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By SARAH RAMIREZ

NEW YORK As perceptions of high fashion and luxury continue to evolve, brands and designers should become
more open-minded about embracing different audiences.

With designer collaborations and capsule collections becoming more popular, brands are no longer pigeonholed
into one category. At the Initiatives in Art and Culture's Annual Fashion, Jewelry and Design Conference event in
New York, designer Jason Wu spoke about how brands can bring their luxury aesthetic to a wider price range.

"How do you elevate something without just using a very expensive fabric?" asked Mr. Wu, founder of his
eponymous label. "It's  about clever design.

"My take on expanding the reach of a brand isn't to dumb down what I do, it's  about elevating everything else," he
said.

Mr. Wu's fireside chat was led by Gary A. Wassner, cofounder and chariman of InterLuxe Holdings, LLC.

Embracing aesthetic
Over the course of his career, Mr. Wu has not shied away from collaborations from jewelry brands to mass market
retailers that expand his label's reach.

Previously, Mr. Wu released a limited-edition collection with Target, including pieces ranging in price from $20 to
$60. Most recently, he collaborated with plus-sized online retailer, Eloquii, on a special holiday line.

"It wasn't about doing what I do for less," Mr. Wu said. "It was about elevating the plus market."
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Jason Wu for Eloquii. Image credit: Eloquii

Mr. Wu's work is defined by its refined femininity his pieces are glamorous without being fussy. He does not focus
on trends, instead relying on timeless midcentury silhouettes.

"My aesthetic was always very clear," Mr. Wu said. "Over the last ten years, it's  what's brought me the most success,
when I'm true to myself.

"It took me 10 years to really own that," he said.

Jason Wu for Swarovski Crys tals . Image credit: Jason Wu

His career has seen other changes as of late.

Earlier this year, Mr. Wu left German fashion label Hugo Boss after five years at the helm of its women's collections.
Since joining the label in 2013, Mr. Wu had helped shape the direction of its  women's wear with his signature style
(see story).

"Having to work in a company [with] 2,000 stores globally really taught me how to amplify a vision," Mr. Wu said.
"My biggest accomplishment there was helping them figure out their overall aesthetic means."

New thinkingNew thinking

As the habits of luxury consumers continue to evolve, Mr. Wu encourages out-of-the-box thinking.

Competition is growing as ecommerce makes it easier to shop different brands at different price points from
around the world. However, Mr. Wu appreciates that the in-store experience still matters.

Luxury retailers need to create welcoming spaces to allow consumers to fully immerse themselves in brand
messaging. Physical experiences and amenities remain a key loyalty driver, despite the growth of ecommerce in the
luxury sector (see story).

As he prepares to launch bricks-and-mortar stores in China, Mr. Wu finds himself considering what the Jason Wu
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world looks like, and how to bring that intimate experience into a retail setting.

Brands also need to be aware of cultural and environmental differences when appealing to global audiences.

Mr. Wu noted that the Chinese prefer to buy separates, while American women favor his dresses. Warm climates and
longer summers also makes it difficult for his label to sell fall and winter items.

"Whoever said there's no climate change, ask a designer," Mr. Wu said.

While he admits his label is not technically "sustainable," its  still important for Jason Wu to put its best foot forward.

Luxury brands are becoming more aware of how sustainable practices impact their businesses, but they are not
necessarily adept at incorporating environmentally friendly processes on a wider scale. Socially responsible tactics
include use of non-toxic materials, buying back leftover textiles and even supporting workers' unionization efforts
(see story).

"We make clothes that are not disposable at any price point," Mr. Wu said. "Sometimes its good to have a little less
and a little more quality."

© 2020 Napean LLC.  All rights reserved.

Luxury Daily is published each business day.  Thank you for reading us.  Your feedback is welcome.

https://www.luxurydaily.com/s-word-overused-but-misunderstood-in-luxury-fashion/
mailto:feedback@luxurydaily.com

	Luxury brands need to keep elevated aesthetic in mind: Jason Wu

