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By SARAH JONES

NEW YORK – As consumers seek out alternatives to ownership, startups Armarium and Flont are creating a path for
brands to introduce themselves to shoppers through rentals.

In a panel at Luxury FirstLook 2019 on Jan. 16, executives from the companies explained how they work with brands
to forge a first connection with typically younger consumers through more affordable borrowing services. Allowing
consumers to experience a garment or a piece of jewelry in this accessible way often opens the door to a future
retail relationship.
“Consumers are shifting their values, opting for joyful and hassle-free experiences over ownership," said Brooke
Magnaghi, creative director of Flont. "Many young shoppers are intimidated by the experience of entering a fine
jewelry flagship boutique.
"And because of all of this, if we don’t evolve as an industry — the jewelry industry, which is very traditional and
generally adverse to change — we risk losing the luxury habit in consumers and the strength of a $70 billion market
segment," she said.

Luxury Daily produced Luxury FirstLook: Digital Acceleration
Sharing economy
Armarium launched in 2015 with a series of pop-ups. T he service allows consumers to borrow high-end designer
fashion, allowing shoppers to experiment with a new brand or get dressed for a special event (see story).
While the company’s primary customer base is the HENRY, or high earner not rich yet, the service has also found an
audience with high-net-worth clientele.
T risha Gregory, the cofounder and CEO of Armarium, explained that this renter is often looking for pieces that are
not available in her market or seeking out pieces that were not commercial enough to make it to department stores.
Unlike the HENRY, the high-net-worth individual has the means to immediately buy if she falls in love with something
she rents.

About 30 percent of customers ask to purchase items after renting them, and Armarium will often send consumers
directly to the brands to buy.
In 2019, the service is expanding its bricks-and-mortar presence. After opening at Browns in London last year,
Armarium is taking its service to Paris.
T his past holiday season, Armarium also popped up at the Cadillac House Retail Lab to help consumers get party
ready. Dubbed Haute Holidays, the temporary store stocked pieces from brands including Marc Jacobs, Jason Wu
and T hom Browne (see story).
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Similarly to Armarium, jewelry rental service Flont has found an audience with women who want variety.
Since jewelry is a high-touch category, Flont creates a means for women to try before they buy, acting as an
“unlimited jewelry box.”
For a tiered monthly fee, renters can borrow a certain dollar amount worth of jewelry at a time. While plans begin at
$59, the most popular option is the $379 plan, which allows them to borrow up to $8,000.
During the discussion moderated by Luxury Daily editor in chief Mickey Alam Khan, Flont’s Ms. Magnaghi noted that
when women are renting rather than owning, they often gravitate towards more colorful jewelry. However, they will
often go on to buy the same item in a more neutral palette.
Last year, Flont entered a joint venture with Hong Kong-based Chow T ai Fook and venture capital firm C Ventures to
expand its business in Asia.
Led by Adrian Cheng, executive director of Chow T ai Fook and co-founder of C Ventures, the partnership will give
Flont access to a database of 9 million VIPs and a network of luxury properties in Asia. After seeing growth in its

home market of the United States, Flont’s joint venture will introduce its services to China, Hong
Kong, Macau, Singapore and T aiwan (see story).

Flont lets its members rent jewelry. Image credit: Flont
T he company also announced at Luxury FirstLook that it is planning a retailer partnership in the United States.
Jewelry stores will list their inventory on Flont, and consumers can search locally available items via a mobile app
and pick up rentals at the retailers.
While creating a physical space for Flont, Ms. Magnaghi also sees this as an opportunity for retailers to develop
relationships with consumers and drive foot traffic.
New models
Consumers are adjusting their perspective on ownership, leading to the rise of alternatives to traditional purchasing
in the fashion and beauty categories.
T he convergence of consumers’ thriftiness and desire for sustainability is creating new models for consumption,
such as rentals and secondhand marketplaces. In a webinar from Euromonitor, titled "T he New Consumerism:
Impact on Beauty and Fashion Industries," two of the research firm’s analysts pointed out that brands in these
categories need to regroup and deliver experiences and products that consumers are willing to pay for to remain
competitive (see story).
Owning luxury items is no longer the only option for consumers looking for the prestige and quality offered by highend products.
Consumers are now offered the opportunity to rent luxury goods from cars to watches, as the rental market has
expanded beyond real estate and offers a taste of the high-life to a wider range of consumers. However, the nature
of the sharing economy negates the prestige and timeless intention of luxury goods (see story).
"Retailers have done so much due diligence and surveys in their current customers in how to further service them,"
Armarium's Ms. Gregory said. "T hey’re seeking these experiences that they are getting through travel with Airbnb and
Uber and they want to apply it to fashion and luxury fashion.
"I’m really excited that everyone’s getting on board and realizing it's not if, it’s when," she said.
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