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What do women want? Celebratory dress ing and sus tainable efforts  from brands . Image credit: frees tocks/Unsplash

 
By KAT IE T AMOLA

NEW YORK When contemplating what women shoppers want, brands and retailers must consider how years past
have affected the landscape and what consumers are increasingly prioritizing.

During a panel moderated by Jennifer Woodring, vice president of customer experience and brand collaborations,
Luxury Portfolio International, at the Women in Luxury eConference on June 16, retail leaders discussed how after
years of lockdowns and global strife, many consumers are reverting to trends like dopamine dressing, dressing up
and returning to in-store shopping. Younger consumers, specifically those that are Gen Z, are defining what the
woman of the future wants, which stems back to sustainability strides and interaction with brands using technology.

"We've seen this joyful explosion of what some people are calling revenge shopping' or revenge dressing' here in
the UK," said Katy Lubin, vice president of brand and communications, Lyst, London. "People being so excited to
buy new things, to find new creative outlets for self-expression, to get back out there into the world and to look
fantastic doing that."

Women in Luxury 2022 was produced by Luxury Daily

What women want 
Retail experts acknowledge that it is  impossible to generalize what one group of people wants, as everyone has
disparate tastes and holds different backgrounds. Certain popular trends are permeating, however.

Women are enjoying "dopamine dressing" a type of revenge dressing where one chooses to wear clothing that
benefits their mood. Consumers are also enjoying the return of going out, fashioning dresses and high heels.

https://www.luxurydaily.com/category/sectors/marketing-industry-sectors/
https://www.luxurydaily.com/?p=351969
https://www.luxurydaily.com/wp-content/uploads/2022/06/woman-shopping.jpg
file:///author/katie-tamola
https://pubads.g.doubleclick.net/gampad/jump?iu=/60923973/mid-article-micro-bar&sz=234x60&c=85099116&tile=1
https://www.luxuryportfolio.com/
http://www.lyst.com


Women are enjoying dopamine dress ing and a return to in-person shopping. Image credit: Simona Todorova

A return to physical retail has been prominent. As lockdowns and restrictions are lifted, more consumers are
vaccinated and many places return to full openings, consumers are flocking to physical locations for shopping
experiences that they missed.

Creating a positive in-person shopping experience can help build consumer loyalty and connect customers to
omnichannel experiences, leading to more profit for brands.

"The spike to return to physical retail has been phenomenal," said Natalie McGrath, vice president of marketing for
North America and EMEA, Afterpay, Atlanta. "I think this is a real opportunity in the luxury sector [to identify] how do
brands truly build that omnichannel strategy to engage that consumer what truly is that omnichannel proposition that
is going to build loyalty and engagement with the consumer?"

Utilizing data and gaining consumer insights will also be helpful in determining what they like and which trends are
dominating. Brands must try their best to try to understand and get to know who is shopping for their products.

"Just start talking and listening to customers, and really trying to find those killer insights that are going to set you up
to be able to deliver something that is special and unique and mind-blowing for them," said Lyst's Ms. Lubin.

Millennial and Gen Z consumers are slated to make up about 70 percent of the luxury market by 2025. With trends
like dopamine dressing and a return to dressing up, many consumers in these age groups want to showcase their
looks and connect with brands, with the Internet remaining the ultimate means to do so.

A Gen Z favorite, s treetwear is  becoming more cognizant of sus tainability. Image credit: Lys t

"What has made the trend of [younger generations getting into luxury at younger ages] more visible is through
platforms like TikTok, where you're suddenly exposed to this whole new generation of creators and people who are
sharing their love of fashion and their self-expression," Ms. Lubin said.

"[There is] the fun of dressing up and wearing clothes and engaging with brands in a totally different way that is
much less controlled."

Seeking authenticity
The female shopper of today, and the future, is  also expected to continue prioritizing sustainability. Consumers are
looking not only for environmental initiatives and sustainable ingredients and products but are also wary of
concepts like greenwashing.
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With Gen Z's buying power expected to reach $33 trillion by 2033, this cohort has a rapidly growing influence on
how brands go to market.

According to the 2022 insights report from marketing agency Adolescent Content, 78 percent of Gen Z is skeptical of
brands' commitments to equity, diversity and sustainability indicating that they do not trust them. To foster a mutually
beneficial relationship with Gen Z consumers, brands must recognize their weaknesses, realign their values with
today's consumers and reimagine what it means to be a brand that can withstand shifting cultural tides (see story).

There is a massive shift occurring within the luxury space, as governments and conscious consumers call on
financial corporations to strengthen commitments to environmental, social and corporate governance (ESG)
issues.

According to 2021 data from Positive Luxury, the link between sustainable business operations, commercial
performance and company valuation must be acknowledged. Innovation is moving from product lifecycle
information toward genuine innovations in environmental practices, such as sustainable production, manufacturing
materials and techniques, as well as social practices addressing inequality of opportunity (see story).

"I think [sustainability practices] really need to come from a place of authenticity, for brands in terms of the end-to-
end way of operating their businesses, and it can't be just a marketing campaign that lives as a one-off," said
Afterpay's Ms. McGrath.

"But I think [it is  important] for brands just to be very mindful that we can't just greenwash this and it has to be very
well thought out, with a deep understanding of how they get to the end goal."
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