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By SARAH JONES

Luxury shoppers are increasingly turning towards more casual styles for self-expression, according to a new report
from the Boston Consulting Group and Altagamma.

Millennials are expected to represent half of the luxury market by 2024, and their fashion choices differ from
previous generations, as they are more apt to mix high and low labels as they seek out clothing that fits  their personal
brand. Traditional luxury brands are responding through adaptation and collaboration.

"Collaboration covers demand for newness in a less risky way," said Olivier Abtan, a partner in BCG's Paris office
and the global leader of the firm's luxury, fashion and beauty topic. "It gives brands a cool edge and strengthens
brand awareness as well as increases willingness to buy the brand.

"Collaboration is increasingly in demand and turns out to be a very effective purchasing incentive," he said.

The fifth annual edition of BCG and Altagamma's True-Luxury Global Consumer Insight is based on responses from
12,000 luxury consumers from 10 countries.

Growth drivers
BCG and Altagamma's report projects that the luxury market will grow from its current 915 billion euros, or about
about $1.1 trillion, to 1.26 trillion euros, or $1.55 trillion by 2024.

Millennials and Chinese consumers will be the driving force behind much of this growth.

Both of these demographics are digitally savvy, calling for greater investment in omnichannel strategies.

Overall, 55 percent of luxury shoppers buy via mobile commerce. Among China's youngest consumers, about three-
quarters use their mobile devices for shopping.
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Digital has been cannibalizing in-store sales. Image credit: Value Retail

The report also found that social media has now become the top channel of information for luxury consumers,
surpassing magazines and brand Web sites. Among the most powerful platforms are Facebook, Instagram, WeChat,
Weibo and QQ, however QQ is losing some favor to WeChat and Weibo and Instagram is becoming a more
dominant force than Facebook.

About half of Chinese consumers turn to social media for research, with word-of-mouth the second most popular
source of information, as 30 percent look for insights from friends and family.

Casual clothes

The number of luxury customers who prefer more casual wardrobes has grown 7 points in the past year.

One of the trends driving this shift is  the rise of streetwear. Through brands such as Vetements, the hoodie has been
elevated to luxury status.

Responding to this growing preference for casual attire, a number of brands have launched collaborations with
streetwear labels, including Louis Vuitton's co-branded Supreme capsule and Jimmy Choo's Off-White footwear.

Louis Vuitton co-branded pieces with Supreme. Image credit: Louis Vuitton

Through these one-off lines, luxury brands are able to attain a sense of newness without losing their more traditional
branding and positioning.

Whereas earlier generations were more apt to seek out fully luxury wardrobes, millennials are more apt to trade up
and down to achieve their desired look, with 55 percent mixing and matching price points. For instance, this may
mean luxury footwear paired with more affordable attire.

However, even as they curate their wardrobes to fit their personal style, millennials are also the most brand loyal of
all generations studied. When they decide to opt for a different label, it is  often because their favorite brand does not
carry something they desire.

Due to their differing consumer behavior, millennials may also require different retail tactics.

For instance, ecommerce platform Spring is appealing to the millennial shopper through a new program that gives
customers cash back in lieu of points or promotions.

SpringBack is positioned as an alternative to the traditional loyalty program, as it rewards customers for every dollar
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spent with Spring with cash back rather than store credit or other brand-specific perks. Retail has typically looked to
periodic sales to drive business from value-conscious consumers, but Spring is aiming to win with consistency (see
story).
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