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Gucci created a digital experience for its  DIY program. Image courtesy of Gucci

 
By SARAH RAMIREZ

NEW YORK Unique experiences continue to be one of the defining characteristics of luxury purchases, as more
mass market and premium labels encroach on traditional heritage brands.

During a panel, "Exploring the Increasing Importance of Experience to the Most Sophisticated Buyers of Luxury
Products and Services," at the Italian Luxury Summit on Nov. 7, several brand executives across different sectors
explained how exclusive experiences set brands apart for affluents. The panel was moderated by Greg Furman,
founder of The Luxury Marketing Council.

The Italian Luxury Summit was organized by the Italy-America Chamber of Commerce in collaboration with BCG
and the Luxury Marketing Council.

Offline experiences
Bricks-and-motar locations remain a centerpiece to the overall luxury experience, as they offer consumers an
opportunity to better connect to a brand's story and heritage. Despite disruptive companies, there is still a necessity
for heritage brands to have a physical presence.

Boutiques, restaurants and hotels can all offer luxurious experiences that cannot be replicated digitally.
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Dempsey & Carroll has been in the stationery business since 1878. Image credit: Dempsey & Carroll

Not only does Dempsey & Carroll's  New York flagship, spearheaded by CEO Lauren Marrus, resemble a stationery
museum, but at the brand's core is a celebration of the time-honored tradition of sending handwritten letters and
notes. Bespoke stationery is a standout luxury during this era of technology over saturation.

To share the importance of the experience of handwritten correspondence, Dempsey & Carroll recently launched a
Brand Friend program. Selected influencers share their appreciation for the brand and letter writing with other fans,
while getting discounts and early access to paper products.

The Pierre offers afternoon tea. Image credit: Taj Hotels

Experiences, of course, are part of the very nature of the hospitality industry.

Upscale hotels can offer events that are more unique than those from other brands or homesharing services, such as
afternoon tea or offsite excursions. Events and exclusive spaces within resorts also give guests the opportunity to
meet new people, an experience that is not easily replicated.

As luxury brands like Lexus push their boundaries and expand into the yachting industry, brands like cruise line
Ponant need to find new ways to stand out in a crowded marketplace. Ponant emphasizes authenticity, which is one
of the most attractive qualities to millennials, and sophistication, which older generations tend to seek out.

Online experiences
With the advent of ecommerce, luxury brands still need to provide consumers with sublime digital experiences.

In many ways, a strong online presence is the first step in capturing the attention of the affluent customer. Eighty-five
percent of all research happens online before an item is purchased.

U.S. fashion label Diane von Furstenberg is looking to make New York Fashion Week more immersive with a special
3D shopping experience.

DVF 360, built by Salesforce's Success Cloud product, allows shoppers to browse its New York headquarters and
shop with out needing to physically be there. DVF's fall 2018 collection is showcased, along with the offices of the
designer herself.

Available in DVF's New York store and online, the experience provides a more exciting way to shop (see story).

As ecommerce becomes a greater part of the luxury goods business, store formats may change.
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In the changing luxury business, the retail expansion that drove 60 percent of the growth in previous years will be
replaced by organic growth, which will now account for 70 percent of the market's development. With consumers
slowing their purchases of hard luxury in favor of experiences, BCG advises a revamped bricks-and-mortar strategy
that optimizes efficiency of square footage (see story).
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