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Perceptions of luxury are shifting as more multicultural and millennial consumers become clients of high-end
goods and services, forcing brands to evolve their marketing strategies.

Luxury often leans on quality and exclusivity to justify its price points, but a new report from Mindshare finds that
big-name brands are losing favor due to a seeming decline in both production methods and personal touch. T o
maintain relevance, luxury marketers need to think small and focus on the new influences and mindsets behind
consumer purchases.
"T he messaging that brands put out is paramount for influencing what people think of their products," said Jodie
Huang, manager, insights at Mindshare North America, New York.
"For the case of quality, transparency is an important factor for brands to incorporate in their content to help assuage
any concerns over their products, particularly in matters of sustainability and ethical labor," he said. "Especially with
the younger generations, opening up their manufacturing and supply chain to public scrutiny will give the brand a
level of authenticity and help connect them with consumers on a deeper level."
Mindshare's research is based on a survey of 2,000 U.S. consumers, as well as focus groups.
Multiple mindsets
Mindshare's report identified five key psychographic groups of luxury customers.
About a quarter of luxury clientele are considered "strivers," or those who link the concept and consumption of
luxury to success. T ypically at the start of their careers, these customers are mostly middle or upper middle class,
and are most apt to invest in liquor or fashion.
T his group features the highest concentration of millennials, with 57 percent between the ages of 18 and 34. Strivers
also include the greatest percentage of men, with 58 percent of the group male, and they have the second most
multicultural audience.

Mindshare notes that these individuals are tuned into social media influencers and television, and suggests
appealing to the idea that a brand is aspirational and difficult for the masses to attain.
Sixteen percent of those surveyed were identified as "trendsetters," due to their desire to be unique through luxury.
T hese consumers are also highly multicultural, with four in 10 identifying as a race other than white, the most of any
group.
T rendsetters are also most likely to be from the southern United States than any other group, and they skew
millennial, with almost half from the generation.
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T o reach trendsetters, Mindshare suggests putting a focus on influencer marketing and speaking to them early,
allowing them to adopt a brand or style ahead of their peers.
T he "aesthetes" are most interested in luxury for its design. Comprising 17 percent of respondents, these consumers
are 62 percent female and are almost evenly divided between the age groups.
More than half of aesthetes have incomes of $100,000 or more, and they are most apt to buy travel, automobiles and
fashion.
T hese consumers consult brand Web sites and online reviews before buying, and Mindshare suggests that luxury
brands highlight their design and craftsmanship in marketing. Partnerships with artists or other creatives can also
win these customers.
About a quarter desire luxury because they want "only the best" quality and service. Skewing slightly older than the
aesthetes, they have similar levels of affluence, with 28 percent making more than $150,000. Like the aesthetes, they
also go for travel and auto, and turn to search and online reviews to research.

Only the best consumers are most apt to spend on travel. Image credit: Ralph Lauren
T o reach those craving only the best, the report proposes highlighting a brand's leadership position or service
experience.
Nineteen percent of the respondents are "comfort first" luxury shoppers. T his group who see luxury as a way of life
is most apt to be seniors, with 42 percent above 65.
Comfort first consumers are also more affluent than any other group, with 35 percent making more than $150,000.
Like the other more mature shoppers, they gravitate toward travel and auto.
For these customers, status or image is less important than comfort or ease.
While these represent the mindsets of today, luxury consumer psychographics are set to change as outside factors
evolve.
"It's less so about graduating into a different segment, and more about evolving into a group that incorporates values
from other segments," Mr. Huang said. "Many of the mindsets and values exhibited by each consumer group is
ingrained in their personality and shaped by the values unique to their generation and society today.
"As people and society changes, so too will these groups," he said. "While some will retain some of their current
attitudes, others will morph and change into new consumer audiences in the future and it's up to brands and
marketers to align with these new groups through consistent research and insights gathering."
Quality control
Luxury brands seem to have lost some of their luster, as 73 percent of consumers would buy premium goods instead
of luxury if they perceived them to have the same level of quality. With 15 percent of customers doubting the quality
or production value behind luxury goods, premium players are going to continue to be a significant threat.
Big brands in particular are falling out of favor, as 55 percent of millennials say they have lost their personal touch
and more than half in the age group preferring lesser-known brands.
T here is also a perception that luxury is more accessible, with 27 percent saying the definition of luxury is no longer
tied to scarcity.
Mindshare also notes that while glamour or style were at the top of luxury customers' wish lists in the early aughts,
today it is more about brands that show values such as kindness or trustworthiness.
Luxury brands must strive for a higher purpose in products, people and the environment, according to the managing
partner of YouGov.

Affluent consumers have conflicting ideas when it comes to spending money in a meaningful manner and
choosing brands that align with their own values. During "T he Era of Brand Meaning" keynote at Luxury FirstLook
2018: Exclusivity Redefined, the executive noted that luxury consumers are making defendable choices as they seek
to make purchases, which has shifted how a brand is traditionally defined (see story).
T he luxury customer is also increasingly multicultural, with a greater percentage of those who do not identify as
white spending on categories such as fashion, spirits and perfume in 2017 than their Caucasian counterparts.
Fenty Beauty's entry into the cosmetics arena has shed light on beauty power players' lack of merchandise diversity
for complexion products.
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Created by frequent luxury collaborator Rihanna, Fenty Beauty launched following months of anticipation and two
years of research and development on Sept. 8. T he line of color cosmetics, including a staggering 40 shades of
foundation, was developed in partnership with LVMH-owned Kendo, the company behind Bite Beauty and Marc
Jacobs Beauty (see story).
"Exclusivity is about limiting a brand's accessibility, and this can be a factor in both logistical and marketing
considerations," Mindshare's Mr. Huang said. "Brands have to decide how exclusive they want their products to be.
"For example, you have mass luxury brands like Ralph Lauren or Coach pulling products from department stores
and stopping discounts from hurting their brand image, or a niche brand like Patek Phillppe who only sells from
authorized retailers and not even though their own Web site," hhe said. "Brands can also limit those who can see
their messaging; by targeting their consumers, they can decide what properties they want their brand associated with
and who is able to see their brand.
"Exclusivity is a fine line for brands to toe; they want to limit messaging enough not to be overexposed, but
accessible enough so that potential customers are able to reach them. Brands need to have a clear content and
channel strategy in this regard."
© 2020 Napean LLC. All rights reserved.
Luxury Daily is published each business day. Thank you for reading us. Your feedback is welcome.

