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Gucci is one of the mos t influential brands in digital media. Image credit: Gucci

By SARAH RAMIREZ

NEW YORK – As technology continues to tighten its grip on the luxury world, it is increasingly important and more
challenging for luxury brands to cut through the noise and reach affluents.

During a panel discussion entitled “Developing New Customers in a Digital World” at the Italian Luxury Summit on
Nov. 7, executives from several brands discussed how to project empathy and personality in an increasingly digital
world. T he panel was moderated by Chris Olshan, CEO of T he Luxury Marketing Council.
“Brands should be wary about latching on to the latest technology available,” said Kyle Boots, director of social
analytics at BAV Group, New York. “T here are great tools available but they are not necessarily right for all brands.”
T he Italian Luxury Summit was organized by the Italy-America Chamber of Commerce in collaboration with BCG
and the Luxury Marketing Council.
T ech balance
Brands need to be aware of emerging trends, while treading carefully to avoid investing in technology that may not
have longevity.
When making large, long-term purchases such as a new vehicle or home, customers need to evaluate not just the
technology they want now but also what features they will look for in the future.

Luxury automakers have embraced connectivity. Image credit: Bentley
Luxury automakers have been focusing on connectivity for several years now, but many continue to make
improvements and adjustments to meet up with consumer demands.
British automaker Bentley is the latest to appeal to busy business executives with the introduction of secure, in-car
WiFi. Automakers are answering consumer demand by integrating more technology, from wireless offerings to
advanced audio systems and mobile applications (see story).
Augmented and virtual reality continue to make inroads, but the panelists agreed it is difficult to predict which uses
for the technologies will stick long-term.
For instance, Italian fashion label Gucci is using mobile technology to help consumers decorate their spaces with
items from its newest homeware collection.
With the Gucci mobile application, users can use an augmented reality feature to virtually personalize their space
with pieces from the new Gucci Décor collection. Luxury brands have begun to embrace AR as a way to bridge the
gap between digital and physical retail experiences (see story).

Balmain is one luxury brand that has experiment with virtual reality. Image credit: Balmain
T echnology fatigue should be a real concern for attracting affluent customers.
Personal choice is also a luxury component. Brands that allow customers to choose how often they want to engage
with technology may prove to be more successful in the future.
Most panelists agreed that they themselves have begun to look for opportunities to disconnect from technology's
omnipresence. Because of the overwhelming tech environment, personal touches such as handwritten notes from
brands still have a large impact.
Digital reach
It is a different story when it comes to using technology to better understand and reach costumers.
Quality data is essential to luxury brands looking to tailor their marketing and service to consumers' needs and
desires. T he better the technology, the easier it is to do so on a larger scale.

Mass brands are making strides in one-to-one marketing and how to react to data points in a way that luxury needs to
learn from. Burberry is one of the luxury brands that is learning to pivot towards this strategy with a variety of digital
tactics and using video in unique ways and leveraging data for detailed messaging (see story).
Digital media is crucial for creating a consistent brand experience across all touchpoints. However, as Eleonora
Paulsen, president of Gruppo Italia, explained, the most valuable consumers will expect more personalization than
automation.
Personalizing consumers’ retail experiences can lead to loyalty and increased spending, according to a report from
Boston Retail Partners.
T oday consumers expect more individualized communications and interactions with retailers, with 59 percent
saying that personalization impacts their purchasing decisions. Identifying and appealing to shoppers with relevant
offers or communications can help to establish a relationship between consumer and brand (see story).
"T hings move so fast we need to stay agile to recognize what the opportunities are, while being careful not to jump at
the squirrel," said Sandy Edry, global property specialist at Keller Williams and T he Edry T eam, New York. "Be open
and aware to what’s possible."
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