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By KAT IE T AMOLA

Brands are being called to acknowledge and anticipate different audiences' various priorities and intentions when
buying luxury goods.

According to the "State of Lux" report from digital luxury marketing agency VERB, consumers are aligning into three
disparate consumer groups based on their desires from the brand, digital fluency, product intentions and other
factors. The report argues that brands understanding their audiences and their behavior is the key to overcoming
challenges.

The report is  based on a November 2020 survey of more than 1,000 affluent consumers in the United States and
United Kingdom.

Different strokes for different folks
Consumers are buying luxury products in different ways and for different reasons.

The research identified three affluent consumer groups: the digitally disconnected, the traditional luxury customer
and the luxury advocate.

"The New Luxury' isn't about what's new, it's  about what matters," said Jian Deleon, editorial director of
Highsnobiety, New York, in the report. "Mainly what we're seeing now is a redefinition of value."

The digitally disconnected are older, practical, apathetic towards political issues and the least digitally active group.
Thirty-five percent of this group reports only using social media to stay in touch with family and friends, while 25
percent does not use social media at all, including not following brands on social media.
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Older luxury consumers  are the leas t likely to follow brands  on social media. Image credit: UBS

Seventy percent of this group still prefers and expects to make in-person purchases. Digitally disconnected
consumers are the least likely to buy luxury for themselves or to celebrate an accomplishment, but are the most likely
to purchase based on a product's longevity.

The digitally disconnected consumer group always comes back to practicality. These consumers value learning
how a product is made and are least willing to pay more for a luxury brand demonstrating ethical practice or
addressing other social issues.

The traditional luxury consumer group is digitally active, heritage- and prestige-conscious, less predictable and
believes luxury is to be seen.

These are the consumers who represent the more traditional values of luxury, tending to purchase luxury goods
because they typically buy higher-end products and services.

Sixty percent of traditional luxury consumers follow brands on social media, and 44 percent prefer to buy their
products in-store. The age demographics are almost split down the middle with 53 percent of this group being under
the age of 40 and 47 percent being over the age of 40.

Expectations for the purchase process have never been higher, with traditional luxury consumers expecting the same
quality of customer service online as they would receive in-store.

The in-s tore shopping experience is  s till valuable to luxury consumers . Image credit: Neiman Marcus

The third consumer group is the luxury advocate. These consumers are younger, very digitally active, trend-
conscious and shop according to their individual interests.

The luxury advocate is made up of affluent consumers who follow brands on social media and as a result show a
predisposition to engage with the luxury sector. Eighty percent of this group report that their main reason in buying a
luxury good is "to treat themselves."

Out of the three groups, the luxury advocate consumers are most likely to buy luxury products to improve their mood
at 21 percent. These consumers are more price-savvy, less brand loyal, like showcasing their luxury goods on
Instagram and are the group most concerned with brands' abilities to demonstrate the commitment to social values.

What every consumer wants
Although disparate consumer groups do have different intentions and goals in their luxury purchases, they do share
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some similarities. Affluent consumers from every group are prioritizing the quality of the luxury good or service.

According to the report, the two most popular forms of brand content were how a product is made and the brand
story or campaign concept. A quick and easy checkout process is unanimously a purchase driver for consumers as
well as reviews left by other customers.

Brands should be looking to understand their customers' digital literacy, as well as identifying which values align
most with the target consumer. The report anticipates that the affluent consumer of tomorrow will follow the luxury
advocate's suit: these consumers will continue to want to engage with brands on a deeper level through shared
values.

Last year, Italian fashion label Gucci enhanced its Equilibrium digital presence, which serves as a platform for the
brand to share its support for social causes and equality issues (see story). The label also recently revealed an
updated climate strategy as it looks at more aggressive efforts beyond carbon neutrality (see story).

In general, luxury brands have become more vocal in their support for social justice movements in light of
worldwide Black Lives Matter protests in 2020. Business analysts are calling on brands to take things one step
forward and engage in these conversations about racism to make progress in social justice within their companies
because staying silent will not help (see story).

"New luxury isn't about price, it's  about culture, community, the values we share and aligning ourselves with brands
that can help advance that worldview," Highsnobiety's Mr. DeLeon said.
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