
The News and Intelligence You Need on Luxury

APPAREL AND ACCESSORIES

Redefining glamour in  the post-COVIDRedefining glamour in  the post-COVID
fashion worldfashion world
April 19, 2021

Carolina Herrera summer 2021 collection. Image credit: Carolina Herrera

 
By NORA HOWE

After a transformative and tumultuous 2020 forced brands and consumers to adapt, luxury fashion shoppers may be
ready to embark on a new era of style.

While the fashion industry was damaged economically, the COVID-19 pandemic allowed consumers and designers
to step back and reevaluate their priorities. As vaccines continue to be distributed and an end to the pandemic is
seemingly in sight, a new era of expressive style and consumer behavior is expected to emerge.

"Consumers have the power to articulate what interests them and how they prefer living their life, but it is  the
creatives' job to interpret these new desires and transform them into new forms that are going to define high fashion
going forward," said Thoma Serdari, director of fashion and luxury MBA at NYU Stern and author of Rethinking
Luxury Fashion, New York. "Consumers have the power to redefine their lifestyle, but designers have the power to
shape these intentions into creative strategy and aspirational products."

Changes in fashion consumption
The combination of the COVID-19 health crisis, social and political unrest and environmental disasters put things
into perspective for many individuals, ultimately shifting consumer behavior.

"There is a mindset that we now recognize life is short and we should enjoy the things we've missed, creating a
strong surge in spending as a result," said Paige Campbell, president of marketing agency Grady Britton, Portland.
"Consumer confidence in the economy is high right now, which is foundational to people spending more.
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Dior launched its  firs t leisurewear capsule collection, Chez Moi, in 2020 during an embrace of casualization. Image credit: Dior

"Will it be another Roaring '20s era? Not quite," she said. "But it will be big as people are itching to get out, see their
loved ones, enjoy life together and do activities that have long been on pause."

At the onset of the pandemic and global lockdowns, personal expression through style dipped as most people
remained in their homes, resulting in a surge in casual wear and athleisure sales and a focus on wellness and self
care, according to Fashionbi (see story).

"The American consumer has suffered the woes of the COVID-19 pandemic for 13 months and is more than ready to
resume a pre-COVID' lifestyle," said Richard Pattison, founding partner of luxury menswear and women's clothing
retail store Taylor Richards & Conger, Charlotte, NC.

"There is such pent-up demand for shopping, dining out and congregating with friends and family that you will
witness a tremendous rush to enjoy all of these activities in the very near future," Mr. Pattison said.

As COVID-19 vaccines become more accessible, many people are starting to see a light at the end of the dark and
arduous tunnel the world has been in for more than a year, pointing to a potential renaissance of personal style.

"I think people will go for glamour, but glamour in 2021 looks very different from what it looked like pre-pandemic,"
Ms. Serdari said. "We will see a change in silhouettes as they are becoming bigger and based on volume; however,
this does not mean that the garments will be bulky.

"On the contrary, dressing up can still look glamorous if garments are roomy and made of several layers of fabric,"
she said. "I anticipate silhouettes to become softer rather than hard edged."
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Consumers  seem to be getting excited for express ing new s tyles  at pos t-pandemic events . This  nearly $6,990 Carolina Herrera orange tulle
gown is  sold out on the brand's  ecommerce s ite. Image credit: Carolina Herrera

"People are used to reclaiming a lot of space around them," Ms. Serdari said. "From a psychological point of view,
everyone wants to go out and make an entrance.

"Volume, even when the profiles are soft, is  a great way to be noticed without being loud, therefore maintaining the
same balance we achieved when working from home."

In an episode of The McKinsey Podcast, partner and head of EMEA fashion and luxury at McKinsey Anita
Balchandani explored the idea of a balance between glamour and comfort. She expressed that the desire for self-
expression does not necessarily disappear when people are stuck inside.

"We think the demand for products that are more special and more glamorous will make a comeback," Ms.
Balchandani explains in the episode. "We might see some fluctuating behavior, which is really sort of dressing up
and looking your best on the days that you are out and being much more casual and cocooned when you're in the
home.

"However, what we are also likely to see is that the new variant of glamour will also come with a degree of comfort,"
she continued. "People have realized that clothing that is comfort able, falls well, feels good and is made well has
become much more important, given the lives that we've been leading."

Fashionable marketing
In both their runway collections and marketing campaigns, fashion houses have been exploring the idea of a new
era of elegance and eccentric style.

According to data from global fashion shopping platform Lyst, online searches for long, flowy dresses increased by
149 percent between January 2021 and mid-February 2021, while searches for relaxed-fit denim and blazers are up 86
and 87 percent, respectively.

French fashion house Lanvin brought the glamour and entertainment of the past into the present with a short film for
its fall/winter 2021 collection.

Lanvin described the fall/winter 2021 collection as remembering the celebrations of the past and imagining all of
tomorrow's parties

The short film emotes a celebration from start, highlighting a wide range of colorful and flashy Lanvin products and
disparate materials in what feels like a music video and celebration from the early aughts used to symbolize fun and
happiness that the future holds post-pandemic (see story).

French fashion house Chanel conveyed themes of modernity and sophistication with its spring/summer 2021 ready-
to-wear campaign, starring Charlotte Casiraghi. The brand's newest ambassador and spokesperson, Ms. Casiraghi
embodies the campaign through dreamlike imagery, shot by Dutch photographer duo Inez and Vinoodh.

Paying homage to the late designer Karl Lagerfeld, Chanel produced part of the campaign at his former home in
Monaco (see story).

Staying true to sustainability
Despite the expected return to purchasing, sustainability is still at the forefront of the fashion industry, as it has
become a pillar of consumer values.

During the McKinsey podcast with Ms. Balchandani, operating partner at McKinsey Achim Berg examined how the
past year has sharpened the fashion industry's focus on sustainability.

"Market research makes us believe that people have become more conscious," Mr. Berg says in the episode. "They
had time to think about it, look into their wardrobes and realize that they need far less fashion if they don't have the
occasion to wear it.

"If we are all going to celebrate that the pandemic has vanished and revert to buying more, then we, hopefully, will
do so with sustainability in mind."

To appeal to young, socially- and environmentally-driven consumers and cut down on overproduction, some luxury
brands and retailers have partnered with refurbishing and resale platforms.

Online retailer Farfetch partnered with aftercare platform The Restory in its latest effort to sustainably extend the
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lifecycle of luxury goods. The new program entitled "Farfetch Fix" provides services from The Restory which has
cultivated a wide range of techniques offering aftercare and repair services to shoes, bags and leather goods (see
story).

"The fact that a secondary market really got a boost through digital innovation because it's  now a digital exercise,
and it's  somehow lost its  stigma with the younger consumers, and even became trendy is a nice way to see how
technical innovation, a new consumer group and sustainability come together and create a whole new market and a
better footprint for the industry," Mr. Berg said.

For instance, British fashion label Alexander McQueen partnered with resale platform Vestiaire Collective to launch
a new "brand approved" program looking to become more directly involved with the circular fashion initiatives.
Through the collaboration, shoppers are invited to sell their preowned pieces and receive a credit to buy new pieces
from specified McQueen stores (see story).

"The best way for brands to respond to any changes that stem from major social or cultural events is to test some of
these elements against the existing code of the brand," Ms. Serdari said. "Not all of these newfound style
preferences can fit in each brand's predefined DNA.

"Luckily, when creative directors work with the main concepts that have shaped consumers' desire, they can become
catalysts of innovation."
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