The News and Intelligence You Need on Luxury

RETAIL

Casualwear is the new normal, says BCG exec
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Italian-made clothing is the mos t in-demand. Image courtes y of Gucci

By SARAH RAMIREZ

NEW YORK – Streetwear is an increasingly important entry point to luxury goods as casual categories become more
popular among all demographics.

With millennials poised to become 50 percent of the luxury market, industries are seeing a shift towards casual
apparel and experiential purchases. During a keynote at the Italian Luxury Summit on Nov. 7, a partner and
managing director from Boston Consulting Group explained that despite this style shift, consumers still ultimately
desire exclusive and unique items.
"In a product and branding sense, we continue to see a casualization of luxury," said Sarah Willersdorf, partner and
managing director at BCG, New York. "Brands are putting a lot of excitement behind casual apparel and
accessories."
"T raditional [luxury] values are still holding, like extravagance and sexiness, but younger consumers want their
luxury items to present an image of uniqueness," she said.
T he Italian Luxury Summit was organized by the Italy-America Chamber of Commerce in collaboration with BCG
and the Luxury Marketing Council.
Casual cool
During her presentation, Ms. Willersdorf shared data and insights from the fifth annual BCG and Altagamma survey
titled “T rue-Luxury Global Consumer Insight.” T he report is based on responses from 12,000 luxury consumers from
10 countries.
Each year, the average spend level for survey respondents has risen. Affluent populations from the United States and
China are oversampled because of the heavy interest in those markets.

Louis Vuitton's collaboration with Supreme. Image credit: Louis Vuitton
Heavily-branded T -shirts are among the first luxury purchases made by millennials and Generation Z.
T he rise of streetwear styles has led brands to create logo-centric apparel and accessories. Millennials are also
prone to mixing high-end and more mass-market pieces, and are especially drawn to collaborative collections.
"Collaborations, both product, marketing and others, have actually been a way to generate excitement and newness
for consumers," Ms. Willersdorf said.
For instance, Italian label Gucci launched a collaborative collection with tailor Dapper Dan by looking back on the
New Yorker’s fashion history.
His early work took a lot of references from luxury brands, which Gucci refers to as “fashion sampling,” comparing
the practice to the way modern music is produced. T his collection maintains that sense of borrowing.
Gucci-Dapper Dan takes some of his frequent styles, such as track suits and jackets, and puts a Gucci touch on them.
Reflecting Mr. Day’s use of all-over logos, Gucci’s GG is screen printed onto leather, while gold leather is used as a
trim, referencing the tailor’s use of the material (see story).
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As affluents acquire more wealth, they do shift away from their preference for luxury goods dominated by logos.
Instead, unique, high-quality items hold more appeal.
T hirty percent of respondents preferred Italian-made luxury goods, with 22 percent favoring French-made goods and
11 percent preferring American-made items. However, French cosmetics and fragrances are the most popular while
Italy leads for luxury apparel and handbags.
Omnichannel experiences
Since the first T rue-Luxury Global Consumer Insight in 2013, social media has grown 29 percent to become the top
influencer among luxury consumers.
T he popularity of social media applications Weibo and WeChat has remained steady in China, while Instagram has
grown 53 percent in the West. Another cultural difference is that more male influencers are found in the East
compared to the women-dominated West.
Platform preference also varies by sector. Until recently, Google's YouT ube was the social media network of choice
for beauty brands and influencers.

YouT ube has been dethroned as the number one source for beauty promotion by Instagram, according to Celebrity
Intelligence's Influencing Beauty report.
Digital influencers have also replaced celebrity spokespeople as the top preference for collaborations and
partnerships. More than 80 percent of brands believe that these influencers are vital to appeal to millennial
customers (see story).
With mono-brand Web sites and general marketplaces dominating the luxury ecosystem, it is vital that brand
channels communicate with one another. T his includes focusing on the in-store experience.
Consumers seek out bricks-and-mortar locations to experience the product before purchase. T here is also the
perception that store offerings are more expansive than those available online.
Relationships with store associates is another reason why people still complete in-store purchases.
A report from the Luxury Institute shows that many consumers value the personalized touch of a human sales
associate to guide them through the shopping process. Half of all affluent consumers surveyed said that sales
associates give a relationship-driven experience that is inimitable by online tools and ecommerce.
Per the report, a majority of affluent consumers, 53 percent, said that superior customer service is essential to a
luxury shopping experience (see story).
"Digital is important, but this is the first year we see the store leveling out and we're not seeing a drop away from the
store," Ms. Willersdorf said. "I think it reinforces how important omni[channel] is and what the true role of the store
is – there is definitely a role."
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