the first Italian Luxury & Design Summit on Nov. 30 took a look at the
path the luxury business is on at the current moment and where it is  heading in the year ahead. The executives on the
panel agreed that millennials are the future of luxury and it is  paramount that brands evolve in the ways they connect
with millennials (see story).

As brands look to the future of their customers, they need to understand that millennials will dictate the market in
only a few more years. For that reason, luxury brands must begin engaging with them on their terms on a more
serious level.
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